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Baltimore's big population is packed mostly right inside the city

limits. The number of Baltimoreans who live outside the city in the
metropolitan area is unusually small. What's this mean to the people

who use and buy radio advertising? Just this: -

W-E-T-H covers this lziglzl)' concentrated market

o eﬁ’icientl)r.’ You don't need—you don't have to pay for—a big,
a Imore powerful, expensive radio station to reach the people of this rich
market effectively. W-I-T-H will do the whole job for you—at a

fraction of the cost! Overlapping coverage of network stations

Is from their own affiliates limits their effective coverage to just about
— the area W-1-T-H itself complezely serves.

® ) . e
dl eren'l Nielsen proves W-1-T-H’s superwrzt)' in the
o Baltimore market! The latest Nielsen Coverage Service shows

that W-1-T-H leads every other radio and television station in

oo [l”d Sinart 1‘[1(2’10 town—regardless of power or network affiliation—in weekly day-
[i;;ze-b”)ri;]g Z$ dlfferent time circulation in Baltimore City and Baltimore County. That's |

only one big fact that came out of this amazing survey. Get the |

i1 this compact narket!

whole story. Let your Forjoe man prove to you that the best buy
in Balumore is W-I-T-H.

TOM TINSLEY, PRESIDENT REPRESENTED BY FORJOE AND COMPANY
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U. S. Steel after Banker-directors of U.S. Steel are said to be lending company hand in

more clearances getting clearances on local TV stations for U.S. Steel's dramatic hour
on ABC (Tuesday, 9:30-10:30). Here's how it works: If ABC can't swing
clearance in specific market desired, banker-directors contact one of
their bank affiliations or friendships in that market. Much pre-
ferred is contact who has loan relationship with station, it's al-
leged.) CBS appears to have already felt effects of this "drive"
from stations not exclusively affiliated with that network. Parallel
shows on CBS are "Suspense" (Auto-Lite) and "Danger" (Block Drug).

—SR-—

Drake will make Galen Drake's sold 1,000 products in 30 years on radio, is undoubtedly
$176,000 in ‘53 radio's highest-paid copywriter ($176,000 this year). His secret:
He_doesn't _write a_word. For story, see page 36.

—~SR-—

How short can Station Reps. Assn.'s Reg Rollinsoa reports New York agency asking

you make ‘em? radio stations for rates for 3 (three)-word announcements for south-
ern coffee client. Words probably "Drink It Straight." Point is, SRA
worried this is effort to short-circuit 8-second "radio short" con-
taining up to 16 words which SRA helped standardize.
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TV show costs Average TV nighttime shows on networks this fall have dropped in cost,

down slightly as follows: NBC TV average, $19,000 (820,500 last year); CBS TV,
318,000 (520,000) ; Du Mont, 86,500 (about same); ABC TV, 214,000
($12,500). For network show trends, costs, other data, see SPONSOR's
twin features: "Have TV show costs reached their ceiling?" page 29,
"How ABC will compete," page 32. And don't forget SPONSOR's revised
6-page TV Comparagraph of Network Programs page 91. Every show cost
has been updated.

—SR-~

BAB offers aid to Broadcast Advertising Bureau inviting agencies to seek its aid in pre-

agencies on radio paring network, spot radio proposals for their clients. BAB will (1)
get data from own files or from network, rep or 830 station members,
or (2) in many cases finance research itself where there's radio busi-
ness_in sight. (For one instance of BAB-financed research helping
agency make radio recommendation, see article based on media direc-
tor's memo to his client, page 34.
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Radio, TV on ANA annual confab in Chicago today, tomorrow and Wednesday (21-23
ANA Chi agenda September) will feature special closed-circuit showing of RCA color
TV originating in New York and starring Nanette Fabray. "What Adver-
tisers Really Want to Know about Radio & Television" will see 4 top
compeling network execs on_one_pancsl. BBDO's Ben Duffy and Y&R's
Sigurd Larmon are among speakers.

SPO.\';\‘OR Volume 7. No. 19, 21 Septemher 1953 Publishe | biweckly by SPONSOR publ atirns, [me at 3110 Elm Ave Baitim re. Md. Frecutive, Fait-r{a]l, Advertising, Cireu-
lation QOftices 40 E. {9th St,, New York 17. $8 a year in U. 3. $9 elsewvhere. Entered a3 seconud ciass matter ¢ l1ary 1t Ba.t . Ma %5 ler Act 3 Marsh 1879
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REPORT TO SPONSORS for 21 September 1935

CBS color TV CBS will be out soon with sensatioaal new color TV "break," possibly
"break’ due development of new tube. For what you can do now pending arrival of
commercial color TV, see article page 40, also forum feature page 60.
—SR-—
"“Exploded’” foods General Foods, huge air media user, unworried by Scottish scientist's
still good—GF Dblast against "exploded" breakfast foods. Dr. David Paton Cuthbert-
son charged vital amino acids forming proteins are harmed by heat.
GF told SPONSOR they knew it all the time but people prefer puffed
and roasted cereals, eat them with milk and sugar and thus get more
nutrition anyway. Charge recalls similar attempt by another Scot
earlier this year to decry chlorophyll products. American Chicle told
SPONSOR at time they'd like to have scientist in their lab for one
hour to show him what chlorophyll can do to odors.
. —SR—
‘NBC TV offers $ About only program subsidizing NBC TV is now offering sponsors covers
to buck “Lucy” spot opposite "I Love Lucy." NBC will contribute $14,000 to cost of
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| show bucking CBS TV leader. Amount will drop as program rating rises.
| (For analytical round-up on fall net shows, see page 29.)
I ~SR~
Hall of Fame Hallmark Hall of Fame programs (radio and TV) being switched to Holly-
| to Hollywood wood from New York starting 27 September for 2 reasons: (1) TV version
| directed by Albert McCleery will be able to use big NBC studio there;
(2) both versions will be able to draw on Hollywood talent. William
l Gay directs radio version on CBS. Ed Cashman heads Foote, Cone &
| Belding staff shifting across continent with show. Some shows will
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still be done from New York. Sponsor is Hall Bros.
—SR—
Philco “big push’” Philco tells SPONSOR its current multi-million dollar campaign of
for ‘54 112 days of continuous advertising won't actually end "big push” of

underway 1954 line of appliances. All major media being used, but "Philco TV
Playhouse" (NBC), new "Philco Radio Playhouse" (starts 30 September
over 130 ABC stations), Don McNeill's "Breakfast Club" (ABC), Edwin
C. Hill newscasts (ABC) and spot radio will extend into 1954.
Agency: Hutchins.

—SR—
Don’t ignore copy If you want to know how agencies differ from sponsors in assessing
in choosing media media, read "How 94 agencies evaluate media," starting page 43. After
reading advance copies of article, 2 agency members of SPONSOR's All-
Media Advisory Board called or wrote to stress influence of copy on
media selection. However, agencies polled ranked copy 1llth among
factors affecting their media choice. (See Question 2 in charts.)

— — — — — — — — e e e e e — — ey — —— f— o— —— — — — — o— — —

New national spot radio and TV business

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration

American Tobacco, Roi-Tan Cigars Lawrence C. Gum- 16-18 TV mkts throughout coun- TV: 7 20-, 60-sec anncts, 1.D.'s a wk;
NY binner, NY try beg Sep; 20 wks

Flako Prods, Nj All products Charles W. Hoyt, NY‘ Radio-TV mkts ecast of Missis- Radio-TV: 20, 60-sec film anncts, partic

sippi in women's shows; 21 Sep; 10 wks

Lincoln-Mercury, 1953 Mercury Kenyon G Eckhardt, 125 radio mkts throughout coun- Radio: chainbrks, 60-sec anncts; 21 Sep;
Detroit NY try 4 wks

Nestle Co, White Cookie Mix, Eveready Cecil & Presbrey, 15 Eastern, Midwestern radio-TV Radio-TV: 60-sec anncts; mid-Oct; 10
Plains, NY Cocoa NY mkts wks

New York O New Apple crop Charles W. Hoyt, NY 15 radio-TV mkts in NY, New Radio-TV: 60-sec partic; 21 Sep; 4 wks
England Aopie In- 1 England

stitute, Kingston,
NY

Taélor-Reed Corp, Q-T Frosting Charles W. Hoyt, NY | 10 TV mkts, Eastern Seaboard TV4: 20-, 60-sec film anncts; mid-Oct:
onn wks

2 SPONSOR
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Your radio dollar has a whopper of a
Hooper when you buy KSL radio . . . the

Mountain-West's 50,000 wate CBS station.

KSL radio commands one-third of the

centire listening audicnce in a four-state,
58-county arca. And in the four county
industrial heart of the Mountain-West,
KSL-'s audience averages 113.2% more
than the next ranking Salt Lake City
station and tops the audience of alarge
regional network by 174.1%. Reach all of

the rich Mountain-West thru KSL Radio.

: T/\f[f[h /

SALT LAKE CITY, UTAH
CBS Radio Network ® 50,000 Watts
Represented by CBS Radio Spot Sales

S
7

,7’ —-.

Source: Hooperatings, Feb., 1953
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ARTICLES

Have TV show costs reached their ceiling?

A comprehensive study of fall programs indicates that costs have taken a
definite downward turn. Article gives average cost per show on various net-
works, outlook for films, an analysis of trend toward network-produced shows

How ABC will compete

The upsurge of ABC points to the hottest competitive situation in network
broadcasting. New money, new talent, new programs, new sponsors add up to
a situation under which advertisers can no longer think in terms of "big two"

Media director writes of nighttime spot radio

An actual memo from an agency media director to a client shows that more
people, especially men, are available for your radio message at night.
Chart breaks down night vs. day costs, gives specific market examples

Galen Drake: radio’s highest-paid copywriter

A wizard at the art of "soft sell." Galen Drake has been creating his own
commercials for 30 years, sold over 1,000 products on radio. Here's the
inside story of his successful technique, along with some specific examples

The anti-enzyme war oun the air

The dentifrice makers are off again: Lambert's Antizyme is taking an early
lead, Block Drug follows close behind. With all major competitors expected fo
join the race, radio and television advertising will play a major role
Color TV: what you can do now

With FCC approval of color standards expected shorily, you'll be interested
in this status report of what networks, agencies and advertisers are doing
to prepare for "C Day." Valuable tips on what to do in months to come

How Natiounal Shoe riungs the bell with radio, TV

Since this shoe firm switched from print to air advertising 13 years ago
National has doubled the number of stores, quintupled its sales volume

How 94 agencies evaluate media

Part 10 of SPONSOR's All-Media Evaluation Study shows how agencies billing
$800 million a year assess media, what they want to know, how TV has affected
their media pattern. This ends tabulation of 3,000-questionnaire survey

COMING

How BEBDO evalunates media

Ben Duffy, BBDO president, tells how one of the nation's top agencies looks
at media picture. Part Il of SPONSOR's media study

Why so few lady producers?

Can they do e better job? Are they given a chance? A back-of-the-mike-
and-screen visit with some leading gal producers

N N — o
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(WKH unlocks

g times as many

adio homes
s the next

‘hreveport
fation!

No ifs, ands or buts -KWKH is the key
station in the important Arkansas-Louisiana-
Texas area. It far surpasses all competition
by a tremendous margin.

KWKH delivers 307.0% as many Weekly
Listeners as Shreveport’s next station yet costs
only 60% more!

These audience figures are from the new
Standard Station Audience Report— the more
conservative of the two recent audience
surveys made in this area.

Get all the KWKH facts —write direct or

ask your Branham representative.

ISTATION /B’
AVERAGE DAILY LISTENERS (S. A.M.) I < ‘ i ; I < | I

A Shreveport Times Station
o xasﬂ—-ﬁ-’}
0,000 Watts « CBS Radio -

The Branham Co., “ AJ

Representatives

Henry Clay, General Manager
Fred Watkins, Commercial Manager




All Southern California in

ONE GIANT
ECONOMY PACKAGE

MAKE THE WHOLE SALE
AT A WHOLESALE RATE!

Catalima-based KBIG, with 10,000 watts

at 710 KC is the convenient, efficient |

way to reach the whole Southland—one
medium, one set of copy, one bill Not
just America’s Third Market (Los An-
geles), or America’s 25th Market (San
Diego), or America’s 62nd Market (San
Bermardino)—but all of them PLUS lots
more in between. A total of over six
million pecople, at a KBIG base hour
rate of only $118.

KBIG Does It Alone? Yes. KBIG's
10,000-watt signal focuses all its strength
on s market and wastes none out to
sea. Booming across salt water (finest
known conductor of radio waves), KBIG
covers Southern California’s mainland
from Samta Barbara to Mexico. KBIG

helps you to want the \Whole Sale, to
all the Southland, at Wholesale Prices—
as httle as $9 a spot!

Prove It To Yourself! Compare KBIG's
base hour rate ($118) or base minute
rate  (318) with any combination of
newspapers, outdoor, television or radio
you nced to get this same coverage.
Youll sce why KBIG is the BIG Buy,
the best way to make the Whole Sale
at the Wholesale Price.

Availabilities Will Never Be As Good
As Now! Call Mecker or us—get the
whole KBIG  story—and place your

schedule on

STUDIOS IN AVALON GIANT
AND HOLLYWOOD  [EERIINIeINY
L = PACKAGE OF

SOUTHERN
CALIFORNIA

i

John Poole Broadcasting Co.
KBIG e KBIF ¢ KPIK
6540 Sunset Blvd., Hollywood 28, Calif.
HOIllywood 3-3205
\Nat. Rep. Robert Mecker Associates, Inc.

10,000 WATTS
a1 740

6

Paul G. Gumbinner, radio-TV director, Law-
rence C. Gumbinner, New York, is another night-
time radio champion (see story on page 31). “Chap-
Stick was an early morning radio user for six or
seven years,” he relates. “Then in fall 1952 we tried
6:00-7:30 p.m. news and sports adjacencies in Chica-
go because early morning was unavailable. Result:
Chicago pulled a better response than it had in five
years previous.” A men’s product with national
distribution, Chap-Stick is on the air annually in
18 to 30 markets from October through March.

Eleanor Accles, Robert W. Orr & Assoc., New
York, is awaiting results of her Detroit test cam-
paign for Clairol’s new Hairdew, a cream rinse, wave
lotion and hair conditioner. “lve found the use of
local air personalities most effective in introducing
new products,” Eleanor explains. She therefore
placed Clairol's minute participations on three day-
time women’s participation shows on radio and one
on TV. Retailers, she savs, have been reporting
excellent Hairdew sales in and around Detroit.
Campaign will expand into other markets in fall.

Murray Roffis. Maxon Agency, New York, has
been kept busy shifting radio announcements for
Packard Motor Co. throughout September. “We
buy 40 minute announcements in 30 top radio
markets,” he explains, “and we buy them on a one-
week basis for flexibility.” Starting 26 September,
Packard Co. will advertise its 1953 line on an ABC
weekend news package of 24 newscasts every
Saturday and Sunday for 13 weeks. Predominantly
a TV advertiser in 1952 Packard is dividing its 1953
budget between early morning and evening radio.

William B. Hinman. Lambert & Feasley, New
York, is now preparing Phillips Petroleum’s fall
campaign. An 18-year air media veteran, Phillips
buys mainly 5- to 15-minute newscasts on early
morning and nighttime radio, as well as noontime
slots in midwestern farm areas. “We buy radio in
some 30 midwestern markets,” Bill explains, “and a
weel:ly half-hour TV show in 21 midwestern mar-
kets.” During the summer Phillips sponsored Doug-
las Fairbanks Presents, a half-hour TV drama.

This fall firm renews Phillips’ Game of the Week.

SPONSOR.




Our attage — 5000

right array of personalities and

radio talent . .. headed by
BOB POOLE and ADD PENFIELD

n 27th year of broadcasting.

ers

e South.

reatest concentration of listen

in any similar area in th

 GREENSBORQ N.C.,

4 . o ) —
- Affiliated with C B S
Represented nationally by Hollingbery | . l | | )
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Top-ﬂight
Sales and
Promotion
Executive

... available
October 1

one of broadcasting’s
most successful spot and
local sales and promo-
tion experts will be ready
for a new assignment
October 1.

His background:

* TWO YEARS—Na-
tional Sales Manager of
a major CBS radio
station.

* NINE YEARS—Direc-
tor of Radio Sales Pro-
motion. Winner of 21
*“firsts” in 22 national
promotion competitions.

* TWO YEARS—Direc-
tor of nine-man radio
sales promotion depart-
ment in New York.

* DIVERSIFIED news-
paper and magazine
experience.

Tlu- combination of his
broad experienee in
promotion . . . his suales
achievements . . . and his
top-flight references
speak for themselves.

For details coritact :

BOX TA SPONSOR

40 East 49 Street
New York 17, N. Y.

Wem, Mo
it Mot

Robert J. Landry

Oy |.
b

What the man said

A certain observable unease and unhappiness among advertising
agencies at the present time is plausibly, if perhaps incompletely,
explained by the jolting, earth-crunching commotion called television.
But there are observers of the agency scene who argue that what ails
the agencies goes deeper than the simple embarrassment of their
having so notably lost their showmanship prestige, of radio days,
to the television-ruling networks.

* % %

“Embarrassment” is the right word. Too often there is too little
participation by the agency in a television entertainment, which is
overwhelmingly somebody else’s bundle. Plain-talking Emil Mogul,
himself an agency owner, stood up in meeting recently and declared
that, in his opinion, many agencies of record do not earn, and can-
not justify, the 15% commission vis-a-vis video. This was painful
candor indeed and was greeted with the silence of—again the word—
embarrassment. as if the word had quickly passed around: “Pretend
you didn’t hear what the man said!”

* * *

Memory runneth hack to radio where all the functions and steps
and responsibilities for the creation and execution of programs were
vested in, and insisted upon, by the agencies. There was then little
talk that the 15% commission was unearned. Rather it was the
other way ’round. Many hinted it ought to be more than 15%.
Agencies were then the dominating showmen of the industry, and
proud of the fact. A “package” was then hardly more than an oc-
casional stunt, dreamed up by the William Morris office or the Music
Corp. of America. to benefit a star’s vanity and/or tax position.

* * *

Those who argue that there is more fermenting at the agencies
than just lost program showinanship point to other signs of the times.
They see what they call “the business-manager type” too prominent
in agency management. That’s the sort of sweeping charge which
cannot be proved, or disproved. It amounts to an allegation that
agencies over-reward charm, contacts and control of accounts and
under-reward creativity. Be that as it may. But the charge may
have some wmerit since in three prominent agencies—]. Walter
Thompson, Batten, Barton, Durstine & Osborn and McCann-Erick-
son—they are now using writer-contacts for clients. In other
words. the “creative” man now has direct access to the account
and 1s not kept at Brooks Bros.” arm’s length. There are those
who think the growth of this writer-contact system is an extremely
healthy break with choking protocol.

¥ * *

More broadly involved is the perennial question of what the proper
functions of an advertising agency are or ought to be. In recent vears

(Please turn to page 113

SPONSOR




The Katz Agency, Inc., can

tell yvou about Kansas City . ..

Mid-America ... KCMO
Radio and KCMO-TV.

21 SEPTEMBER 1953

with a NEW approach

Kansas City . Mid-Ameriea. Tt's a rich,
ripec market. KCMO Radio has been selling
millions of dollars of goods and scrvices in
I\ﬁ(l-l\llu‘lud fOA all kinu: 0Ol .w“'llq s--nir"‘-rl
SpPONsors for a long, long time. Now that
came stronge <ell hits the Kansas City market
September 27 via a fresh approach
KCMO-TV, Channel 5.

with a NEW twist

The same kind of top-selling ability that di
tinguished KCMO Radio in Kansas City is
now available on Channel 5, KCMO-TV

Now on Low=Band TV

Market-wise KCMO now pours its proven sales-
ability into low-band. top-selling TV. Channel
5 is the hot spot — nrght in the middle of
Kansas Cityv's TV =elling picture. Ask your
Katz man about that same strong sell, tested
and seasoned in radio — now available on

Channel 5, KCMO-TV

~—y
. Channel 5

KCMO-TV

basic ABC television



and rnow...

a major coast-to-coast organization |

devoted exclusively to the production ari

distribution of films for television.
W f_ '.
elevision progm.

TPA is not a subsidiary or division of a corporatio l
whose major interests lie in other fields. There i ¢
nothing to keep it from pursuing and concentratin;

on its basic objectives: the best films for televisig |
advertisers . . . the most efficient distribution #

independently produced TV film programs.

2 Py’

|
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who is’ I

Behind TPA are three men whose backgrounds anc |

experience are assurance of the high place TPA 1

will occupy in TV films:

Edward Small, Chairman of the Board, is an out-
standing independent producer whose motion pic-
tures have grossed well over $100,000,000. He is
the showmanship arm of the company. Mr. Small

has a tremendous (and well earned) reputation for |

\




s of a il”nerica, L1C.

teing able to recognize the commercial potential of
a seript or pilot film. He will use this rare talent to
make sure that TPA properties are good programs,

of high mass appeal.

Milton Gordon, President, is the financial arm of
the group. He is a recognized authority in the
financing of motion picture and TV films. Mr. Gor-
don is a guarantee of the financial soundness of

TPA operations,

Michael (Mickey) Sillerman, Executive Vice-Pres-
ident, is the sales arm of TPA. In both radio, and
more recently in the field of film distribution, he
has built an unmatched sales record on the sound
premise that a sale is not complete until it does a

job for the advertiser.

TPA properties

TPA has already acquired a group of successful
film programs, announcement of which will shortly
be released. These and other TPA properties will
be recognized by their ability to deliver mass audi-
ences to advertisers at realistic costs ... by the com-
plete follow-through sales-aids which are part of
every TPA package ... by the list of advertisers
in many different fields across the country who are

profitably sponsoring them.

Look for the man from TPA who will be calling on

you soon with these TPA properties.

Reicvision P rograms of C@merica, in.

729 Seventh Avenue, New York 19, New York
1041 N. Formosa Avenue, Hollywood 46, California



Want to see
your sales

your

At
J-/ advertising

%5 CRAC

=5

out of 3 French radio

Huge coverage 2

homes in Quebec.

2. Hundreds of
thousands of
faithful listeners day
and night as

reported by B.B.M.

3. Selling power
second to none
7,500,000 box tops

last year.

CBS Qutlet in Montreal
Key Station of the
TRANS-QUEBEC radio group

CKAC

MONTREAL

730 on the dial - 10 kilowatts
Representatives

Adam J. Young Jr. New York, Chicago
Omer Renaud & Co. - Toronto

12

CANADIAN SECTION

Our sincere thanks to sroxsor for
lielping to make our Nanaimo suminer
nieeting of the British Columbia Asso-
ciation of Broadcasters so successful.
We received the 80 copies of srox-
soR’s special Canadian Radio and TV
edition [10 August 1953] in time to
place a copy in the room of each regis-
tered member. All were most enthusi-
astic about the wonderful job you had
done for Canadian radio in this edi-
tion.

Your statistics were verv enlighten-
ing. The fact that 66 more U. S. firms
are using Canadian radio this year—
and 600 branches of U. S. concerns
have heen established in Canada since
the war, explains part of the business
increase on stations throughout Can-
ada.”

After carefuly reading this section
I sincerely hope every advertiser in
Canada and the United States con-
templating the use of Canadian radio
will take tine to digest the contents
thoroughly. Canada, and particularly
the West Coast of Canada. is growing
so rapidly in population and industry,
it is almost impossible to keep a time-
ly report in the hands of prospective
advertisers.

Yours is the most comprehensive
and up-to-date study of Canadian ra-
dio we have had the pleasure to read.

SHEILA HAsSELL
National Sales Director

CHUB, Nanaimo, B. C.

*SPONSOR wishes to thank Pat Freeman and
the Canadian A«sn. of Broadcasters for getting
up these statistics.

I thought your Canadian section a
very interesting job. and useful to sub-
scribers in a number of ways.

A. D. DunTox
Chairman

CBC, Ottawca

MEDIA SELECTION

[n the July issue of The Advertis-
«r’s Digest we noted a review of an
article entitled “How to choose media”

by Ray Lapica which appeared in your
publication in the issues of June 1
and 15, 1953.

We wonder if it is possible for you
to send us a reprint of this article or,
if you do not have reprints available,
tear sheets from the two issues in
which it appeared.

We will appreciate receiving a copy
of the article for our information and
1eference files.

(Miss) A. M. LipTAK
Walther-Boland Associates
San Francisco, Cal.

® Reprints of Wedia Study articles are not
available. The «tndy will be publiched in book
form next year. Reservations are secceptable now
by writing to SPONSOR. Extra copies of issues
coutaining the articles cost 50¢ each.

In the April 20 issue of SPONSOR
you begin Part 1 of an eight-month
investigation of how media are bought.
[ have this copy.

Would you please send me the tear
sheets of the seven succeeding articles
that complete this series (or all those
that have heen released to datei?

A final request—would you also in-
clude a copy of your most recent “Ra-
dio Basics” and “Television Basics?™

We get vour fine publication here
in the Telecommunications office at SC
but it is not possible to tear from these
library issues.

The reason I need this information
at hand is | am completing my disser-
tation for the Ph.D. degree. My dis-
certation is entitled “An Experimental
Study of the Relative Effectiveness of
Certain Types of Radio and Television
Commercials.” My study is being done
in cooperation with the Allan Hancock
Foundation, Lever Bros., M. J. B. cof-
fee and Philip Morris.

JadEes J. Rue
Telecommunications Dept.
University of Southern California

® Single copies of “Radio Basics” and TV
Basics™ are available at 30¢ each., Lower prices
on qnantity orders,

SPONSOR CARTOONS

We here at Station WJXN are very
proud of our new Radio Ranch. and
are determined to make it an interest-
ing community project as well by plan-
ning our motif around the theme of
radio broadcasting itself. In line with
this. we have had line drawings put
on the walls of our lobby—all appro-
priate to the radio theme.

It occurs to me that the series of
cartoons which sPoNsOR printed some

(Please turn to page 15)
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KOLN-TV
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The Otbe)' Big Market 5
In Nebraska!

The Fetzer Stations

WK20 —Kalamazoo
WKZO-TV —Grand Rapids—Kaelamazoo
WJEF—Grand Rapids
KOLN =Lincain, Nebraska
KOLN-TV —Lincoln, Nebrosko
Associated with

OWMBD —Peoria, lllinais
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WHAT MAKES 1:¥//.\: {2

l. Production
2. Payrolls
3. People (who benefit from both)

They’re all plentiful in the 114 counties
reached by the clear, strong signal of
WSAZ-TYV...the one television station that

serves the industrial heart of America.

No smart advertiser needs to have
this spelled out. Where there’s abundant
industry and big payrolls—there’s strong

demand for the product you sell.

No other TV station...in fact,

no other single medium...commands this
high-income market! We thought you’d want
to be reminded. After all, you

are interested in profits!

Huntington—Charleston, West Virginia
Channel 384,000 watts ERP—~NBC-CBS-DuMont-ABC

Lawrence 1. Rogers, Vice President & General Manager, WSAZ, Ie.

Represented nationally by The Katz Agency

14

Typical of the dozens of major industries whose payrolls
help swell the buying income in WSAZ-TV’s area is the
American Car and Foundry Company. Its giant freight
car shops at Huntington, émploying some 1,200 persons,
are engaged in the manufacture of 125 to 150 cars a week
as well as a substantial amount of repair work.

SPONSOR
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time ago, representing the timebuver,
nianager, bookkeeper,  <alesuan,  an-

npouneer lh(.' “ll(’l(' rll(“() l)('l"lll]{ll‘ll\
gamut  would nake most interesting

subjects for our “rogues gattery.”

H it is possible to obtain a <ot of
these, we would be very happy 1o use
them in this manuer aud of course are
prepared to reimburse you for thew,

Jive Owany
AW

Jackson,

Viss,

[ ] A feve sete of »PONSUNYe (utaons Jaro fless
cartoons are «till available.  Price, $1 per «et.

RADIO & TV BASICS

I enjoved vour "Radio Basies™ and
“TV Basies™ sections ju the July 13
izsute of SroasoR.

Would you please send me a reprint
of each of these articles for my own
files?

Porter Wirwron Jr.
Wliles Laboratories. Inc.

Ellhart, Ind.

I have enclosed 30¢ in payment for
ouc copy of this year's “Radio Basies™
1 would appreciate it very much if vou
would send me this at vour earliest
opportuuily and we are certain that it
would be of great help to us in keeping
our foreign companies informed of
domestic findings.

G. H. Marrmsex

Foreign Advertising Dept.
Colgate-Palmolive-Peet Co.
Jersey City 2

I would like verv much to obtain a
half dozen copies of =TV Basics.” Will
vou please send thexe to me together
with a covering invoice?

W. & Crrarnnss

'ice Pres. in charge Aduvig.
Brown & Williamson Tobacco
Louisville 1

I believe 1 read in vour last issue
that vou have reprintz available of the
Radio and Telesision Basics published
in vour July 13 issue. Will vou please
send us two copie: of hoth “Radio
Basies™ and TV Basics.” If not avail-
able in this form please send two copies
of the magazine itself.

GERTRUDE CANNELL
Librarian
WcCann-Erickson

Cleveland 14

¢ Reprints of hath “Radia Ba<ies™ and “TV
Basies" are now available. Single copies co<t 30¢
each. Quantity prices on request.  Write teo
SPONSOR, 40 E. 49¢h St., New York 17.
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NECRO RADIO SECTION

.. The vanons articlss i the Negro
Raho Sechion [.” \llgll\l 1933 were
most informative and 1 hope that the
10533 will hely
properh evaluate the Negro vadio pice

repoct achertisers to
ture. More aud more people are fund.
e 1t to be a most huerative wediom
Lringing mnch better resubts per dol
bar <pent than i< indicated by charts
and rules.

We ako want to thank our stations
for cnnpt'l'uling with sroNsor i fure-
wishing complete data and information
regarding their Negro programs. The
bovs all aloug the wav were anxious
to give the advertisers as much infor-
matioun as possible aud I believe you
fovud iu the unrn'\p()m]('m'(- that they
are most enthusiasti: over the progress
of their stations since they started pro-
sraming to the N\ezro. . .

CLayton J. Cosse
Dora-Clayton Agency. Inc.
{anta 3

I was than <omewhat cha-
grined in reading sroNsoR’s August
21 Negro Radio report to note that
mention was made of [tunter Hancock
as a KGFJ d.j. and KFVD was con-
spicuous by its absence.

The fact of the matter is that KFVD
was the first ~tation in Southern Cali-
fornia to present a program primanily
for Negroes. To be more exphicit. this
consisted of Hunter Hancock's Harlem
Holidav which together with his [lar-
lem Matinee ha< been on this station
since Vlay 1913, i This incidentally is
several vear: before most of the sta-
tions now carrving N\egro programs
were licensed.)

Consequently and just for the rec-
ord. Hunter Hancoek’s [larlem Mati-
nee 1:30-1:30 p.m. KFVD. Monday
through Fridav. i not onh the oldest
but the most succe<sful and popular
Negro program in Lo< Angeles. If
anvone wants proof of the selling job
we do. they will have to stand in line
because right now Hunter Hancock is
sold out.

niore

Friawk Burke
General Manager

KFI'D. Los Angeles

“LIFE” STUDY

Fou the past three months there has
been =0 much printed about the Life-
tPlease turn to page 117)

l 50,000 watts days
| 10,000 watts nighls
L

a solid
foundation
In the
world’s
fastest
growing
market!
KMPC gives
primary
coverage
in 209
Southern
California
Cities!

KMPC — 5939 Sunset Blvd.
Los Angeles 28, California
HO 9-5341 ... or call

H-R Representatives

= L &R 4
J \\J_{

Gene Autry

President

R. 0. Reynolds
Vice-president &
General Mgr.

<
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THE EXCITING

sales of} of NB

in the RCA Buildi

are headquarter a

tionary spot-buying technique
called Electronic Spot Buying.

It's the dramatic use of TV to buy
Spot TV.

TRONIC SPOT BUYING

1

leaving the NBBC Spot Sales

4 e

EVER-INCREASING SERVICES:
A new sales office in Detroit .
an intimate edge of
through t hore t ,00(

es T
that provide data for scientific time buying
experts in TV film and slide specifications
all these added to Electronic Spot Buying
make NBC Spot Sales a better spot than ever
to do business.

SPOT SALES

30 Rockefeller Plaza, New York 20, N. Y.

representing TELEVISION STATIONS representing RADIO STATIONS

WNBT  New York KSD-TV St Lo WNBC N
KNBH  Los A WNBW MRS

WNBQ WRGB A
WPTZ

Ca WRC
WBZ-TV KPTV KSD

WNBK KONA H KGU




Milwaukee's
7Qld Nite Owl"”’
JOE DORSEY

s
Monday Through Saturday
10:00 P.M. — 2:30 AM.

EZ] WIRE nsouesrl'—:-lf

RADIO STATION WEMP
MILWAUKEE, WISCONSIN
RE JOE DORSEY'S "WIRE REQUEST"
SHOW, HIS FANS INCLUDE SECOND
SHIFT INDUSTRIAL WORKERS, AS WELL
AS TEEN AGERS, WE ENJOY WIRING
IN FAYORITES FOR THE ''OLD NITE
OWL" TO PLAY. THANKS FOR CATER-
ING TO LISTENERS' MUSICAL TASTES
PAST SEVEN YEARS ON MILWAUKEE'S
ONLY TELEGRAM REQUEST PROGRAM.
WE'LL BE LISTENING.

REGARDS

MILWAUKEE LISTENERS

These national advertisers, knowing tb'at"
“Wite Reguest” has a broad listening

audience, are using I15-minute segments.

on the show:

Ting, Coca-Cola, Wildroot,
Neshitt, North American
Atriines, Household Finance.

Join them and find out how WEMP de-.
livers up to twice the Milwaukee audience.
per dollar of Milwaukee network sta-

tions,* Call Headley-Reed!

*Based on latest available Hooper
Comprehensive and SR & DS rates.

WEMP wemp-ru

MILWAUKEE

HUGH 80ICE, JR., Gen. Mqr.
HEADLEY-REED, Natl. Rep.

24 HOURS OF MUSIC. NEWS, SPORTS

Joel Y. Lund

e Sponsor

Lambert Pharmacal Co., St. Louis

If the commercial airlines between New York and St. Louis show
an increase in revenue this year they can attribute at least part of it
to the discovery of anti-enzymes for use in dentifrices. Incongruous
as this sounds it is the introduction of this new agent into Listerine
toothpaste which caused Joel Y. Lund. exec. v.p., The Lambert
Pharmacal Co., to make 22 round trips by air between New York
and St. Louis in the first eight months of this year.

Fortunately for Lund and his company, they had more than a
modicum of air experience under the helt before the time came to
introduce the new product, Antizyme toothpaste. Last October
the firm started alternate-week sponsorship of O::zie and Harriet
on ABC TV and Radio to push the sales of Listerine toothpaste and
Listerine Antiseptic. Says Lund, “The company’s sales show the
highest level since 1929—an abnormal year because of an influ-
enza epidemic.”

In explaining the allocation of 60% of the company’s ad budget
to air media Lund told sponsor: “We feel that we need the full
coverage of radio and TV to get our story to the most people.

“We've changed from situation-type to strongly competitive copy.
To put across Antizymne were not going to be content to sit back
and quietly tell the public of the superiority of our products. we
intend to slam home the fact that, regardless of the claims of
others, Antizyme is the only toothpaste on the market which con-
tains an anti-enzyme ingredient which gives protection all day long.
That’s our story and we're counting heavily on radio and TV to
help us tell it to the greatest number of people possible.”

Lambert is betting heavily on Antizvme. “We passed up chloro-
phyll,” says Lund, “because research on Antizyme was well along
and we knew it would be much better. So Antizyme gets the big ride.”

A business administration graduate from M.LLT. in 1923, Lund
joined Lambert 25 vears ago iun the engineering department. headed
construction of the Jersey City plant. became v.p. in charge of pur-
chasing and manufacturing before assuming his present post in 1951.

Married and the father of two daughters, Lund devotes his spare
time to educational, civic and charity work.

(See “The anti-enzyme war on the air.” page 38.) * k&




Join SPeeDy’s “Star Parade”, the new Fall and Winter promotion of WSPD—radio.
Your product can be identified with such national and local personalities as
Ginger Rogers, Bernie Young, Dick Powell, Lea Knight, Don John Ross, Peggy
Lee, Gene Dickey, Tony Martin and Bill Charles, as SPeeDy’s “Stor Parade”
marches into over 339,000 radio homes in Northwestern Ohio and Southern
Michigan. .

Advertisers will enjoy the benefits of window banners at point of sale, shelf
talkers with product identification, inclusion in SPeeDy’s “Family News”, (going
to over 1,000 buyers within WSPD’s radio coverage area), and personal calls by
the Merchandising Department on all Toledo buyers. Take full advantage of
WSPD’s exponded merchandising and promotion services to acquaint buyers and
consumers alike with the tremendous advertising support behind your product.

Full detoils on SPeeDy’s “Star Parade” can be obtoined from your nearest Katz
Agency or by calling Adams 3175 in Toledo.

M7 ™S

!

B = 5000
! WATTS

<™ TOLEDO, OHIO j \

Represented Nationally
Starer Broadcasting Company by KAT Z

. NA
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It’s good business to sell the
rich Pittsburgh market through
WKJF-TV, Pittsburgh’s pioneer
UHF television station. In addition
to “top” NBC shows, WKJF-TV
offers a wide range of local-interest
programs—all designed to assure a
high audience ““‘pull” from America’s
eighth largest trading area. And re-
member—the more than 680,000 set
owners in the Pittsburgh area are
converting fast to receive Channel
53, Pa Pitt’s Preference.

NOufsfcmding X
BC Programs
';E’:hel ond Albery Hallm k
! ar
o u.f Fame » Krafy Ty Theatre
o nnis Day « g, Peepers » Milto
. re’ * Bahb Hape . My Lmln
orgie .
. D;gne T-Men » 14% Ployhouse
nah Share Bab Considine .

Armsrrong Circle Theare
. Mmany otherst o

ond

" Natiosal Representatives: WEED TELEVISION.
New York Chicago  Detroit  Boston s
San Francisco  Atlanta Hollywoog,‘:'
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New developments on SPONSOR stories

1 Sce: “How Kraft uses the air: 1933.°52”

HDS Issue: 5 May 1952, p. 15
‘ Subiject: “Kraft TV Theatre” to be telecast
oo Ject: et NBC TV Wednesdays, ABC TV

on Thursdays

The first dairy company in the U.S. to package cheese in slices,
Kraft is about to chalk up another TV “first” as well: This fall Kraft
will be the first advertiser to sponsor each week two one-hour dra-
matic shows over two TV networks, each with different scripts and
different casts.

Both shows are running under the same title: Kraft TV Theatre.
The original schedule: NBC TV, Wednesdays, 9:00-10:00 p.m. The
additional schedule: ABC TV, Thursdays, 9:30-10:30 p.m., starting
15 October.

This additional network TV show. which will cost Kraft an esti-
mated extra $2.1 million in time and talent, will give the dairy giant
the dual advertising iinpetus it seeks: (1) more audience and cover-
age with a tested and successful program format; (2) an added ad-
vertising vehicle for its extensive line of dairy products.

The reasoning behind the second one-hour network TV buy:
Kraft TV Theatre has done an outstanding job of selling the various
established Kraft products. has built up an established following.
Now, with further expansion of Kraft’s line of foods, the firm feels
1t can cash in on the show’s name by duplicating the program to sell
some of its newly developed products, such as Cheez Whiz.

Besides the 104 TV theatre shows Kraft has undertaken to sponsor
during the 52 weeks following 15 October, the dairy firm will con-
tinue sponsorship of The Great Gildersleeve, NBC Radio, Wednes-
days. 8:30-9:00 p.m.. for Parkay and Velveeta, and Bobby Benson,
MBS, Mondays 5:15-5:30 p.m. for Kraft Caramels.

Kraft's 1953-54 air advertising budget is estimated at 34% above
the previous year’s $4.4 million radio-TV expenditures. Here’s
an estimated breakdown:

PROGRAM COST (time and talent)
Kraft TV Theatre (ABC and NBC) 84,200,000
Great Gildersleeve (NBC) . R . 1.200.000
Bobby Benson (MBS) : 350.000
Spot Radio and TV ~ = 125.000

£5.875.000

Kraft’s sponsorship of the Kraft TV Theatre on ABC TV repre-
sents an additional advertising appropriation. The company does
not intend to cut its other advertising to provide for the additional

network TV show.

Kraft's approach in adding a second version of an existing TV
show is reminiscent but not identical with the WOR-TV. New York,
plan called “Double Exposure.” Under terms of “Double Exposure,”
client= on other New York stations are invited to playv their film
shows a second time in the New York market via WOR-TV. But
Kraft will usze entirely new programs for its second Tl Theatre.
While probably unprecedented on either TV or radio networks, the
Kraft maneuver is not far removed from standard procedure. Rea-
soning is similar to that of a client who sticks to soap opera or situa-
tion comedy if that programing form pavs off for him. * *x x

SPONSOR
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N Look what
has happened

1n

San Francisco's

daytime

television!

When spring rolled around this year, KPIX
was doing all right in daytime TV . . . a
good strong second and well ahead of the
number three station in San Francisco.
Could KPIX better its position? Take a look
at the result of some serious thinking and
some fine programming. As of the August

2 | Telepulse, KPIX has climbed by 22 % across
' the daytime board to a sponsor-satisfying
| number one spot. Thus, always a good buy,
" l——— — KPIX is now a better buy than ever. Your
' 1‘FEB; MAR. APRIL MAY JUNE JULYAUG) Katz man has the hour-by-hour story.
1953

Chart based on monthly
Telepulse reports for
the San Francisco

Bay Region.

TELEVISION CHANNEL
SAN FRANCISCO, CALIF.
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You can get there quicker on WBBM-TV.

Far that's where audicence history is being maode. Take o
lock ot WBBM-TV’s pragress during the last six manths,

for example.

Today ...

8 of Chicago’s ''tap 10" nighttime TV shaws are
WBBM-TV shows. (Six months ago there were anly 5.)

12 of Chicago’s "‘top 15" nighttime shows are
WBBM-TV shows. (Six manths ago there were anly 9.)

6 of Chicago’s "'top 10" acrass-the-baard daytime
TV shows are now WBBM-TV shows. (Six months

ago there wos anly 1.)

n chicago ?

WBBM-TV is now top-rated in 164 week-long
quarter-hour periods...leading all other Chicago
stations. (Six months ago we were a poor second with

104.)

In Chicago . . . Shawmanship changes things—far the
better. The fastest way to make your sales curve soar in
the nation’s second market is ta give yavr product a ride

an...

WB B M 'TV chicaga’s shawmanship television station

CHANNEL 2 CHICAGO

Source: Teleputse of Chicago (Aug., 1953)
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200,000 watts-
_ 590 foot tower -

WVEC-TV

channel 15
nbc affiliate
virginia's "power” station

serving over ¥/smillion people in Norfolk... Portsmouth...
Hampton... Newport News... Greater Metropolitan Area

R el RO b

~\«~._,“~-.-_—\,---t

- -
-,

NANSEMOND NORFOLK

POPULATION
NORFOLK, PORTSMOUTH, Hampton VIRGINIA

Newport News Area
184,400

RETAIL SALES
$1,128,464,000.00

Source: Consrumer Markets '52 + 53

NORTH CAROLINA

WVEC-TV blankets this rich metropolitan market
with a primary NBC signal. A market so fabulous
many sales campaigns are first tested here.

For lowest rates — best availabilites call NOW

S : — . @ e television —
represenicc] lwy RAMBEAU |

24 SPONSOR




SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
cio Henry ). Kauftman & Assoc ABC 128 John W Vandercook. M F 7-7 15 pm; 7 Sep, 52
whs
GCeneral Foods Corp FCOUB CBS 140 Beulah, M, W_ F 7 15.30 pm, S Oct: 26 wks
Gillette Safety Razor Co, Maxon, NY ABC 350 Cavalcade of Sports. £ 10 pm to concl, 4 Sep,
Boston 39 wks
Longines-Wittnauer Victor A. Bennctt CBS 126 Longines Symphonette: Sun 2-2 30 pm. 27 Sep:
Watch Co 65 wks
Lowz";c;-\gl"nauc' Victor A. Bennett CBS 126 Choraliers, T, Th 7:30-45 pm; 29 Sep. 65 wks
atch Co
P. Lorillard Lennen & Newell CBS 206 Two tor the Moncy; Sat 9-9.30 pm; 3 Oct, 52 wks
Milner Prods GCordon Best CBS 125 Robert Q. Lewss; Sat 10 15-30 am; 17 Oct; 26 wks
Murine Co BBDO CBS 204 Johnny Mercer; W 7:30-45 pm; 2 Scp; 3 progs;
Calen Drake: Sat 10:15-30 am:; S Sep. 7 progs.
Larry LeSucur; Sun 4-4°15 pm: 27 Sep; 3 orogs,
Cedric Adams; M, F 10°35-40 pm; 21 Scp; 6
progs: Beulah; Th 7:15-30 pm; 1 Oct; 3 progs:
. . Junior Miss: W 7:30-45 pm: 4 Nov: 4 progs
Owens-Corning Fiberglas Fuller & Smith & Ross CBS 204 Arthur Codfrcy Digest: Sun 5-5 30 pm; 6 Sep. 52
whks
Philco Corp Huchins Adv ABC 300 Philco Radio Playhousc; W 9-9:30 pm; 30 Scp:
52 wks
Reynolds Metals Buchanan CBS I Little Brown Jug: Th 7.30-45 pm; 24 Sep only
It ~¢ ¢ 0 Ceio Mol
SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Animal Foundation (Hunt Moser & Cotins CcBS 78 Calen Drake; Sat 10-10:15 am; 12 Scp;: 13 wks
Club Dog Food)
Cannon Mills Young & Rubicam cBsS 157 Cive & Take; Sat 11.30-12 noon: 3 Oct: 52 wks
Colgate-Palmolive-Pect Ted Bates CBS 205 Our Miss Brooks: Sun 6:30-7 pm; 4 Oct: 52 wks
Colgate-Palmolive -Pect Esty NBC 190 Phrase that Pays; M-F 11:30-45 am; 28 Scp:
$2 wks
Colgate-Palmolive-Peet Esty NBC 190 Strike 1t Rich: M-F 11-11:30 am: 2B Scp: 52 wks
Corn Products Salcs C. L. Miller c8S 78 Sunshine Suc; M-F 415-30 pm- 7 Sep. 52 wks
Crcam of Wheat Corp 8BDO C8S 160 Theatre of Today Sat 12:05-30 pm; 19 Scp: S2 wks
Ceneral Electric Co Maxon CBS 204 Meet Mr. McNutley; Th 9-9:30 pm: 17 Sep: S2
wks
General Foods Benton & Bowles CBS 164 Wendy Warren; M-F 12-12:15 pm; 14 Sep: 52 wks
GCreen Giant Co Leo Burnett CBS 176 Houseparty; Th 3:15-30 pm; 3 Sep: 52 wks
Kellogg Co Leo Burnctt CBS 199 Houscparty: T 3:15-30 pm: Th 3:30-45 pm; 1
. _ Sep: S2 wks
Liggett & Myers Tob Cunningham & Walsh CBS 207 Arll;ur Codfrey; M, W, F 11:15-30 am; 3 Aug:
$2 wks
Miles Labs Wade Adv CBS !S2 Hilltop House: M-F 3-3:15 pm; 2B Scp: 52 wks
Miles Labs Wade Adv CBS 154 Curt Massey: M-F 5:45-6 pm; 2B Scp: S2 wks
Nat’l Biscuit McCann-Erickson CBS 202 Arthur Godfrey: T, Th 11:15-30 am; alt F 11-
11:15 am; 1 Sep: 52 wks
Nat'l Homes Corp Applegate Adv MBS Cabzricl Heatter; M, W. F 8:45-55 am; 4 Sep:
S2 wks
RCA Victor Div, RCA J. Walter Thompson NBC 198 Phil Harris-Alice Faye: F 9-9:30 pm. 2S Scp: 39
wks
Star-Kist Foods Rhoades & Davis CBS 195 Arthur Godfrey; M, W, alt F 10.30-4S am; 31
) Aug; 52 wks
Toni Co Weiss & Geller CBS 204 Anl;ur Godfrey: T, Th, alt F 10:45-11 am; 1 Scp;
wks
Willys Motors Ewell & Thurber CBS- 204 N Y. Philharmonic; Sun 2-30-4 pm; 11 Oct 30
wks

(For New Naltlonal Snot Radlo and TV Bustness, » “‘Report to SKponsors.’”” page 2 )
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NAME

John C. Alicoate
Milton F. Allison
Alan Axtell

Ray Barnett
Morton A. Barrett
Carl Behle

L. A. Blust |Jr.
Wells F. Bruen
Charles W. Brunt
Jerry Burns

Diane Cameron
Dan R, Cavalier

John ). Cole |
William Connelly

In neat issue:

Changes: Sponsor Personnel Changes; Station Changes (reps. neticork affiliation. powcer increases)

FORMER AFFILIATION

Advanced TV Picture Services, mgr
CBS Radio Spot Sales. NY, acct exec
KNX-CPRN, Los Angecles, asst gen sls mgr
ABC, SF, spot sis

WCBS-TV. NY, mgr opers. sls serv
WMPS, Memphis, sls stf

KTUL, Tulsa, asst gen mgr

Radio-TV exec

WTOB, Winston-Salem, sls st
KDYL-TV, Salt Lake City, comml mgr
Freelance radio-TV pert

Campbell Music, gen mgr

Motion Picturcs tor TV, Midw mgr
KOOL, Phocnix, sls mgr

Neic and Renewed on Television

21 SEPTEMBER 1953

NEW AFFILIATION

Guild Films, NY, sls mgr
Same. eastern sis mgr

CBS Radio Spot Sales, Chi. acct exec

W. S. Grant. LA, acct cxec
Bolling Co, NY, cxec
KOTV, Tuisa. sls stf

Tulsa Bdestg Co, vp & gen mgr

Geo P. Hollingbery, NY, sls stf
Same. sls mgr

KOOL-TV, Phoenix, dir TV
WOL, Wash, DC, sls stf

The Good Music Station, Inc, Wash, DC, vp ¢chg

sls & devel
Same, West Coast sls mgr

KOOL, KOOL-TV, Phocnix, dir sls

(Netwwork); Adrertising Agency Personnel

Numbers after names
refer to New and Re-
new category

Al Constant 3)
Milton Gordon (3)
M. A. Barrett (3)
. Humphreys (3)
Frank Mangam (3)
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NAME

Al Constant
Wayne W. Cribb

Ranny Daly

Tom Dawson
Richard Dinsmore
Charles V. Dresser
David Engles
Charles C. Farrar
Jack F. A. Flynn
Riley Gibson

Henry A. Gillespie
Milton Gordon
George Greaves
David Harris

James Hensley
Charles M. Higgins
Kingsley Horton
William H. Humphreys
B. Lowell Jacobsen
Joseph A. Jenkins

Roland T. Kay
Thomas Kelland
Jack King

James T. Kirwan

Eric C. Lambart
Aflred ). Larson
Allan Lewis

Howard D. Longsworth
Chris Mack

Edward D. Madden
Guy F. Main

Frank Mangam

Edwin C. Metcalfe
King Mitchell

Donald P. Molony
Chick Morris

Edward F. Murphy
Perry Nelson

Walter C. Newton |r
Lvnn Phillips Jr.
Philio D. Porterfield
Cecil L. Richards

Boyd A. Rippey
Angus Robinson
Frank D. Rubel
Hamilton Shea
Michael Sillerman
James T. Simler
Thomas ]. Swafford
). Paschal Swift
Alexander M. Tanger
Lewis Thomas
Thomas W. Thuman
Howard M. Tucker Jr.
Cy Wagner

John Downing Wilson
Paul Yamamoto

Lloyd E. Yoder

SPONSOR

Advanced Prods Corp, Cal

LR ¢ 4

FORMER AFFILIATION |

Denver TV Co, Denver, gen mgr |
KHMO, Hannibal, Mo, gen mgr

WPFB, Middletown, Ohio, comm| mgr
KGBC, Galveston, prog dir

TV ¢tilm prod

NBC Central Div, Chi, TV spot sls mgr
Chiodo Candy, Oakland, sls mgr

KSTL, St Louis, asst to pres

WPIX, NY, asst opers mgr

KOME, Tulsa, gen mgr

RCA, Southeastern rep

Own investment co

KNBC, SF, asst gen mgr

KWG, Stockton, Cal, stn mgr

KNX, LA, acct exec o
WIRK, WIRK-TV, W. Palm Beach, comml mgr
CBS Radio & TV, Hywd, chg Pacific Coast sls
WCAR, Cleve, sls rep

RCA Victor, NY, pers mgr home instru dept
NBC, NY, exec

CBS Radio Spot Sales, Chi, acct exec
KOOL, Phoenix, asst mgr

WORL, Boston, sls stf

WNLK, Norwalk, Conn, exec
Crowell-Collier Publ, Chi, sls rep

Artra Cosmetics, asst to sls prom mgr
WGR, Buffalo, chief anncr

WOWO, Fort Wayne, regional sls mgr
WNAX, Yankton, farm serv dir

NBC, NY, vp chg TV opers & sls

KTLA, LA, sls stf

““The Chicago Tribune,” Chi, adv
KECA-TV, Los Angeles, specl sls

KOMO, Seattle, sls stf

WJIM-TV, Lansing, dir TV prod

WBZ, Boston, specl events dir

WGN-TV, Chi, exec

KFBK, Sacramento, sls mgr

WOR-TV, NY, sls stf

Zift-Davis Publ, vp & ad dir

ABC, NY, acct exec

WBZ, WBZ-TV, Boston, asst prom mgr

Harrington & Rippey Adv, SF, partner
Walter O'Keefe, Hywd, sls

Wometco Theatres, exec

WTAM, WTAM-FM, WNBK, Cleve, gen mgr
Ziv TV, NY, sls exec

WJAC-TV, Johnstown, Pa, sls stf

CBS Radio Spot Sales, SF acct exec
WGCR, Buffalo, exec

WHDH, Boston, acct exec

Denver ‘‘Post’” radio-TV column
WSAI, rep Cinci, sls stf

Barnes, Chase, San Diego, exec

ABC, NY, TV sls

Bloom Adv, Dallas, radio-TV dir
KULA, Honolulu, copy chief

KNBC, SF, gen mgr

"9

PRODUCT {or service) AGENCY

Jet Glow hard wax

Armstrong Rubber, West Haven, Conn Rubber prods

Deko Chemical, Hawthorne, Cal

Gallenkamp Stores, Cal
House of Worsted-tex,

Iceberg Freezer Corp, Chi
Investors Planning Corp, NY
Knolar Prods, Camden, Nj

Raymond’s, Boston

Reelshav Div, Warner-Hudnut, NY
Ronson Art Metal Works, Newark

Turner Hall Corp, NY

WHLI, Hempstead, LI, NY

Phila

Dish-A-Way liquid detergent
Retail shoe stores

other clothing lines
Home freezer
Investment firm

Nola soap flakes, Magic Washer

Department store
Reelshav automatic razor
Lighters, other prods

hair prep
' Radio station

Worsted-tex suits, Knit-tex topcoats,

Admiracion shampoo; Eska professional Kiesewetter, Baker, Hagedod
Smith, NY
Marks-Aiken, NY

NEW AFFILIATION

KONA, Honolulu, opers mgr

WTAD, Quincy, KGLO, Mason City, |
natl sls mgr |

WONE, Dayton, asst to pres

ARB, West Coast client serv dir

Screen Gems, West Coast sls mgr

WNBQ, WMAQ, Chi, dir sls

KNBC, SF, mgr sls merch

Same, stn mgr

Same, sls stf

KXO, El Centro, Cal, gen mgr

Screen Gems, Southeastern sls mgr

TV Programs of Amer, NY, pres

Same, gen mgr

KM], Fresno, Cal, stn mgr

CBS Radio Spot Sls, SF, acct exec

WFEC, Miami, comm| mgr

George F. Foley, Hywd, exec

Katz Agency, Detr, sls stf

NBC, NY, pers dir

WKJF-TV, Pittsb, comml mgr

KNX-CPRN, SF, Eastern sls rep

Same, stn mgr

WBZ, Boston, sls rep

WDLA, Walton, NY, prog dir

NBC, Chi, acct exec

Paul H. Raymer, NY, acct exec

WBES-TV, Buffalo, comml mgr

Same, sls mgr

Same, asst mgr

Motion Pictures for TV, NY, vp

WCIA, Champaign, lIl., sls mgr

Katz Agency, Chi, sls staf

Weed & Co, Hywd, TV mgr

Same, sls mgr

WEHT, Evansville, asst gen mgr

Same, sls rep

KSTM-TV, St Louis, prog dir

KM]-TV, Fresno, Cal, stn mgr

Weed & Co, NY, sls stf

NBC, NY, TV acct exec

WOR-TV, NY, acct exec

WBZ, Boston, WBZA, Springfield ad G |

mgr
Weed & Co, SF, sls stf

NBC, Chi, TV acct exec

Cedar Rapids TV Co, gen mgr
WNBC-WNBT, NY, gen mgr

TV Programs of Amer, NY, execp vp
Adam Young TV, Chie, sis stf
KNX-CPRN, Los Angeles, asst gen sls mgi
WBUF-TV, Buftalo, comml mgr

Same, comml mgr

KLZ, KLZ-TV, Denver, prom mgr =
Same, sls mgr

Erwin, Wasey, LA, media dir

NBC, Chi, TV acct exec

Screen Gems, Southwestern sls mgr

Same, mdsg mgr

WTAM, WTAM-FM, WNBK, Cleve

Yambert-Prochnow, Beverly
Biow, NY

Jimmy Fritz & Assoc, Hywd
Yambert-Prochnow, Beverly|
Hirshon-Garfield, NY

Robertson Potter Co, Chi
Doremus & Co, NY
McKee & Albright, Phila '|
Ingalls-Miniter, Boston
Ruthrauff & Ryan, NY
William H. Weintraub, NY

Numbers after names
refer to New and Re-
new category

Henry Gillespie (3)
Frank Rubel (3)
Wayne Cribb (3)
Dan R. Cavalier (3)
Lewis Thomas  (3)

R. Dinsmore 3)
Edward Vurphy  (3)
Alex Tanger 13)

C. C. Farrar (3)
C. L. Richards (3)
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Jrw e Srddlimension
¢ into UHF/VHF station planning—

N P

_..(".

o

o

B You see the station as it actually will look

M You can work out layouts faithfully and
accurately—plan with confidence

M You work with exact replicas of RCA’s
newest UHF and VHF equipment

For UHF and VHF transmitter rooms ~>

40 pages of paper cut-outs covering 7 different RCA UHF
and VHF transmitters—25 '20kw power amplifiers —50kw
| power amplifiers—input and monitoring equipments-
| transmitter consoles—power equipment, etc.

For studio and control rooms *
22 pages of paper cut-outs on RCA Studio Cameras—16mm
TV film projectors—a 35mm film projector—film cameras—

program and audio-video consoles—transcription turn-
tables—studio and film equipment racks, etc.

For copies of these indispensable UHF and VHF station-plonning
aids, call your RCA Braadcast Sales Representative. Or write

on your broadcast statian letterhead ta Sectian |5-6, 0

RCA Engineering Praducts, Camden, N. J. Price $2.00 each

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT CAMDEN.N.J.




Penetration of Charlotte's Big 2
in Kings Mountain—WBT, 89%; WBTV, 72%

On October 7, 1780, a hastily
gathered "army" from the
Carolina mountains surprises
and destroyed a British force
atop Kings Mountain—delay:-
ing the British advance unti
spring and paving the wa
for Yorktown.

at the peak of the Charlotte market

Historic Kings Mountain now shadows a thriving industrial town. Confident
Kings Mountain citizens ask odds of nobody—in 1780 or in 1953. Yet they depend on nearby
Charlotte for business, cultural and recreational facilities beyond the resources
of their own community. This dependence, repeated in scores of satellite textile

communities® gives Charlotte a market importance ten times its city size.

* For exomple: N. C.: Albemorle, Belmont, Concord, Cromerton, Gostonio, Hickory, Konnopolis,
Lincolnton ond Solisbury; §. C.: Chester, Fort Mill, Goffney, Loncoster, Rock Hill ond Union.

JEFFEBSON STANDARD BROADCASTING COMPANY

" KINGS 9

MOUNTAIN

Represented Natianally by CBS Radio and Televisian Spot Soles -

CHARLOTTE j’




#
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PROCRAM

TYPE

Thomas Show

Fheatre
the Family

. Persan
Lhisband

¥, Marther

adge

lave

coif3 wré gross (tnelude 15

NETWORK { LENGTH

l SPONSOR

SPONSORED PROGRAMS MAKING THEIR DEBUT ON TV NETWORKS THIS FALL

AGEHCY

Sitnation comeds
Comeds varieis
Comedy Variery
Straight deana

Nitnation comeds

 Sitnalion romeds

| Straight drama
Inrerview
Nitnation Founcdy

| Sitnarion rommby
Simnation? comedy
Crime & detection
Straight drama
Stnation vommly
Simmation comed)
Aud. participntion

And. participation

\

Thay tuelude shi talent aud productlon coute

VI 30 wmin.
ABC 30 miao,
\BC 30 min.
ABC 60 min.*
\BC 30 min.
Al 30 min.
\BC 60 min,
s 30 min,
CB>s 30 min
CBs 30 min.
GBS 30 mins
CBS 30 wiin.
NBC 30 min.
NBC 30 wmin,
NBC 30 min.
Dn M 30 mmin.
Dar M 30 min.

(elling?

.
." he average eost of sponsored TV
network programs has definiteh taken
a turn downward.
highlights emerging from ~poNsoR'=

This 1= one of the

survev-analvsis of commercial program
alignments on the networks this fall

Here's how the average cost to spon-
sors of nighttime programs shapes up
bv networks: ABC TV is
exception to the current
trend. \n unprecedentedh heavv line-
up of upper-cost programs is responsi-
ble for raising its average this fall to
§14.000. ABC TV last fall showed an

average program cost of 312.500

the single
lower-cost

~C¢
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survey of fall

“How \ABC will compete.”

page 32

Lueky Strikeg Speidel

Eoll Mall, Sherwin-Willinms
B.B. Pen Coy, Grmen

[ '%. ,\I""I

Dufly-Marn

Brictol-Msers, Armonr
Krafi Cheese Co.

Amoco, Hmm Brewing

. J. Revoolds

Interna’l Silver, Sivmons
X, Johusan
Bristol-Myer«

P&C Clrinhe)

IFhilip Morris, Lads Esther
Snnbram Corp.

Wine Corp,

Weleh Wine

Alternafe werk.

show costs reached

They 're leveling off this scason. SPONSOR

>3 TV shows indicates

CB2 TV's average « s out at 818 € < wer
000, about 32.000 le~s than it was a  the follown
vear ago. At Du Mont the average is
R0.500, which s just about what it 1. The
was the previous fall. NBC TV's ave i
age i= 219,000, as compared with <2 s Bt
500 last fall. i
SPONSOR's surveyv-anah ~i~ of the fall
TV aming =i ).
° ne 3
programing nd NRC

T T i

WHI ~trenuous a

~ponsor~. agencymen and network ex-

nbeervatio

BRDO, S~

SSGB. Faller & smith & Ross
Hilton & Riggzio. BBDO
BRHO

Y&R

Y&I

Jwr

Jus, hatz. Camphbel-Mithun
Fnty

Y&R

NL&B

Y&R

B&B

Biow

Perrin-Pans

W rine & Gelther

Grevnthal

thenr

I&I L [‘

1=, «tati~tical

H
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this source is that the two networks’
dominanee in program packaging, plus
control of the time, has tended to frus-
trate agency attcnipts to develop their
own program ideas for sponsors and
has boxed out any formn of experimen-
tation.

2. The appetite for film among net-
work sponsors appears less sharp than
it was a vear ago. At the start of the
195354 season 55 of all types of
dramatic programs were on film. This
fall film’s share among the 71 straight
dramatic, situation-coniedy. Western
and crime shows on the networks is
down to less than 407%.

3. Two program types that have tak-
en a substantial hike in both number
and percentage are situation-comedy
and quiz-audience participation. The
shows in the quiz-audience category
this fal total 39. or 17 more than
were sponsored on the networks last
fall. This represents an increase of
from 147 of all programs last fall to
22% this fall. There are 23 situation-
comedyv programs this fall. as com-
pared with the 11 that were on the net-
works last fall. (See chart on “Types
of sponcored network TV programs.”
on page at right.) Agencymen had a
simple and unanimous reason for this
rash of situation-comedy shows: the
continued smash success last season of
! Love Lucy. As for the proportion of

3

COPIES OF COMPARAGRAPH
are available without cost to
agencies and advertisers for
mounting on bulletin boards
(as shown in picture at right).
Write SPONSOR at 40 E.
49th Si, New York City.

TR A

Tt

T TR T

ed advertisers into network TV and
(2) the tendency of some major ad-
vertisers to reduce the cost of one or
more of their programs to allow money
for the addition of narkets to their net-
work hookups.

4. This is the biggest “status quo”
fall since the emergence of TV into
a big-time medium. The percentage
of program replacements is lower than
it's ever been. Of the 17 commercial
shows making their debut on the net-
works (see chart page 29) only five of
them are taking the place of shows
that the same sponsors had on last
season.

5. Crime seems to be taking a beat-
ing in sponsored network TV. Not
only is this fall’s quota of mystery and
detective programs less than it was last
fall (13 as against 18). but of the 17
new shows making their debut this
season only one of them-—A3Man Behind
the Badge—deals exclusively or direct-
ly with crime.

6. As a sponsored TV staple the soap
opera seems to be making anything but

headway. The 1952’53 season started .
off with four soapers sponsored on the Agencymen are studying fall TV programing trend

. Shown above discussing show costs as listed in SP
networks. There are just three of them Comparagraph of network TV programs are these

quiz-a.p. programs, the same opinion
source held this twin view: t reflected
(1) the increasing entry of low-budget-

being underwritten this fall.
7. Some agencies are trying to “edge
Types of sponsored network TV shows back” into ‘;mduction on & broader
- scale by making package deals that
TYPES CBS | NBC { ABC | DTN | TOTAL give the agency the right to pul a
1952 1953|1952 1953} 1952 1953} 1952  (9s3 1052 1953 staff man in charge of production. A
Children's shows 3 4 3 _: 1o 14 4 case in point: Young & Rubicam. in-
Comedy variety 2 217 s 2 9 9 stead of NBC, will produce the Paul
Situation comedy 5 10| 2 8| 4 s 11 23 Winchell Show for Procter & Gamble.
Daytime variety 4 311 Iy S 3 The packager, however, retains all
Straight drama 5 o 12]le 0} 2 7 23 30 other administrative functions. Y§&R
Mystery & detection 10 51 4 5 2 I 2 2118 13 . . . .
Soap operas 3 3| 1 3 is looking forward to making this the
Westerns b2 2| I 2 5 pattern of other outside packages spon-
Forum, discussions | 3 | & 2 sored b}' its chients.
Interview 2 21 2 3 : 8. Network TV sponsors will spend
Musical & musical variety 5 3] 6 4 | | 12 8 a total of about $2,830,000 a week on
News & commentary 2 3 | 2 2 | | 6 5 . . =
Sports (action) A R 2l 1 1t 4 G talent and production during the 1953.
Religious 2 2 2 2 ‘54 season. SPONSOR estimates that the
Variety I 6 3] 1 4] 1 5 13 annual bill on this score will come to
Quiz, aud. partic., panel 12 15| 5 10| 2 51 2 71 21 37 about $121.000.000. (See chart on
13 14 T
TOTALS6 68|54 57120 32013 12l143 169 What sponsors spend on TV talent,
SOURCE: Network schedules as of 11 Soptember 1953 and 2 Sept J 52 prOdUCthllg page- 31)
e e et et nd 2 September 1992 9. The magazine concept. much
— - vaunted by NBC in particular the past
30 SPONSOR




' nnyson, radio-TY talent and program buyer.

YV COMPARAGRAPH OF

e o | R Y
| :

AR

et 0 t-.".-‘\(

_‘\.f. 'rirﬁ;'.

! s Pume st as ancrew

W cecutives (I to r.}: Phil Kenney, chief radio-TV timebuyer; Thomas
y ophy, chairman of the board; Herbert Landon, publicity director:

several years. seems to have come to a
standstill far as nighttime spon-
sored programing is concerned. The
only show of the nighttime “maga-
zine™ type (one in which more than
lwo sponsors participate) remaining
on NBC is Your Show of Shows. Be-
tween last year and the present. NBC's
other “magazine” package, All Star
Revue. became a program casualty.
(Some of the participating stars. how-
ever, have been assigned to other NBC
packages.) Ou CBS this fall there con-
tinue to be two “magazine” packages.
the CBS-owned and produced Jackie
Gleason Show and the Ford Founda-
tion-produced and CBS-contracted Om-
nibus. Some agencymen look to the
vanishing of the nighttime magazine
concept in a vear or two. not because
the idea is unsound economically but
because of the advertiser reluctance to
share the glamor of an important show
with another advertiser during the

as
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Program costs discussed

mim

appears this issue page 91.

same broadcast period.

10. On the other hand the pattern
of alternate-week sponsorship seems
to be holding up well. if not expand-
ing. One index to this practice: Of
the 17 new shows making their debut
on the networks this fall seven will

in article on these pages were drawn from SPONSOR's Comparagraph which
Costs of shows seem to be levelling off under the
pressure adding new television marke!s puts on budgets of major advertisers

have alternate-week sponsorship.
Following is a cross-section of what
spoNsOR found sponsors, agencyimen
and network executives were thinking
and sayving about the sponsored pro-
graming situation. allied side issues:
( Please turn to page 105}

WEEKLY
1952-°53 seasor

What clients spead on TV

1953.°34 seasen

network taleunt-produaction

ANNUALLY

1952.°53 season 1953.°54 seasor,

ABC TV £212.000 £110.000 £9.100.000 £19.300.000
CBS TV 1.110.000 1.220.( 41.800.000 53.600.000
BTN 58.000 80.009 2,600.000 200,000
ANBC TV 990.000 1,090.000 41.300.000 17.900.600
Total $2,360,000 $2,830,000 $98,100,000 $124,000,000
sogﬂps [Fieures on 1932 3 sacon ar. frum SPONSOR. & Septomh.c 1932 (ccue pae 20 Figure:

For article on ABC prograwming pldus see next page
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ow ABC will compete

Network is concentiraiing its fire on

three TV nighis so as to use new star names
to bhest effect. Ratings those nights

will he watched cagerly

by Alfred J. Jaffe

0000000000 000000000000 000000000000000000000000000000000000000000 000000000000 00000000 ¢t

Comedy names, lacking at ABC tll merger with United Para- BV ith the American Broadcasting

mount Theatres, are important in 1953-'54 programing strategy. Danny  Co- lr)r?ovi-ng firmly alnd C_Onﬁdeml)'ﬁimo
Thomas (below), Ray Bolger (above), Paul Hartman (opposite page) the big time, this fall will see the fierc-

i ; . . est competition in the history of net-
i I : ; -engtl : '
must lure audience from other nets if ABC is to build TV strength work broadeasting.

Primed with United Paramount The-
atres money, ABC, after wandering in
the wilderness for a decade has reached
the promised land and is now stand-
ing before the walls of Jericho.

Whether its trumpets will topple the
walls remains to be seen, but ABC has
surprised many in the industry by ad-
vancing into a position of strength in
the few short months since the ABC-
CPT merger.

Here are the highlights of its ac-
complishments and strategy:

1. Taking first things first, rather
than spreading itself all over the map,
ABC is concentrating on TV, which
had been draining its meager financial
resources before the merger.

2. Using the rifle rather than buck-
shot, ABC TV has dug itself into three
nights with impressive sponsored pro-
gram lineups, a good part of them new,
It first nailed down sponsors on Tues-
day and Friday nights and recently
rounded out Thursday night with
Kraft's surprising decision to put a
second hour-long drama show on TV.
(See Kraft show details in P.S.. page
18.) Other nights will be built up
I turn.

3. While the emphasis is on TV.
ABC has alreadv begun to reshape its

32 ' SPONSOR
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radio offerings. The most signihicant
move 1< the schednling of hannute
strips on weekday nights from 8:00 to
D:00 pan,
pn both morning and afternoon line-

\ stait ha< al~o been made

Tll)?.

L. ABC's talent deals point up the
show business turn of mind of ABC's
management, now infused with motion
picture theatre executives.  \lthough
ABC had been deficient in comedy tal-
ent previous to the merger, the signing
of Danny Thomas, George Jessel. Ray
Bolger. Sammy Davis, Joel Grayv. I'aul
llartman, et al., reflects alzo the fecl-
ing at ABC that TV i< show business.
lfowever. moves indicate that
sports and news also rate as important
programing elements,

recent

There has been no evidence that
ABC will go off the beaten track in its
programing, While it is bringing new
names and fresh story lines into TV,
the approach is one of sticking to tech-
niques which have been tested and
found =uceessful in broadcasting and
motion picture entertainment,

Beside< the and  program
given wide mention in the trade press.
ABC has other cards up its sleeve.

names

Three of these involve productions for
ABC by the veteran Hal Roach Jr.
They are White Collar Girl with Lar-
raine Day. Tales of the Wayward Fnn
with Brian Aherne and Guns of Des-
tinv. a stories revolving
around a particular gun. such as a
blunderbuss. a Luger. a Coltt and so
forth. Roach will also produce a situa-
tion comedy titled /t Seems Like Yes-
terday. Peter Lind Hayes and his wife,
Mary Healy. were tapped to play the
leading roles but negotiations for their
services fell through.

5. ABC take: the flat position that
radio and TV are competitors, None
of this use-radio-for-non-TV-.areas. an
expedient which found temporary pop-
ularity in some broadcasting circles.
\BC executives feel that the rapid
spread of TV since the thaw has killed
this appreach once and for all. ABC':
thinking on radio vs. TV resembles
somewhat the may-the-best-medium-
win philosophy as regards movies vs.
TV which led to the ABC-UPT merger.

At present. ABC is organized as fol-
lows: Radio and TV :ales are split np
and down the line. All programing
and talent is under Vice President
Robert Weitman. but beneath him the
split is complete, Station relations.
which has gone through a number of
phases. is now in one department.

series  of

21 SEPTEMBER 1953

Also integrated are public relations,
advertising and promotion, engineer-
ing and legal depmrtnents,

0. While

feel that the ~tories of program <ub-

even  \DC's competitors
sidies on IV have been exaggerated
by agewcies for bargaining purposes,
it ix no secret that ABC has been par-
tally underwriting the costs of ~ome

of i< bigename TV entries. ABC ex-
centives  prefer kheeping  their own

counsel on the progrnm <nb<idyv ques.
tion. but there i~ little donbt ADC re-

gards subsidies as temporary mea-ures
which will be discontinued when tand
if) the web is ensconced with salable
program ratings.

7. As of the beginning of Septem-
ber, ABC had 151 TV afhliates. has
found itz new program properties a
substantial bargaining plus in lining up
stations. CBS and NBC are still top
dogs when it comes to grabbing aflili.
ates and manv of ABC's are secondary
affitiations. but ABC’s programs have
given it an edge over Du Mont. The
long-range netwerk picture is still not

lear, and o appears that, nnlike radio,
many mnarkets will continue indefinitely

with secondary afhliation.  ABC has
been going wore actively after the

<sinaller market= than CBs and \BC
and has been signing up UHF <tation-
a< primary afhliates in <ome of the
larger markets, examples being Pitts
burgh, Bulfalo, St Lonis and  Mil-
wauhkee.

In Pitt<burgh  ABC WIENS,
which went on the air early this month.
It i~ the <ccond UHE station in the
mavket, the other being WKJF-TV. In
Buffalo \BC's aililiate i< WBEF.TV,

which was «cheduled, at $PONSOR press.

has

time. to he on the air 17 September. It
i~ al~o the sceond VA1 in the market,
and follows WBESNTV, which began
telecasting 5 September.  Starting in
October, ABC will be represented in
St. Loui~ by KT=M-TV and in Mil-
waukee by WOKY- TV, A< in Pitts.
bnreh and Buffalo, thes are the second
U HE station. The web has also recent-
Iy gotten VIIF primary afliliates in
Kan=a< City and Minneapolis.

$. The crucial problem of program
clearance~ has been keeping ABC on
its toes, but it regards progress as
<atisfactory. Talking about clearances.
told

one  \BC executive SPONSOR:
“They confound our competitors. con-
tent our advertisers.” The web has
just about completed the 52-station
incup for the Ray DBolger show.
Where's Raymond? (Pall Mall and

Sherwin-Williams ) and the 60-station
lineup for the U.S. Steel Hour. The
Wake for Daddy tDanny
Thomas) lineup has reached 382 sta-
tions. but it i~ still not complete. Lucky
Strike and Speidel. sponsors of the new
situation comedy. would like a lineup
in the neighborhood of 120 stations.
but there has
made by ABC for that number.
Despite new stations coming on the
air. the one-station market situation is
far from solved as yet. and clearing
time is no mean job for ABC. As of
last month. out of 141 TV markets. 99
had only one station. though. of course.
there are varving degrees of overlap.
Of the 42 multi-station market~, 30
had two stations. eight had three -ta-
tions. two had four stations and two
had seven stations. \: a result. the
Where's Raymond? lineup is about
(Please turn to page 113)
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_’s nighttime radio a good buy?

All over the U. S. these past few months admen have
been asking this question. With early-morning radio time
hard to get and rates coming down at night, the reevalua-
tion of nighttime radio is underway. It isn’t often, how-
ever, that one advertising man tells another what he’s

thinking.

The memo presented on these pages does just that—it
takes you behind the scenes at a medium-sized New York
agency, revealing recommendations to one of its clients
on mghttime spot.

The agency’s media director, who authored the memo
and supervised compilation of the data it draws upon,
allowed sPONSOR to publish it with the understanding that
the agency’s and client’s identities would not be revealed.
Nothing else has been altered, however, so that the memo
remains an important guide for any agency or client now
thinking about nighttime spot.

The client (called Company X in the memo below)
manufactures a product bought mainly by men. This firm
has been using spot radio. mostly early-morning time,

EARLY MORNING VS. NIGHTTIME ON 99 STATIONS IN 22 MARKETS

AVERAGE COST PER ANNOUNCEMENT

$37.05

Early morning one minute ..

Evening 20 seconds S$183.91

AVERAGE NUMBER HOMES REACHED WEEKLY

Early morning one minute

119,200

FEvening 20 seconds 164,500
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for two years. It is now considering nighttime.

For a quick look at what the agency’s study of early
morning vs. nighttime revealed, see the table immediately
below. Then read the memo following to get a full fill-in
on the agency’s thinking. (For a recent SPONSOR report
on this same subject see 10 August 19533 issue.)

Memo to Company X

When we sat down with you people this past January
to map out vour ’53 radio campaign, we ruled out night-
time for the following reasons:

1. High-rated minute spots were not available. and you
didn’t want us to cut your copy down to 20 seconds.

2. With bulk of advertising concentrated in TV mar-
kets, you lacked confidence in nighttime radio.

3. Cost of evening time seemed considerably higher.

4. Evening announcements would reach male audience
at a time when use of your product was not imminent.

However, by this summer you had achieved your origi-
nal aim: educating the public to use of vour product. Your
new ad goal is a simpler one: to place and keep the brand

AVERAGE NUMBER OF MEN REACHED WEEKLY

Farly morning one minute _._..________ .. _ 91,900

Evening 20 seconds . .__ .. 128.100
AVERAGE COST-PER-M MEN REACHED WEEKLY ‘
Early morning one minute . $2.02 =
Evening 20 seconds ... S1.90 5
SPONSOR
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Memo gives ageney's thinking on nighttinie vs.

carvly morning time in 22 television markets

name in the minds of a maximum numiber of men. Since
il i« no longer necessary to include as many <elling points,
wer feel your message can be put over in 20 seconds.

Here, then. are our findings on the variou- advamtages
anut dizadvantages of nighttime 20 seconds a~ compared
with fuorning minutes.

The basis for this study 1= 99 radio stations in 22 TV
marhets throughout the country. Cost figures are based on
the one-time rate for morning minutes and evening station
breaks. We use Pulse ratings throughout. baxed on 7:00.
$:00 a.m. for mornings. 8:00-10:30 p.ni. for evening-.

The following is a summarized comparison of morning
and evening radio:

1. Average cost per announcement: livening announce-
ments cost more on 66 stations, less on 20. same on 13.

2. Average number of homes reached weekly: Fvening
announcements reached more homes on 69 stations. fewer
liomes on 29. same on one. (The number of homes reached
is arrived at by applying the average morning and evening
weekly rating against the nuniber of families within the
TV viewing area of each market. “Outside area™ isn’t
included since it’s not a factor in the compari<on of morn-
ing vs. night.)

3. Average number of men reached weckly: Evening
announcements reached more men on 81 stations, fewer on
15. (This figure is arrived at by applving the male audi-
ence composition figure against the number of homes
reached weekly in each market.)

4. Average cost-per-1,000 men reached weekly: Evening
announcements reached men at a lower cost-per-1,000 on
063 stations. at a higher cost on 30.

A wmarket-by-market comparison between nighttime and
morning radio (see chart at right for 12 of markets) shows
that in every one of the 22 markets studied more men are
available to radio at night. The average number of men
per 100 listening homes is 63.4 in the morning against an
evening average of 78.3.

Other factors and trends that tend to strengthen the case
for nighttime radio are the following:

Although TV is important in every one of the markets

(Please turn to page 72)
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Hou Company X's morning schedonle com-

npares with nighttime in 12 TV wmarkets

Atlanta: 41 shighty upped weekly rost evening

wourld add 527% more homes, 777 more men duily

Baltiwmore: Liule addiional money would protide
23% more homes, V7C¢ more men on per-etening basis

Bivminghawm: Vorning announcements  provide
greater male audience dailv: bur erening yields 1697
more men considering weelly audience 1urnoter

Bostou: {1 lower cost than ecurrent schedvle of
morning plus some etening, going 1o night-only would
reach 3T¢ fewer homes bt 117¢ more men

Chicago: 19 ervening announcemenls can be bought
tor cost of 11 morning annowvncenients. Il hile feuwer
homes would be reached. more men would be in avlience

Cinciunati: Three ciening vs. fite morming an-

nouncements give 3¢ more homes. 277¢ more men

Clevelaund: Evening announcements would vield 27¢
more homes and 187¢ more men listeners

Detroit:  Erening wme provides 7127 more homes

and 1017 more men listeners

Houston: [ sing three ¢teming announcemenls a
week would provide 6¢ tewer homes, add 267¢ more
men daily: 122S¢ more men considering weekly turnover

Kausas City: The three evening for five morning
announcemenlts ratio here adds 577 homes, 977 men

Los Aungeles: MNine etening aunouncements instead
ot mizxed schedule would increase numler of homes by
6Cc. number ol men reached by 307

Minuneapolis: Eiening announcements would reach
197 more homes. 357c more mer listeners

I
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tlen Drake: radio’s highest-

He's sold 1,000 products in 30 yvears on radio, has e¢reated all the commi

by Miles Darid

’l‘lle smiling man with the moustache
in the picture below is probably Amer-
ica’s lnghest-paid radio copywriter.
Yet in 30 years of creating eflective
commercials he has never set fingers
to a typewnter.

He writes his commercials as he
speaks on the air and has never ac-
cepted a written piece of copy. His
name: Galen Drake. His income for
creating and delivering commercials
and doing commentary programs: an

36

estimated $176.000 in 1933,
Unlike Arthur Godfrey for whom

a radio star. I'm a businessman. I'm
a partner in a client’s business when |

A prima donna?
. = ~ b €17 . .
Far from it. Says Drake: “I'm not  three decades on radio. He is cur-

Ry - rently heard on the CBS Radio net-

comniercials are often written “in God-  get his product to sell.”
frey stvle.”

Galen Drake won't use Galen Drake seeks—and gets—com-

R . 5 N e . .
agency-written copy. Nor will he fol- plete freedom to sell in his own way
low a Suggesled list of copy p()lIltS. because hiS approach “'orkS. He has

sold for over 1.000 products in his

work for 35 minutes weekly and on

*
commercia I S WCBS, New York. four and three-
(N A quarter - hours  weekly—almest every

I asertnt by

CATER NN

TRE ROGS(WIVES_' PROTECTIVE LEAGUE

BT sm s . WORE.

Typical Drake coununercial has anecdote air

You know, I may not be the Beau Brummel around these
studios today—but I’'m sure the most eomfortiable: open neck
shirt—and yon can bet—NO TIE! This snmmertime stuff is
here for sure, and I—for one—~am going to be comfortable.
My only complaint about this joint is we need a cooler here
in the studio for onr NO-CAL. You heard about those NO-CAL.
beverages? At our place, we're drinking ‘em by the case—all
five flavors: ginger ale, cola, root beer, cream and black cher-
rv. Annie likes the ginger ale, becanse it’s a dry tvpe drink,
but I personally go for that black cherry. Linda Anne'll go
for any flavor—any time we'll give it to her. Abont 9 o’clock
every night, while we're sitting around the place. I’'m usnally
elected to go out to the kitchen to make sodas with NO-CAL
and ice cream. Sound good?—really delicious. You kunow,
I'm so sold on the flavors of NO-CAL. I kcep talking on that
calorie in a whole 16 oz. bottle; so on these “*dog™ days aronnd
New York, you can have a cold drink handy as many times as
vou like during the day or evening without connting the cal-
oriesx or worrying about your figure. Not a single calorie in a
whole 16 oz. bottle—and as I said, they muke five sparkling
flavors: ginger ale, ecola, root beer, cream and black cherry.
Drinking NO-CAL isn’t exactly going to change vour life—but
believe me—it’s going to make it more comfortable. And by
the way. do you hate dragging those bottles back to the store
and keep ‘em piling up until yon can hardly get near the sink?
Forget it with NO-CAL—throw the bottles away—no deposit.

<€ Drake is shown left on merchandising visit to super market for No-Cal

SPONSOR
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Here's his approach

minute <ponsored.

A giant Madison Avenne agency
onee ashed Galen Drake to come and
speak  before its copywriters on the
techniques of commercial writing, 1le
refused. 1 didn’t want 95 guvs imi-
tating me.”” he explains. But over the
lunch table recenthv he <et forth to
sponsok half a dozen of his own prin-
ciples of salesmanship  which could
prove valuable to the copywriters of
any ageney  giant or cubbyv-hole ~ize.

Here they are in his own words:

L. 1 won't use slogan~. My selling
is purely comversational and kept in
keeping with the show. | won’t in-
troduce a catch phrase. You can’t de-
pend on selling your audience by pre-
tending something exists that doesn’t.”

2.1 won't call a product the best
there is. | speak about its strong points
but I won't sell all the others down the
river.  Knocking vour competitor
doesn’t build up faith in your own
product or its spokesman.”

3. “Never let the listener feel yvou
know more than he does. You aren’t
lecturing. | try to put across the feecl-
ing that I'm just tryving to help the
housewife buy more wiseh. Pm not
making sales points. P'm stating facts.”

1.l believe what 1 sav. Nobodh
can do this type of commercial that
doesn’t believe it. You have to be hon-
est. | have a panel of hsteners to
whom | send any product which I'm
scheduled to sell. Unless 8077 of them
report they hike it I won’t take it on.
Pve refused dozens. 1 won't take one
I have to sell rwice. My job is to in-
troduce a product and keep introdue-
ing it to listeners who haven’t vet tried

(Please tuzn to page 80)

Galen Drake has been in radio for 30 years.
His supply of conversation is enriched by ca-
reers including acting (top picture he's shown
as miser in 1926 play): boxing; conducting
symphony: singing with San Francisco Opera.
Radio career began at KFOX, Long Beazh,
Calif. He's covering air race {center). Today
he regards himself as businessman, not radio
star. He's member of business clubs, is shown
at right speaking at home-furnishings show
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The anti-enzyme war on the air

Not sinee the ehlorophyll boom have toothpastes rushed to the air waves

with the fury—and dollars——they’re devoting to the anti-enzyvmes

For nearly a month now the anti-
enzyme toothpaste battle has heen rag-
ing in air and print media to the tune
of jingling drug store cash registers
and the clatter of copy department
typewriters.

There’s no indication of a slow-
down either, Claims and counter-
claims in this latest advertising bac-
tertal warfare have grown more heat-
ed. Toothpasie ad budgets—with heavy
emphasis on air media—have been
upped anywhere from 309 (as in the
case of Ipana) to 80% or more (as
in the case of Listerine Antizyme).

With the earliest reports showing a
sales bonanza for the leaders, here’s
how the media battle lines have shaped

up during recent weeks:

Netiwcork : National-level radio and TV
are used by all of the anti-enzyme lead-
ers to trumpet the values of the vari-
ous decay-reducing toothpastes. The
latest network box score shows the
following:

1. Lambert Pharmacal, first tooth-
paste maker out of the starting gate
with an anti-enzyme product, now de-
votes half the commercial time on its
Ozzie and Harriet show (ABC Radio
and ABC TV) to plugging Listerine
Antizyme. The first big network break
was on 28 August, with a special film
commercial featuring the Nelsons, in
Summer Theatre. With the return of
O&Il on 18 September. Lambert’s net-

work drive went into high gear.

2. Block Drug. quick to catch up to
the big switch in Listerine tactics, now
gives anti-enzyme Amme-i-dent plenty
of network commercial time. Since 24
August, Block has pushed a revamped
toothpaste on Gabriel Heatter (MBS),
Cecii Brown (Don lee) and on its
well-rated mystery thriller Danger on
CBS TV. A new show, Name the
Tune, has been running since 7 Sep-
tember on NBC TV.

3. Bristol-Myers, which had bheen
planning to enter an anti-enzyme ver-
sion of Ipana early in 1954 but pushed
up plans when Lambert moved in last
month, will center its Ipana network
promotion on two TV shows due to
start next month. The first of these is

What four of big spendors are doing on air

Antizyme

First on air with claims

new Lambert Pharmacal
product. Base of radio-
TV strategy is “Ozzie &

TV. Program will be >

T

o

SPONSOR

of anti-enzyme action was

Harriet’ on ABC Radio, |

supplemented with spot
radio and TV. Competifors
were quick to follow lead
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cride of the Family on ABC TV,
which goes on b October: the other
is CBS TV's Wan Behind the Badge,
starting 1 Ovtober.

4. Procter & Gamble, broadeasting’s
biggest advertiser, is still something of
a question mark. For nearlv a vear
PLG has been marketing o toothpaste
called Gleem, which contains an antt-
Midwest
(ageney : Comptond. Part of the re-

enzyme detergent, in o the
gional advertising for this PSG prod.

uct  which mav or mav not turn out
to be a “sleeper”™ in the hot race
has been cut-ins on the Welcome Trar-
elers show on NBC Radio.

5, Latest on the bandwagon at spox-
SOR's presstime was the Pepsodent Di-
vision of Lever Bros, which began an-
nouncing anti-enzyvine qualities for its
Chlorodent and Pepsodent brands dur-
ing the <ccond week of September.
Lux Radio Theatre (CB3 Radio) and
heavy spot radio schedules constitute
the air campaign {or Chlorodent,
brand launched at the beginning of the
chlorophyll boom. Air schedule for
Pepsodent and Pepsodent chlorophy
inchides Arthur Godjrey Time (CBS
Radio and TV, Art Linkletter’s House

Amm-i-dent

Anti-¢nzyme propertics

of bath plain ond green
Amm-i-dent are sold with
four nctwork shows—two
TV, two radio: ‘‘Danger”

on CBS TV, “"Name the 4
Tune'' on NBC TV; Gabriel
Heotter on MBS, Cecil Brown:
on Don Lee. Spot rodlo N
and TV olso being used

“
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Parey CCBS Ralio and ‘TN v, Ihg Town
(BN IV

« hedhiles,

andd heavy spot radio

0. Other conntis ~till 1o be heard
from inchde such major network ad-
vertisers as Colzate tazeneyv: Fed
Co.ry Whitehall Pharmacal

tagency s Blow), Colgate is known to

”il[l'\ \‘.

have an antieenzvme formula in the

works. partialh developed in its own
labs and partiallv based on rescareh at
Northwestern U, as

was  Lambert's

round-up
00000

Antizvme,  Whitehall,  according  to
drug trade ~cuttbebntt. may soon lawneh
its own anti-cnzyme products or add
an enzyme inhibitor to Kolynos.

Spot: The national air advertising at
tocal level of the toothpaste leader-
closely follows the lines laid down in
network airselling, as far as copy -
concerned. The air vehicles, however.
vary eonsiderably. For example:

1. Lambert (ageney: Lambert &
Feasley) has been using spot broad-
casting for Antizyme since 20 \ugus«t;

fpana

Anti-enzyme properties
get auring on two net TV
shows: ““Pride of the Fom-
ily,” ABC, and ‘"Mon
Behind the Bodge,”” CBS.
Copy for Bristol-Myers spot
rodio shows has also been
chonged to stress onti-en-
zyme. B-M hos 35 hillbilly
shows on radio, no spot TV

»

it faunched the <pot alsives Uradio and
TV with heavy annonneement sched.
ules in Los Angeles and San Diego.
Since then, other areas have been con
vred with spot. A\« Gerald Blake 1
Lambert & Feaslev vop, tolih srosson:
"We're nsing Ozzie & Harriet as onr
base and adding <pot impact where we
think it will do the most good o1 where
the competition is heaviest.”

2. Bloeh Drug is using a schedube
of <pot radio and TV announcements
tor antr-enzvime \nun-redent, but onh
in major markets. For the most part,
these  annowncements  are “teamed”
with fullep ave newspaper ads, with the
air media dbelivering reminder copy
while the newspaper ads< spell out the
complete product storv, This campaign
Legan <oon after Bloek™s first big news.
paper splash (i some 250-300 papersy
on 21

3. Bristol-Myers fagency: Doherty
Clifford, Steer~ & Shenfield), which
sponsors hillbilly radio mu<ic shows
in some 335 arcas acros- the country.
<hifted over to plugging the anti-en-
zyme lpana on these programs on 29

Shows include such nation-

Angnst,

August,

(Please turn to page 103)

Pepsodent

Pepsodent Div. of Lever
Bras. began onnouncing
anti-enzyme for Chlorodent
ond Pepsodent vio '‘Lux
Theatre,”” CBS Rodio; “"Ar-
thur Godfrey Time,” and
“"Art Linkletter House Por-
ty,”” both CBS Rodio, TV;
"’Big Town,”” CBS TV, and
heovy spot radia schedules
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Color TV; what

It can do ne

Color TV is on its way. Here are some specifie tips on how to hecome color-

conscious, start

Colur TV is turning some admen
blue.

But it needn’t.

Whetlier color TV 1s commercial by
Christmas or comes in with the robins
next spring, it's certain that it will
grow lo important stature in a few
years. Meanwhile here’s what you can
do now as an alert advertising man to
prepare painlessly for the great day
when natural color plus sound and
motion is turned loose on the Ameri-
can cousunier.

sronxsor asked dozen: of network.
agency and advertiser executives for
suggestions.  Interest in color was in-
tense but most sonrces had more ques-

tions than information. The best
sources turned out to be networks and
a few key agency men whose sizable
accounts had won them a bid to par-
ticipate in network color tests. From
these color initiates SPONSOR was able
to compile this list of tips:

I. The big problem in creating color
commercials, whether film or live, will
be how to use color intelligently. Many
advertisers will be impelled to splash
color like three-year-olds loose in a
finger-painting class. Remember that
color should be handled as a tool
rather than as a weapon. If you can
afford it. make several of your current

Closed circuit tests of color TV by NBC point up naturalness of tones. Agencies are concerned
about rendition of existing color films which exaggerate hues. Engineers claim fears groundless

yon working on the practical problems right now

commercials in color. They’ll repro-
duce as well, or better, on black-and-
white TV as commercials in black-and-
white film. And making them will help
give you the feel of color. 1f you aren’t
ready to start shooting test films in
color now. here are some alternate
suggestions.

A. Have some color stills taken on
the set the next time you rehearse your
commercial (film or live). Studying
stills will give you the feel of thinking
in terms of color.

B. Look at color movies which may
already have been made for your com-
pany. Many firms have 30-minute color
movies fer circulation to schools and
colleges. And many use short film
commercials for showing in theatres
(most of these in color). Studying
these films with an eye to color TV
possibilities will equip you in advance
for smoother color TV production.

2. Take a good look at your pack-
age and/or trademark. Does it make
the most eflective use of color in its
design? Is it simple yet individual?
Does it contain some character or fea-
ture which might be made to come to
life on a video screen? Now’s the time
to start working on improvements. It
will probably be a few years before
Jarge segments of the public get to see
vour produet on color TV, but vou'll
be better off if you have begun to es-
tablish your modified package by that
time instead of having to make a sud-
den change.

3. Don’t pass up an opportunity to
work with the networks. They are busy
organizing clinics for advertisers, bhut
so far because of limited facilities NBC
has had to set up these sessions on a
one-agency-per-clinic basis. CBS will
start its indoctrinations in October.
Naturally the agencies getting the first
invitations are those currently spend-

I R
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Clinics for advertisers are being organized by network color experts,
Typical session, shown above, includes Wm, Esty's Radio-TV V.P. Ken.

ing the most money with the networks.
These fortunate onesx are given an op-
portunity to try their eommercials in
eolor via closed eircuit.  \s nrore fa-
cilities become available it is probable
that the networks will extend this op-
portunity to smaller agencies and ad-
vertisers,

4. Keep posted on developments in
color filnt. A prevalent fear among
ageneymen (which the network peopl
do not share) is that existing colc
film will not transmit properh on colo
TV. The lush. somewhal exaggerated

\ few cynical agency people have

opined that network development of a

~cauner has lagecd because the net-

works have an ««

onomic stake ur hve
teleeasting rather than film. This epin
atedl by the faet that com.
petition between equipment manufac
turers is ficree and a host of companies

including RC \. Philco. Du Mont) ar
there  fustest  with th

100 <eens ne

ager lo o gel

dall Foster; NBC scenery expert Norman Grant; NBC Color
nator Barry Wood, and NBC Art Director Richard Day, making plan

Coordi

mo-~test. None can afford to hold back
3. Keej \BC nier
color productions later this yvear. ht
will be an apportunity o check cost
of live eolor prodnction azainst exist-
me m rome s -.
6. 1 the 1 \
on de apmerils such a- thes
Color clinies. <1 <|
{ l).”l'l. nurn o pare T() )

Tips gatherved from networlk ond ageney color specialists
hues of most motion picture color il
differ from the warm. realistic tones o I. Don't zo orerhoard. For mavimum effectitencss color must e used intelligent.
the proposed color svstem. Network - i
engineers seem to believe that the so- 2. (
lution will come with the desvelopment n
of a good 35 mm. color film scanner: .0 U
the 16 nun. scanners now used are not "
completely sati=factorv. (The scanner A A \
is the device which accepts the picture '"
from a projector. converts it into tele- 0. | il {
vision terms. and passes it on to the ! 1
image-orthicon tube for transmission. |
21 SEPTEMBER 1953 For Bob Foreman's commments on color television see page 51 41



How radio and "
g the heff for

\ational

Switch from print-only to heavy

air use helped sales zoom 5009,

..j‘rational Shoes ring the hell!l”

has been sung over radio stations in
Greater New York hundreds of times
each week since 19140, It is the jingle
that has helped double the number of
National Shoe stores and multiplied
the Eastern retail chain’s sales volume
almost five times in the past 13 years.

In 1940 when the Emil Mogul Co.,
Inc.. took over the National Shoes ac-
count, this chain of retail shoe stores
was a print-media-only advertiser. Afl-
ter studving the account’s problen.
Emil Mogul suggested a complete re-
versal in advertising policy. At the
agency's recommendation  National
Shoes put 100 of its advertising bud-
get inlo radio. It was one of the first

L

Mioes

shoe chains to take to the air.

Reasoning behind National Shoes’
big switch: As a retail chain sellingz
low-priced shoes, National Shoes want-
ed to reach a mass audience with maxi-
mum {requency.

“That’s still our advertising philos-
ophy today,” adds Miiton Guttenplan,
executive on the National Shoes zc-
count.

National Shoes’ answer to its need
for frequent impact on a large family
audience is a combination of popular
local music programing and a he vy
schedule of announcements throughout
the day. The chain’s roster of New
York stations includes: WNEW, WINS,
WMCA. WOV, WHOM. WWRL.

Four National Shoes partners and three Mogul execs, responsible for National's 500%, sales
increase, celebrate opening of 100th store: Fred Siegel; Emil Mogul, agency pres.; Louis Fried,
pres. of National; Nat Wildman, Mogul gen. mgr.; Milt Guttenplan, a/e; Mac Siegel: Irv Siegel

Famous radio j'ngle is translated into puppet dance on TV kid sho

Naticnal's approach to ralio adver-
tising has been consistent throughout
the past 13 years. The only major
changes have been a fivefold increase
in money appropr.ations since 1940,
and the addition of stations particu-
tarly strong in special group appeal
about six years ago.

National Shoes’ program buyvs are
invariably 10- and 15-minute segments
of popular local d.j. programs. Typi-
cal example is the firm’s segment on
Make Believe Ballroom, WNEW. Mon-
days. Wednesdays. Fridays 6:00-6:15
p-m.. on a 32-week basis,

On foreign-language and \egro pro-
graming blocks. National Shoes sticks
to the 15-minute musical program pat-
tern. also usually on a 52-week basis.

National’s announcenrents are sched-
uled seasonally, with the heaviest con-
centrations during spring and fall.
“We use literally hundreds of an-
nouncements a week.” cavs Emil Mo-
gul Radio and TV Director Lew Wex-
ler. “We buy mainly into the 7:00
a.m, to 7:00 p.n. period. though we do
use occasional evening adjacencics.”

National's fall spot schedule in New
York will include 20 to 40 announce-
ments weekly on ezch of its six sta-
tion~ and 50 to 60 musical programs
a week (either 10- or 15-minute). on
three of these stations.

(Plea<e turn to page 110}
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10 most important facts SPONSOR

learned from ageney response
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How 94 agencies evaluate media

Part 10 of SPONSOR’s All-

I

These agencies bill S300 million annually.

Media Evaluation Study concludes report on 3.000-questionnaire survey

by Ray Lapica

Agenries are much more concerned
with media evaluation than are adver-
tisers. (Of the 3.000 questionnaires on
media evaluation sPONsOR mailed to
1.000 advertizers and 1.000 agencies
last February. March and April. 72

5
L

George J. Abrams
Vincent R. Bliss
Arlyn E. Cole
Dr. Ernest Dichter
Stephens Dietzx

Ben R. Donaldson _
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ad director, Block Drug Co., Jersey City
executive v.p., Earle Ludgin & Co., Chicags
_pres., Mac Wilkins, Cole & Weber, Portland, Ore.
pres., Inst. tor Research in Mass Motivations
v.p.. Hewitt, Ogilvy, Benson & Mather, New York
ad & sales promction director, Ford, Dearborn

adverti ers and 94 agencies replied.)

\gencies are much more cautions of
definitive answer~ in media evaluation
than advertisers seem to be. Reason:
pos<ibly because thev work with far
more products. use far more media and

SPONSOR’s All-Media Advisory Board

Marion Harper Jr.

Morris L. Hite
J. Ward Maurer

Henry Schachte

Ralph H, Harrington

Raymond R. Morgan

have ~ucceeded and failed with more

combinations than have advertisers.

These are onhy two of the ba~ic dif-

ferences SPONSOR uncovered in the two
et of responses to it~ 20-question me-
dia questionnatire.

president, McCann-Erickson, Inc., New York
ad mgr., Gen. Ti-e & Rubber Co., Akron
president, Tracy-Locke Co.. Dallas

ad director, Wildreot Co., Buffalo

pres., Raymond R. Morgan Co., Hollywood
v.p.. Sherman & Marquette, New York
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Agencies consider more factors than do advertisers

in choosing media, SPONSOR's three-month survey shows

On the following pages you'll find
16 questions and answers tabulated in
easy-to-read form. With the agency
answer to each question vo'll see the
advertiser answer in parentheses so
vou can tell at a glance how the two
differ—or coincide. The similarity in
most instances is striking.

The 94 agencies responding billed
an estimated $800 million last year
(roughly a third of the total agency
billings in the U S0). \mong those
returning questionnaires were BBDO,
McCann-Erickson. Foote. Cone & Beld-
ing. Comningham & Walsh, Ted Bates.
Kenyon & Eckhardt. Ruthrauff & Ryan
and Earle Ludgin.

Some big agencies gave SPONSOR
valuable data on media evaluation but
hegged off on the questionnaire with
the plea. “Too tough.”

Of the agencvmen who answered.

80 were owners. partners or senior
officers.  As with the survey of adver-
tisers last issue. much personal inter-
viewing was done in several cities to
check mailed responges and obtain ad-
ditional data.

For how 72 advertisers spending
over SI37 million annually evaluate
media see SPONSOR, 7 September 1953,
page 27. What sponsor learned from
the agency response is summarized be-
low. Sixteen questions were tabulated
of 20 asked. Of those missing. two
were combined with two others, one
did not apply to agencies (“What prod-
ucts do you sell?”) and the breakdown
of media used was not tabulable.

Ten of the questions are tabulated
on pages 44 through 47. For the elev-
enth through sixteenth, turn to page
05. For text of the questionnaire. see
$PONSOR, 9 February 1953, pp. 87-89.

A concise summary of what the re-
turns from Y4 agencies billing over
%800 million a year revealed to spox-
sor follows:

1. Agencies fecl they have far more
to do with media selection than do
their advertiser clients. Account exec-
utives are mentioned in 824 of the
cases. as against 419 for advertising
managers. (But the ad managers them-
selves said they decide in 9097 of the
cdses.,
discrepancy : The ad manager decides
generally what type of media will be
nsed—radio, outdoor. TV, print. But
the agency picks out the actual sta-
tions. newspapers and magazines.

2. As with advertisers. agencies con-
sider the market (who buys) and how
best to reach it as the most important
influence in deciding which medium
to use in a campaign. Fifty-six per-
cent listed it first. Agencies seem to
be more aware of the importance of

presentations by media salesmen. One

agency listed as a prime media influ-

Here are the 16 questions and answers based on 94 questionnaires returned‘v’

Viho determines the medium or combi- 2_

What influences the choice of medium

Possible explanation of this

nation of media to be used in a campaign?

er combination of media for a campaign?

AGENCY MEDIA INFLUENCES

EXECUTIVE NUMBER® PERCENT} FACTOR NUMBER®  PERCENTt
dccount executive 73 32 (83) Harket and how lest to reach 30 oG (43)
Vedia director 45 31 (72) = [ho buys and how best to reach 13 18 (36)
Plans board , 37 12 (21) Goals of campaign .. ... A1 16 (43)
President 27 30 ( 9) Amount of appropriation . B 135 17 (19)
Research director 7 8 (11) Type & cost of product 11 16 (12)
Other? . 2 2 (..) Experience with medium . _ | 16 (11)

Merchandising & promotion by medium 12 13 ¢ 7
ADVERTISER (CLIENT) Prestige . - 8 9 ( ‘;
Advertising manager — 37 12 (90) Cost per M oo e 7 8 (10)
Sales manager 33 37 (31) Recommendations of dealers, etc.. . 7 8 (1)
President 28 31 (20) Type of copy used . _ 3 6 (7)
Board of directors 3 3 ( ‘f) Time & space salesmen’s talks g 4 (..)
Regional manager I 1 { f_) Experience stories in trade press ___ 3 3 (¢ 3)
Sales staff ) I ( 5) Othert 2 2 ¢ )

Other (not specified) 1 I (19) < c e

sS4 yespondents; totals are hlgher because ot multiple answers.  tBased on ™) re
spondent s Iigure 1 parentheses ix  advertlser response 1o same question (see 7
Seprember 1953 1ssue)  $CHent decision (1) merdia decislony referted te ex-vop. (1),

Above shows both advertisers and agencies fecl account exzcutive
has most to do with media selection at agency. But several dis-
crepancies are seen in other comparisons ot answers. Examples:
Advertisers feel agency president has much less to do with media
selection than agency says he has; agencies disagree with ad manag-
ers over how much voice latter have in choosing media. Possibly
managers allocate budgets but leave specific media choice o agency.

Total (31%) excreds respondents (89) because cf multiple listings for *“first choice.””
*Based on 29 respondents. Percent In parentheses is advertisers’ response (sce &
September 1953 issue).  Ilncludes elient’s wife (1), media department analysis (1),

Agencies are influenced by virtually same factors in media selection
as advertisers, as above table shows, Surprisingly the market and
how best to reach was voted "first" by both groups to far greater
degree than product, for example. Of course distinction is a

fine one: Product does determine market. Another difference be-
tween agency and advertiser responses: Former give more weight
to time and space salesmen's presentations than do advertisers.




3_ What do you want to koow about a medinem before stavting a campaign?

HOW WELL DOES IT COVER THE MARKET?.
DOES IT REACH THE BUYERS OF MY PRODUCT?

HOW DOES IT RATE IN A PARTICULAR MARKET AGAINST OTHER MEDIA?
ANY RESEARCH AVAILABLE (OR WHERE DO | GET MY FACTS ABOUT THE MEDIUM)?. ..
WILL | NEED OTHER MEDIA TO COMPLETE THE COVERAGE?
WHAT MERCHANDISING OR PRODUCT COOPERATION WILL | GET FROM THE MEDIUM? . .
WHAT IS THE MEDIUM'S PRESTIGE OR QUALITY?

HOW EXPENSIVE IS 1T?

WHICH OF MY COMPETITORS IS USING IT NOW ? HOW MUCH? :
IF MY PRODUCT IS NEW, HAS THIS MEDIUM BEEN USED TO SELL A SIMILAR PRODUCT? .
CAN | SATURATE THE MARKET QUICKLY?

OTHERT

eTotal (61%) excceds number of respondents (8 bewvuise of multiple answers
1aciudes one esch  proof of Keyed (esponsiveness

{asue)

Agencies and advertisers agree on order of first two factors they want
to know about medium before buying, namely coverage of market and
coverage of prospects. But agencies don't rank cost of medium as

ence: “The client’'s wife.”

3. Agencies want to know the same
things about a medium before decid-
ing on a campaign as the advertisers:
(a) How well does it cover the mar-
ket? (b) Does it reach the buyers of
my produet? (¢} How does it rate in
a particular market against other me-
dia? These are the top three questions
asked. But agencies also seem to con-
sider more factors.

4. Standard Rate & Data Service is
first choice for media data for 5195
of agencies responding fagainst 197
of the advertisers). Agencies naturally
use niore services {such as Starch. sta-
tion coverage reports) since they do
the actual buying. They also pay
twice as much attention to time or
space reps.

5. Pulse leads the list of air mea-
surement services used by agencies
with Hooper second. ARB third and
Nielsen fourth (Nielsen was first
among advertisers). Starch leads the
print measurement services. (Don’t
read the wrong meaning into this:
Pulse offers market-by-market ratings:
Nielsen has national ratings and is

21 SEFTEMBER 1953

.....................

.........

.............................................................

titaeed on 2D responderite
medlum’s hold ¢n wudlence, wedbum  stab ity

muclt more expensive. Nielsen can cost
a big agency $18.000 a vear: Pulse
$2,700.)

6. Agencies are far more critical of
inforination sources available to them
than are advertisers. Criticism ranges
from “not comparable,” “incomplete,”
“not explicit or precise enough™ and
“Inaccurate” to “too promotional,”
“dated,” “cost too much” and “too
bulky.”

7. Agencies consider newspapers.
magazines, TV and radio—in that or-
der—in connection with a campaign.
Advertisers listed radio before TV.
with magazines (in first position) bhe-
fore newspapers. But the agencies, like
the advertisers, don’t think of just one
medium—Dbut of at least three or more
as “first” when planning campaign
strategy. In many cases thev under-
standably add: “Depends on product.”

8. The agencies sampled obviously
used more media than did the indi-

REXT ISSUE: “How BBDO evaluates
media.” by Ben Duffv. president. Irsight
into how top azency looks at media pictur-,

...............

------------------------

---------------
.........................
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...........

....................................
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89 (
76 |
67 (
64 |
64 (
(
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HUMBER"®

80
79
68
60
57
57
56
55
51
46
36

.....

63
62
57
52
40

tosfail s lees § September [97%

h'gh as do advertisers, not only becsuse they don't pay bills but chief-
ly because they know cost is important only in relation to sales. On
whole agencies want to know more about media than do advertises.

vidual advertisers during the past year.
Only difference in rank of media used
between answers of agencies and adver-
tisers: Latter collectively rated busi-
ness papers higher than do the agen-
cies. Significantly. 10°¢ of the agen-
cies responding used no radio la-t year
13¢ used no TV. The question natu-
rally arises: If an agency has no ~kill
in employving a particular medium.
won't it tend to push its clients into
media it knows something about? This
is not only true of the smaller agency.
but often of the larger also.

9. TV has affected the media-us<e
pattern of agencies and advertisers
alike t~ix out of 10 agencies against
five out of 10 advertisers). One com-
ment from a 8§50 million agency: TV
raised hell with the whole thing.” The
effect of TV has been as follows: Seven
out of 10 agencies cut other media.
including radio: onlv one out of five
advertisers were persuaded to expand
their budget to accommodate TV. In-
terviews indicated radio invariably was
the first medium to be cut.

10. Agencies use sales results. tests
of individual markets and coupon re-

45
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Agencies list “best” media combinations

4.. What medinm or wmedia comhination hare youn

found most effective in selling your products?

MOST EFFECTIVE MEDIA

i MEOIUM RESPONDENTS REASON GIVEN PRODUCT
v 3 "Product demonstration’ Housshold items
"Pewerful sales impression”
"Sells visually & audibly”
Radio 2 “Lowest cost"
Business papers I "Industrial accounts'
2 MEDIA RESPONOENTS REASON GIVEN PRODUCT
Radio, rewspapers 3 “Low cost, wide circulation™ Grocery good:
“Most profitable" Retail accounts
"Tests showed this best"
Radio, TV 2 “Low costs per person”
“"Dynamic media"
TV, inags 2 "Experience" Industrial
"Combines immediate and
long-term effects”
Direct mail 2 “Type of product” (2) Industrial (1)
TV, newspapers i “Local imract” e
3 MEDIA RESPONDENTS REASON CIVEN PROOUCT

Radio, TV, newspapers -1

“Type of product”
"Maximum impact per $"
“Product recognition”

"Hits bulk of public”

Personal use

Radio, newspapers, mags "Localized impact” Household supplies
“Produces mail-order results”
Radio, TV, dir mail I ) B
Radio, dir mail. bus papers [ "Type of product' Industrial
Radio, TV, Sun cup 1 "Low cost per contact'" . .
TV, dir mail, newspapers | “High consumer impact" . -
TV, newsp, outdoor I "Combined impacts” Consumer
Newsp, mags, dir mail I “Plug brand acceptance"
4 MEOIA RESPONDENTS REASON GIVEN PROOUCT
Radio, TV, newps, bus prs 2 "Sales resulis"
“Product determines"
Radio, TV, newsp, mags 1
Radio, TV, newsp, dir mail 1
Newsp, mags, dir mail,
bus papers 1 Industrial
5 MEOLA RESPONDENTS REASON GIVEN PROOUCT
Radio, TV, newsp, mags, "Greatest, most diversified Consumer items
outdr 1 coverage"
Radio, TV, newsp, ouidr, ‘
dir mail i “Mass media"
Radio, TV, newsp, Sun
sup, comics 1 "Sales results'
Radio, TV, newsp, magq, "Must satisfy variety of
bus pap I clients”
7 MEOIA RESPONDENTS REASON GIVEN PRODUCT
Radio, TY, newsp, mag,
dir mail, bus paprs,
wkly paners
9 MEDIA RESPDNOENTS REASAN GIVEN PROOUCT
Radio, TV, newsp, mags,
dir mail, bus paps,
wkly paps, export
oubs, Sun sup i
5 s fisted DY 41 agencies (119 ¢f 9% respondents) ;51 advert.sers (75% of re-
.
M advertisers than ageneies (75 varsus 34Ge) fdt confident enough to answer
i on. Reasons for lower ageney respouse: 18 ageucies said they handle ta-
Ficty o nts and media scleetion de pends on produets or clients. This is more or
less of all ac e 1ho shows, howerver, that ageneies do like to use eertain
combinat " ain products. Too often, it's habi rexult of testing.
46

turns as their three chiel methods of
determining media effectiveness. Their
answers correspond identically with
those of advertisers so far as order is
concerned. But they use each tvpe of
test more.

11. Only 12 of 23 agencies which
tested different media in different cities
were able to determine “who won™:
TV in seven cases. radio in three, news-
papers in one. a newspaper-radio com-
bination in one. FEleven agencies
“couldn’t tell” or *“can’t generalize.”
Since agencies test only for clients,
obvioush the two sets of answers coin.
cide. within reason.

12. Agencies have had no more suc-
cess in correlating sales and advertis-
ing media used than advertizers (or
they would have told their clients).
Only one-third answering have estab-
lished a correlation in full. another
30 in part. One third have had no
success. and 38 of 91 agencies, or
40%. failed to answer this challenging
question. The conclusion seems ines-
capable: About two-thirds of the agen-
cies don't know or arent sure which
media affect sales. (One agencyman
told spoxsor: Of course we’'d be glad
to try to find out. But will the client
pav for it?™)

13. Agencies don't seem to be near-
Iy as certain as their clients as to which
medium or media combination s most
effective for certain products. Most ad-
vertisers (7377 of those responding)
felt confident enough to put down one
or more media. But only 44% of the
agencies ventured an answer. Eighteen
of those who waived the question
said product or client determines the
choice. In both cases—agencies and
advertisers — there were almost as
many media combinations as respon-
dents.

14. In determining cost-per-1,000
readers and listeners, agencies make
the same ““mistake,” if it can be called
that. as do advertisers: They use ABC
circulation for print media and audi-
ence measurement or rating services
for radio and TV. Former gives “cost
per copy circulated” and by no means
cost per reader of an ad. Air measure-
ment services give cost per program
listener or viewer (in most cases\, and
this corresponds more nearly with cost
per listener or viewer of vour com.
mercial.

However, from a third to a fourth
of the agencies use Starch or Gallup &
Robinson readership ratings to deter-

( Please turn to page 85)
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;;;;hcies cite media data sources, how TV changed media pattern

Il
Mich soarces give you the most media data? 8. How deo you test media effectiveness?
SOURCES FOR MOST MEDIA DATA MEDIA TESTS
COnly those Iisted tor first posinun 1were tabulated) Mt kil rumnes SRALRAAN b
SOURCES NUMBER® PERCENT! SHEES RESHLES PRy 82 (78)
3 FEST VVARRAEES 33 G2 (15)
15 ol (1) (O PONS ol o (12)
€ MEDLE DEPIRTMENT 26 29 (53) RATING SERVICES 29 33 (27) |
NSATEMENTS 22 25 (18) PSE DIFEFRENT MEDULIN DIFFERFNT C1TIFS 25 28 (19) 1
APERIENCE BITH MEDH 20 22 (B6G) SERVFYS I 9 (7) ;
8 SPACE REPRESFNTATH ES 20 22 (11) AFYED KESPOSNSE 7 o (..)
\I'(()I\'I)\ ris ptrd 11 16 (12) FAPFRIFNCE CLIFNTS ASSESSVENT N 3 0..)
= ( OTHER OV ERACE REPORTNS 12 I3 ( ) PlLBELIC RESPONSE N 3 ( 2)
FeE VUSRVUNT. SERVICES (RATINGS) 4 10 ( 8) DONT TEST OR N0 INSTER 3 6 (. .)
( READFRSID STUDIES 7 8 (..) .
TRCH. FNDFN. READERSIP ST DIES 3 > ( 6G) ST a T oevenml ninher (1o b1 N Qe 1 MW r oer o tHe el oo 79 1
R Vi Hl.l( ,TI()\) 1 H ( ') fo b t in noe 1 ale r [ ITrear writs In
JTI\'H)k PRENSS ! 1 (1) IR
S MAIL PROMOTION ! L (1) fake aclvertise tgr n v reapouding considoped Ciost wg”’ and crgudg
i 1 r(..) they 't Lo quean g Ts resutl, abote shows most ajrve e lod’ meda
eetiveness by xales they produec, bat only one qu four actuatly
exceeds X0 becuuse of multiple amswers. tlhawd on 51 onopendonts et o tests on: mecdhinm agamst anather wsig difforent wmarkals. (Coupons, ‘
W 0 sdvertiaems respunse fsce T N¥eptember 1053 beue)  Hub o 1ooe eaar howeror, are standard form of test ng oo, and wawr fy of agencics
joiey adgencies dopend on SEDS as thewr Noo v wed a veforenee use them. Table shows adentical rank distr bt ons of agency and ad-
wadvertiscrs connt nmore on thor agenecies and past crperiene Verfuser praponses, byt fanres [or cac / e thod are greater ‘
Bhium. dgencies pay Livice ax muel attenbon {0 meda reps aned far agenetes than advedt sers, WWhat this appareatiy wmeans s aqgeon-
ey tosts nmore than docs any cae chicnt heedase o artelty of chients, ‘

i for print media far wmore than do advortisers who answersod

9_ If you nsed different media in different
thich medimm is first choice for campaign? o i . . .
cities (newspaper in oune town. radio station in

FIRST CHOICE OF MEDIUM - . . |
second. TV in third) ., what was the resale? ! ‘

MEDIUM NUMBER" PERCENT® ‘
;i”’l"R\' 10 55 (16) RESULTS OF MEDIA TESTS ‘.
" LAY » Ly XY | N >
'\15 39 17 ('ﬂ) RESULTS NUMBER PERCENT i
0 - - Y]
"', 42 ;-”’; COULDN'T TELL, ( ANT GENERALIZE I 13 (10)
| I‘\ ks S0 21 (38) TV IO\ 7 30 (13)
"“‘ m o 7' ;.; ('-) RiIDIO WOy 3 13 ( 7)
DIR 10 1 “,'” NENSPAPERS WO ! 4 (7)
Ny SUPPLEVEANTS G ; ( ',)) NETSPAPFR-R 1DIO (_.'fHIIH\ {TIO0N T ON I 1 (..)
N T 4 5(1) \IEDE f.-l VIR O1L'T ELEN (13)
Ik} l) ”’I‘R\ ., '; ; .“: Naswed oo 2 explanati wis.  Per ent in parenth es o advertl ers’ re on-e
IT PUBLICATIONS R 5 1 (9) Note sini'tar ravking in answers of ageneiss and adiirl sers figures
EN LANGUAGE PRESS 2 2. ( 3) i parenthescs), Signifeantiv, the ~b agior the anpeney the liss in
A (] I (..) clined at as 1o be defimite. Erampiea 2100 pudlion New ork agrney: | ‘
- . *Not possaible to state blanket results. Depends on bodgot, produer, |
's! exceeds fumher of positive respondents (83) berause of multiple enswers. tBased tineng and choiee of citvws"' 250 nidhon New York agency: “Can’t
tondents.  Percenl In paremhesss Is advertisers’ re<ponse. 1l Smaller agencies arc more eortawn: **Neowspapers o d best all.
- NPT o ) o round job'' (Boston ageney .t 1) TI° (2 radio, newspapers”’
B d owith adrvertisers, aneneies reversed ordcr of magazines antd (Dallax agenen). **Spot rado beat cvergth na®"  Colnmbas agrney .

pers, radio and TV, Uirtaally all listed more than one medum

-

. . FHave yon cver establishe D i
as TV affected your media use pattern? 10' yon ‘ stablished a correlation
betwween sales and advertising media used?

EFFECT OF TV
SALES-MEDIA CORRELATION

YES NO

ANSWER NUMBER PERCENT®
R 58 Vi VIBER 20 -
cy 5 Sy > s 19 31 (21
T -,ﬂ; PERCENT _”-i IN PART 17 30 (::3;
(51) (33) o 20 3G (13)
(NO ANSIWER: 16: PERCENT: 17 (153)%) ORI .. ()
l[fllluit)n h_\' lh()SC ansu'ering “_\'c’s" 136 oj 58 gare e.tplannlinns): *Rased on ¥ respong 1 ¢ Pe en' in pae 'he s a ertiser- rtes ne
EXPLANATIO
ZHER VEDIA, Pl:;';l DN/\ G RADIO: N?)M:ER _:EREE:”* (')n’.ll one third of ageoncies are anre wlieh media are actnally sell.
FFS EXPANDED Bl DGET TO 40COMMO- S\ 72 (51) ing thair elients™ preducts: another tlard have some idca, Surpris.
.J.: .C ) 2 22 (17)+ ingly hiah pereent (36) bare beon nnsuecessfol istabhihing a
W ‘ C5c3 g corrclation oy haven't trvd. Thix « a vital statistie, for it shows
' ,Tf FIRST, l'ILL N Wit R"DIO ANVD . 2 )% thire s lots of voom for melia rescarch at both lcvels: aqgency and
IR REPLACED OR CUT [ SE OF RADIO: . P ;_)';* advertiser. Cost s bag handicap, bnt problem <houll be faced squarely,
V' FOR DEVIONSTRATION MERCHANDISE 1 3( 1)

(Charts 11 (o 16 start page 85)

"il’s‘ response  tBased on 36 explanatiens . {Some cut «ther media VND raiged bude t
1
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I. New construction permits*
- POWER (Kw)**

CITY & STATE et (LI O RS \ O] VISUAL | AURAL|3“T'°"3 :Afg?om LICENSEE & MANAGER AT
BAY CITY, MICH. 5 2 Sep. 49 28.8 0 NFA Netiastern Michlgan .
COLUMELUS, GA. WRBL-TY 4 26 Aug 26.9 14.5 0 NFA  Columbus Bdestg. Co Holllngber,
DES MOINES, IA. WHO-TV 13 3 Sep. 316 158 0 NFA  Central Bdests. Co. s &
JACKSON, MISS. WRBC-TVY 3 26 Aug 100 50 ] NFA  Lamar Life Bdesta. Co. Branhan
MANCHESTER, N. H. WMUR-TV 9 26 Aug 148 89.1 0 NFA  Falo Valee of New Woed
PROVIDENCE, R. |. WPRO-TV 12 3 Sep. 316 158 1 1,000 VHF  Cherry & Webb Bdests.  Raymer
SWEETWATER, TEX. .12 26 Aug 295 1.48 0 NFA  Texas Tolecasting
WATERLOO, IA. KWWL-TV 7 3 Sep 50.1  25.1 0 NFA Black Hawk Baesto. Co  Hesdler

I1. New stations on air*®
CALL  |cHANNEL ON.AIR POWER (k) NET STNS SEMSAN ,
CITY & STATE LETTERS ‘ NO. DATE VISUAL | AURAL | AFFILIATION | ON AlIR MA(S:;(OE)T' l LICENSEE & MANAGER REP
ABILENE, TEX. KRBC-TV 9 30 Aug. 29.5 159 geﬁ, ABC, 1 8 VHF  Resorter Bdssty. Co. Pearsen
u
BAKERSFIELD, CAL. KAFY-TV 29 24 Aug. 20.5 1 DuM primary; 1 3.5 UHF za‘l:‘:”rsﬁ’e‘lcdaldecslg. Ce Forjoe,
plus other 3
CHICO, CAL. KHSL-TV 12 29 Aug. 12.28 6.14 CBS, NBC 1 29 VHF  Golden Emoire Bdesta. Grant
M. F. Woodllng
COLUMBIA, S. C. WNOK-TV 67 1 Sep. 93.5 39.3 CBS, DuM 2 31.5 UHF  Paimetto Redio Corp. =~ Raymes
MILW AUKEE, WIS. WCAN-TV 25 7 Sep. 22 1 CBS primary 2 440 VHF :‘ll'edx\"f‘tmﬁ‘d;:*n& Co. Tayler
MINNEAPOLIS, MINN. | WTCN-TV* 11 1 Sep. 68.5 41.1  ABC 4 380 VHF  Mipnesota TV Public shiriy
Edward G. Smlth
PITTSBURGH, PA. WENS 16 29 Aug. 200 105 ABC basic; 3 100 UHF  [Jelecasting Co of Pittsh.  Petry
CBS Faust, ¢o-managers :
PORTLAND, ME. WPMT 53 30 Aug. 10 6 All 4 1 20 UHF  Pegljand Telecasting MeKisi
Frank S. Hoy
QUINCY, ILL. WGEM-TV 10 4 Sep. 316 158 ABC, NBC 1 30 VHF Qe B inee: vaiSy
ST. PAUL, MINN. WMIN-TV# 11 1 Sep. 68.5 41.1 ABC 4 380 VHF  WMIN Sdest. Ce Taring
WATERBURY, CONN. WATR-TY 53 10 Sep. 24.5 125 ABC, DuM 2 60 UHF  JATR tne  man Rambey

1. Addenda to previous C.P. listings

Anchorage, Alaska, ch. I, call assigned, KTVA

Boston, Mass., ch. 50, new call WBOS-TV (former-
ly WSTB-TV)

Butte, Mont., KOPR-TV, ch. 4, nat'l rep Holling-
bery
Butte, Mont., KXLF-TV, ch. &, nat'l rep, Walker

Cedar Rapids, la., ch. 9, gen. mgr.,
nat'l rep, H-R TV

T osom s

hese changrex and additi wey be filled in

Frank D. Rubel;

Fairbanks, Alaska, ch. 2, call assigned KFIF
Fresno, Cal., KJEO, ch. 47, nat'l rep Hollingbery
Hannibal, Mo., KHQA-TV, ch. 7, nat'l rep Weed TV

Kalamazoo, Mich., WKMI-TV, ch. 36, C.P. cancelled
12 Aug. '53

Knoxville, Tenn., ch. 26, new call, WTSK (formerly
WCEE-TV)

Portland, Ore., ch. 6, call assigned, KOIN-TV

Sandusky, O., WLEC-TV, ch. 42, C.P. cancelled 25
Aug. '53

Spartanburg, S. C., ch. 17, call assigned, WSCY

Tucson, Ariz., KCNA-TY, ch, 9, C.P. cancelled !

Sep. '53 _
Waterloo, Ind.. WIN-T, ch. I5, new target |5 Det
'53
Wichita Falls, Tex., KTYW, ch. 22, C.P. cancelled
28 July

on original chart of post-freeze C.P.’s appearing in SPONSOR'S 9 February issue and in issues thereafter.

BOX SCORE

To!'aI U.S. stations on air No. of grantees on air 124 No. of TV homes in U.S. (1
ft 231 No. of post-freeze CP’s grant- Aug. ’53) . . 24,895,0008
. ed (excluding 18 educational Percent of all U.S. homes
N 155 erants; 11 Sep. '33) 131 with TV sets (1 Aug. ’53) . 55.39%¢
‘iloth new CP stitlons going on the air listed here nre those which occurred between Percentages on homes with sets and homes In TV coverage nreas are constdered approximate. b
Ntations are most rases, the representative nf a radio statlon which Is granted a8 C.P. also represents the pev
CF that de TV operation. Since at presstlme It is generally {oo early to confirm TV representations of most
In ¥CC on mbe set mn rees, QP()\\OR llsts the reps of the radlo statlons in this column (when a radio statlon has
in ma r Ing e f &5 tes § heen g ven i grant )} S WTON-TV and WMIN TV oprerate un a share-lime basls, NFA
st NBC R P N uzm an \r' ¢ at presstime on nomber of <et: tn market
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IN SAN FRANCISCO TELEVISION

HlGH KRON-TV, since February 14, 1953 has operated at
HIGHEST legal power on its favorable Channel 4

HlGH KRON-TV telecasts from the HIGHEST antenna in the
San Francisco-Oakland area

HIGH KRON-TV reaches the HIGHEST share of the Bay Area

and Northern California viewing audience—June Tele-

pulse shows KRON-TV leads in 18 of the 21 morning,
afternoon and evening segments of the week

HlGH KRON-TV programs—NBC Network, Local and Syndi-

cated are HIGHEST in total June Telepulse ratings. Nine
of the “'Top Fifteen”

are KRON-TV features—509,
more than the other two stations combined

LOW KRON-TV, Channel 4, operates on the LOWEST fre

quency in the Bay Area—insuring a stronger signal over
a greater area.

LOW It all adds up to the fact that KRON-TV gives the adver-
tiser the LOWEST average cost per results

‘T—/
R
1N
N\ SAN FRANCISCO .
VTR AN 4 - FREE & PETERS, INC
21 SEPTEMBER 1953

National Representatives
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- Sli radimgs of top,
Chart covers half-hour syndicated film
- -
R Top 10 shows in 10 or more markets** 7.STATION AR TE T
Ao ot Period: 1-7 August 1953 Averags | WMARKETS | ‘MaRKeTs 3-STATION MARKE
TITLE, SYNDICATOR, PRODUCER, SHOW TYPE LD N.Y. L.A. Chl, Wash, | Atlanta Bait. Cine. Clevs. C°|UHIbll!‘
' . , 87 6.9|14.4 13.0 13.3 13.8 19.0 b4
1|1 Favorite Story. Ziv (D) 21.1 wnbth kit Ehbmitel weopats whal-1y wepn-tv  wews
10:30pm 8:00pm | 9:30pm 10:30pmf _10:30r>m 8:30pm 10:30pm | |
. . 7.2 95)164 17.0 11.3 25.0 23.3 .
2 4 Roston Blackte, Ziv (M) 20.3 wabd  knbh wgn-tv  wtop-Iv whbal-tv  whe-t wbns-ty |
9:30pm  8:00pm | 9:30pm &£:20pm 10:30pm 7-30pm 8:30pm
. o 89 95| 98 96 13.3 20.3 19.3 17.0 &
3 2 Cisco Kid, Ziv (W) 19.6 wnbt  Keca-tv wbkb  wnhw wbal-tv swepn-tv  wnbk  wbns-tv 1
6:00pm 7:00pm § 2:00pm  €:30pm 7:00pm 5:00pm 6:00pm 7.00pm
) o 7.9 105|104 7.4 13.8 9.8
! @6 Liberace, Snader, Guild Films Co. (Mu) 18.1 wnbt  klac-ts § wen-tv  wttg whal-tv whns-tv
| 10:00pm 7:30pm § 9:30pm 10.00pm ) B 10:30pm £:00pm
_ . 122 9.7 10.4 11.8 123 17.0
315 Hopalong Cassidy, NBC Film (W) 17.9 wibt kv wmal-ty whal-tv wnbk  whns-tv
! 6:30pm  7:00pm 6:00pm 6:30pm 6:00pm 12:00n
' . . 145 125)11.2 15.6 18.3 20.5
IR ] Foreign Intrigue, JWT, Shel. Reynolds (A) I17.1 wnbt  knbh wnbq  wnbw wkre-tv  wews
i 10:30pm 10:30pin 3:301)1!1_]0:301)111 3:30pm 10:00pm
L B B 107] 8.6 13.8 7.5 9.3 19.3
7 l 7 Kit Carsou, MCA, Revue Prod. (W) 16.1 keca-ty whkD wlw-a wmar-tv wnhk  whns-tv
i o _7:30[2 2:3011111_ 6:30pm  6:00pm 6:00pm 6:30pm
* L 64 85| 7.8 11.2] 148 11.3 11.5 108 19.8
3 ' 3 ‘VRId Biu "'C".O".S W, Broidy (W) 5.2 wabd ktla wbkh wtop-tv wsb-tv  wbal-tv wkre-tv wnbk  wbns-(¥
7:00pn G:00pm § 1:30pm 1:00pm ] 5:30pm 7:00pm 5:30pm 6:00pm 6:00pm
. . 6.5 10.4)11.0 78] 8.0 105 105 11.3 128
9 .‘ 9 Superman, MPTV' R. Maxwell (K) 13°8 1 wahe-ty keca-tv wbkb wmal-tv § wsb-tv  wbal-tv wkre-tv . wnbk  wbns-tv
6:15pm 8:30pm ¥ 7:30pm 6:00pm ® 5:30pm T7:00pm 5:30pm 6:00pm 6:00pm I
el Past” Top 10 shows in 4 to 9 marketst
,‘ 7.4 13.3 13.8
I | 2 | Cityy Detective, MCA, Revue Prod. (D) 23.6 knhh wsb-tv wnbk
10:30pm 10:30pm 10:30pm N
T - - . 3.5 11.5 2):"
> Orieut Express, PSITY, Inc. (A) 22.6 Cecat wiv-o B
S%%prj\ €:30pm Y ENE-
. S T — —— -
6.5 8.2 8.8
31 Range Riders, CBS Film, Flying "A" (W) 20.2 o wbkb -
7:00pm § 5:00pm 5:30pm
e, | PR E— I B S S . -t
2.2
1 ' 3 | Hoeuk McCune, Video Pictures (C) 20.0 . :
7:00pm ,{
= 10.5 7.8 12.8 14.3
3 | 3 | Doung. Fairbauks Presents, NBC Film (D) 19.1 wnbt WEN-tF wiop-1v whal v ’
10:30pm 9:30pm 10:30pm 10:30pm
: ) 47| 4.2 7
6 6 Heart of the City, United TV Programs (D) 17.4 e wbkb -
10:30pm | 9:15pm __ 1oz @
. ' . v 79| 98 38
7 1 7 | Abbott & Costello, MCA, TCA (C) 16.3 N
7:30pm f§ 9:20pm 10:30pm o =
4.0 10.2 9.8 10.3
8 1 | pDongerons Assigument, NBC Film (A) 16.2 § v omn | womo wnhk
9:00pm 10:30pm § 9:30pm - 19:30pm )
0 ol . ] 32 s.2 13.8 10.0
H 9 Marceh of Timc, March of Time (Doc.) 15.8 wnbt ktty wews  whbns-tv
Ll 7:00pm  7:30pm L I 9:00pm 10:30pm
' - 11.5 5
10 Into the Night. Sterling Television (M) 14.5 wnbk wjb
! 10:00pm 10:31
Show type «ymi {; VA adventure. (U ecmedy (I_)) dramas (Doc.) documentary; (K) kid show; of 1-7 August 1953. Whlle netwnk shows are falrly stable from one month to
lery IS ns listed are syndicaled, h ohr length, markets in which they run, this Is true to much lesser extent with syndicated shows

Wi W

€
A}
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t this narke

A new chart will appear in the 19 October issue

broad-
f indl-

to last month's chart.
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be borne tn mind when analyzing ratlng trends from one month to another In thls ¢
Shows playing only few of these markets are not fully reflecti F
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.
o shows

dlJt made for TVH

—

=

an JJTAHON MAN;K_ETS » 1-8TATION MARKETS
e B6.  Beat. Dayton  Mpis. [Bultalo New Or. Seattle SI. Louts
' 18.5 25.3 49.0 37.8 45.0
whar {7 weeo Uy widsn v king tv Ned Iy
11 Wpin 9 00pm ) 3 [T
18 228 18.8 25.3 49.0 39.0
tv wnac v whio-ty  Kstp tv w layg ey kel tv
orm 7 00mn X.0pm  9:30pimn 10 vop )
ma2s 15.5 19.3 } 38.0 27.5 39.8 28.5
Bty wnac ly kstp tv [ when tv widsu tv king tv ksl v
m O Jopm N J0pm T 00p 3 00pm T O0pm 1 fopm
2]1.0 53.2 42.5
:";(‘;‘n'n: “\h,‘ih Kal tv
i 9.8 20.0 | 25.5 36.0 37.3 21.5
wha- (v weeo t¥ o wbhen-ty wdsu-ty king ty ksd v
ii 3%am 7:00pm §11:3Cam 1.30pm 7:00pm Y 30an
19.3 24.3 22.5
whe-tv kstp-ty kad tv
i0 3opm 3:30pm 1
.3 11.8 15.5 37.0 20.8 30.0
v wnac-ty  wlw-d wilsu-ty king tv  kad-tv
jom & POpm 5 00pm 2 00pm 5°00pm  2:30pm
i 3 98 8.3 18.3 ] 24.0 40.0 21.3 24.0
a4 tv wnac-ty wlw-d woeeo-ty | when-ty wdsit-ty king-tv  kad-tv
#'pm 500pm 5:00pm 7:30pm [ 1:00pm 3:30pm  3:00pm 12 )
“' 1;‘.8 103 6.8 8.5 1] 385 255 21.5 25.5
w1-by wnac-ty wlw-d weeo-ty | when-tv wdsn-ty king-tv  ksd-ty
¥ Spm 6:30pm 5:90pm 5:00pm § T:00pm 5:00pm 5:00pm  3:30pm
- 46.0 40.5
whben-tv  wdsu-tv
10:30pm 10-00pm
53.5 41.5
wdsy-tv  klng-tv
%:39pm  N:30pm
20.0 26.8 42.0 32.0
wbz tv weeo-ty wilsu-tv  king-ty
7 00pm 8:00pm 1-30pm 7:00pm
.8 42.0
1 ty KIng-tv
1 #'pm 5 n
15.5 30.8 41.0
whz-tv kstp-t¥ Ksd-tv
17:30pm $:30pm
1.0 21.0 46.5
vty wben-tv  wdsu tv
fiom | 11:300m 10.90pm
43.8
S
20.3 42.8
weeo-ty king-tv
B -2 T:Stlpm_ ) “"‘"'"\._
6.0 10.0 525
im-t¥ wnac-ty wben-tv
-r’_l)pm 6:30pm 9:30pm
6.3 11.0
{oa i

—

{* syndicate! shows were belng
Biulse 1.7 August 1933
§ fre not ranked by SIPONSOR.
' In one to 10 in this chart.

tPreviously

showna In 10 or
shows
From now oo they wlll

21 SEPTEMBER 1953
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solid south: 1933 style

The changing skyline of today’'s mid-South is a happy sight

for any advertiser who wants to harness the real sales power
of television.

Throughout 29 high income counties in our pivot of the
Piedmont, more and more TV homes have their antennas set

2—WFMY-TV.

for Channel

It's a solid array of selling potential — compounded of the most
progressive families in an area with nearly $1,500,000,000
buying power.

WFMY-TV is their television station . . . the daily habit,
welcomed, watched and believed in homes where the most
buying is done. And, significantly, where real selling

opportunities exist for you — when your message is solidly
delivered by WFMY-TV!

wimy-tv

Basic CBS Affiliate — Channel 2

Greensboro, N. C.

Represented by
Harrington, Righter & Parsons, Inc.
New York—Chicago — San Francisco
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Ll Hore St | f6» SPOT RADIO

EAST, SOUTHEAST
WBZ-\WBZA

WGR
KYW

KDKA

WFBL

WCSC
WIST
WIS

WGH
WPTF
WDB]

MIDWEST, SOUTHWEST

WHO
WOC

WDSM
WDAY
WOWO

WIRE

KMBC-KFRM
WAVE

KFAB

WMBD

KSD

KFDM

KRIS

\WBAP
KXYZ

KTSA

MOUNTAIN AND WEST

KDSH

KVOD
KGMB-KHBC

KEX
KIRO

Boston-Springfield

Philadelphia
Pittsburgh

Charleston, S. C.
Charlotte
Columbia, S. C.
Norfolk-Newport News
Raleigh-Durham
Roanoke

Des Moines
Davenport
Duluth-Superior

Fort Wayne
Indianapolis
Kansas City
Louisville

St. Louis

Beaumont
Corpus Christi
Ft. Worth-Dallas

San Antonio

Honolulu-Hilo
Portland, Ore.

NBC
CBS
NBC
NBC
CBS

CBS

MBS
NBC
ABC
NBC
CBS

NBC
NBC
ABC
NBC
NBC
NBC
CBS

NBC
CBS

CBS

NBC

ABC

NBC

NBC-ABC

ABC
CBS

CBS
ABC
CBS
ABC
CBS

50,000
5,000
50,000
50,000
5,000

5,000
5,000
5,000
5,000
50,000
5,000

50,000
5,000
5,000
5,000

10,000
5,000
5,000
5,000

50,000
5,000
5,000

5,000
1,000
50,000
5,000
5,000

5,000
5,000
5,000
50,000
50,000




. 1T RADIO

1 “Choice of Time-—
Your Own Choice!”

by HAL HOAG

V. P. and Western Manager

If you believe that skillful timing has anything to do | THTUTIUNS
|

with the success of advertising, you automatically

¢
believe in Spot Radio. HE

National Spot can beat the clock and the calendar IES CHOICE OF MARKETS

every day of the year. It defeats the nacion’s four
CHOICE OF STATIONS

time zones. It enables you to reach your best pros-
pects at the best time prior to their average time-of-
CHOICE OF TIME

buying for your [)roduci, whether that time is seasonal,
[ weekly or daily. With Spot Radio you can also air

DN DN

CHOICE OF PROGRAMS

your programs or announcements at periods of
highest listenership — which may vary all over the L
- . : ) CHOICE OF AUDIENCES
clock in different cities and even on different stations

in th ity. . .
in the same city CHOICE OF BUDGETS

Choice of Time is only one of seven basic advantages
i of Spot Radio. Perhaps it’s time right now for

NSOy o

CHOICE OF MERCHANDISING
you to consider some Spot on the top stations listed
 at the left.

p

REE & T ETERS
INC.

| Pioneer Station Representatives Since 1932

JEW YORK CHICAGO ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO
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€ olor TV is already creating ex-
citement, as well it should. But
more than that, work is being doune
now, work that will have a very
definite bearing on the future of
televisicn as well as on the future
of advertising.

Before this year is out, the FCC
willing, NBC will have broadcast
most of its top sponsored programs
i color once. Picture if you will
what color will add to, say, a Hit
Parade or a Show of Shows!

For the above reasons it 1s per-
haps worth while to do a bit of
cogitating on what color means and
what problems it may bring to this
problem-rampant mediun.

From the many discussions 1
have had with folks far better able
to judge the future than I, one of
the bigger questions is: “Will col-
or TV run side by side with black-

by Bob Foreman

and-white” (as in the motion pic-
tures) ? Most people feel that the
movie precedent is not really a
precedent at all, since TV is a
sponsored medium and therefore
it is likely that commercials will
be done in color, all of them.
Hence a color commercial in a
black-and-white show would be a
decisive factor in foreing all pro-
graming into color.

The residual values in a film se-
ries would certainly be enhanced
if that series were in color. So
when the time is ripe (perhaps not
until 1954 is on the wane), it is
probable that the film boys will be
shooting in color, making their
product ready for the added sales
appeal color will bring to second,
third and fourth (they hope!) re-
runs.

Color film should cost about

By end ‘54 most TV film producers will shoot in color, says Foreman. Early-bird Ziv TV has
been shooting all film series like "Favorite Story" [below) in color and b&w for years

54

15% wmore than black-and-white.
Live color may up the price of fa-
cilities (time) a bit but should not
be very much more costly than the
present black-and-white method of
presentation. For which we can
breathe a sigh of relief.

The folks who make film com-
mercials tell me that a 15% to
20% increase is about what color
will make necessary for them, too.
Already a few are shooting their
commercials in color on an experi-
mental Dbasis, since there won’t be
enough color receiving sets around
even in 1954. Also there are no
residual values in az,thing as

short lived as a commereial, so ex-

perimentation is the motivating
force. But, as you know, it is a
simple process to pull a black-and-
white print from a 35 mm. color
negative and utilize it until the
eventual catches up with us.

Despite the added headaches
and costs, advertisers can only wel-
come the opportunity to present
their produet in color. Not only
does color give us the opportunity
to present products and people and
locales in a way that comes much
closer to reality, but in any item
where style is important, color TV
1s bound to make great strides.
One of the last strongholds of mag-
azines is breached.

Over and above the obvious ad-
vantage that color brings to a style
product, it provides us with the
ability of showing our packages
precisely as they appear on the
dealers’ shelves. And, of course,
the ready identification that fa-
miliarity affords is one of the top
selling tools in an advertiser’s kit.

It is very difficult not to get
steamed up over the imminence of
color. The months ahead will put
all of us, it is to be expected.
through the same paces black-and-
white did at the beginning. The
Llues will be green or red or
blurred. The edges will be fuzzy.
The pan shots will be ragged. And
if these aren’t the problems we en-
counter, there will be others which
will cause frenzy and tensioun.

SPONSOR

e e




K XL
PORTLAND

KXLY
SPOKANE

K XL F
BUTTE

K XL L
MISSOULA

KXLJ
HELENA

K XL K
GREAT FALLS

KXLQ
BOZEMAN

20/ YOU CAN'T COVER
K XL Y-Tv4 S the PACIFIC NORTHWEST

SPOKANE EE WITHOUT ghe/ /S
K XL F-TV6 /] , Jtations
;u

KXLY-TV4

spokane, washington

flighest antenna in the
Pacific Northwest !

PACIFIC NORTHWEST BROADCASTERS THE WALKER COMPANY

SEATTLE, WASHINGTON SAN FRANCISCO 5, CALIF. HOLLYWOOD 28, CALIF. MINNEAPOLIS 2, MINN NEW YORK 17, N. Y, CHICAGO LLINOIS
Jones Building {16 New Montgomery St. 6381 Hollywood 8ivd. 1687 N.W. Nat. 8ank Bldg 347 Madison Avenue 360 North Michigan
quali 3377 EXbrook 2-8033 Hollywood 9-5408 GEneva 94631 Murrayhill 3.5830 Andover 3.5771
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WANT A

GLUSE'U PON YOUR

CLIENT'S PRODUCT OR SERVICE?

MAKING A SURVEY?

We’ll bet you a median to a norm that you can get it done
faster, better, more economically through Western Union’s
Market Opinion and Survey Service. It’s flexible, it can

be tailored to your job. Here’s why it’s so efficient:

Western Union has offices in 2,200 cities all over the
country, staffed with people who serve their communities,
know the people, enjoy their confidence. The survey
facilities of the entire Western Union organization

are behind them, to speed their findings and give you

the results —often overnight!

Years of experience lie-behind Western Union’s Market
Opinion and Survey Service. It has proved effective

for advertising agencies and their clients from coast

to coast. It is ready to go to work for you at a
moment’s notice—on a local, regional or nationwide
scale. For complete details, just call your local

Western Union office.

WESTERN UN/ON

through seemingly

The one redeeming feature (oth-
er than the basic worth of color
itself) is that most of us lived
impossible
problems so recently in black-and-
white that our faith in an immedi-
ate future is not even slightly
dimmed.

We've been through it before:
We know it will turn out. And
we're pretty certain we will be

around to see it happen.

Evolution has been a pretty tedi-
ous process in everything but tele-
vision. That’s why so many people
are looking forward to color with
almost boyish enthusia=m. (See
“Color TV: what you can do
now.” page 40.)

&7/ 7 ”%Z/«W;WW%MMIW‘” ”"’W%’”W

' commercml revnews

TELEVISION

SPONSOR: Detergents, Inc.
(ANl

AGENCY: Mumm, Mulloy & Nichols,
Inc., Cleveland

PROCRAM ! Announcement

By means of a sound but rather un-

distinguished television commercial, this
rroduct presents its revolutionary story
that suds aren’t the thing when it comes

to automatic washers—a story that gets

the benefic of full pages in newspapers
plus a direct backing from the makers of
the washing machines themselves.

There are a half dozen puns on the
name of the product—and a couple of

down-on shots of washers in action. But,

other than the words in the sound track,
there is little excitement, novelty, or at-
tempt to create a memorable piece of video
in making what is a reversal of all previ-
ous soap-and-detergent advertising — i.e.,
the less suds, the better.

On the other hand, the photography is
good, the pace fine and the optical effects
that achieve package identification are

excellent.

And perhaps the All folks don’t have

| to tell the sudsless story graphically.

Every woman who has had the suds run
out of her machine and fill up the base-
ment (or kitchen) gets the idea in the

copy very easily. Maybe that’s enough.
* K K

SPONSOR




_L/PN ews

Does More

for the

UL Y. . . Because it Does
More for the Sponsor!

Every week, WLBJ at Bowling Green, Ky.. carries 50 sponsored
\ssociated Press news and feature programs. The station’s
experience with AP is typical: AP is easier to sell because it
accomplishes more for the sponsor.

\ cood example is WLBJ’s use of “Stars Over the Horizon,” a
£ I
popular AP report on motion picture doings and personalities.

Loeal sponsor of “Stars Over the Horizon™ is a drive-in movie. WLBJ merely ties in
the movie stars mentioned in the feature, (which the station files for use and re-use)
with the current movie being shown by the drive-in. The result is a tailor-made pro-
gram for the man who foots the bill . . . a program of outstanding interest to the
drive-in’s customers.

Notice tico interesting aspects of this particular AP sale:

1. WLBJ sold the sponsor an easy-to-air format—no tricky program
building, no production headaches.

2. WLBJ attracted a sponsor from a field all too-accustomed to get free
advertising. |

If ?'0“"5‘““'?" ';; ';)0‘ yet gs And this is what WILBJ's Commercial Manager Bob Proctor says:
using rssociate ress
service, your AP Field . .
Representative can h‘rﬁ AP gives us voried ond solid coveroge.
give you complete f‘l A We find il eosy ond profitable to inject
'(’)1!0f"§;1"0n- b o little ingenuily so tho! we ore oble
r write

to offer our locol businessmen o lorge
ossortment! of hord-selling progroms
thot moke money for them—ond for us.
Our merchonts—like merchonts every-
where—ore brond conscious. When we
offer them AP, they know they're gel-
ting the best brond in news.”

21 SEPTEMBER 1953 57



| IIV's NEW SHOW IS
| TV DYNAMITE!

STARRING HOLLYWOOD'S BRILLIANT ACTOR

IN THE TRUE-LIFE STORY OF A PATRIOTIC YOUNG AMERICAN WHO LED 3 LIVES IN THE SERVICE OF OUR COUNTRY!
1. CITIZEN! 2. COMMUNIST! 3. COUNTERSPY FOR THE FBI!

TENSE because it's FACTUAL! GRIPPING because it's REAL! FRIGHTENING because it's TRUE!

EACH HALF-HOUR A TRUE-LIFE ADVENTURE!

YOUR OPPORTUNITY

TO HAVE THE MOST
TIMELY AND IMPORTANT
TV PROGRAM IN
YOUR CITY!




OFA
COUNTERSPY
FOR THE

Not just a script writer's fantasy—but the authentic story of the
Commies’ attempt to overthrow our government] You'll thrill to
the actual on-the-scene photography . . . the factual from-the-
records dialogue.

Taken from the secret files of a counterspy for the FBl. Authen-
tic sets ond scripts personally supervised by Herbert Philbrick,
the man who, for 9 agonizing years lived in constant danger
a3 @ supposed Communist who reported daily to the FBIl

FEVER BEFORE nas such a oramaric

DOCUMENT APPEARED ON TV!

ZIV TELEVISION PROGRAMS; INC.
1529 MADISON ROAD[ CINCINNATI, OHIO
NEW YORK. - HOLLYWOOD




IS0R Asks...

a forum on questions of current interess

to air advertisers and their agencies

What Lind of intelligent planning can agencies and

advertisers do now to prepare for color television?

THE PICKED PANEL ANSWERS

Since the main
objective of both
the advertiser
and his agency 1s
to sell goods or
services at a
profit.  farsight-
ed organizations
have alread,
started thinking
about ways to get
the maximum
payout from color TV. For example:

1. How will my package do in color
TV? Are any revisions indicated to
improve it?

Mr. Spence

2. Do the members of my present
TV art stafl who have become skilled
in dealing with various shades of gray
need ore training in the basics of
color? Or do we need a color expert?

3. What about the way | am going
to sell on TV? s there some new way
| ¢can use a demonstration of my prod-
uct that will bring out the full value
and selling power of color? In other
words. have | thought of color in terms
of static printed ads or in terms of its
power to arouse the emotions, create a
mood. build desire for my product?

4. Should 1 start immediately to
<hoot my film program in high-cost
color or refuse to be stampeded until
the stations generally are equipped to
broadcast color and the percent of set
penetration of color receivers assures
an adequate audience to <ell against?

Forward-looking agencies are keep-
ing in close touch with the networks
who are currently most concerned with
color TV so that their clients may be
in a position to consider and evaluate
developments in this new field.

WELLS SPENCE
Vice President

McCann-Erickson. Ine.
Vew York, N. Y.

We at SSC&B are
planning to learn
all we can about
color television.
We want to rec-

ognize the pitfalls

now and learn
the correct an-
swers while the

experimental pe-
riod lasts. We in-
tend to acquaint
all our clients with the facts as we dis-
cover them with a view toward finding
out better methods of selling. At this
moment. we are making some experi-
mental color commercials and we are
also trying out color program ideas.
We are fortunate in having progres-

sive thinkers among our clients who
will be anxious to make the best use of
color without getting “color happy.”
We will find out the facts and act ac-
cordingly on the hasis of good, sound
selling principles. Our basic aim is to
be on our toes and try to use common
sense in what has to be, after the ini-
tial excitement is over, a complex but
very telling medium.

Tuomas F. ViETOR JR.

In Charge Color Television

Sullivan, Stauffer. Colwcell

& Bayles, Inc.

Vew York. N. }.

Mr. Vietor

Color television

will be with us
probably  within
the year. When

and
when a sufficient
number of color
receivers are In
use. it will have
a tremendous im-

It comes.

Mr. Gilday pact on the whole
industry.  TIts
sales effectiveness  will be infinitely

areater for nearly every manufactured
product. for it will bring realism.
Advertisers and agencies must ex:
pect the Era of the Color Expert. The
color experts will promise to solve all
the techmical problems of color tele-
vision.  Actually. agencies and net-
works will undoubtedly do an excellent
job by themselves in solving these
problems. Agencies today are coop-
erating with the networks in staging
color shows. even though there are
only a handful of receivers around.
Costs will go up. 1t will cost ap-
proximately 2097 more to produce a
commercial on color film than in black-
and-white. Very shortly, however. cli-
ents should plan to shoot their com-
mercials in color. especially if they will
not be made obsolete by product or
package changes during the year,
J. FRANK GILDAY
Radio and TV V.P.
Cecil & Presbrey, Inc.
Vew York. N. Y.

Before we discuss
the steps adver-
tising agencies
and their clients
are taking to
meet the color
television situa-
tion, let’s look at
some of the now
“known” prob-
lems this new di-
mension  (if it
can be called that) will pose.

With the advent of black-and-white
we found that we could no longer
speak glowingly of the “large economy
size” unless we showed a size and a
relativity that looked like the word pic-
ture we had built up. Now in color. we
cannot talk about that *‘school girl
complexion”™ unlesz we show a clear.
vouthful complexion. and unlucky is

Me. Douglass
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the day wheu despite all precactions
oo nruech “blue™ gets into the pieture,
ad mstead of a beautiful ke tone.,
vou see a ghastly, bilious green.

black-and-white T\
fonued a package or a logo that wonld
not photograph sharply, we made a
mweh-up i the gray scale nd went
Now that same

[ e when  we

mierrily on our way.
puckage mnst come up sharply i s
orivingl color.  Let’s sav we're Inchy
anet o color its reproductivity is okay,
but  what  about  compatability —in
black-and-white we still have the same
piackage that started the trouble.

To find expert help on these aund
other problems, the TV department has
to look first to the department within
the ageney that is a customed to face
related  problems—the  Art Depart.
ment. At Ted Bates & Co. the radio-TV
departinent is working closely  with
and borrowing the ecolor-brains of Tom
Carnese tthe partner in charge of art
and production) and his entire art de-
partnient.

In these initial stages of c¢olor TV
the entire Bates 'V department is sit-
ting in on all color aztivity, both hve
and film. We have currently in prep-
aration four color commercials. three
live for the first colorcast of the Col-
gate Comedy IHour, and one experi-
mental film commercial using anima-
tion n color.

We are planning to take all the
above one step further. We are creat-
ing a new department within the radio-
TV department.  This department’s
function will be to design settings. cos-
tumes. displavs—to a~t as hatson with
the art directors and art groups on
each account, to ereate or help create
color storvhoards, ass’st the ageney
producers in both hve and film pro-
duction. and to assist in pcckage re-
design to meet the requirements of
color TV, We are currently looking
for the right man to head this depart.
ment, He should be qualified in ret
design and lighting. preferably has
worked in color motion pictures—and
also has a commercial sense. And, as
remarked when we were discussing
these qualifications—""\ good stage or
picture designer can set and light a
scene to show to best advantage the
star—all he has to learn is that now the
star is our client’s product.”

James C. Dovcrass
Director of Radio and T}’
Ted Bates & Co.

New York, N. Y.
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"I'll get 'em EASY

'"

with this fire-power!

Some situations may call for an all-out bombardment  but
believe us, doing a smart radio job in Kentucky isn't

one of them.

More than 5077 of Kentucky's total retail sales are made in
WAVE's "home precinct”  the prosperous, concentrated
Louisville Trading Area which includes the economic heart

of Kentucky, plus a quarter-billion-dollar slice of

Southern Indiana!

5000-watt WAVE is powered, priced and programmed exclusively
for this one important market. WAVE covers it thoroughly,

" WAVE

LOUISVILLE

Free & Peters, Inc., Exclusive National Representatises

without waste circulation!

Ask Free & Peters for all the facts

5000 WATTS
NBC AFFILIATE o

~
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CHEVROLET DEALERS

93
WD .

AGENCY : Ketchum, McLeod

SPONSOR: Virginia Chevrolet
irginia Chevro o

Dealers Asen.
CADPSULE CASE HISFORY:  Last winter, the day before
the “unveiling” of the 1953-model Chevrolet, Richmond,
Va., Chevrolet dealers bought 30 six-word announce-
ments to run throughout the day. The copy: “See the
new 1953 Chevrolet tomorrow. This is WRNL, Rich-
mond.” Despite inclement iweather the following day,
148 people iwcere counted in the three dealer display
rooms during a spot check at 11:45 a.m. All three
dealers reported that sales exceeded expectations. Cost

of the one-day drire: $135.

WRNL, Richmond PROGRAM: Announcements

2

results

e YR IS S AOPINRO 0

Ao s D 08

BASEBALL BROCHURE

%

O TR IR O

¥
P8

2

5

SPONSOR: Philadelphia Phillies AGENCY: Weightman, Inc.

CAPSULE CASE HISTORY: The Philadelphia Phillies
baseball team was pushing its advance sale season ticket
brochure last spring on all radio and TV stations in the
area. According to station KYW, it received 1.294 re-
quests for the brochure. All other stations, plus tele-
viston, pulled a total of 483 requests. Cost of the KYW
announcements was $420.

KYW,. Philadelphia PROGRAM:

Announcements

GASOLINE

AGENCY : Lohmeyer, Ad
& Montg

SPONSOR: Calso Gasoline

CAPSLLE CASE HISTORY: This California gasi
company confined its advertising strictly to the Far |
area for two years. Then, it bought a schedule of |
participations in the Steve Allison Show, heard |
11:15 pan. to 2:00 a.n. over WPEN. Weekly co.l
the schedule is $100. During the first six weeks of |
sorship, the 30 Calso service stations in the Philadel’
area reported 200 new customers a week. These

patrons told service station operators they iwcere se
the stations by Steve Allison.

WPEN, Philadelphia PROGRAM: Steve Allison !

KNITTING WORSTED

SPONSOR: Rhodes Dept. Store AGENCY: H. J. McG

&7
CAPSULE CASE HISTORY:  Rhodes Department §,
in Seattle wanted to test radio against newspapers.
chose four-ounce skeins of knitting worsted as test n
chandise. ARBI, an independent organization, allo
the same amount—$110—to0 the store’s radio and ne
paper advertising. In the newspapers, the ad budget u
for one 30-inch ad. On KJR, the money bought three
minute programs on three different days. ARBI repor
that radio customers accounted for 447 of the u
amount of sales, newspapers brought in 28.59, .

KJR, Seattle PROGRAM: News

AUTO PARTS

SPONSOR: Chattancoga Auto Wrecking AGENCY: Dir
CAPSULE CASE NHISTORY: The Chattanooga Au
Wrecking Co., dealer in auto parts, had tried vario
other media before turning to radio. It bought three
minute Spiritual Singers programs on WMFS for

weeks. Cost of the show is S40 a week. During t
period. the auto parts compuny reports a 307 increa
in sales directly attributable to radio. The sponsor h
just renewed the program.

WAIFS. Chattanooga PROGRAM: Spiritnal Sing

COFFEE, TEA

NEW HOMES

SPONSOR: Blue Ribbon, Ltd. AGENCY: Cockfield, Brown
CAPSULE CASE HISTORY : Blue Ribbon, Ltd., dis-
tributor of coffee, tea and other grocery products in
Canada, has been using 10-minute participations in
Casino. a cash giveaicay program, five times a week for
the past nine months. The sponsor is so pleased with
the voluine of mail response (over 50,000 letters received
during the past nine months: 2405 letters received
during a single day recently) that it has renewed for
another six months on the same program. Total cost of
each week’s participation is S80.

CJIB, Vernon, B. C. PROGRAM: Casino

SPONSOR: Melvyn Goldman. Inc.

CAPSULE CASE HISTORY: The pioneer in the uset
saturation announcements to sell new homes in the Bali
more area reports “phenomenal” success due to radit
Uelvyn Goldman. Inc.. realtors., bought a saturatio
schedule on WITII to promote their Gray Manor Home:
Goldman reports: “From the time the first spot went 0
the air our phone kept ringing. although phone call
were not encouraged and the nwmber mentioned onl
casually.”” Twelve homes iwere sold during the first da_
at cost of about 37 per home. No newspapers were usea

WITH, Baltimore

AGENCY: Dire

PROGRAM: Announcement




"Here comes the commercial I
TN

[13

These three commercials started out equal

...except for one thing ... Creative ingenuity.

YOUNG & RUBICAM, INC.

Advertising » New York Chicago Detroit San Francisco

Hollywood Montreal Toronto Mexico City London
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NBC-TV signs *90,

100,

worth of business

18

ths

The simplest proof of a television network’s effectiveness

lies in its acceptance by advertisers.

In the eight months of 1953, advertisers have signed

for $90.000,000 worth of NBC Television time. In the last

three months alone. NBC time bookings have reached

$31,000,000. Much of it is new business, but $24,000,000

of it is renewed business, which points a particular moral:

NBC’s advertisers get results.

The tremendous advertising investment made by American

business in NBC Television is dramatic testimonyv that

NBC is America’s No. 1 Network.

NBC’s Audience Advantage is to Your Advantage . .. Use It.

.’a........
0,000’50,
HOIHX

+8

OO0

a service of Radio Corporation of America

TELEVISION




Retail store uses own commentator, props to pare TV costs

A South Carolina departinent store
has discovered that TV is inexpensive
if you mix ingenuity with “home”
talent.

Kohnt & Co.. of Columbia. 5. C., de-
cided to put a store fashion show pre-
viewing fall fashions on WCOS-TV as
a public service. It wanted to keep
costs down to the barest mimimum.

Here’s how the store cut down its
TV expenses:

1. Commentator: Kohn's discovered
one of its own enployees had consider-
able talent along these lines, used her
instead of a professional.

2. Props: Scenery necessary to cre-
ate the fall setting and additional props
were gathered from the store’s window
display department.

3. Flowers: Only really necessary
for bridal scene in fashion show, store
discovered. Local florists generally
donate them in exchange for a credit
line on the air.

4. Models: Amateurs can be used.
Payment, if given, can be token fee.

Kohn’s reports the show’s actual cost
was negligible except for the station’s

Spot TV airline advertisers
on increase: Petry study

There are 17 spot TV airline adver-
tisers today compared with only five
two and a half vears ago.

That’s one of the facts contained in
a new Edward Petry & Co. industry
report, “Airline Advertising Airborne

. via Spot Television.”

The report points out that airlines
nsing spot TV today are placing it in
157C more 1arkets and sponsoring
more than twice the number of pro-
grams and 377 nore spot commer-
cials than airline sponsors in spot TV
last December. The report includes a
complete listing of current spot TV
airline sponsors

Further information can be obtained
from Bob Hutton. Edward Petry & Co..
New York. * x X

66

30-minute time fee. Public reaction
was immediate and enthusiastic: The
switchboard was swamped for several
hours following the show. Kohn’s is
now planning a second telecast for the
near future. * ok ok

TV sponsor merchandises
shaws with portable ¢‘sets”

The Cat’s Paw Rubber Co., Balti-
more, is merchandising its three TV
shows to shoe repair shops via a rea-
sonable facsiinile of a television set.

Cat’s Paw salesmen all carry port-
able TV “sets” (actually units contain-
ing built-in phonographs operated by
batteries; screens, and slides which are
changed by rollers). Copy and pic-

tures on the screen keep changing as

Facsimile television set is worked by hand

the rollers are turned. The phono-
graph (inset in picture above) plays a
recording of an “announcer’s” voice
which tells the story of the rubber
firm’s sponsorship of three TV shows:
Your Show of Shows and All-Star
Revue, both NBC TV, and The Garry
Hoore Show, CBS TV. |
The demonstration is completed in
five minutes. Agency for Cat's Paw

is the S. A. Levine Co.. Baltimore.
* % %k

Drug advertisers benefit
from new WWL tie-in plan

Network and national spot drug ad-
vertisers now on WWL, New Orleans,
are benefiting from a new merchandis-
ing plan launched recently in coopera-
tion with the Katz & Besthoff drug
chain.

The campaign involves 46 window
displays of WWL-advertised items (see
photo) ; 25 counter displays in each
of K&B’s 17 stores; reciproeal adver-

v

WWL
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¢

n
0
o

i

WWL drug plan includes 46 window displays

tising (the drug chain’s newspaper ads
list station-promoted products; WWL
programs a heavy schedule of an-
nouncements spotlighting the chain’s
special products and departments).

In preparation for the drive, K&B
clerks were alerted to “push” WWL
products and a $50 prize was offered
to the manager doing the best job of
displaying WWL.advertised merchan-
dise. * * K

TV beats dailies’ cost-per-
1,000, WOAI-TV study says

A 22.page study of the comparative
coverage and costs of newspapers vs.
television has just been distributed to
San Antonio retailers by WOAI-TV.

The study, “How San Antonio news-
papers measure up to WOAI-TV,”
comes up with the following state-
ments:

On a cost-per-1,000 basis, WOAI-
TV delivers more people per dollar
than any San Antonio newspaper. Ac-
cording to the study, WOAI-TV’s cost-
per-M is $2.49; the most inexpensive
newspaper’s cost is $5.21 per 1,000
readers.

The study also points up compara-

tive audience figures (WOAI-TV de-

SPONSOR
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livers 38% wmore audience than the
San Antonio paper with the largest
circulation) and comparative costs 1a
half hour on WOAIL TV costs less than
a 1,200-line ad i any San Antonio
(luil)’).

The study is the conthined product
of Edward V. Cheviot, WOAILTV con
mercial manager, and Morton F. Gros
man, pronotion manager.  Both are
ex-newspapermen. LIS

Briefly . . .

How good a selling job TV does in
comparison with newspapers will soon
be explored by the William F. Gable
Co. department store of Altoona, Pa.
Starting in September, that store plans
to spend about the same amount of
money in television as in newspapers.
advertising the same items in both me-
dia. This will give an equal cost basis
for comparing selling results. says
George P. Gable, store president, and
careful checks will be made. (The Ga-
ble Co. owns WFBG-TV in Altoona, ax
well as WFBG-AM.)

* * *

Facts and figures on Negro, Spanish
and German radio listening in the New
York City area are available i a sur-
vey just completed for WWRL. Wood-
side. N. Y., by Pulse, Inc. The study
can be obtained by writing WWRL or
phoning DEfender 5-1600.

* *

KXLY-TV, Spokane. put in a primt
order for 20.000 baoklets commemo-
rating its opening. thinking the supply
would be more than adequate. To the
station’s surprise the demand for the
48-page booklet wiped out the suppls
in less than 60 days. To meet the de-
mand. the post-freeze station created a
souvenir card for visitors and has al-
ready passed out 3.000 of the mementos
to people who have appeared before the
studio cameras.

Radio again to the rescue in an
emergency. WAPX. Montgomery. Ala..
was one of the five Montgomery radio
stations to which the local Weather
Bureau sent a grateful letter in appre-
ciation for its recent cooperation in
broadeasting flood warnings. The let-
ter. addressed to WAPNX president T.
E. Martin, stated. “Within 30 win-

(Please turn to page 117)
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JOHN GIVNEY
is Editor and Commentator
on WTRY . . . every survey
since 1949 gives WTRY the

highe® average news-ra-
g 1 a -
' #

v -
|

tings i} /
Schené

980 KC. CBS Radio
5000 wW. Network

Represented by HEADLEY-REED CO.

WTRY

ALBANY — TROY
—SCHENECTADY
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o pharachs—no Nile—but
people in Egypt do have
the best TV enfertainment
in the world over WHEN

in Syracuse.

¢

Egypt, N. Y., is ane af aver 250
cammunities that WHEN brings
to the Syracuse shapping area.
Here's a market camprised of
2% million people in 26 coun-
ties — a rich, stoble, still grow-
ing market — a guaranteed mar-
ket whether measured by milli-
valts ar respanse — a market tai-
lared far the praducts yau sell.
The pick of programs that 3 net-
warks affer insure the largest TV
audience in all upstate New
Yark. They're yaur praspects.
Reach them aver Channel 8.

SEE YOUR NEAREST

KATZ AGENCY

ABC . .
DUMONT N.H

A

MEREDITH TELEV’S’ON

snon’ | SYRACUSE

€8

Roger Pryor

dgency profile

Heaven help the TV actor. producer. director or musician who
tries to put anything over on Foote. Cone & Belding’s radio and TV
v.p.. Roger Pryor. His background of over 30 vears in show busi-
ness serves him well in many instances. In fact it got him into the
agency field in 1947

The wav Pryor puts it is this: “The various phases of entertain-
ment in which | had worked were all component parts of television,
Therefore the agency figured that I would have a head start on
others in the field and could be expected to assimilate TV savvy
more rapidly. 1 don’t know how true that turned out to be, but
the agency added radio to my functions in 1951, and I've still got
a job at Foote, Cone § Belding.”

In the course of hanging onto that job Rog has often been
tempted to buy stock in an aspirin company. “You just get one
headache cured and up pops another,” he told sronsor. “With all
the new stations going on the air the TV clearance situation is
straightening out. Bang! Along comes color. And while color
certainly gives appetite appeal. it's got a hagful of technical bugs
to be worked out. How many more color experts are we going to
have to hire? Will color film transmit properly? How much bigger
bite is it going to take out of the budget? There’s a million new
questions to be answered.” (See color TV article. page 40.)

And with clients like Hallmark. Frigidaire. Rheingold. Lever.
General Foods. Kreisler. Armour and Kleenex to worry about. the
answers will have to be forthcoming soon. Once again Rog’s the-
atrical background may come in handy.

On his credit sheet you can find stardom and direction of 60
feature motion pictures, as well as acting in and direction of such
Broadway plays as Saturday’s Children, The Royal Family. The
Front Page and many others. Toss in a stint as vaudeville headliner.
a couple of years as an orchestra leader. a three-vear session as
master of ceremonies of the Gulf Screen Guild Theatre and five
vears as narrator for the U. S, Steel Theatre Guild on the Air and
vou have a solid professional backgronnd unmatched in the adver-
tising trade.

But the Madison Avenue suit ix strictly a five-day-a-week costume
for Rog. Weekends (when he can get awav) he’s a country gentle-
ntan on his 100-acre farm in Red Hook. \. Y. ok ok

V.P. Radio and TV
Foote, Cone & Belding, New York

SPONSOR
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m COLORADO

282.000 KBTV

WATTS | cHanneL @) DENVER

You'll travel in fast-selling company

when your message is adjacent to these ABC-TV ‘ ABC-TV
N —

top ABC-TV and KBTV shows. Specify
KBTV-Denver for a brighter sales picture.

KBTV-OWNED FILM ABC-TV NETWORK
PROPERTIES SHOWS

All.American Game of the Week

Abbott and Castella M O S T
Amos ‘n Andy Kraft Drame

China Smith Comeback

City Detective Donny Themes PO W E R F U L
Date with Judy

Duffy’s Tovern®*

Hopalang Cassidy Geargie Jessel
“lnerece o TV STATION
Liberace Lone Ranger : ‘
Life with Elizabeth* Name's the Same
Linkletter and the Kids Ozzie ond Harriet I N TH E WE ST
Meet the Victim Pride of the Family A

Spartsmen’s Club Pepsi-Cola Playhouse

Quick as a Flash

Tauchdawn beaming better programs
*Pragrams saan ta be released — Ray Balger )

KBTV-aptianed Saturdoy Night Fights from atop Lookout Mountain...
KBTV LIVE PRODUCTIONS Stv Erwin new half-million dollar studios

. . _ Super Circus .
SLICI IR in downtown Denver...

Western Playhouse Space Patrol
Bill Michelsen and the News Smilin’ Ed McCannell completely equipped to serve
I DRALLLES) U.S. Steel Theater Guild . . )
Menu Matinee Wolter Winchell every television need including
Weather with Yince Monfarte You Asked for It movie camera crane, rear

Eddy Rogzrs Show
Mile-High Barn Dance

Koffee Klatsch /
Sports Carner ; %

Farm Reparter New ABC.TV Doytime
KBTV Studio Wrestling | Programming Manday thru Friday

S ’ R
A ‘ | JOE HEROLD, Manager
| | JERRY LEE, Commercial Manager
cuannrr (@) snven J STUDIOS AND OFFICES: 1089 BANNOCK STREET
ARC-Tv ) ARGV DENVER, COLORADO

projection, revolving stage.

CONTACT YOUR FREE & PETERS REPRESENTATIVE
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DAYTIME NIGHTTIME

WBZ is the station
*ligtened to mogt’
m New England!

In this Whan Survey.. the
most comprehensive audience
survey ever attempted in New
England.. the leadership of
WBZ emerges strong and clear.
In this Survey, too, you'll find
records of listening habits that
will help you spend your New
England advertising dollar with
utmost results. If you haven't
a copy, get in touch with Free
& Peters or with

WBZ

BOSTON
50,000 WATTS
NBC AFFILIATE

&)
WESTINGHOUSE

RADIO STATIONS Inec
WBZ - WBZA « KYW « KDKA

WOWO - KEX « WBZ-TV » WPTZ

National Representatives, Free & Peters,

excapt for WBZ-TV and WPTZ; for the
television stations, NBC Spof Sales

72

NICHTTIME MEMO

(Continued from page 35)

studied, nighttime radio in these areas
is far from dormant. A recent CBS
survey conducted in 18 major cities
compares radio sets in use in October
1952 with October 1951 between 6:00
and 11:00 p.m. The study showed 179%
more radio sels in use in 1952 than
in 1951.

A Trendex survey conducted in
homes which have had television for
niore than two years {urther substanti-
ates the CBS study. This survey
showed that after six months from the
time the family acquired its TV set
radio listening began to increase, so
that by the end of the two-year period
TV viewing was shown to be done on
a highly selective basis. with radio
filling in the resulting gap.

A BAB survey of 20 major TV mar-
kets showed that TV homes have more
radio sets than non-TV homes: TV
homes average 2.34 radio sets: non-
TV homes 1.87 radio sets.

The Class A cost factor, long ob-
jected to by radio advertisers, is rapid-
ly being eliminated by the radio sta-
tions themselves. The trend in rate
structure is overwhelmingly toward a
single rate from 7:00 a.m. to 10:30 or
11:00 p.m.

Another move stations are making
is the offer of special frequency pack-
ages at night. Such packages provide
extra announcements per week for the
advertiser at a cost per announcement
that is considerably under the rate
card. Take a Northwestern station as
a good example:

The one-time rate for a 20-second
announcement at night is §18 or $90
weekly for a five-announcement sched-
ule. The station’s package. however,
cousists of 18 announcements weekly

for 8195-—a unit cost of $10.83.

These special package costs, al-
though increasingly prevalent among
radio stations, were not considered in
the cost comparisons cited on page
35, even though these package rates
would further strengthen our recom-
mendation of nighttime radio. How-
ever. the existence of these packages
should be kept in mind when consider-
ing the use of evening announcements.

Another factor that tends to weigh
in favor of nighttinie radio is the lack
of choice minute availabilities during
the tight morning =chedules. Some
three years ago. when advertisers first
cronded into early morning radio en

masse, they still had a fair pick of time
slots. Today, with a whole Blue Book
of advertisers crowded into the 7:00-
3:00 a.m. period, this choice no longer
holds true. Advertisers pretty much
lhave to take what the stations can
spare them.

While there is some variation from
day to day among morning radio
ratings. this variation exists to a far
lesser degree than at nighttime. Take
WABC. New York. as an illustration
of this point:

The average rating bhetween 7:00-
8:00 a.m. for the week is 1.8. On a
daily basis, Monday is low with 1.5,
and Thursday is high with 2.0. The
spread is not too great. However, the
same calculations for evening, 8:00-
10:30 p.m.. show a weekly average of
2.7, with Monday low at 1.9 and Fri-
day high with 3.9. In other words, a
Friday night announcement would
yield better than twice the audience of
a Monday night announcement. Here,
the factor of judicious time buving as-
sumes greater importance in improving
the nighttime radio picture.

The audience turnover element is an-
other plus factor for nighttime radio.
Studies of listening habits reveal that
morning radio listening is a fairly
automatic thing; listeners tune in to
the same station at more or less the
same time each morning. Such a listen-
ing pattern is valuable for a short-
term campaign when the advertiser’s
aim is to reach virtually the same audi-
ence morning after morning with sufh-
cient frequency to make an impact
with his sales message. A morning
schedule on one station in a multi-
station market will therefore reach the
usual, loyal listeners of the one sta-
tion but miss completely those listen-
ers in the same market who'’re loyal
to the other stations.

A Nielsen study conducted in Chi-
cago yielded the following figures sub-
stantiating the audience-turnover prem-

ise. (BAB had this study made for
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us, and we feel they deserve a tribute
for constructive cooperation.)

The average audience turuover dur-
ing one week in the 7:00-8:00 a.n.
period was 2.0, in the 8:00-10:30 p.n.
period, 3.5.

Here's how these turnover
can be translated into actual listening
audience. Take Station Y as an ex-
ample:

Station Y lias an average daily rating
of 2.0 in the morning and reaches an
average of 10.000 men dailv. At this
rate a schedule of five anneuncements
would reach 50.000 men per week. But
this total of 50,000 men does not mean
50.000 different men reached once a
week any more than it mean 10,000
men reached five times a week. The
2.0 turnover indicates that 20.000 dif-
ferent men hear the announcenient on
the average of two and a half times
a week.

Station Y may also have a 2.0 aver-
age rating reaching 10.000 men each
night. With a turnover figure of 3.5
we fiud that 35,000 different men hear
the announcement on the average of
just under one and a half times per
week. Thus it is evident that an eve-
ning schedule does reach a wider audi-

figures

With the lengthening of the <chedule
the frequency deficiency can be over-
come.

Summarizing the advantages and dis-
advantages of nighttime radio, we find,
on the pro-nighttime side. that evening
announcements based on an expendi-
ture comparable to X Company’s cur-
rent morning program provide:

1. More homes reached per broad-
cast (in 14 out of 22 markets).

2. More men reached per broadcast
(in 19 out of 22 markets).

3. More men available (78.3 men
per 100 listening homes at night to
63.4 in the morning).

4. A male audience at a lower cost-
per-1.000 (in 19 out of 22 markets).

5. Greater weekly turnover of male
audience to wideu the advertizing im-
pact (3.5 weekly turnover at night ver-
sus 2.0 in the morning).

On the unfavorable side, where X
Company is concerned, the following
factors must be considered:

1. Copy has to be cut from 60 to 20
seconds.

2. Nighttime radio reaches men
when use of X Company’s product is
not imminent.

So far we've been talking to vou

ence—in this instance. 757 wider. about average audiences and time costs
g""' o ARXON RSN )
/./‘
1 '
7

e SHNINY SIDE

OF THE DiAL

NOW OFFERS

" THREE for the MONEY

(The bzggest talent “steaI” in Pittsburgh’s radio history)

Put your product before three separate audiences ‘every
day on the ONE Pittsburgh station with personality appeal!!
Saturate the fabulous Pittsburgh market across the board ‘.

at tremendous savings with this
bonus package. Take advantage of Radio Pittsburgh’s three

once in a lifetime” triple

top radio personalities—Bill Brant in the morning, Barry
Kaye in the afternoon, and Hilary Bogden in the evening.
As little as $9.72 per announcement.* THE TIME OF -

YOUR LIFE!

Serving the

GREATER PITTSBURGH
Metropolitan Area

5000 Watls 1320 KC.

or wire . . .

Write . . . phone . . .

George P. Hollingbery Co.

*26 week package as published in 5.R.D.5,
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in comparing the virtues of nighttime
with daytime radio. To bring the story
closer to home, we further compared
our present daytime schedules in sev-
eral major markets with evening an-
nouncements that reps reported would
be available to Company X:

Actual morn- Available eve

DETROIT: ing schedule ning schedule

No. of announce- 8 12
ments weekly

Weekly cost S414 $410

No. of homes reached 192,400 420,700
weekly

No. of mcn reached 132,800 353,400
weekly

Cost-per-1,000 men $3.12 21.16

reached

Available eve.
ning schedule

Actnal morn-

BAL'TIMOREF: ing schedule

No. of announce- 5 5
ments weekly

Weekly cost $124 $137

No. of homes reached 92,500 133,800
weekly

No of men reached 60,100 104 400
weekly

Cost-per-1,000 men $2.06 $1.32
reached

N Actual morn- Available eve-

gl sa: ing schedule ning schedule

Neo. of announce- 6 4
ments weekly

Weekly cost $90 $96

No. of homes reached 58,900 108,900
weekly

No. of men reached 37,500 85,300
weekly

Cost-per-1,000 men $2.41 $1.13

reached

What does not appear in these fig-
ures is the fact that the times avail-
able include top-ranking adjacencies.
In Detroit the list of adjacencies in-
cludes: Fibber McGee, Groucho Marx.
Eddie Cantor, Truth and Consequences
among others. The Baltimore roster
reads as follows: Amos 'n’ Andy, Ed-
gar Bergen, People Are Funny, Mr.
and Mrs. North, What’s My Line, Bing
Crosby. and Lowell Thomas. Tulsa
availabilities include adjacencies to Ar-
thur Godfrey. Lux Radio Theatre. Gen-
eral Electric Theatre, Edward R. Mur-
row. Mr. and Mrs. North. and Peopie
Are Funny.

These random examples boost the
average figures which we used in rec-
ommending nighttime radio. We ex-
pected that station availabilities would
provide announcements with better rat-
ings than the averages with which we
worked. but we found them to be far
better than anticipated. making the

case for nighttime radio even stronger.
* Kk &
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BARREe

{ VERMONT

e BURLINGTON

o RUTLAN
ROMEe s GLOVERSVILLE JSPRINGS c
CITTLE FALLS_\ ° . NEW
HERKIMER® ® enn-1 HAMPSHIRE
JOHNS TOWN .?NgT%N
AMSTERDAM ), TRO J
SCHENECTADY ° —
NORWICH o ALBANY @ * NORTH ADAMS
® ONEONTA
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HUDSON o ¢ PITTSFIELD MASS.
KINGSTON o [ -
PA CONN.

Represented Nationally by Henry I. Christal Co.

New York * Baston
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*

Chicago

*

Detroit

*

San Francisco

WGY talt .ed

Western

Traveler

sells BOTH

urban
& audiences
rural

For the Adveruser Buying An Urban Market
WGY Gives A Dividend of 1,269,756 Rural
Listeners

For the Advertiser Buying A Rural Market
WGY Gives A Drvedend of 1,489,044 Urban
Listeners

WGY, pioneer farm station, serves 22 cities
of more than 10,000 population.

A GENERAL ELECTRIC STATION
SCHENECTADY, NEW YORK
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COLOR TV

(Continued [rom page 11)

NBC issued imvitations lo agencies
(which have signed for black-and-
white programs this fall) to come in,
one at a time, and use \BC facilities
to test-procuce  color  commercials.
\inong those agencie~ which hase been
eranted this opportunity so far are
J. Walter Thompson, BBEDO, William
Esty and Benton & Bowles. Here's how
one typical day worked out.

\BC’s coordinator,

color Barry

Wood (former singing <tar of Your

llit Parade and producer of the Kate
Smith Show), invited J. Walter Thomp-
son personnel to participate late in
August. After a briefing session with
the agency’s creative team, prepara-
tions were made for use of the Colonial
Theatre, NBC's color origination point.
On the appointed morning. a group of
about 20 JWT men worked with NBC’s
technical staff doing dry runs, check-
ing camera angles, correcting makeup
and costume coloring and getting the
feel of the new medium.

To make things as simple as possible,
the agency used commercials which it

GROWING MARKET

Population

Net Income Total

Retail Sales
Food store sales
Auto store sales
Household, etc., sales

Combination of Independents,

*dita sources®

Conlan Study of Listening, Feb. 1953
L . Lighting Population Study

the WHLong L/an(/ story

USE WHLI TO HOOK THE BIGGEST SLICE OF
LONG ISLAND, THE NATION'S FASTEST

This is Long Island’s amazing NASSAU COUNTY*

per family

Passenger Car Registrations (May 1953)

WHLI has a Larger Daytime Audience in the
Major Long Island Market than any Network or

Sales Manigement Survey of Buying Power, May 1953

—

888,998 people

254,000 families
$1,758,596,000
8,071
$ 838,171,000
-~ $ 264,005,000
$ 137,187,000
$ 50,474,000

309,842 cars (1.3

cars per family)

WLl

HEMPSTEAD
LONG ISLAND, N. Y.

AM 1100
FM 983

Jog i
PAUL GODOFSKY, President
REPRESENTED BY RAMBEAU
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had previously done on the air in
black-and-white. The three selected
were: (1) an RCA commercial fromn
the Molly Goldberg program; (2) a
Rex Marshall spiel for Ford; (3) a se-
lection from Kraft’s dramatic show.

By late afternoon the rough edges
had been smoothed off and the closed
circuit to the Center Theatre warmed
up. At the Center about 60 key men
representing JWT, Ford, RCA and
Kraft saw the showing on RCA re-
ceivers. After a brief introduction, dur-
ing which the products of numerous
\BC advertisers were shown in color.
the commercials for JWT’s three clients
came on the screens. A half hour later
in the words of an NBC executive.
“Everybody stopped shaking hands
and went home to drool.”

Those who attended the showing
came away with a mixture of enthusi-
asm and awe: enthusiasm for the po-
tentialities of the new development
and awe for the task of re-training
they would have to do on themselves.
One viewer, JWT’s V.P. Henry John.
told sroxsor: “l see now that
we've got to sharpen up our color per-
reption and awareness of color. This
isn’t easy to come by, after thinking.
for so many years. in black-and-white.
Because of the physical nature of your
eye, vou see colors broadly. Few peo-
ple can isolate reds, blues and greens:
fewer can sense the variety of their
values. We must sharpen our color
senses and must be on the look-out for
people who already have this color
sense. Agencies and advertisers must
also educate themselves to the impor-
tance of lighting. a very subtle science
in color television. The ideal way to
train yourself in these two things. color
perception and lighting technique. is
by closed circuit exepriment. which
puts you in the viewer’s position. How-
ever. this is a costly and improbable
method. Otherwise. we’ll have to de-
velop as we go along.”

NBC TV is charging ahead with
plans to start commercial colorcasting
just as soon as the FCC gives the nod.
Pat Weaver. vice chairman of the NBC
hoard. announced that a series of ex-
perimental “color premieres.” which
would eventually include all important
\BC programs. would begin 28 Sep-
tember.  Under this plan NBC per-
~onnel would work with agencies and
advertizers to put at least one stanza
of each top program on the air in color
this fall. Not only will NBC technical
help be supplied but NBC will foot the

Son.
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No wonder the
COWS are confused!
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Something over four years ago,
Grocery Products Co., Inc., Nash-
ville, introduced Darimix Non-Fat
Dry Milk to the Nashville market,
with the idea of expanding as fast

as production would warrant.

Knowing the tremendous and wide-
spread impact of WSM's Grand Ole
Opry they turned to it as a major
weapon in their drive for distrbu-

tion.

Did it work? Simon & Gwynn,
Darimix agency, reports Darimix
current distribution in 30 states.
No wonder the cows and competi-

tion are confused.

The Darimix story should suggest
an unfailing way for you to push
a product fast. For details see

Tom Harrison or any Petry Man.

WSM Nashville .. . 650

Clear Channel 50,000 Watis
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bill for the difference between the color
production and the usnal black-and-
white costs.

If by 28 September FCC approval
has been granted, the telecasts will go
on the air in color. Using the com-
patible system they will be received in
color on color receivers but in mono-
chrome on standard black-and-white
sets. If the necessary approval hasn’t
conme throngh, the dress rehearsals will
be sent on closed circuit to a theatre.
After FCC approval color programs
will be sent out on the NBC network
at the rate of one or two programs a
week.

In contrast 1o NBC’s chest thump-
ing. CBS is playing its cards close to
the vest. It is known that CBS is do-
ing plenty of experimental work in one
of its New York studios, but so far it
is very hush-hush. The network plans
a series of indoctrination clinies for
agencies and advertisers, probabh
starting in October.

Du Mont is also keeping mum, but
in the past announced that it was work-
ing on a 3-D color system which would
be fully compatible. And although Dr.
Allen B, Du Mont belongs to the Na-
tional Television System Committee
which put together the standards now

before the FCC, he is unenthusiastic
about the NTSC’s findings.

Film. To color or not to color seems
to be the question. The concern in
many places is that color filins now on
the market may not be ideal and that
later a film will be developed which
will reprodnce better. In disagreement
with this theory is NBC Engineering
V.I’. O. B. llanson, who told sPONSOR:
“We anticipate no difficulty in trans-
mitting existing color films. As tests
go along we will be able to specify
ideal density and contrast ranges
which the laboratories can deliver on
prints.”

A number of film packagers and
producers scem to share this confi-
dence. Ziv Television Programs, for
instance has already filmed in color 39
Boston  DBlackie programs and 104
Cisco Kid episodes. That firm’s presi-
dent. John L. Sinn, told SPONSOR:
“We're not worried ahout the problem
of good transmission of color film.
We've used Kodachrome, Ansco and
Eastman color products and we're still
testing. The trick is to get good color
on the film: after that I'm sure that
the engineers can find a way to get it
onto home TV screens in good shape.”

Forjoe and Company
S. E. Dora-Clayton Agency
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most far reaching station

“The days of the '49%rs ain’t over—not by a
long shot!

For example, in Coastal Carolina,

w-PAL pioneered in negro programming with
negro artists!

w-PAL pioneered in folk music programming!
w-PAL pioneered in programming exclusively
to our people, with the programs they want to
hear!

w-PAL pioneered in bringing interesting, help-
ful, and constructive religious programs and
services of all denominations, to our people!

This has been going on now for years—and
sponsors feel the resultse—gquickly and bounti-

fully!

As Gen. Forrest said: “Git thar fustest, with
the mostest!”

We did—and we're still thar!

All this and Hoopers too!

Lever Bros. mulled the question
recently before starting to shoot the
next 26 instalments of Big Town. Says
TV Manager John R. Allen, “It would
cost about $3,000 more per instalhment,
vet the entire series would be shown
on TV before the end of 1954. So
we've just about 90% decided against
color at this time because: (1) there
won’t be enough color receivers in use
in 1954 to make it worthwhile; (2)
color film may be considerably im-
proved by television standards soon
and we’d want to use the best. So for
the time heing we’ll stick to working
with the networks and try to keep
up to date on new developments.”

Costs, Considering the tremendous
increase in effectiveness which color
will bring, increases in cost are ex-
pected to be fairly moderate. A BBDO
spokesman told spoxsor that he esti-
mated increased production costs of a

color film commercial might run as
little as 15%.

On the subject of live production of
shows, Norman Grant, NBC TV art
director, says. “We hope to know in
about six months just how much more
color production will cost than black-
and-white. Naturally. costumes will
run somewhat higher because we won’t
be able to get away with some of the
combinations we use now. Much of
the scenery we use today is in full
color for appeal to studio audiences so
there shouldn’t be much added expense
there. We learn by making mistakes.
You know to try this and try that be-
fore you find the ideal combination.
But as we learn the costs will come
down to their true level. We can’t be-
lieve that the eventual cost of color
will be much more than today’s mono-
chrome productions.”

Package design. It is expected
that color TV will be a hoon to indus-
trial designers. A number of them,
contacted by sPONSOR, have noticed in-
creased interest {rom wmanufacturers.
Designer Frank Gianninoto savs, “The
tendency to make packages more ‘alive’

is growing partially because TV offers

motion as oppozed to the static quality
of print advertising. Now with color
coming it is logical for manufacturers
to think of TV as the nearest thing to
a point-of-sales salesman there is. So
vou try to work additional [actors into

I the package design: simplicity of name

(for easier remembrance), simplicity
of design (for easier identification),

| humor (to win friendship and good-

SPONSOR
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DETROIT WORKERS

DR'VE TO WORK e

Detroit is the world’s Motor City in
usage, as well as in production.

Autos and auto radios get plenty ~
of mileage! \\

3;

.quﬂ(

Two-thirds of Detroit area workers DRIVE to their daily employment.
129 of them drive 30 miles or more each day. Another 13% drive from
20 to 29 miles. Less than one-half of one percent ride on Detroit’'s one
commuter railroad!

What @ BONUS audience that represents for Detroit’s radio advertisers!

In this market of 980,000 cars, WW]J is the favorite radio station. It has
been for 33 years. And, because it delivers the most listeners per dollar,
it’s the most economical buy.

To put your product in the driver’s seat in the Detroit market, put your
story on WW .

.

Basic
NBC Afliliate

Associate
Television Station WWJ-TV

AM—350 KILOCYCLES~5000 WATTS
FM—CHANNEL 246—97.1 MEGACYCLES

THE WORLD'S FIRST RADIO STATION o Owned and Operated by THE DETROIT NEWS
Mational Representatives: THE GEO. P. HOLLINGBERY COMPANY
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wilb) . color (to attract attention).”

Outlook. N\o one scems to doubt
that the public will go for color TV.
Nor that the initial high costs of re-
ceivers will shake down. probably to
about 23¢¢ more than current black-
and-white models. RCA has made its
patents available and the trickle of sets
expected by the end of this year should
mount rapidly within three years,

CBs filed comments with the FCC
urging approsal of the NTSC stand-
ards but at the same time stated that
it was not fully satisfied that the pro-
posed system allowed for sets and

broadcasting  equipment  which  was
cheap and simple enough to operate.

As to the eflectiveness of color TV
as a sales tool. listen to what Dhil
Cohen. radio-TV director at Sullivan,
Stauffer. Colwell & Bayles, has to say:
“Color TV will probably be the great-
est advertising medium ever known. It
has everything: color, motion. demon-
strability and the persuasiveness of the
human voice. It’s up to us to move
along with the developmeut—without
going overboard. Watch for the right
moment, then get in. In other words.

proceed cautiously—but proceed.”
* Kk *x

KANSAS FARMERS
ARE SELLING
THEIR WHEAT...

..AND BUYING WIBW
ADVERTISED MERCHANDISE

ervisg aad Selling

"THE MAGIC CIRCLE"
k Rep : Copper Poblications, Inc. - BEN LUDY, Gea. Mgr. - WIBW * KCKN

~WIBW
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GALEN DRAKE

(Continued from page 37)

it. 1 feel I've been so scrupulous that
if 1 said soap was good to eat a few
million people would have it on the
table.”

5. I don't sell time. I sell prod-
uets. 1 may give a product 30 seconds
or three minutes, depending on what
it needs.”

6. “ln the business world you don’t
go in to sell a man and just blurt out
your sales message. The same thing
holds true in radio. You have to lead
up to it and integrate it the same way
vou'd do sitting in a man’s office. For
example. when [ did the commercials
on Grand Central Station during Pills-
bury’s recent sponsorship, 1 always
tried to pick up the thread of the story.
Once there was a program about a
voung fellow who tried to win a girl
bv bluffing about his bankroll. 1 came
on just after he’d been caught in a
bluff and 1 said: *You can bhluff so
long but eventually the truth just has
to come out. . . ." And then of course
I went on to trace the parallel with the
product. I feel that’s the way to make
the whole program lend impact for
the client.”

Will these principles work for every
product? What about categories of
merchandise where there is little tangi-
ble difference between brands?

Galen Drake says *‘yes” and would
like a ehance to stake his commercial
reputation on an effort to sell cigarettes
without using far-fetched claims. What
brand would he like to sell? Camels,
because he smokes them.

If anvbody at R. J. Reynolds or
Wilam Esty is interested. he’ll sit
down with them over a sandwich or
a drink and reel off his version of a
cigarette commercial. It will be a sim-
ple piece of conversation in which
Drake stresses the brand name and the
fact that he personally finds it a good
smoke. It will come out differently
each time Drake speaks it. varying
with the weather and what Drake has
had for breakfast.

Drake works from notes when he
does his factual commentaries and
commercials. There’s no script, wheth-
er the show is five minutes long or 45.
Once when he got to the studio for a
45-minute show he discovered his notes
were locked in a desk and no one had
the kev. lle did the whole 45 minutes
from scratch. He makes a standing
offer to {riends. *Come on into the stu-
dio five minutes before air time and

SPONSOR
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WJIR MARKET DATA | great
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S, market /é?éeg
Population. . . ........................ 12,601,300 83 . .

RadioHomes. . ...... ........... ... ..... 3,785,540 86
Farm Radio Homes. ... ............ . ...... 328,930 59
Food Sales .......... B $ 3266 766,000 94
Retait Sales . ..................... . $13,613,431,000 93 ~

DrugSales. ..................... $ 464,447,000 10.3
Filling Station Sales. .. . . e $ 739,614,000 10.1 =
Passenger Car Registrations. . . ... ... ... .. 4,116,934 10.2

This multi-billion dollar market. so vital to vonr national sales volnme.
is effectively and economically covered l)\ one single sales voice.|
WJR reaches all of this great ‘market every time of llu day, every
day of the vear, with lllC most mfluential ~m"h voice in the area!
Increase vonr sales in this rich 137 connty area—use WJR, the Great
Voice of the Great Lakes.

For more information on WJR"s ability to sell in this great market
area, contact WJR or your Christal representative today.

H¥etrait, The Goodwill Station

S Raodio Network
£'5 0,000 wotts Cleor Chonnel

Sevcccacacesd

AN IMPORTANT AREA FOR YOU

—A FAMILIAR AREA TO US
WJR, Fisher Building, Delroit 2, Michigon

.

A5 1 WIR, Eostern Office: 665 Fifth Avenve, New York 22
/i/"“ Represented Natianolly by the Henry I. Christal Compony

( ke Conadian Representotives: Rodia Time Soles, (Ontorio) lid.



give e three topics to talk about.
Anything as long as it's clean. TI'll
work your topics into 15 minutes of
the show.”

Drake may have inherited his talent
for conversation. He's a great grand-
nepliew of Stephen A. Douglas. But
lie gets most of his ability to talk in-
terestingly from his wide reading and
background. lle was horn in Kokomo.
Ind.. 26 July 1907. 1le’s been a box-
er, orchestra leader (Southern Califor-
nia Sympliony Orcliestra), an actor. a
singer (San Irancisco Opera Co.). He

has a 10,000-volume reference library
at liome.

Few performers belong to one of the
organizations in which Galen Drake
has long been a member—the New
York Food Brokers Association. Know-
ing all the buvers of food products in
the market helps him when he has a
product which is seeking distribution.
Long before merchandising was talked
up by radio stations, he was using his
personal standing with distributors as
a salesman to get products on the
shelves. Keeping in touch with the

Now—A Second Printing to Meet Your Demand

“22 Television Talks”

BMI

Transcribed from the

TV CLINICS

Sold out in itz first edition. “22 Television Talks,” the bible of TV
information, is back in supply again. The twenty-two subjects embrace
all important aspects of television programming.

WHAT RADIO AND TV
EXECUTIVES SAY—

“In our opinion, the finest book
published on TV. The TV men
whose talks and comments fill
this volume get right down to the
level of every individual now in
the industry or about to enter it.”

GEORGE HIGGINS, KMBC,
Kansas City, Mo.

“BMI’s ‘Twenty-Two Televi-
sion Talks’ is a reading must at
KXLY TV.”

ED CRANEY, KXLY-TV,
Spokane, Wash.

“The book pools the knowl-
edge of today’s TV leaders. It
gives inestimable benefit for
present and future TV person-
nel.”

HUGH O. POTTER, WOMI,
Owensboro, Ky.

“Anyone interested in TV
should read ‘Twenty-Two Tele-
vision Talks’. They are an edu-
cation within themselves — 3
must.”

R. W. ROUNSAVILLE, WQXI,

BMI

The book is a practical symposium of
TV data by men of wide experience

and recognized pioneers in television.

In addition, a good portion of its
more than 260 pages is devoted to
condensed transcripts of the QUES.
TION and ANSWER sessions of the
Clinics.  The:e intense general dis-
cussions by the broadcasters attend-
ing the Clinics raised such TV topics
as how to make use of films . . . how

lo cut costs . . . how to build or

remodel a plart . . . how to maintain
public service . . . how to hold an
audience . . . and how to direct the

other T1” operations.

Published by BMI at $6 and made
available as an Industry Service
at the cost of transcribing and
printing—$3.560,

Order Your Copies Today.

BROADCAST MUSIC. Inec.

580 Fifth Ave. o New York 36. N. Y
New York ® Chicago ® Hollywood ® Toronio ) Monireal
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brokers. too, gives him faith in his
own selling methods. “They’ll let me
know in a hurry when a product I've
taken on lays an egg.”

Drake’s programs over WCBS in-
clude: Housewives’ Protective League
and Starlight Salute, four hours and
45 minutes weekly. Among his local
sponsors are Procter & Gamble. Time
Inc.. Monsanto Chemical Co., Stand-
ard Brands. Pure Foods Co. and Hud-
son Pulp & Paper Co.

On the network he does three shows:
a 15-minute show for Murine Co.;
a five-minute program for Sanka, and
15 minutes sustaining.

The Housewives’ Protective League
is a 19-year-old program carried lo-
cally on each of the CBS-owned outlets
and on additional stations repped by
CBS Radio Spot Sales (13 markets all
told). It's a commentary program
featuring a different performer in each
market who speaks to housewives on
varied short subjects and does the
commercials personally. The audience
is told that all products accepted must
be passed on by a panel of housewives
and approved by 80% (it’s this same
approach which Galen Drake applies
to all of his shows).

Merchandising is an important facet
of the HPL programs and Galen Drake
makes dozens of calls to super mar-
kets each month. But his merchandis-
ing isn’t confined to the HPL shows.
He'll arrange to make dealer and dis-
tributor visits and/or write personal
letters for sponsors of any of his shows,
depending on the need. (On a recent
afternoon, he called on seven Long
Island super markets.)

Results from his own approach to
selling combined with merchandising
have been expressed in accolades from
his sponsors.

e Sales of Sno Sheen flour, Pills-
bury product sold by Drake on Grand
Central Station, went up 2007 in the
18 1nonths of sponsorship.

o And this is how J. M. Rosefield,
sales manager of Rosefield Packing
Co.. thanked Drake back in 1946 when
his company’s Skippy Peanut Butter
had just achieved major league status
A letter from him read in part:

“Frankly, we were scared to death
when we open the New York market.
After all it is the biggest and tough-
est market in the world . . .

“You can imagine our relief to see
sales start to climb like a skyrockel.
At the end of our first year in the
market Skippy was in first place in

SPONSOR




Nationally Fumous Disc Jockey

JOE DEANE Brings You

Two New %A:Qwéed Shows!

There's definitely something rew in Pittsburgh radio this
Fall! He's Joe Deane, one of the nation's leading disc
jockeys. Joe is already the talk of the town with his two
KQV platter shows—the fresh new “Morning Mayor”
from 6:30 to 9:30 a.m. Monday through Saturday . . . and
the sparkling new “‘Deane-Agers Show™ from 4:20 to
5:45 p.m. Monday through Friday. Even in his first week,
Joe rang up an ourtstanding sales success story for a
‘teen-age cosmeuic!

Wherever we go, people tell us these are the two best buys
in Pittsburgh Radio this Fall! Who are we to argue? And
look at these attractive availabilities and races!

Morning Mayor:
Faurteen-minute segments, ratating basis, six days a week,
$225, fully cammissianable.

In the NEW
Pittsburgh. ..
On the NEW
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Minute announcement: $17.50, 6:30—8:29 AM,
$30.00, 8:29—9:30 A.M.
$10.00, 6:30—8:29 AM.

Statian Break:
Discaunts as earned.

Deane-Agers Show:

Quarter-haur, $85 base plus minimum AFRA talent rate.
Minute annauncement, $30

Statian break, $22

Discounts as earned.

Joe is backed all the way by a strong lineup of top-rated
CBS shows. It's a combination that can’t miss. And we
can prove it if you'll call or write!

\x
NOW (pg raDIO

PUlsbunghs Aqgresswe Network. Stalion.

National Representatives: WEED & CO. New York + Baston + Chicago ¢ Detroit + San Francisco + Los Angeles
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sales. This is a record that I doubt
any other food product on the mar-
ket can match . . .

“From the day you started plugging
Skippy on the air. Skippy started melt-
ing ofl the shelves. The movement ex-
ceeded our fondest liopes. Even the
skeptics had to admit they had never
«cen a product ‘take over  a market
<o fast . .

“In a wayv. Galen. you did almost
too good a job. Sales are now o far
ahead of production that we are hav-
ing a really tough time trying to keep
up with them .

“In all sincerity 1 sav that in my

opinion you are the greatest salesman
on the air today. . .”

Drake hopes to be on television
soon. He's *cut” a kinescope for
WCBS-TV in which he brings his in-
formal stvle to I'V. (Informal but not
folksy. Drake thinks the word folksy
is a synonym for phoney. “I’m at ease
after 30 years of doing this. That’s
all. I’'m not pretending to be a coun-
try store philosopher. This is me, take
it or leave it.”)

Cominercials on television would
keep the spirit of his radio approach.

“Here’s the way I'd do a commer-
cial for a cold cereal, for example,”

WDAY

(FARGO, N. D.)

IS ONE OF
THE NATION’S
MOST POPULAR

STATIONS!

84

An independent survey made by stu-
dents at North Dakota Agricultural
College among 3,969 farm families in
a 22-county area around Fargo proved
this: WDAY i_s a 17-to-1 favorite over

the next station—is a 3%-to-1 favorite

over all other stations combined!

NBC ¢ 5000 WATTS
970 KILOCYCLES

FREE & PETERS, INC.

Exclusive National Representatives |

says Galen Drake. “First of all, the
program content of the show would
be on a set resembling my own living
room at home. There’d be easy chairs
and one complete wall of books. I'd
be speaking on some subject as part
of the program and in the middle of
what I had to sav 1I'd get up out of
my easy chair and walk across the
living room. A camera would follow
me into the kitchen. And all the time
I’'d keep right on talking and telling
this same story. 1'd reach up into a
closet and take down a package of the
cereal. Then I'd pour some milk into
it and start eating. After | finished
the story I'd say: ‘Man that’s good.
Kind of picks you up right about this
time of the day.” That’s all.”

Of course Drake doesn’t plan to de-
pend entirely on this kind of visual
understatement. Any given series of
commercials for a product would in-
clude longer statements about the prod-
uct. But understatement is one of the
prime attributes of Drake’s commer-
cial approach. He’ll frequently say in
passing: “You don’t have to rush right
out and buy it now.” Or “This won’t
change your life or anything but . . .”

Still his own style leaves plenty of
room for hard sell, even sell with dra-
matic, compelling force. Drake gets
this effect not with clichés or repeti-
tive rhythm statements but by story-
telling. Your best understanding of
how this works out is to be had by
reading the No-Cal commercial print-
ed on page 36 and the Snow Crop com-
mercial which follows.

“Sav. by the wav. vou tried our
SNOW CROP FROZEN ORANGE
JUICE?—Or do you get some sort of
a kick out of squeezing oranges and
paving the price that vou have to pay
for oranges right now? The kids are
velling for their breakfast—Dad has to
catch his commuter train—and yvou’re
cutting and squeezing oranges. That’s
about as old fashioned as making up
the buckwheat flour the night before

P oo eoeooeeEEOeNEDOOOD DD oD ®

HAWAII

Excellent earning oppor-
tunity for experienced
salesman in radio and
television. State full guali-
fications in first letter to

BOX 49 SPONSOR

el

SPONSOR




tike great grandma nsed to do. Snow
Crop Frozen Orange Juice is not a
substitnte, amd when | <av it's a con-
centrate | don’t mean it's some sort
of a synthetic thing. What they do i~
cet the finest oranges that mouey can
buv (and believe me, they pay a pre-
mivm  price for thent)  squeeze the
juice out and then take most of the
water ont of the juice. That leaves a
heavy concentrate, abont like a sher-
bet. which they frecze. Al von do,
when you open the can s put the
water back. Can gives you a pint and
a half of orange juice. To get that
nmelr orange juice, you'd have to
squeeze well over a dozen oranges.
Picture vourself with orange peels all
over the kitchen cabinet -the break.
fast on the stove and the whole fam-
ilv yelling for a hnrey-up breakfast.
With Snow Crop Orange Juice there's
noue of that! The old man mav even
have time enongh to kiss vou hefore
running for the train if vou save all
that time by using Snow Crop. Try it
out -maybe not todav—but whenever
vou go to buy juice. You'll like Snow
Crop!™ * ok ok

MEDIA STUDY

(Continued from page 10)

mine those who actually see or read an
ad in print media. This is a much more
accurate way of determining the cost
of a medium to an advertiser. \nd it
doesn’t punish the air media when
comparisons are made.

15. Billings: The 91 agencies an-
swering sPONSOR's questionnaire billed
an estimated 8800 million in 1932,
This represents about one-third of all
agency billings in the U. 5.

Some big agencies like J. Walter
Thompson. Young & Rubicam. Benton
& Bowles and N. W, Aver provided
valuable information or comments bhut
did not fill out a questionnaire: their
billings were not included in the total.
Naturally sPONsOR sent its question-
naire to the “top” 1.000 agencies on
the theory that the bigger the agency
the more all-media experience it has.
However. the smaller agency’s view-
point is not ignored.

Example: Of the 65 agency respon-
dents which listed billings. 42 were
under 82 million. 15 were in the 32-15
million class and eight were over 215
million.

16. Where do agencymen come

21 SEPTEMBER 1953

Adam 4. Young Jr., Inc.

National Representative

Guardian Building

EARI—Y FALL SCHEDULING

MEANS EARLY FALL PROFITS FOR
ADVERTISERS WHO USE CKLW's
HARD HITTING, LOWER COST
COVERAGE.
LISTENERS IN AN IMPORTANT
FIVE STATE REGION.

J. E. Campeau, Pres.

STATION BUY

DETROIT AREA

OVER

LOWEST COST |

MAJOR

IN THE

17,000,000

Detroit 26, Mich.
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from? sronsor’s “background” ques-
tion elicited this response:

About a third came from newspapers
and magazines, a Tourth out of adver-
tising and promotion. a sixth out of
selling and management, another sixth
out of radio and TV, and the re-
mainder from research, teaching, archi-
tecture, accounting and other profes-
sions,

No correlatious can be made be-

tween these answers and media used,
as sPONsSOR Lried to do with advertis-
ers, because the respondents are not
necessarily those who influence the

Recent official Hooper Ratings
show WSJS, the Journal-Sentinel
Station, FIRST in the morming—
FIRST in the afternoon—FIRST in
the evening!l For the finest in

AM.FM coverage, it's WSJS

in Winston-Salem.

Represented by: HEADLEY-REED CO.

choice of media at an ageucy in each
case.

To sum up, here are sPoNsor’s five
conclusions drawn from the results of
both sets of questionnaires (agency
and advertiser) :

1. Media selection is still too much
a matter of habit with both groups—
“empirical,” one adman said—instead
of the result of careful testing.

2. Users of only one medium or one
type of media are few in numbher.
but sometnnes surprisingly successful.
General rule is to use media combina-
tions which will include at least one of

$135,

sales Monage

‘953 S\Hvey oi Buy‘“g ‘owe'
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these three types: (a) National—mag-
azines, network radio or TV; (b) local
—newspapers, spotl radio or TV, out-
door; (¢) special—business papers,
export papers, direct mail and so on.
No one combination seems to be best.
But the biggest use the most even
though they may not know whether
each medium pays.

3. Media testing seems to take sec-
ond place to product, market and copy
testing. As a result, few well-defined
systems of media testing have been
worked out; few testers actually can
tell what the test proved and the en-
tire field cries for more experimenta-
tion.

4. Agencies and advertisers both
nced to adopt the same yardstick in
determining relative cost-per-1,000 of
print and air media. The present one
—ABC circulation for print and pro-
gram audience measurement for air—
penalizes the latter, for the one is po-
tential audience for your ad but the
other more closely coincides with the
number of people who actually hear or
see your commercial.

5. No statistical survey of this na-
ture can show the highly important
non-tabulable factors of media evalu-
ation and selection that count as much
as cost, coverage and impact — and
these are: (a) how the medium is

" used; (b) the interest or dullness of

the product, and (c) countering com-
petitive campaigns.

Regarding (a), Dr. George Gallup.
of Gallup & Robinson, the research
organization, told sponsor: “There
can be a 10-to-one differential be-
tween the man who uses a medium
best and the one who uses it worst.
There certainly isn't that much differ-
ential between media.”

Regarding (b), Dr. Hans Zeisel, con-
sultant for the Tea Council who super-
vised the media tests which resulted
in the Council’s spending its entire $1
million allocation for tea advertising
on television. said flatly: “If the prod-
uct is dull, advertise it on the air—be-
cause the audience is semi-captive, has
to listen. within reason. If iU’s excit-
ing, new, interesting. it’s profitable to
use print, for people must make an
effort to read. and they won’t if they
aren’t interested in your product.”

Regarding (c¢), the current anti-en-
zyme toothpaste war in the air is a
fresh example of the naked law of the
advertising jungle: To survive in a
highly competitive field. you have to

(Please turn to page 98)
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IF1rst, a comment on t

[imitations ot this surve

The 1933 CORE survey of agency and advertiser trade paper reading preferen
asks many questions about readership. It asks one question about “practical us
It asks no questions about news. The exact method of conducting this sur
(designed to be as unbiased as possible) is explained in these pages. Yet some bi
however small, does exist in the inclusion of one question on “use.” By not

this you will be in a better position to weigh this survey in relatiQu il

others biased in the direction of news, of programing, or what lzave

I regularly read . . .
I’"f:.;‘:" | vamiery i TELEVISION | SPONSOR !RAD'ID OAILY | BROAOCAST
Every lssue 50 7 l 53 97 l
Every other L i
Issue 9 ' 6 2] ‘
 An occaslanal a5 k
Fm 28 | 32 31 |
IR R R TR i R R e 2L B " :

I thoroughly read

publication 1 would
say that 1:

" In going threugh this

VARIETY ‘ TELEVISION  SPONSOR ‘HADIO DAILY BROAOCAS

i

PIRPOSE OF THIS SURVEY : Muade especially for inteenal gnidance
ta SPONSOR' cditors In deternrining what adverticers amd  agencies

read, how they read, what they want,

WG MADE 10

SPONSOR by CORE, rercarch organization of New York and Tarento.

Thic mailed gnestionnaire stady was made for

which works principally an UN, government, and adsvertiser rescarch
projects. Al Shea, head of CORE, is a wass communications special-

ist who edited Unesco™s firet edition sn World Communleatians.,

ROW NAMES WERE SFLECTED : Naies were selected from Standared

H E M A GAZ I NE RADIO

Read thereughly I 4 o i =
a:d ‘or Feature Articles J 65 63 122 ’ &1 89
Glance 3 ) - =~ : 5 ’ R

threugh it | 30 31 28 I 27 30

Advertising Register by CORE completely withent assistance from or
knawledge of SIPONSOR.

evercutives,

Included were advertising directors, account

radio TV directars, and timehnmyers. Recipients had neo

indication of SPONSOR’s interest,

RESPONSE:

naires were eompleted aud retnrned.

Approximately 15%, or 177, of the mailed question-

Ratio of returns were abom

two agency ta one advertiser; 33¢% came from New York and
linois; 19 states were represented.
WHEN WAS STUDY DONE: Julv-Angzust, 1951,
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For example. this recent BROADCASTING survey emphasizes news: leads off with a news question.

BROADCASTING dominated this survey: SPONSOR was second. {lere is the response to one BROADCASTING ques
non: “Wiich publications do you read regularly for television?”

Response to BROADCASTING SURVEY question above

Ist choice

Broodcasting 107 Rodio & Television Daily 1
Sponsor 62 Tide .
Variety PN 36  Printers’ Ink

. Television

- S 30 Advertising Agency

Advertising Age - 24  Billboord

- H W N




FIRST WITH VHF IN PORTLAND, OREGON

« « « and right into the

middle of a
billion dollar market

CENTRALIA @

CHEHALIS @
. i @ ASTORIA @ LONGVIEW
® THILLAMOOK @ KELSO
WASH
]
porLano @) vANCOUVER

@ OREGON CITY
MC MINNVILLE @

) OREGON

@ SALEM

CORVALLIS @ @ ALBANY

i@ EuGENE

The last big VHF market
‘ Portland s the biggest, richest market
i in Amenca sull uncovered by VHE,
, When the first KOIN-TV program goes

opening on

te N 1Y family of cities
with per capita retanl sales more than
double** the national per capita retail

<rles ot

1,228,800" people in KOIN-TV
service area

The towering KOIN-TV antenna rises
on the crest of Portland’s picturesque
West ‘I } 'unccnrn of lhc

channel
ctober |5 S anyColins s o

nge terreanin with 56000 wats ERP,
1t has a pracucally unobstructed react

* r th heasl opul
o | .

of Oregon and Southern Washington

o’ - o

THE DALLES

Time-tested VHF telecasting covers
a retail market of $1,484,528,000

*

125,000 TV sets—and
growing fast

All of the 125000* TV scis in the
KOIN-TV area are VHF receivers, with
UHF devices added or built-in. It s the
last big, juicy market in the nation-wide
TV grid, with a whopping big audience
alrecady available and TV sect sales
booming.

KOIN. . - best known call letters
in the Pacific Northwest

KOIN radio has senved the Pacific
Northwest for 28 vears with top ranking
national and local programs, and with
an ereellent record of public service
and responsibility. In public acceptance
and in adverusing effectiveness and vol-
ume KOIN has long been one of the
West’'s outstanding stations.

In equipment, staff, experience and
talent KOIN-TV will enter the TV
picture as a full-fledged Big Lcaguer.

C. HOWARD LANE, Monoging Director

GBS TELEVISION |
MOUNT HOOD RADIO & TELEVISION BROADCASTING CORPORATION, PORTLAND, ORE.

AVERY-KNODEL, INC., NATIONAL REPRESENTATIVES

New Yark, Chlcaga, Las Angeles, San Franclsco, Atlanta, Dallas

| C
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MONDAY

gir  Godfrey”
4)maha, B&)J
2isrk. Mogul
3 :15 alt das
i Cellucotton
£3; Snow Crp
lin___ altdas
i-Klst Tuna
¢’ 10:30-45

pdes & Davls
g: pepsodent
g2 10:45-11

j 1nn-Erlckson

No network
programing
all wk

-
vir Godfrey*®
>;bury Mllls
g h 11-11:15
s Burnett
ott & Myers:
esterfields
%7 11:15-30
pm & Walsh
ike 1t Rlch
; ate: tthpst;
Y super suds,
L yolive, fab,
sjax
3
- mw,

t
] $8000

No network
programing
m-f

s & Groom
' Mls: bisqkt
I mwf L
* shr $10,000
e of Life
.r Home Pr
" mt L
. $8500
“h for Tom'w
&G: joyt
|.’ m-f L
$8500
ding Light
: Ivory. duzt
[ mf L
it $10,000

No network
programing
all wk

) network
‘ogramlng
‘m-f

No network
programlng

rry Moore m-{

land: rugs

A L
(see bel)

ll{oover Co

ett
Yhr $2038

-ouble or
Nothing
pbell Soup
i L

mzw-{
No network

programing
m-f

I
dock  $8000

Linkletter

ver: surf

mw(f L
(see bel)

bury  Mills:

ur, mixes

* m-th L

%hr $4000

ig Payoft
'gate: fab,
cophyll tth-
cashmr bqt
{ mw(f L
us tu,th)

$8500

Paul Dixon
Show

m-f 3-4
(Participating
segs avallable;
see cost below)

ob  Crosby
Show
m-f L

Y% hr
$3.100

hction 1n
Afternoon

stern drama

A m-f L

5min: $1350
Yhr: $3200

o network
rograming
m-{

o network:
rograming
mef

-I - = = Bates %br $1550 Bates $1550

Vitamin Corp:
rybutol, juvenal
10Cinc L
m 3:45-55 seg

10min:
KFCC $400

No network
programing
m-f

No network
programing
m-f

b W o

Ding Dong
School

Ch

(sponsored

th, 1)

tu,

Glamour Girl
m-f

Hawklns Falls
h m-f

The Bennetts
m-f

Three Steps to
Heaven
NY

Follow Your
Heart
NY m-{ L

No network
programing
m-f

Ne network
Drograming
m-{

No network
programing
m-{

Kate Smith
m-f 3-4
James Lees:

carpets
D’Arey  3:30-45
Corn Prods Ref
3:45-4
C L Miller
50NY

Y%hr $3500

Welcome
Travelers
P&G: prell,
ivory snowf
61Ch

DFS

Y%hr $1200

on Your Account

NY m-f L

P&G tu, w, [
sus m, th

Atom Squad
Phlls m-f L

Gabby Hayes
Quaker Oats
32NY m( 30L

Per prog:
S&M

Howdy Doody
Standard Brands:
royal puddings,

golatin
53NY 8
m,th 5:45-8

Bates Hhr $1600

m-{ L

m-f L

$1750

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
Drograming
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

8 ¥ WWITEE fMian/MWARLR/™<~MEI s WwWs

TUESDAY

Arthur Godfrey*®
Mut Omaha, B&)J
IKnomark, Mogul
10-10:45 alt-das
Int’l  Cellucotton
FC&B; Snow Crp
Maxon alt das

General Mtrs:
Frigidaire Div

tu.th 10:30-45
FC&B

No network
programing
all wk

Tonl Co
tu,th 10:45-11
‘Welss & Geller

Arthur Godfrey”®
Pillsbury Mills
m-th 1i-11:15
Leo Burnett

The Balrd Show

NY tuth L Ny perwork
! programlng
m-{
Strike 1t Rich
m-f
sus tu,th
Y
Bride & Greom
onl Co
47NY tuth L
LB shr $15,000
Love of Life
Amer Home Pr
m-f (see mon)

Biow No network
Search for Tom'w pmgran}mg
P&G: joyt CHIR
m-f (see mon)

Blow

Gulding Light
P&G: 1vory, duzt
m-f (see mon) '
Compton

No network
programing
m-f

No network
Garry Moore

pro i
Cats Paw Rubber 3 g;’a_l;nng
56NY L
Levyne (see bel)

Pillsbury Mills:
ballard blscuits
48NY L

C-M % hr $2038
1'll Buy That
Seeman DBros:

airwick
8TNY

tu, th
1st 15 mln

Welntraub $4000  No petwork

Ding Dong
School
Minnesota
Minlng & Mifg:
scotch tape
Ch tu onl L
BBDO phr $985 1O network
—_— programing
m-f

Glamour Girl
Hy m-f

Hawkins Falls
Ch m-f L

The Bennetts

e it L No network

- programling
m-f
Three Steps to
Heaven
D m-f L
Follow Your
Heart
NY m-f L
No network No network
programing programing
m-f m-f
No network No network
programlng DPrograming
m-f m-f

No network No network

Art Llnkletter programing programing programing
Kellogg: all pr m-f m-1 m-f
-38Hy L)
LB tu 2:30-45
Pillsbury Mllls
m-th 2:45-3
LB %hr $4000
Big Payoft
m-f .
NY sustuth L Paul Dixon
Show Kate Smith
1001m-! 3-4 m-f 3- x .
“ Bob Crosby ne NY NO networ
Eob (:,)rwosby (Partlcipatlng RUNY programing
Amer Dairy segme:;]se)avau. m-f
Ass’
3Hy i L Y% hr $3500
tu, th 3:30-45
Campbell:  3:h
ampbell- L hr .
i For 10min -
Mithun $3100 $400
Action In s
the Afterroon W;)Izggfa ;::r] Is
m- 3 ,
ivory snowt
| Phila L
(see mon) I (see mon)
No network  DFS No network
o I
prograint  9m Your Account Nog;:?“"g
P&G: tlde
No network 62NY
programing tu, w,
m-f
Benton & Bowles
$6500
Atom Squad
Phila m-f L
Ae——
Gabby Hayes
NY m-f L
No network No network  ——asti___
Ny 1 N
programing programing ’;i":ﬁ’gggoo(‘:’g? Ap?ogl::gvlonrg
m-f B rice krispiest m-f
48NY 44L
LB (ses bel)
tu,th 5:80-45

Colgate: tthpst
5INY 5:45-8 48L

§NEx B WU RSERER ® B9
Arthur God'rea):’; ©
Mut Umahsa, B
Knomark, Mogul D'“S“chD:"W
10-10:45 alt das Ch noss oo
Int’l Cetlucotton (sponsored tu,
FC&B; snow (rp ,
Maxon _ alt-dss  n; petyork No net
Star-Kist Tuna prograimning i progra
mw 10:30-45 all wk o
Rhoades & Davis
Lever: pepsodent
m,w 10:45-11 Glamour Girl
McCann-Erlokson m-{
Arthur Godfrey”
Pillsbury Mills Hawklns Falls
m-th ii-11:15 Ch m-f L
Lee Burnett
Liggett & Myers: i i
chesterfields The Bennetts
C:]g’l‘n‘:n li'lagfsh No network OP m-t No nel
—_— programing . progra
m-f m
Strike It Rich Threﬁ Steps to
Colgate eaven
m,sv,! NY m-f L
(see mon) Follow Your
Heart
NY m-f L
Esty
Bride & Groom
General Mllls
m,w,f (se0 mOE]
FS, K-R
Love of Life
Amer Home Pr
- mon g
BTOV‘I (see ] No network No network No ne
————— ograming i
Search for Tom'w m-a%l wk ""’gﬁ,’f}""g prog;]a.
P&G: joyt
m-f (See mon}
Blow
Gulding Light
P&Q@: ivory. duzt
m-f (see mon)
Compton
No network
programlng
m-{
No network No network No ne:
Garry Moore programing programlng progra
Purex Corp: m-f m-f m-
FC&B _ (see bel)
Best Fds: rit,
shinola
54NY L
Y% hr
Ludgin $2038
Double or Noth'g
Campbell Soup
m,w,f (see mon)
No network No network No net
Ward Wheelock programing programing progra
Art Linkletter m-f m-{ m-
Lever: surf
m,w,th 2:30-45
Ayer
Plilsbury Mills
m-th 2:45-3
(see mon)
Lee Burnett
Blg Payoff Katef Sén!;th
m- -
C:ll(‘;vage Paul Dixon  Landers, Irary &
(see mon) m-f 3-4 Clark: universal
(Partleipating elec appliances
segments avail- Goold & Tlerney
Esty able) w3:30-45 st10/14  No ne
10Cine progra
Gerber Prods: m-
Bob Crosby baby foods
Show w 3:45-4
Hy m-f L- - D"Arcy
Lihr 50NY L
$3108 10-min seg:
$400 %hr $3500
: : Welcome Trav'irs
Action in N
the Afternoon {’V&G- prelt,
Phila m-f ory snowy
(see mon) (see mon)
' No network DFS No ne
programing —_— progra
m-f & m
Oon Your Account
P&G: tlde
No network tu, w,
Programing
m-f Benton & Bowles
Atom Squad
Phila m-f L
Gabby Hayes
NY co-opw L .
No network No network — ;?ogl:
programing programing Howdy Doody -
m-f m-f Continental Bkeg:

wonder hread,
hostess cakes
35NY 29

Lhre
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THURSDAY

Arthur  Godfrey*®
Mut Omaha, B&J
Inowmark, Mogul
Ju-10 15 alt das

int'l Cellucotton

FCAB; Snow ('rp

work Maxon alt das

ulng General Mtrs:

{ Frigidsire Div
tu,th 10:30-45
FC&B

Toni Ce
tu.th 10:45-1i
Welss & Geller

Arthur Godfrey*
I"lisbury Milis
n-th I1-11:i5
Leo Burnett

The Balrd Show
NY tuith L

aork
ming

Strlko It Rich
m-{

swork
ming
{

twork
ming
4

.work
ming

twork
ming

twork
ming
T

stwork
unjng
-t

sus tu,th

Bride & Groom
Toni Co

tu.th (see tu)
Leo Burnett

Love of Life
Amer Home Pr
w-[ (see mon)
low

Search for Tom'w
P&G: joyt
m-f (see mon)

Blow

Gulding Light
P&G: ivory, duzt
m-{ (see mon)
Compton

No network
programing
m-{

Garry Moere
Swift & Co
S5ONY th-on] L

IWT

Norge Dirv,

Borg-W arner
63NY th-oni
IWT ’;"h;_$2038

1"l Buy That
Seoman DBros:
alrwick
tu, th 1st 15 min

Weintraub

Art Linkletter
Green Glant Co:
canned peas, corn
41ily th-onl L
LB (see bel)
Piiisbury Mills
m-th 2:45-3
LB % hr $4,000

Blg Payoft
NY m-{
sus tu,th

Bob Crosby
Show
Amer Dalry
seg

Campbell-Mithun

Actlon In
the Afternoon
I'ifa m-f L

(#ce mon)

No network
programing
m-{

No netwark

No network
prograwing
all wk

No network
programing
nt-{

No network
programing
all wk

No network
programing
m-f{

No network
prograining
m-{

Paul Dixon
Show
m-{ 3-4
10Cinc
(Partleipating
sexments avali-
able)

For 10min-
$400

No network
programing
m-f

Y networ)

JWT Ly

Ding Dong School
Scott 1’aper Co:
scott towels,
cutrite wax ppr,
seotiies
43Ch 381,
th only

s985

Glamour Gurl
Hy m-{

Hawklins Falls
‘Ch m-f L

The Bennotts
Ch m-f L

Three Steps to
... Heaven
NY m-{ L
Follow Your
Heart
NY m-{ L

No network
programing
m-f

No network
programing
m-{

No network
programing
m-{

Kate Smith
m-f 3-4
Doeskin ’rods
Grey._ 3:30 45
Simoniz Co

aut

th 3
$sCB
S50NY L

L.hr $3500

Welcome Trav'lirs
P&G: preil,
ivory snowt
(see mon)

DFS

Dn Your Account
NY m-{ 1.
sus m, th

Atom Squsd
Phila m-t L

Gabby Hayes
Mlnute Mald
32XY thonl L
Bates $3.500

Hewdy Ooody
Kellogg Co
tu.th (see tu)
Leo Burnett
Standard Iirsnds
w.th 5:43-8
(see mon)
Bates

= = - m

Daytime 21 September 1953

P .
1

FRIDAY SATURDAY ' s

. ' v
L3
Ding Dong Tootsle
School Hippodrome
Genersl Mills:  Sweets Co of
cereals, mixes Amer: tootsie ris
36Ch NY L
77 No uetwo No petwork N
Tatham- ht Moselle & o uelworg netwo! 0 networ
No network Wheel of No network  Laird $585 Elven $4500  Programing programing DroZrarce)
‘programing Fortune programing all wk
m-{ NY sit wk
Smllin® Ed
McConnell
Glameur Girt  Brown Shoe Co
Hy m-{ SINY
15 oans Rurnett  $4500
Space Patrol
Hawklns 'Fa"’ itaiston-Purina:
L) wheat chex, rice
J chex No network No network
't Buy That . 321y L programing programing
NY L R m+f L Gardner  $6500
No network clwor L No networl
 SEer e programing 4
Strlke It Rich ... Heaven Comedy Circus ma.n’:ﬁ,‘:et Int’l Shoe Co:
Colza;e NY mf LCh Gen Fds, Post 2r;i{wfeoose shoes
m,w, Foliow Your b
(see mon) Heart b(_);'reuls Dle | alt wks
NY m-{ L -
. Y&R $7500 D'Arcy  $8000
Bride & Groom
Generai Mllls
m.w.f (see mon)
OFS, K-R
Lovelt;f Lif«;‘ \The Bllg Jop i
Amer Iome Pr . National airy NO networs
— P (m-f {see mon) No network No network No network I'rods: sealtest ):?o ""w&'k Drogtenit
rograming Biow programing programing programing fce cream, seal- .‘H‘:}k £ E
n-{ Search for Tom’w all wk m-f ga"-' ‘ia"y prods
P&G: joyt Phila L
m-{ {see mon)
Biow
Guldlng Light
P&? ivory, duzt
Compton Rr___SLEN0
warmup Time
10 min before L &
game one Ranger
No network Cleve L General Mills:
prog[r:r{nlng wheatles, kix
Game 0‘1( the BNY F .
v weel No netwwnk
No network No network ];?og',’if.‘,‘}?,'é‘ (starta bet 1:15 DFS $15,000 o network D) UK Bty
programing Garry Moore programing m-{ and 2:15) T | prosreming
m-{ Converted Rxce m-{ Falstaff Brewing
5INT 17Cleve L
LB (see bel) (also co-op) No netwlork
Kellogg Co: programing
4ro-pup Time &
pINY DFs  $32°000
LB %hr $2038 .
Double or Noth'g
Campbell Soup
m.w,f
(see mon)
Game of the . )
No network . N rk No network
No network No network rogramin week No network No petwol vrograwi
prograrx:]ng EER Wheelock Drograming 4 ogmﬂ_? § (cont’d) programing programing it
m-{ Art Linkletter m-f
Lever: surf
m.w,{ 2:30-45
Ayer
Kellogg all pr
28ily tuth L
LB Y% hr $4000
No nctwork
Drograming
Bia Payoft
Colgate Paul Dixon
. m.w,{ Show _m—-game
sce mon) m-f 3.4 Kate Smith Game of the . o
NG network 10Cine m-f 3-4 m\veek INojnetn otk Nopnetwogk 01;3::’:15 d?cm:i
S togrsming Esty (Partleipating (cont’d) programing Drograming 83Var 15 u;m
m-{ segments avafl- D P Brother
Bobthrosby able) ' $27
5how “NCAA F
ga = 1L hr: $3500 oA ame
%1 General  Motor
$3It;t‘; 10 min: ¥3Var
3406 2:2%20ir bdeas
w?lf&""e .ﬁ:‘{ll“ Horse Racing
Action In ivory snowt Game of the NY L
the Afternoon (see mon) week
Phila m-r L {cont’d)
(see mon) DFS No network  Judner nots
No network No network programing 1
programing ——— - programing
m-[ m-{ Dn PYO[(I}I‘ Alc&:ount Pontlac Score(!;l
&G: U > div,
. w, f : No network No network it?\malrac i
No network programing programing 15 min after
Jrograming L 3
m-{ Benton & Bowles Mc J&A  $2%
Atom Squad
Phils m-f L
Gabby Hayes
Quaker Qats
m.[
’S&M
Howdy Dood; . .
No network No network No network w,l,uydm's g No network No network No network No network
programing programing programing Mathes  5:80-45 programing programing programing programing
m-f o-f o-f Welch Grp Julce
DCSS slt f
Int'l Shoe
H&aM alt ¢
49NY 46L
whr $1550




PERIENCE
OUNTS!

ALVIN M. KING , , _ EDWARD . FAVORS

1 the

i ' cars 11
With more thai 13 ye

\4)‘\ ) I 1t
¢ ’) (\l(!( ]
1¢COl (l E

. 11 (h'll'! »
Cneineer e arge of
s 1ecring, Fed”

televiston, radio.

flm  ficlds, Al Qs nmow “hg St Loy wig] lr‘ .
\Mo's” vice prc«i(lcnl in charge !,1.,,,..._: i ision fie
3 l“(’ll(“"g two held
of sales. Gl

EDWARD F. MURPHY

Nineteen years in every phase
of radio and television . . . both
local and network . . . includ-
ing two of the nation’s leading
TV outlets.  Ed is KSTM-TVs
vice president in charge of
progrinnming.

Just as a good ship must have an experienced crew, so must a results-producing television station
have persomnel who know thewr business.

K8 TM-TV has a stafl of television and radio veterans who have the “know how” in their fields.

Excellent programs, merchandising and picture reeeption come naturally.

Yes, vour advertising dollar is in good hands with the “Big Mo” wew. In wing St. Louis” KSTM
TV, vou're sure to get your money's worth in a large and prosperous market.

But don't delay! Choice availabilities can’t last tong!  Today come aboard

Television’s “BIG MO”
H-R TELEVISION INC. HNtw YORK ¢ CHICAGO + SAN FRANCISCO + LOS ANGELES

Channel 36 ST. L[]UIS William E. Ware, President
AFFILIATED WITH AMERICAN BROADCASTING COMPANY AND RADIO STATION KSTL E
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MEDIA STUDY

(Continued [rom page 80)

do what the others are doing. Lambert
Pharmacal announced a new product
and said it would spend $1 million to
sell it: Block Drug threw in a million
for only six weeks to push its brand;
Lambert decided to make it $2 nullion;
the other big drug and soap firms with
toothpastes joined the parade or are
about to. (See “The anti-enzyme war
on the air.” page 33.

Moral of all this: Perhaps it’s what
a network president told sroxsor: ~l
read these articles at night—when 1

have time- looking for the answer. Of
course there is none vet. But unlike
the alchemists who spent a thousand
vears searching for the philosopher’s
stone which would turn all base metals
into gold before they gave up, maybe
we'll find the answer—if we stick to
it long enough. Meantime a first step
has been taken—impressing upon the
advertiser the need for finding out
which medium sells his product.”

A tabulation of the last six questions
and answers follows:

if. Which of the following re-

7th in a series

Now 26th among the nation’s

metropolitan retail areas.
THE SOUTH’S FASTEST-
GROWING MARKET WITH
825,000 YEAR
RESIDENTS SPENDING

$107,400,000.

FOR GENERAL MERCHANDISE*

FOR THE ENTIRE AMAZING SOUTH FLORIDA TV SALES
STORY CALL YOUR FREE & PETERS COLONEL TODAY

* FIRST RESEARCH CORP. of Florida

Ty 10 pTT

IN THE MIAMI
TV MARKET

'ROUND

Now Under Construction
1,000 Ft. Antenna - 100,000 Watts

98

scarch and measurement servs
ices do yon use?
SERVICES USED
Radio & TV
Service Number® Percentt
PULSE — 43 57 (32)
HOOPER ~ 33 37 (32)
AMERICAN RESEARCH BUREAU 30 34 20)
NIELSEN 25 28 (71)
VIDEODEX S ————— 17 19 (27)
CONLAN 11 12 (12)
STANDARD AUDIT & MEASURE-
MENT SERVICES _ - - 11 12 ( 6)
TRENDEX _. . 6 7 (18)
OTHERY . 6 7 C..)

*Total (191) exceeds respondents {(89) because of mul-
tiple answers. TBased on 89 respondents. Percent in
pareitheses s advertisers’ response (see prevlous issue),
tRorabaugh (2); one each: Advertest, Gallup-Robinson,

Starch, BDA, Llllotr.»xlaynes.
Print Media

Service Number® Percentt
STARCH READERSHIP STUDIES 47 53 (67)

ADVERTISING RESEARCH FOUNDA.-
TION READERSHIP STUDIES 28 31 (30)
READEX . 10 11 (21)

| IMPACT STUDIES OF CALLUP G
| ROBINSON . 10 11 (18)
OTHER? . .. 7 8 (12)

*Total (102) exceeds number of respondents (89) be-
cause of multiple answers. f$Based on 89 respondents,
Percent in parentheses is advertlsers’ response. finde-
pendent surveys (2); one each: agency analysls, U. S.
Dept. of Commerce, Townsend Method, Magazine Audi-
ence Group Studles, cllent studles,

larity poll. The small size of the sam-

ple precludes these tables from being
| used for anything but what they were

designed to show: merely the different
| air and print services agencies employ
in their work.

l Nielsen’s lower position on the agen-
cy table as compared with the adver-
tiser’s table last issue may be due mere-

I ly to the fact that smaller agencies, not
having big network shows. don’t need
a national rating service or just can’t
afford it. Also keep in mind that most
advertisers use their agency’s copies of
these services rather than buy their
own.

' Do not regard the above as a popu-

with the in-
available to

12. What's wroug
| formation sources
you in your work?

CRITICISM OF DATA

Criticism Number® Percentt

| NOT COMPARABLE 19 41 (10)

INCOMPLETE . - 11 24 (42)
NOT FORMULATED [N USEFUL

TERMS, NOT EXPLICIT OR PRE-

CISE ENOUGH J— 11 24 (....)
INACCURATE, NOT OBJECTIVE,

NOT DEPENDABLE ... .. .. — 10 22 (39)
TOO PROMOTIONAL = . 7 15 (....)
DATED . 3 6 (10)
COST TOO MUCH _ 3 6 ( 3)
NO CRITICISM . 3 6 (....)
OTHER? - . 3 6 (....)
NO ANSWER . 48w )

*Total (70} exceeds number of respondents (46) be-
cause of multiple answers. tBased on 46 respondents.
I'ercent In parentheses is advertisers’ response. 1Too
bulky (1); not a valld sample (1): not enough material

on qualitatlve aspects (1).

Agencies are more critical of the
print and air rating services for an
obvious reason: They bhuy more, they

| use them more and thus they know
| more about strengths and weaknesses.

SPONSOR




lEBAN% f@%

Before any public announcement of WEEU-TV's full power, our engineers
had to be satisfied that everything was “working” according to plan. Now,
we are interviewing TV dealers and others throughout the great Reading

Market. . . . watching Channel 33's
bright, clear, interference-free picture
with them—in their own homes, in
their stores. Here are some of the
preliminary results:

“Channel 33 reception very much improved.
Receiving good picture on a bow tie an-

tenna beamed in another direction.” —
George W, Fryer, Fryer’s, Hamburg.

"A beautiful 33 picture, both at the store and
in my home. More power than we need.
Better than anything from Llancaster, Harris-
burg, or Philadelphia. An excellent picture
off the VHF antenna.”—Alden Renaud, Key-
stone Appliance, lebanon

Qoonaonzan
D-)anngg mAramang

G\r 1@ EPHRATA
% \E

“The best UHF picture seen in
this locality.” — C. A. Kreider,
Kreider Brothers, Ephrata

NOW
FULL
POWER

165,000
WATTS (ERP)

NBC

Thomas E. Martin, Exec. V-Pres.. Gen. Mgr.
Ewart M. Blain. Dir. of Sales

“An excellent plcture, and the best UHF
reception here. As good as anything from
Philadelphia.”—Robert Pensyl, Levitzx Fur-
niture, Pottstown

PROOF—NOT PROMISES
Ask Your Field Man o

Philadelphia engineers report Chan-
nel 33 noise-free picture in 7 locations
tested.

ABC

NATIONAL REPRESENTATIVES.

HEADLEY-REED TV

Tebovsaiorn oflalion Repressnlalive

HAWLEY BROADCASTING COMPANY
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Agencies seem to be more concerned
with the fact that the rating services
aren’t comparable while advertisers list
incompleteness and inaccuracy as their
prime criticisms.

13. Which wmedia have you used
during the past year?
MEDIA USED
Medium Number® Percentt
NEWSPAPERS .. 85 92 (87)
MAGAZINES 85 92 (87)
RADIO . 83 90 (77)
TV 80 87 (67)
BUSINESS PAPERS 79 86 (72)
DIRECT MAIL . 72 78 (56)
OUTDOOR . 67 73 (39)
WEEKLY PAPERS 59 o61(33)
SUNDAY SUPPLEMENTS 53 58 (36)
TRANSIT . - 32 36 (26)
EXPORT PUBLICATIONS 35 38 (21)
FOREIGN LANGUAGE PRESS 33 36 (16)
COMICS 21 23 (11)
MOVIE . ) 1 I (ausd)
2 (.onr)

NO ANSWER B - 2

cane ol multiple answers. Tisased on o3 answers. | Fer-
cent in parentheses Is advertlsers’ response,

Note how closely agency and adver-
tiser answers jibe so far as rank is con-
cerned in the above table. This shows
that despite the small samples from
which the sets of answers were taken.
they are largely valid. Complete va-
lidity and reliability would produce al-
most identical distributions from both
groups in this particular tabulation.

This point is important: The table

shows 1077 of agencies responding

100

used no radio in 1952 and 13% used
no TV. Advertisers might well decide
to shy away from media in which their
agencies have had little or no experi-
ence.

For example, sPoNsOR was told by
several prominent Canadian broadcast-
ers while researching this project that
agenucy inexperience with radio was
costing the Canadian radio industry
thousands of dollars a year. A number
of cases were cited of clients dropping
out of radio when they switched from
a radio-experienced agency to one con-
centrating on print.

Similar cases were uncovered in the
states—as well as the reverse in which
clients using nothing but print were in-
duced to try air media, soinetimes with
outstanding results. when they took on
an air-minded agency.

1l. How do you determine cost-
per-1.000 (readers, listeners, ad
noters. ete.)?

DETERMINING MEDIA COSTS

News- Maga-

Source® papers zines Radio TV
ABC CIRCULATION . 26 25
STARCH, CALLUP &
ROBINSON READER-
SHIP RATINGS, AD
NOTERS USSR 8
GROSS AUDIENCEY _ ... 7 6 3 7T
AUDIENCE MEASURE-
MENT OR RATING

SERVICES .. = ... 34 29
KEYED RESPONSES,

SALES i 3 2 3 2
OTHERY . . e | 1 3 2

*Proportlons of responses in each category are rela
tively simllar to those from advertlisers; however, agencles
utllize gross audlence procedures in additlen to others
and cllents apparently don’'t. tFor print medla: con=
tinning readershlp studles; for alr: number of sets or
people. 1lncludes studles by specific medlum, ‘‘guess’’
and not specified.

Agencies are more concerned with
gross audience figures in determining
costs than are advetrisers. Gross audi-
ence is total number of readers, listen-
ers or viewers (as compared with ABC
cireulation or number of homes tuned
in).

However, both groups—agencies and
advertisers—use ABC circulation and
air rating services predominantly to
establish costs-per-1,000. When the two
media are then compared. radio and
TV are bound to suffer.

Only fair yardstick would Dbe to
count ad noters for print and compare
them with commercial hearers or view-
ers for air media. Starch and Gallup
& Robinson are already working out
a commercial-audience measurement
technique for television. The big job
confronting the air media is two-fold:

1. To convince advertisers and agen-
cies of the importance of dropping
ABC circulation as a eans of com-
puting costs. except when comparing
one paper or magazine with another.

KSL-TV GETS AROUND
A LOT OF AREA!

From the top of a 9,000-foot mountain peak,

KSL-TV rcacl;cs dccp into 39 counties...

in four Western states.

To reach, and sell, the vast Intermoun-
tain West market you need KSL-TV,

the area station.

For more details and a new copy of

the KSL-TV coverage map,
contact CBS Television

Spot Sales, or

KSI-‘TV SALT LAKE CITY

Serving Intermountain America
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makes 1000 calls
for only 73 cents!

’/CHECK BILL STULLA’S SALES PERSONALITY:

Just 8100 puts him to work for vou! Highest rated mid-afternoon show in L.A. open for spots!
20.000 letters per month average mail pull since 1951! Renewed year after year by sponsors like
Yuban, Frank and Joseph, Wonder Bread and Sego Milk!

¢ CHECK HIS SHOW PERSONALITY:

138.000 daily viewers join Bill and his musical gang for songs, games and PARLOR PARTY FUN
Monday thru Friday, 2:30-3:30 P.M.

BILL STULLA IS ANOTHER KNBH SHOWMAN-SALESMAN.
For details consult KNBH, Hollywood. or your nearest NBC Spot Sales O ffice.

NBC HOLLYWOOD K&r BJH Cb&lﬂﬂd |
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2. To accept the fact that whatever
“commercial” ratings the research ser-
vices come up witly the figures will be
lower than those for programs. (Inte-
grated sales talks will be less affected.)

Both of these developments will help
bring about saner media evaluation,
at least so far as comparing costs is
concerned.

153. What werve gour total bill-

ings in 19312 193522

AGENCY Si{ZE BY BILLINGS

Number
Size 1951 1952

SMALL (UNDER $2

MILLION) 42 42
MEDIUM (32 TO $15

MILLION) 14 15
LARGE (OVER 315
MILLION) 8 3
TOTAL RESPON- —_ —_
DENTS 61 *65

[OTAL BILLINGS FOR
62 RESPONDENTST $532,319,000 $£389,153,000

*One new firm in 1952. 1A proportlonate expansion of
this flgure for the total respondent sample would Indi-
cate bil'lngs tetaling almost $750 mlllion for 1951 and
more than €800 mlllion for 1952

Total agency billings for 1952 are
estimated by McCann-Erickson for
Printers’ Ink at about $2,750,000,000
(preliminary estimate). SPONSOR’s sam-
ple (8800 million) therefore covered
297 of the total billings. This ¢om-

On Or About
NOVEMBER Ist
ROCHESTER
BECOMES A
TWO TELEVISION
STATION CITY
THROUGH:

cHANNEL 1O |-

CBS

OPERATED TImE 8Y

WHEC.TV « WVET.TV

SHARE

BASIC .

AFFILIATE

FOR AVARABILITIES, ADDRESS €RVIN F LYKE Ro c H E s I E R N Y I.

CHANNEL 10 ROCKESTER &, NEW YORK

EVERETT-McKINNEY, INC. = NATIOMAL REPRESENTATIVES « THE BQLLING CQ., INC.
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pares with the advertisers” sample cov-
ering §137 million in expenditures or
5% of the total spent through agencies.

I16. What was yoar backgrouud
before you got into advertisiug?

BACKGROUNDS OF AGENCY

RESPONDENTS
Background Number® Percentt
NEWSPAPERS & MAGAZINES _ _ __ 25 32 (32}
ADVERTISING, PROMOTION & PUB-

LIC RELATIONS - 18 23 (21}
SELLING & MANAGEMENT 13 17 (36}
RADIO & TV 11 14 (...}
RESEARCH (MARKETING, CENERAL

ECONOMIC, MEDIA) SN 8 (...}
TEACHING — - & 6 (...}
STUDENTH 3 4 (nl)
MISCELLANEQUS (EXPORT IMPORT

ENGINEERING, ARCHITECTURE,

INDUSTRY, PRINTING PRODUC-

TION, ACCOUNTING, *“‘OTHER”

UNSPECIFIED 18 23 (21)

*Total (99) exceeds number of respondents (77) be-
cause of multiple answers. 1Rased on 77 respondents.
Pereent in parcntheses 1< advertisers’ response. $Entercd
present job or organizatlon directiy from school.

(Please turn to page 104)

CRITIQUE OF
SPONSOR'S SURVEY

On the basis of recommenda-
tions from our All-Media
Advisory Board and our ex-
perience to date, here is what
SPONSOR would change if it
were making the same mail
surrey today of how adrvertisers
and agencies eraluate media:

1. Cut the questions in half or
send the questionnaire out in two
sections to increase returns. Only
7.2% of the advertisers and 9.4% of
the agencies polled responded.

2. Pretest the questionnaire more
carefully and cut out some ques-
tions that later prored ambiguous
or tended to duplicate each other.

3, At least test, if not use whole-
sale, a questionnaire with no mul-
tiple choice answers. These made
it easier for sPONsOR's respondents
to answer, but also conditioned
their response. In several cases it
was obrious that the adman was
merely checkng every answer listed,
whether appropriate or not. Leav-
ing a blank to be filled might
have drawn more accurate re-
sponses, although thev probably
would hare been fewer in number.

Any further comment by admen in
general and researchers in par-
ticular on sroxsor's survey will be
appreciated as an aid in preparing
future research in this field.

SPONSOR
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The first two categories of Dback-
grounds of agency men and advertisers
show a remarkable correlation. More
agencyinen came out of radio and TV
than among the advertisers respond-
ing. This question was asked to try to
establish a correlation between a man’s
background and the media he buyvs.
But although interesting if not valua-
ble in the case of advertisers. no com-
parison is made here because the
agencyman responding was not neces-
sarily the one who helped choose me-
dia for accounts. as the table below
indicates:

TITLE OF AGENCY RESPONDENT

Status Number* Percentt

OWNER, PARTNER, SENIOR OFFI-

CER B L) 80
RESEARCH AND OR MEDIA DIREC-

TOR S .13 21
ACCOUNT EXECUTIVE L 3 3
SPACE AND TIME BUYER SUPER.

VISOR . R | 2

*Total (56} exceeds number of respondents (61) be-
cause of multiple answers. §Based on 61 respondents.

Four out of five agencymen answer-
ing SPONSOR’s questionnaire were chief
executives at their agencies, as the
above table shows. This should estab-
lish the quality of the answers despite
the limited sample. Since the total
agency response showed that account
execulives determine media selection in
82¢ of the cases and the president in
only 3% (see Question 1 on page
44) it 1s obvious that no correlation
between the man’s background and the
media he chooses can be established
from the above.

% % ki

SPONSOR’s All-Media Study
Published to date:

(Introductory article. “Why
SPONSOR spent 8 months eval-
uating media” published 6
April 1933.)

I. Why evaluate media?
(20 April 1953).

The Twin Cities take

A GIANT STEP
FORWA

THE 0. L. TAYLOR CO. -

Represented
Nationally by

ABC

Authorized 316 kw
interim 70 kw until March ’54

Established market
Class A hourly base rate
One minute spot base rate

i | : B
ﬁroN THE AIR SEPTEMB
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386,400 TV sets

$750
$150

o ® 0 00

2, Media Basics | -newspapers,
direct mail, radio, magazines

(4 May 1953).

3. Media Basics [I—TV. business
papers, outdoor, transit

(18 Aay 1953).

4, llow to choose media, part |
{1 June 1953).

3. How to choose media,

part 11 (15 June 1953).

€. What you should know about
Life's 4-media study (29 June
1953). Supplementary article on
same topic: “Is life’s media
study fair to radio and TV?” (a
debate), 13 July 1953.

7. Beware of these media research
pitfalls, part 1 (27 July 1933).
8. Deware of these media research
pitfalls, part Il (24 August 1953).
9. How 72 leading agencies evalu-
ate media (7 September 1953).
10. How 91 agencies evaluate
media (21 September 1953).

To be published:
I1. llow BBDO evaluates media.

12, How a small agency
tests media weekly.

® 0% 0 o0id

-TV

LUCKY CHANNEL

(o0 0000

SPONSOR
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P The client who bet $1
miffiun on its media test.

FL. B hy these corporations
deatt use air media.

I5. How to set up a “fool
prue " media sales test,

4. Msychological aspects
At mreidia,
17, males impuct of radio and T .

IH. New media evaluation and
reseurck derelopments.

19, srossoi’s conclusions,

FALL PROGRAMING

|Continned from page 31)

Program costs: Most ad managers
am} ageney executives look for pro-
grair costs to keep leveling off from
upw on. As advertisers find that they
haie to add more and more markets
to their station lineups. their resis-
tante to the asking prices for the top-
hracketed shows will increase. Result:
There will be fewer shows calling for
#25.000 grossz or more cach successive
vear, Onhy nationwide advertisers with
several products or the automotive
cotipanies, said a drug irm ad man-
ager. will be able to support shows
with a gross weekly cost of $20.000
when the average hookup gets to over
101 markets. And this. he added, will
be tle prevailing attitude. even if net-
work TV continues in its present posi-
tion of a tight sellers’ market. partic-
ularly in respect to CBS and NBC.

Somie agency executives and ad man-
agers had something to say about pro-
sraming profits. They had words of
renzure especially for CBS and NBC.
They appeared to be under the im-
pression that these networks were tak-
ing advantage of the time-sellout sit-
wation to extract more than a recason-
able profit on their owned-and-pro-
iluced program packages. Officials of
thu=e networks retorted that the im-
pression was very far from the facts.
The net profit. thev =aid. i= quite scant
considering the cost of developing
ideas. of maintaining plants. equip-
ment. program production and execu-
live staffs and performing talent and
writers. A member of the CBS hier-
archy remarked that he doubted wheth-
er the network could show even a
“huokkeeping profit” on itz TV pro-
graming operations,

The monopoly gripe: Talk to an
agency radio-TV department executive
abont television programing and it
won't be long before he cuts loose with

21 SEPTEMBER 1953

TV screens

make a bright picture for

your advertising over

MEMPHIS

Netional Representatives The Branham Co.

Channel 5 + Memphis

NBC Affiliate
Owned and operated by
THE COMMERCIAL APPEAL
Also affiliated with CBS, ABC and D.mont

Memphis ONLY
TV Station
WMC  WMCF  WMCT

*Based on latest
distributors’ figures
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a diatribe on the theme of network
packaging “monopoly.”  While
ducting this survey. SPONSOR encoun-
tered a number of such executives who

colr-

had gone to the trouble of compiling
data whiclh, they argued, bore out their
contention to a ““I'"—amywav with re-
gard to CBS TV. One agency execu-
tive referred to this “confirming” data
as “the cold facts of life.”

lere’s a sample of the cited data:
They show that CBS TV has Sunday,
Monday and Tuesday nights practical-
ly blocked off with its own produced
and controlled programs, eontrols two-
thirds of the programs on Wednesday
night and hall of Friday and Satur-
day nights (this between the hours of
$:00 and 11:00 EST). I all the net-
work controls 21 sponsored packages.
which adds up to 16 hours of the 22
hours of available premiun time (8:00
to 11:00 p.m. weekday and 7:00 to
11:00 p.n. Sunday ).

The complaint is less severe when
similar data regarding NBC TV is
cited. A compilation of NBC-owned-
and-controlled  programs  currently
sponsored at night shows a total of
14 packages. representing a total of
nine aud a half hours. (These pack-
ages are pretty well scattered through

n—

all nights of the week, with not enough
of them linked together any one night
to justify describing theni as a “block-
out.”

Several agencymen expressed con-
cern over the possibility that the net-
works might be inclined to use this
program production *“dominance” to
jockey advertisers with premium time
spots imto replacing an agency-pro-
duced show that wasn’t going well at
the moment with a network-controlled
program. One agency execulive as-
serted that this has happened within
recent months, once on CBS and an-
other time on NBC. (A check with the
agencies invohved in the two cases that
were cited failed to disclose any evi-
dence of pressure having been brought
to bear by the networks. The spon-
sors liked the network-controlled pack-
ages offered as replacements and ad-
vised the agencies concerned to buy
themr. )

Both CBS and \BC term the talk
about program packaging monopoliza-
tion a gross exaggeration. They say
that if there are any ambitions toward
dominance it is not in program owner-
ship but in airing programs that will
bring rating leadership. Add the net-
works, in effect: “Program packaging

/

3
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GREATER

POW

Now 125,000 warts

To Better Serve the Fabulous Puget Sound Area

Affilloted with CBS ond Du-Mont
Television Networks, Tronsmitter
strotegicolly locoted ot Tocomo,
Washington In middle Puget Sound.
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SEND FOR THE COMPLETE STORY.
nalionolly by WEED TELEVISION: represenled in Pacific
Norlhwesl by ART MOORE & SON, Seallle ond Porlland.

INT-IV....

Represenled

1s still a wide-open market. If one of
our shows fails 1o produce an ade-
quately low cost-per-1,000, the adver-
tiser can buy another package else-
where. A network may reserve the
right to protect itself against competi-
tion by maintaining the best program-

ing lineup possible, but to put outside

packages at a trading disadvantage
would be rash and destructive to the
medium.”

Status of network films: The re-
duction in the percentage of filmed
dramatic fare is something that most
agency executives say they had antici-
pated. The pendulum suddenly took
a wide swing toward Hollywood the
early part of 1952, and it was natural
that, after an accumulation of experi-
ences—some of them not so good—
there would be a swing the other way.

Here’s how a department head of
one of the top agencies put it:

“The position of network films sim-
mers down to two things. The first
has to do with the advantage of doing
a dramatic-type show live over doing
it on film. If a live show is bad one
week, you’ve got a chance to improve
on the format, the selection of scripts
and whatnot the following week. But
that same series on film may put vou
under a tremendous handicap. Be-
fore you discover that a show isn’t
really jelling there may be as many
as six already in the can. If they’re
not satisfactory all the client can do is
cancel and pay.

“The other thing is related to what
might be described as a chain reac-
tion. To state it simply. the important
advertising agencies are unhappy about
what’s heen happening in Hollywood.

“You will recall that it was just a
few years ago that the agencies dis-
covered that TV had a huge audience
circulation. Their clients wanted to
gel to this audience asz quickly as pos-
sible. The hig agency elected to fol-
low the principle of motion picture
box office. In other words. it saw TV
as something more like the motion pic:
ture business than radio. And so it
decided that the place to go for TV
fare was Hollvwood.

“These top agencies somehow got
the idea that they had bought what
constituted Hollvwood. And then came
the disillusionment. They found out
that what they had bought in the main
were a lot of out-of-work producers,
directors and writers—not the real
genius that had made Hollvwood a

SPONSOR
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“NEW HAVEN .

i

""We have as much progress

to make in the fnture as has

been made in the past.’’ This outlook
of the Plastierete Corporation ex-
presses well the optimisin felt by the
entire community of New Iaven its
industries, businesses and people. It

keeps New Haven busy and prosperous!

Do your sales reflect this

prosperity ! Better make sure they do
by pre-selling your products to the
buyers at home, throngh WXNHC. Folks
Just leave their dials set at WNHC,
the Voice of New Ilaven. Let

WXNIHC build your sales!

W'IN

AN FINM
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The humble cinder that once served only as
surfacing for driveways “‘came up in the
world” three decades ago.

3ack in 1922 Ciro Paolella and a single
helper toiled over mixing bins till they sur:
ceedid in converting cinders into building
moterial, It wons the beginning of the Plasti-
rrete (‘orporation, now one of the three larg:
est ¢inder block plants in the country.

Today over 125 employees turn out millions
of vari-colored “"Plactiercte’ building blocks
vearly,

NEW HAVEN
N @):7/(’191(/:1 /;J/
m»% Zo/e /wo(u/m/;}y deruece

Represented Nationally by
THE KATZ AGENCY
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world byword in entertainment.
“Out of what they did buy came
second-rate entertainment. On top of
this a lot of the more active producers
had lost money and had to recover this
by either raising prices or lowering
quality. Many lowered the quality.”
The attitnde of agencymen toward
the repeat factor of network films has
undergone somewhat of a change in
recent months, Most of those queried
thought original sponsor should con-
fine reruns to within year of initial
<howing because time may bring de-

terioration. * * %

ask your

ANTI-ENZYME WAR
(Continued from page 39)

ally known folk musicales as Grand
Ole Opry and National Barn Dance.
No spot TV schedules are being used
at the moment.

4. Anti Decay Drug Corp., a small
firin which has been marketing a tooth-
paste containing anti-enzyme Vitamin
K since 1949, now plans to step up its
advertising to take advantage of height-
ened public interest in the enzyme-
inhibiting products. According to its
agency, Kenneth Rader Co., Anti De-

about TIME AVAILABILITIES FOR GREATER
SALES POTENTIAL in the Multibillion-Dollar
Denver area Market through . . .

[SL

On the Air November Ist

TV -7

WITH antenna rising 2380 feet above mile-high
Denver,

There ore KATZ represen-
totives located in cities
throughout the U. S. Your
KATZ mon will be colling
on you, or will be glod to

him

have you contact
about Denver’s top
buy in TV ., .

KLZ-TV.

CBS
TELEVISION

WITH eventual full-authorized power of
316,000 watts.

WITH full schedule of CBS Television shows.

WITH top local programming . . .
bright original productions.

WITH the finest, most complete TV operation in the
Rocky Mountain area.

==

T T\ oenven

ALADDIN RADIO AND TELEVISION, INC.
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cay is considering some plans for a
spot radio and/or TV campaign in
the near future.

Other media: Anti-enzyme schedules
in newspapers, magazines, supplemernts
and comics are also at a high level,
Lambert started a heavy newspaper
schedule on 20 August, with Block
and Bristol-Myers following on 24 Au-
gust and 15 September, respectively,
Full-page and half-page ads, with plen-
tv of text and pictures, are bheing used,
generally bearing a close resemblance
to the TV selling. Again Lambert was
first in the major magazines, kicking
ofl its campaign with a Life full-pase
ad on 29 August with the two other
firms following early this month. The
full weight of the print campaigns of
L.ambert, Block and Bristol-Myers will
be felt around mid-October.

Budgets: As might be expected, bud-
gets have risen rapidly as this media
battle has progressed. Here are some
of the facts and figures concerning ad-
vertising expenditures of the tooth-
paste firms struggling for supremacy
in the anti-enzyme field:

1. Lambert: On a percentage basis.
Lambert’s budget hike is one of the
biggest. Ernest P. Zobian, advertising
manager, told SPONSOR late last month
that Lambert expected to hike its 1952
ad level (some $2,500,000) by “at
least a couple of million” in the next
vear or so. Some 607 of this is in
radio and TV.

2. Block: An executive of Cecil &
Presbrey, Block’s agency for Amm-i-
dent, stated that Block’s spending at
the end of August had been increased
to the point where the firm would al-
lot over $1,000,000 during September
and half of October—apart from regu-
lar expenditures—to promote its anti-
enzyme campaign. This spending level,
however. may drop back somewhat as
the initial splurge wears off. But
Block’s budgets for 1954 will undoubt-
edly be larger in order to keep up the
pressure in air and print media. See
*“Block Drug rediscovers radio,” 7 Sep-
tember 1953. page 34.

3. Bristol-Myers revealed no actual
figures to sPoNsOR in discussing the
monetary side of its stepped-up ad
campaigns for Ipana with the new
B-M anti-enzyme ingredient. “WD-9.”
However, one executive of the big drug
firm admitted that the Ipana ad budget
was Dbeing increased “considerably,
perhaps as much as a third more” to
stay n the race.

SPONSOR
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What happens next in the anti-eu-
zyme att battle?

As SPONSOR went to press, nobody
knew for sure.

One factor which complicates the
anti-enzyure situation is the stand of
the Awerican Dental Asociation: The
ADA, with characteristic medical can-
tion, has already gone on record as
saying that Listerive’s claiins for Anti-
zvie are “premnaturve” and that con-
siderably more testing should be done
on the whole subject of demtifrices de-
signed to ent down on mouth acids,
Spokesmen for the leading dentifrice
finns, however, feel that enough chini-
cal testing is behind themn to validate
the new crop of toothpastes.

Public  reaction in the form of
stepped-up sales for the anti-enzvine
leaders is already a proven thing. But
the reaction on the part of the drug-
buying public to the enrreut technical
cat-calling now going on between the
toothpaste leaders may be something
else again,

The arguments between the big com-
panies- part of which spill over into
advertising copv—boil down to this.

Lambert and Colgate. which subsi-
dized a good deal of the Northwestern
University research by Dr. Leonard
Fosdick that was the starting point for
much of the anti-enzvme hullaballoo,
fecl that they have the only really
genuine anti-enzywmes. Bristol-Myers,
which developed its anti-enzymes pri-
marily in its own research lahs, has
taken a few pot shots at Lambert and
Colgate, and several at Block Drug,
which it feels “hasn’t really added any-
thing new to Amm-i-dent.” '

A leading New York dentist (who
could not be quoted for professional
reasons) explained some of the mys-
teries of this industry wrangling 'in
this wav:

“In dentistry an anti-enzvme is some-
thing which reduces the amount of
acids formed on your teeth by the con-

S = -

Available Soon

The Pacific Coast’s No. 1 Market
in Effective Buying Income Per
Family. (40th in the Nation)

o
Califorwia’s Capltal AT
Television Station R

KBIC-TV

PTG R T ‘%':.;_._ -

> (%3
SACRAMENTO CH. a6

JOHN POOLE BROADCASTING COMPANY
6340 SUNSET BLVD . MOLLYWOOD, 28, CALIFOARNIA
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version of sngars awd starches  usual-
ly left-over particles of  food—into

acids by snbstances known as cuzyines.
“Actoally a glass of warm water will
do the trick  for a while, Therefore
any ordimary toothpaste will act as an
auti-enzyne tewrporarily, To make the
effect last, other ingredicuts wonkd have
to be added 1o the toothpaste.”
Since Lawmbert’s “enzyme barrier”
actually. it's three chemicals: sodinm
dehydro-acetate, sodimm lanryl sulfo-
acetate and sodium oxatate) ranked
high in the list of chemicals tested by
Northwestern, Lambert stresses this

Other
pastes, sayvs Lambert, “can protect v o
half honr after 11

point in all its advertisis

for ouhy 2

against tooth decay acids \t the
same time, Colgate’s for f
upcoming  anti-enzy l st
also based on Northweste N
plus <ome vesearch done Col
(:"l’.' ....... for *all-dan rotection
will probabh tl

as Lambert's.

Block’s attitude 15 one of oh
nnconcern toward the trade wnutte <
of Lambert and Colemte. A Ceeil &
Preshrey executive told spos<or that

it's here . .. NOW!
TV in cuarieston, w

with WKNA'TV

selling

the rich
multi-million
dollar
Charleston
market!

® CHARLESTON

The television gateway is now
open to tap this rich, well-populated industrial market that
spends over $620,000,000 annually. And your product or service
gets tremendous consumer acceptance because of double
network programming, and the fact that WKNA-TV is
Charleston’s own television station!

i :
affiliated with ABC and DUMONT Television Networks "‘ b, oA

the personality station

/
Q}’

Joe L. Smith, Jr., Incorporated » Represented nationally by WEED TELEVISION
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THE TELEVISION
PICTURE IS CLEAR
IN BALTIMORE

““More advertisers spend
more dollars on WBAL-
TV than any other Balti-
more station.”’ You ought

to find out why!

WBAL-TV

NBC AFFILIATE

Nationally Represented by
EDWARD PETRY & CO.
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Block had Dbeen adding “an anti-en-
zyme ingredient” as far back as a year
ago, but had done so quietly, waiting
antil long-range tests would show the
effects.

Block. unlike Lambert, does not
make a big fuss about how long the
effect of its ingredient lasts. In its
full-page newspaper ads, for example,
Block merely states that its action
“stavs in the mouth hours after brush-
ing.”

One thing. incidentally. which miffed
Lambert executives was this: Since the
Saturday FEvening Post and other big
cousumer articles on the anti-enzyme
subject didn’t mention specific brand
names, Block has been using these ar-
ticles to good advantage ever since.

Advertising copy urges consumers
to read the various articles, adding.
“Remember, Amme-i-dent did not spon-
sor these reports. nor the research be-
hind them: nor is Amme-i-dent named
in them.”

Lambert. which knew of the upcom-
ing articles several weeks in advance
and which built much of its introduc-
tory campaign for Antizyme around
them. wasn't at all happy when the
first Block ad appeared five days after
the first Antizvme ad, and hard-hitting
Block commercials played up the same
themes in air advertising.

“All I need now,” a New York drug
wholesaler told spoxsor. “is for a
toothpaste to come out that contains
just toothpaste.” * * *x

NATIONAL SHOE
(Continued from page 42)

Most memorable line of National’s
jingle has been the refrain—"National
Shoes ring the bell'—which has be-
come identified with the retail chain.

The typical fall 1953 jingle will in-
corporate a new subsidiary theme—*“A
honey for the money.” Originally writ-
ten by Emil Mogul’s creative director.
Myron Mahler. the jingle has heen
sung by the Four Chicks and a Chuck
since 1910, Here's how the jingle lead-
in to women's shoes copy will sound
this fall:

“Yational Shoes ring the bell

For all smart wcomen who want to
dress well

A honey for the money in styles

s0 new
A honey for the money in value.
too

Millions go to National — how
about you

Choose—National Shoes—at your
National store.”

The stress in the commercial copy
which follows is on high value for low
prices. Take for example this com-
mercial for teen-age girls’ shoes:

“It's a honey for the money! Yes,
gals. whether you choose breath-taking
black suede pumps—or lovely new
softie kid straps—whatever the style,
if it’s a National Debbie—it’s a honey
for the money. Yes. as always, Na-
tional Debbies ring the hell with the
pick of fashion—the peak of value.
Ring the bell with the most exciting
advance fall fashions . . . at the most
exciting low prices . . . only $2.99 and
83.99! For dancing—for romancing—
or for back-to-school, National’s ex-
clusive Debbies have what it takes.
You'll see stunning shell pumps that
are cut tip-toe low: new strap softies.
You'll see popular new wedge flatties
trimmed with touches of jet or braid.
Then there are National's sport Deb-
bies, too. Yes. National has them all.
And they ‘re made with the same leath-
ers, the same construction. the same
fashion-right styling as shoes costing
many dollars more! Yes, .Vational
Debbies ring the bell . . . and if it's a
National Debbie—it's a honey for the

LOOKING FOR
SPACE-TIME BUYER
STRONG IN TV

Exceptional career op-
portunity in successful
medium-sized advertising
agency. Age 27-35: at least

3 vears’ experience in TV

edge of advertising {act-find-
ing work. media data
sources, etc. Most important
is having potential for ex-
ecutive development. Start-
ing salary open depending
on past record. Send resume
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money . .. and iU's only 82,99 or $3.99,
See the phone book for vonr neare-t
National Shoe Store.”

During the past six years National
shoe annonncements have also been
heard in Italian, Spanish,  German,
{Czech and Polish,  These anuonnce-
nwnls are agency-written, and  espe-
cially tatlored to the particnlar foreign-
language group at which they're aimed,
4 few years ago, an attempt was made
to translate National's famons jingle.
However. agency tests showed that the
most  successful appeal to foreizn.
language groups is the present one: the
jingle sung in English and followed by
forcign-language copy.

National Shoes’ 1953 ad budget ix
“in the middle six fignres.” In terms
of the various media, here’s approxi-
mately how this money is being spent:
67 for radio. 23¢¢ for TV. 107¢ for
newspapers. (In New York City, Na-
tional Shoes’ newspaper advertising is
confined to The Daily News. lowever.
the chain extends to some 22 other
cities in New York., New Jersey. Con-
necticut and New England, Of these
22 cities. 13 use radio. five use news-
papers and four use a combination of
both.) But 90°¢ of National's total ad
budget is spent in the New York metro-
politan area.

Savs Louis Fried. National Shoes’
president: “Broadcasting is National's
selling ‘secret.” Thirteen years of air
campaigning has helped double the
number of our stores ( National Shoes
apened itz hundredth store in May
1953) and has quintupled our sales
volume.”

National Shoes™ sales volume breaks
down approximately as follows: 1%
from men’s shoes: 207 from chil-
dren’s: 0607 from women's; 16
from accessories. By and large radio
appeal is directed at the entire family.
in and out of home. TV is directed
primarily at the children,

National Shoes has been sponsoring
Tvme for Adventure. WNBT. New
York. Sundays 10:00-10:30 a.m. since
February 1950. This program. pro-
duced by Productions for Television.
a Mogul subsidiary. features children’s
serial films. like The Lost Jungle. as
well as a prize giveaway to members
of National's Adventure Club. Prizes
include  Schwinn  bicycles. Bulova
watches, motion picture cameras. The
winuners are selected on the air from
National's Treasure Chest as a result
of youngsters registering at the stores.
Emil Mogul uses these registrations as
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' MORE LOCAL
' ADVERTISERS

There’s a reason why WGAR enjoys
overwhelming acceptance by local
advertisers—now more than 100! The
reason—more sales per dollar spent!

PROMOTION arttracts listeners;
quality programming keeps listeners.
WGAR has both.

Typical WGAR promotionsinclude:

COLORFUL BILLBOARDS

Heralding “The Big Show Wher-
ever You Go”, they feature local
W'GAR personaliues, plus CBS
stars — help merchandise WGAR
advertisers!

MOVIE TRAILERS

Qutdoor and neighborhood
theatres are starring WGAR
personalities and shows;
boosting listening.

SPECIAL EVENTS

Fifteen hundred listeners joined
in WGAR’'s annual excursion
train to Ohio State Fair (4th
vear) and County Fair displays
and broadcasts.

WINDOW DISPLAYS

Remind Northern Ohioans of
W'GAR stars and activities —
boosting programs and adver.
tisers alike!

In Northern Ohio

GA

THE SPOT FOR SPOT RADIO

Cleveland
o 50,000 watts wite,
KA LIRS
Whitls CBS g
NIy Eastern Office: at e/

665 Fifih Ave., N.Y.C.
Represented by The Henry I, Christal Ca.
In Canada by Radia Time Sales, Ltd., Taronta

e

{

More Advertisers

Use WGAR -
LOCALLYI

)

1953 sets an all-time high for
local advertisers using WGAR!
National products, too, must
win local acceptance to win
sales. WGAR has demonstrated
its powerful local influence
through quality programming
and topnotch promotion.

More People Working

With nearly two million on
the job in the area served
by WGAR, there's a tre.
mendous market of people
willing and able to buy.

More Spending

ﬁ\
Nearly 8 billion spendable ’:’\‘ \)’ o
income; average income \ ; R
nearly double the national | tasg/ /)
average; here’s a market \
where it pays to use the }
effectiveness of WGAR! =~

More Selling Power

For results use WGAR! WGAR reaches more
listeners, more often and more effectively than
any medium in Northern Ohio! For results.
use WGAR!

In Northern Ohio

THE SPOT FOR SPOT RADIO

Cleveland
T 50,000 wotts ‘,o:c.,‘
A - S
i "':l CBS5 R
\\::-'/" Eastern Office: at

665 Fifth Ave., N.Y.C.
Represented by The Henry I. Christal Ca.
In Canada by Radia Time Sales, L(d., Taranto
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a measuring stick of the program’s au-
dience pull.

In June 1953 this kiddie show had
a Pulse average of 15.7. During the
first three months of 1953 Time for
Adventure scored ratings 26% higher
than during the same period of 1952.

The program format is desigued to
achieve a dual purpose: (1) get the
strongest store name identification pos-
sible: (2) sell specific styles of shioes
both for the children and their moth-
ers. llere’s how it works:

The program is opened with a 20-
secomd children’s film  commercial.
Starting 6 September these commer-
cials are new puppet films produced by
Global Telefilms. Inc., in Munich, Ger-
many, These puppets are three ani-
mated bells that dance and mouth the
National jingle as it is sung off camera.

At the close of this 20-second film
“Uncle Bob™ greets the studio audi-
ence:

“Hi. there, boys and girls. Welcome
to National’s Adventure Club. Let's
call the meeting to order with our club
signal!  (Kids ring the bells). Now,
tell me, who rings the bell?”

The studio audience answers: “Na-
tional Shoes ring the bell!™

Then Bob Callan introduces the prize

giveaway and the film featured for the
day. During the middle break comes
a 00-second commercial for children’s
shoes. followed by the second half of
the film. At the end of the film, Callan
conducts the giveaway, After an-
nouncing the winners of the week. he
tells the kiddie audience to call their
mothers and big sisters 1o the set. The
closing 00-second commercial is for
women’s shoes.

National first went on TV in fall
1948 with its sponsorship of a one-
hour Western on WATYV, Newark. Its
greatest problem was the production of
the commercial, since it became both
exceedingly costly and cumbersome to
have several models walking on-camera
to show ofl the shoes. Today the shoes
are usually shown in Bob Callan’s hand
or on a prop to cut cost and get a
closeup of the shoes’ details.

The Emil Mogul agency keeps close
tabs on the efliciency of its air schedule
by conducting regular media tests for
the account. Here’s the way these tests
work for National Shoes: When the
agency decides to test a particular 60-
second time slot on a certain station, a
write-in discount offer is made on the
air, 'This requires listeners to request
the discount certificate from the sta-

¥,
!

.

“"He wants WBNS but keeps getting the B.B.C.”

Car radios are important in Central Ohio. They add that
big “extra audience” to WBNS, the station that already
has more listeners than all local stations combined! \WBINS
carries all 20 top-rated programs — both day and night
. . . a perfect vehicle for your selling messages.

CBS for CENTRAL OHIO

112

ASK
JOHN BLAIR

radio

COLUMBUS, OHIO

tion by writing the name of the station
and the time at which they heard the
offer made. This discount certificate
can then be presented to any National
Shoe Store. By comparing the re-
sponse pulled by one particular an-
nouncement either with their computed
average expectancy or past perform-
ance in that time segment, Mogul
agency decides whether to keep a par-
ticular time or drop it.

That National’s air schedule has
paid off can be seen from the sales in-
creases that the chain has been chalk-
ing up during the past few years. In
1951 National scored a 159% sales in-
crease over 1950. and in 1952, the
chain topped its own goal of a $20 mil-
lion sales volume. Plans for expan-
sion still continue. “After all,” as
Louis Fried puts it, “our new ware-
house in the Bronx has a capacity of
supplying 200 retail outlets.”

The present goal of 200 stores is a
huge jump ahead of the operation’s be-
ginnings in 1924. When Louis Fried

* * * * * * * *

t¢Let’s not hesitate to losc sales, ae-

counts, billings, and profits—if we lose

them because we remain completely and

unequivocally true to what our experi-

ence and training have taught us is
right.®?

WALTER GUILD

Guild, Bascom & Bonfigli, Inc.

San Francisco

A T T, T

and his brothers-in-law, Mac Siegel
and Joseph Siegel. got together at that
time with the idea of building a chain
of shoe stores, thev originally com-

- bined selling to both retailers and con-

sumers. Known as the National Shoe
Market, the operation started with 12
outlets.  The partners renamed the
chain National Shoe Stores. Inc.. in
1929. In 1931 they stopped supply-
ing retailers and hecame consumer out-
lets only. At this time Irving Siegel
and Fred Siegel joined the organiza-
tion,

The same men are at the head of the
chain today: Louis Fried. president.
also acts as advertising manager; Mac
Siegel, secretary-treasurer in charge of
public relations. responsible for select-
ing store locations and building good-
will for National: Irving Siegel, v.p.
and woman's footwear merchandiser,
who plans and supervises buying of
women’s shoes, and Fred Siegel, v.p.
in charge of personnel, construction,

plans and sales promotion of the chain.
* K Kk
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MEN, MONEY

iContinued from page 8)

advertisers have pushed demands for
services of a Kind and variety which
the early owners of agencies would
wever have undertaken, Hois integral
to the argument that ageney “creativ-
in " suffers when sueh “hnsiness man-
agement” funetions are thrnst upon it
The height of absurdityv, think some
observers, is to have advertising men
give advice and guidanee to corpora-
tion officials on the conduet of labor

nmnion negotiations.  And =0 on.

* L 4 L 4

An advertizing agency is a conglom-
erate of talented persons whose skills
were originally in the preparation of
copy that would sell. copy that would.
in the late J. Stirling Getchell's phrase,
“leap off the page.”
was esteemed for its flair in program
showmanship.  The

Later the agency

show
leaped out of the loudspeaker and
smacked the American public in its
collective ear.

sponsor's

L 4 * *

Another point fits tn with the carp-
ers” cry that mueh more than television
Here we
juote an account executive. Said he in
private discourse with this columnist:
‘ET] o

1ere i too much

is askew at many an agency.

since
the war to stafl top agencies with
soap men.

tendency

cigarette men. apphliance
men. automobile men and whisky men
rather than with admen. Although P've
sold soup. sewing machines. chewing
gum. razors and fountain pens. l've
been typed a~ a whisky expert. I can
sell that. 100, but then I belong to the
old school of creative admen who lived
on the faith that we could use adver-
tising to sell any product that had
merit and was priced right.”

* * *

talks about
“slotting™

Fhis account evecutive
the unimaginative of man-
power. about over-rigidd barriers be-
tween product specialists. 1le also talks
against the “business-manager mental-
ity.” Too many of the postwar agency-
men “know all the dent’s of advertis-
ing. are wizards at ducking hazards hut
consistently stifle creative expression.”
e believes that agencies need some
hard-hitting copy guvs “probably with
verv: bad manners.” B
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ABC'S APPROACH
(Continued front page 33)

half Tive time and half delaved broad-
cast~. Of the 82 <tations cleared for
Halke Room for Daddy, 19 will carry
delaved broadeasts,

However, the situation is changing
rapidiv, Tt was estimated in the Jawt
Fall Facts ssue of spoxsor 113 Jnly)
that of the 28 largest single-station
markets last April, fully 23 will have
two or more stations by the Tate fall,

0. ABC i< preparing to compete
against CBS and \NBC. as well as all
the syndicators, in the film field. The
new syndication department. headed I
George Shnpert. is only two months
old. but it ix already negotiating for
two separate series of films totaling
E3L half hours and i~ looking into
other possibilities. Appointed as sales
chief i« Don Kearnv. who has an ex-
tensive  background of network and
spot sales at ABC and at the Katz
Agency. Sales offices will be <et up in
Chicago. Atlanta, Dallas. Los Angeles
and San Francisco. in addition to New
York. within the next six weeks.

10. There i~ no question but that
ABC is heconting regarded as a major
contender in the TV network sweep-
stakes. Not only is there a new air of
confrdence among ABC people. but
doors that were once closed to the web
are now open. The initial interest by
clhients in ABC after the merger solidi-
fied into  let's-get-down-to-husiness
wlen the web followed throush on its
promise to bring new talent into TV,

While \BC’s impact on broadeast-
ing may not exactly knock the medinm
on it~ ear. it will no doubt bring about
important realignments in TV, Above
all. ABC i~ providing room at night
for those sponsors who conldn’t get

CBS and NBC as well as clients
coming into TV network advertising
for the first time. Except for such ob-
vious spots a~ those opposite Vilton
Berle and | Love [ueyv. CBS and NBC
just don’t have anv room for more
spon~ors, And the importance of time
franchises causes sponsor< to think
twice before dropping a show, even if
rating= are not of the best,

The re<ultz of the new comuetition
on nighttime network TV must await
the posting of ratings. Bnt there is no
doubt that ~ome of the CB= and \BC
show~ will lo<e part of their audiences.
So far a~ the advertiser i~ concerned.
thi~ mean~ an increasing cost-per-1.000,
which is far from welcome on TV. On
the other hand. the combination of

THE HIGHEST
RATES ... but
the MOST

LOCAL SPONSORS

they know the
others didn’t buy it
for less
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Our 100,000 watts on Channel 4
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*It is the population in our coverage area

-30 Texas and N. Mex. counties with an-
nual retail sales over $553 millions. Avail-
abilities are available.

KGNC-TV

CHANNIL

REPRESENTED NATIONALLY BY THE
0. L. TAYLOR COMPANY
NBC & DuMont
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new stations and new competitive pro-
graming will compensate for this by
driving down rates in somne of the
markets.

ABC’s own point of view on the
meaning of the heightened competi-
tion is expressed by Robert E. Kintner,
president, who tokd sPoNsor:

“Who benefits from such a new
force as ABC today is providing on
TV? Well, basically the industry itself
stands to gain because 1 am certain
the two other leading networks—CBS
and NBC—will rise to the challenge.
This, in turn, means that such stimula-
tion will develop new programing
criteria. Thercfore, in the final analysis
the benefits accrue to the audience.

“This is as it should be. for an ad-
vertising medium is as strong as the
product it sells. In the case of both
radio and television the product is pro-
graming. Programs are what both
the audience and the advertisers ‘buy.’

“The circle is complete: What bene-
fits the audience and advertiser bene-
fits radio and television. Any benefit
for the industry as a whole is a gain
for ABC and the other networks indi-
vidually.”

ABC is stepping cautiously into day-
time TV during the week. It has no
sponsors, for one thing. For another.
ABC strategists want to nail down
nighttime business first and this job
is far from accomplished. A third fac-
tor is that many clients don't have the
cash to carry both night and day shows.
And fourth, some advertisers are
walching to see whether NBC’s daytime
program bid will build up the total

- davtime audicnce.

ABC is starting out with the 4:00-
5:00 p.m. slot, opposite P&G’s hour on
NBC. For the first half hour ABC has
adapted one of its radio shows, Turn
to a Friend, with Dennis James as m.c.
This will be followed by an audience
participation show with title and de-
tails to be announced later.

While most of ABC’s money and at-
tention has been poured into television,
the impact of the merger was actually
felt first in radio. Within a few weeks
after the merger was approved by the
1°CC the web unveiled the first evidence
of what it was going to do.

Taking the line that radio should do
what it can do best, A\DBC announced it
would put two-hour programs of music
and sonme news on Saturdav, Sundas
and Monday nights, Tving the two
hours together were well-known per-
sonalitiecs. There was sonestress Mar-

garet Whiting, who presided over the
Saturday evening Dancing Party from
8:00 to 10:00; actor Burgess Meredith,
on Sunday’s American Music Hall,
starting at 7:00, and opera tenor Jan
I’eerce, who was host on American
Concert Studio. Peerce actually was
on from 8:30 to 10:00 following com-
mentator Henry J. Tavlor at 8:00 and
a sports program, Field and Stream at
8:15.

Later in the spring, ABC Radio’s
programing experts came up with a
vertical block programing concept for
the other four weekday nights. Plans
called for lectures and forums on
Tuesday, romance on Wednesday,
drama on Thursday and comedy on
Friday.

This neat pattern for nighttime radio
was destined to be changed. The verti-
cal block programing has been criss-
crossed horizontally by ABC Radio’s
mosl important program development
since the merger. This development is
the use of 15-minute nighttime strips
in prime slots — the 8:00 to 9:00
period.

Henry J. Taylor, still sponsored by
General Motors (Monday, 8:00-8:15
pan.), remains on the air, but that’s
about all. Among those displaced were
some of ABC’s Pyramid shows and
Sterling Drug’s Mystery Theatre,
which now goes into the 9:30 to 10:00
p-m. slot on Wednesday.

In the 8:00-8:15 period Tuesdays
through Fridavs, ABC is now running
Three-City Byline, 15 minutes of vari-
ous kinds of chit chat featuring three
newspaper people, Sheila Graham of
the Hollywood Daily V ariety, Hy Gard-
ner of the New York Herald-Tribune
and Irv Kupcinet of the Chicago Sun-
Times.

The 8:15 to 8:30 strip is filled by
bandleader Sammy Kaye, who has al-
ready been sold to Burlington Mills
(Cameo nylons) Tuesday through Fri-
day.

The 8:00 to 8:30 p.m. half hour
started in the summer and will be fol-
lowed shortly by what is the most revo-
lutionary aspect of the new strip line-
up — serialized drama. These new
shows have been called nighttime soap
operas, hut ABC doesn't feel the char-
acterization is quite accurate.

The two drama strips are Hollywood
Romance, the story of a young actor,
and Wike Molloy. a private eye show
which began as a half-hour summer
replacement. Ray 1)iaz. national direc-
tor of programing for ABC Radio, told
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sroNsoR that the nightime serials will
be paced much faster than the wverage
daytime opus and will contain com-
plete stories with five episodes. For
those who tnne in late m the week atier
the story starts, there will be suflicient
explanation to cnable the listener to
follow the story. llowever, ABC hopes
to create an andience that will listen
every night, too, so that advertisers
will not only get a large cumulative
audience but a large number of adver-
tising inpressions per home.

Despite this across-the-board pro-
gram band in the middle of the eve-
ning, elements of the block program.
ing remain. Sterling Drug’s Mystery
Theatre, mentioned previously, will go
back-to-back with a Philco sponsored
dramatic half hour starting at 9:00.
Both Philco and Sterling Drug repre-
sent recent sales, Fridav night will
continue with O:zzie & [larriet and
Meet Corhss cArcher, which, like the
two drama shows, will run from 9:00
to 10:00.

Other shows in the hour period
starting at 9:00 are Celebrity Table on
Monday and a George Jessel variety
show on Thursday. Both will take up
a full hour. Celebrity Table will fea-
ture personality and music originations
from well-known restaurants in Holly-
wood, New York, Chicago and Miami.
ABC points out that while this tech-
mque has been used often in local
radio, it is new to the radio networks.

So far as davtime radio goes. there
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] Reasons Why

The foremost national and local ad-
vertisers use WEVD year after
year to reach the vast

Jewish Market
of Metropolitan New York
l. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4. Potential buying power
Send for a copy of
“WHD'S WHO ON WEVD"
HENRY GREENFIELD

WEVD 117-119 West 46th  St.
New York 19
Managing Director
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will not be much chance. The nrost
important des clopment has to do with
ABC’s efforts to find a wav of com-
peting with Godfrey on CBS. L
Lile a Millionaire has been ditelied
the FE:00 to FE:30 aum, period and two
I5-minute sliows substituted for it The
first, Modern Romance, las already
been partialh  sold, Fx-lax  having
bought Mondays, Wednesdays and Fri
days. Followine Modern Romance is
an audience participation show, Pagin,
the Indge. with actor Robert Paige as
m.c.

While the I5-minute strips at night
pretty much spell the death knell, for
the present at least, of ABC’s Pyramid
Plan. under which one or more an-
nouncements were sold in five shows
there has heen some talk of selling the
nighttime strips via a special sales plan,
That is, an advertiser might be offered
a special incentive to buy these 13-
minute segments in various combina-
lions.

ABC, of course, would prefer to sell
the strips across-the-hoard and the
radio sales people report they still have
hopes of doing so. Moreover. since
last year the regular ABC Radio rate
card has provided an incentive to huy
quarter hours. It offers a contignon=
rate for buys totaling 60 minutes. That
is. a client will pay the hour rate if
he buyvs four separate quarter hours
at night.

Here's what a contiguous rate means
in terms of money:

Time costs for a single quarter hour
on the full ABC Radio network come to
85.150 gross. Time costs for a full
hour. or four quarter hours, come to
S11,377 gross. That means each quar-
ter hour in a package of four comes to
only $2.84! gross.

ABC Radio is also mulling over a
sales plan for the afternoon, but the
sales people haven't settled on a formn-
ula vet. Presumably this sales plan
would apply to the new Jack’s Place,
a program which will run weekdass
from 2:35 to 4:00 p.m. and will con-
sist of 15-minute segments, with each
sezment being self-contained and offer-
ing something a little different. This
offers flexibility not only to advertisers
but to the ABC stations. which can
come in and go out of the show when
they want. Jack's Place will be Martin
Block’s place come January 1951
when the well-known WNEW. New
York. disk jockev. now under long-
term contract to ABC. begins his work
under the ABC banner,

WANT T0 SELL

CANADA?

One radio station

covers 40% of

Canada’s retail

50,000 WATTS, 1010 K.C.

i CFRB covers over 1/5 the homes in

' Canada, covers the market area that
accounls for 40% of the retail sales. ‘
That makes CFRB your No. 1 buy in
Canaoda’s No. 1 market.

United States: Adom J. Young Jr,, Incorporated
Conodo: All-Conodoc Rodio Focitities, Limited

_ sales
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WMBG-»
WCOD
WTVR

First Stations of Virginia

WTVR
WMBG The Bolling Co.

Blair TV Inec.
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CLEVELAND'’S

CHIEF STATION

5,000 WATTS—850 K.C.
BASIC ABC NETWORK

REPRESENTED
BY
H - R REPRESENTATIVES
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CLEVELAND'S Chief STATION

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leauer since 1943.

WHEC

ROCHESTER, N.Y.
5,000 WATTS

Reprosontolives . . .

Tl XXX XEREEEERR R AR AR R AR NN N

s
15

EVERETT-MeMINNEY, Inc, Mew Tork, Chicage
LEE F, D'COMNELL €O .. Loy Angelei, San Franciice
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There will be more work done on
ABC Radio’s program lineup, accord-
ing to word from the network. There
may well have to be. Not only does

~network radio itself face a fierce strug-

gle but ABC Radio itself faces deter-
mined efforts by its competitors to

~come up with the right forinula for

network radio in the TV era. NBC
Radio’s recent highly promotional
plans for revamping its nighttime and
weekend program schedule reflect the
feeling in many quarters that halfway
meaxures to keep network radio solvent
won't do the trick. NBC is backing up
this contention with $5 million. is put-
ting heavy emphasis on the Sunday
lineup and has a number of tandem-
type sales plans up its sleeves to sell
the new shows.

NBC's plans. which received the at-
tention of its afliliates last week. call
for the mass preiniere of 28 shows dur-
ing the week of 4 October. They in-
clude Fibber McGee & Molly strip. a
new Gertrude Berg situation comedy.
another situation comedy which may
be played by Frank Sinatra. quiz and
sports shows. pickups from afhiliates.
programs with collegiate appeal and
others. Big name story material is
an important aspect of the new NBC
schedule. too. Among them: Somerset
Maugham. Christopher Morlev. A. J.
Cronin. Sinclair Lewis, James Thurber,
Robert Nathan. Alec Waugh and Philip
Barry.

In coming up with ideas to compete
—in TV as well as radio—ABC de-
pends on informal weekly meetings of
its program boards. The radio pro-
gram board is headed by Diaz. Its
composition is not fixed. but those com-
monly taking part in discussions are
Buzz Blair, eastern program manager,
who also acts as spokesman for his op-
posite numbers in the central and west-

~ern divisions: William Hamilton. who

represents  the production point of
view: Thomas Velotta, vice president
in charge of news and special events
for ABC Radio: Mvrtle Tower. who is
WABCs new program manager: Ruth
irexler, who represents the public af-
fairs viewpoint: Frank Vagnoni for
mnsic and Jack Mitehell. seript man.
ager,

The T\ hoard includesx
Weitman. vice president in charge of
talent and programing. the kev man
in the program picture and one of the
four UI'T executives bronght into the
\BC operation: Charles Under-
national T\

program

new

hilk. program director:

Charles Mortimer, who represents prao-
gram sales: Harry Morgan, who heads
operations; Leslie Arries, director of
gports, John Daly, vice president in
charge of TV news, special features and
public affairs; Robert Lewine, eastern
programn director; James Stabile, ad-
ministrative manager of TV program-
ing and others as they are required or
if they are particularly interested in
the problems under discussion.

ldeas funneled through the two pro-
gram hoards go up to the executive
program board, which also meets once
a week and has a formal agenda. Both
Underhill and Diaz present recommen-
dations and auditions at these meet-
ings, Listening and deciding are the
“Three Bobs” who are responsible for
the destinies of ABC: Kintner, ABC
president. former newspaperman and
super-salesman: O'Brien, executive
vice president, top administrator and
one of those brought over from UPT,
and Weitman, who is in on the origina-
tion of program ideas as well as their
approval. Others on the executive pro-
gram board are Alexander Stronach
Jr.. vice president for the TV network;
Charles Ayers. vice president of the
1adio network: Daly. and Shupert,
vice president for ABC syndication.

The final decisions. of course, lie in
the hands of the radio and TV audi-
ence. What these decisions will be.
nobody pretends to know. ABC feels
it has done what it can, and there is
a widespread feeling in broadcasting
circles that ABC has displayed a com-
petence and professionalism that
augurs well for the future.

No one. least of all those at ABC,
underestimates the toughness of the
struggle that lies ahead. There are
other factors besides programing that
determine whether a network will make
money and be successful. A good part
of it is selling. Selling programs to
sponsors. selling affiliation agreements.
selling station clearances in markets
with less than three or four TV sta-
tions, selling ABC to the public.

There has never been a time when
three broadeasting networks competed
on equal or near-equal status, ABC’s
future mav well prove whether that

<ituation can ever come about, * * %

TV COSTS GOT YOU DOWN?
The Sportsman’s Club

52 popular, well rated, 15 minute hunting, fish-
ing and outdoor shows featuring Dave Newell
and panel of experts. Write for audition prints.
SYNDICATED FiLMS
1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Po.
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iContinued from page 15)

Politz survey that finally all the hnb-
bub rmnits
During this time the broadeast medinm
has felt itself short-changed, cries of
“wnfair” have been eclhiord in most of
the trade papers, and in the eyes of
wany  wiedia people the survey  was
claimed to be filled with only  half
truths.

Now that the subject nutter has
been cussed and discussed fronr nearly
all angles and seems to be dying down,
perhaps it would be time for spovsar
to again review the findings and give
a final summary of all the facts and
figures.

In my opinion Life has done a great
service to the advertising industry, |
think Politz should receive a gold
medal. and we should all in the broad-

secms o hil\'(‘ CONrse,

casting industry bow low in deep ap-
preciation to Life for underwriting the
survey. After all. if one radio program

or one TV show «osting a million
or ntore ammually. can reach almost as
many people as the entire 175 pages
of Life, including ads. editorial mat-
ter and what not. what more can we
ask for? Compare. if vou will. the
cost of one radio show. once a week.
with the cost of all the pages of Life,
and it would scem that Life has given
us the greatest source of competitive
rescarch information we could
ask for.

Again. | sayv thanks to Life for show-
mg what wonderful media radio and
television are for the advertiser. We
hope they will keep up their good
work.

cver

NavE WiTtHnerp oy REQUEST
Station Representative

Dallas. Tex.

®  SPONSOR has already publlihed two article-
an the “LIfe™ study., Sce “What sponsors should
kitnw aliout "Lile's' new four-media «tndy " 29
June 1933, pagze 27, and “1s 'Life's” media study
falr to radio and TV 13 July 1933, pagzc 36,

NIGHTTIME FALLACIES

I was so impressed with the article.
©12 fallacies about nighttime radio”
[10 August 19533, page 30]. that } am
ashing your permission to have the
article copied and mimeographed for
distribution. Would vou be so kind as
to grant this request?

Jack WeLpoy
Station Manager

WAIR AM&EFM, Winston-Salem

® In response to many requests, 12 fallaeies
about nighttime radio™ is available in reprint

form. Quantity prices on rejquest,

21 SEPTEMBER 1953

ROUND-UP

(Continned from page 67)

ntes after we had given these warniugs
to the stations, ntost people in the af-
fected had
One resident told us that he found only
one fuaniily that had not received the
Withont the co-
operation of the radio stations, these
warnings would not have been recenved
i time livestock property
losses would have rcached an almost

dareas l'(‘('(.‘i\('(l llll‘ e w s,

warnings by radio.

and and

incredible frgnre.”
»* »*

The National Association of Radio
Farm Directors has set up a program
to aid management of broadcasting sta-
tions in reaching trained personnel who
uwiderstand the farmers” problems and
can produce radio farm shows that
will appeal to both the farmers and
sponsors. A Professional Gnidance
Conmittee currently has applications
from likelv candidates and offers to
pass the information along to interested

stationn managers.
» * »

To insurc that agencies and adver-
tisers comply with FCC regulations.
WAAM. Baltimore, mailed itz clients a
set of examples of visual station identi-
fications for easel cards. telops. slides.

10ll drums, and zoom cards,
» »

Larry Walker. v.p. of the Jeflerson
Siandard Broadcasting Co. made three
high school students happy recenth by
announcing that they had won scholar-
ships to a special radio
course given by the [niversity of North
Carolina.  Winners were selected from
a large group of eutries sent in by high
school students and recent graduates
who live within the WBT area.

* * *

two-week

By the time you read this issuc Kling
Studios should have its cameras rolling
all over the 85.000 square feet of floor
space it now occupies in Chicago. The
recent acquisition of additional proper-
tv. according to V.P. Fred A. Niles.
“will give Kling in Chicago the largest.
most complete motion picture and TV
film facilities between New York and

Hollywood.”
* » »

Heightened interest in radio is noted
by New York's WQXR. With business
up 1077 for the first hal of 1953. the
station’s Sales V.P. Norman S, McGee
noted that fewer advertisers took a
summer hiatus and sponsors contract-

ed for fall air time much earhier than
u-ual. * k ok
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KWJJ SPOTS
are “Point of Sale”

Advertising

KW ]JJ)’s "On the Spot” Blanket
Coverage - plan gives you 175
spot announcements during a 4
week period—PLUS nine solid
hours of Remote Broadcasting
from the dealers own place of
business.

ALL FOR §700.00
Support

distributors
with this hard hitting J—
economical spot pack- %‘4\
age. = Y
™

‘KW

1011 S.W. dth Ave.

PORTLAND 5,
OREGON ..

3 X
\“,_¢_-‘ - %q i B.e‘;
W

Natl Reps.: BURN-SMITH CO.

your local
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NOW! GOOD TV

MOBILE, ALA!

WKAB-TV

CHANNEL 48

CBS - DUMONT
NETWORKS

“20,000 television sets al-
ready in Mobile — and

they're still coming fast!”

Also, remember . ..

WHKAB-«m

the High-Daytime
Hooper Bargain!

COMPANY

Offices in: Ncw York e Chicago s Atlanta
Los Angeles ¢  San Francisco
SOUTHERN REPS.:

Dora-Clayton Agency, Atlanta
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L. T. Steele, a v.p. of Benton & Bowles, has
been stepped up to the new post of executive
head of all television and radio activities of the
agency. At the same time it was announced

that Tom McDermott had been named v.p. in
charge of television-radio programing and produc-
tion. The new administrative lineup is a result of
increased air activity at the agency with Benton

& Bowles now claiming a place among the top three
in TV billings. Ted Steele has been with the
agency for 16 years, has been a v.p. since 1946.

Benjamin Abrams, president, Emerson
Radio and Phonograph Corp., manages to make the
headlines regularly. In recent weeks he did it
twice: (1) a pledge to the FCC that Emerson
would produce color TV receivers at prices approxi-
mately 259 above present day black-and-white
receivers within 18 months after FCC approval of
standards; (2) introduction of ¢ one-pound portable
radio which immediately started selling at a rate
of 1,000 sets per day. “Five years from now, a
Dick Tracy wrist radio,” promises Abrams.

George Wolf, former director of radio

and television production of Foote, Cone &
Belding, joined Geyer Advertising, Inc. as

director of radio and TV department. While at
FC&B, he was overseer of productions for which
the billings ran $18-20 million. Right now

he's busily planning a big air campaign for
Nash-Kelvinator. Prior to his seven years at
FC&B, Wolf served with the National Broadcast-
ing Co. as a contact executive, and also wrote
and produced an NBC institutional radio program.

Burton Lambert, account executive, WNEW,
N.Y., moved up to become assistant to Ira
lferbert, v.p. in charge of sales. Lambert

has been in the radio field since 1935, started
selling for WNEW 13 years ago. lle is credited
with pioneering the use of saturation campaigns
by hard goods dealers. Ile has also been note-
worthy for his ability to bring adrertisers into
broadcasting who had heretofore stuck to other
media. Most recent example: a heavy summer
campaign for General Motors Acceptance Corp.

SPONSOR
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NO OTHER
RADIO STATION
REACHES AS MANY
KLAHOMA HOMES
AS WKY'!

"
S
s
— —— S— — — — — o T DAY”MEﬂ' hL.T_M_
| NUMBER COUNTIES | 68 59 |
i i ' |
: Jk L g 1 | J\
- | NCS CIRCULATION (HOMES) 1952 | I | :r/
Vo | 4 week cumutamive l 366,550 | 326,150 | W
' I WEEKLY | 340,060 | 231,2so|
Y‘ |  AVERAGE DAY l 280,560 { 212,450 l Aannnn
™3 T | =4
Cl & 5RADIO HOMES, 1952 | 503,090 | 472,300 | ‘
]
1 i |
‘3, IPOPULATION, 1953 _1 1,713,600 | 1,610,500 | g

(Based on 1952 Nielsen Report and 1953 Soles Manogement figures
lor 58 Oklghoma Counties ond 10 Konsos Countiest

NO OTHER RADIO STATION REACHES AS MUCH OKLAHOMA BUYING POWER AS...

Radio oklahoma City, Okla.

930 KC 5000W NBC Owned and operated by The Otlahoma Publishing Company: The
Daily Oklahoman — Oklahomo City Times — The Farmer-Slockman —
WKY-TY . ., Represented by KATZ AGENCY
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When will color TV be commercial?

September 1953 will undoubtedly
be remembered in broadcasting as the
month color TV “arrived.”™ For by the
end of this month botlh \BC and CB>
will have begun to broadcast experi-
mental programs in color. if, asx ex-
pected, FCC permission is granted.

But harried anxious 1o
take advamtage of the benefits of color
plus sound. xight and demonstrability.
will be asking three important ques-
tions onee commercial color is ap-
proved byv the FCC:

1. When will there be enough color
set< to make it profitable to switeh
programs and commercials to color?

Answer from one expert. Dr. W. R.
G. Baker. president of the National
Television  Svstem Committee  and
GE v.p.: Mass color for the public on

sponsors.

Applause

a national scale won't eome about for
three or four years.

2. Will stations be able 10 afford
the new equipment necessary?

Answer from industry experts: It
will be hard for the hig stations and
formidably difficult for the small ones.

3. How mucl more expensive will
color be than black-and-white to the
sponsor?

Answer: Nobody knows for sure,
but it will cost more. And until there
are enough sets to justify the cost,
sponsors may well hold back.

As for what you can do now, donl
fail to read sPONSOR’s provocative. tip-
filled article on color TV. page 40.

* & *

Don’t overlook nighttime radio

On two of New York’s more famous
streets—Wall and Madison—those who
get ahead are the ones who know when
to huck the trend.

There’s no doubt the trend is back
toward nighttime radio, but vou'll still
hear many an adman declare: “No-
bodyv listens at night.”

End of the war boom and the shift
to a buver’s rather than a seller’'s mar-
ket mean sponsors will have to make
every advertising dollar count. That’s
why the arguments put forward for
after-dark radio by one media director
to a client make such iteresting read-
ing at this time. (See article page 341.)

In brief. he recommended a switch
from morning to nighttime radio in
22 TV markets for five basic rea=on::

Tribute to free enterprise

The Advertising Council’s eleventh
annual report. just out. is a magnifi-
cent studv of private American enter-
prise in aetion. Signed by Howard J.
Morgens. Council board chairman and
P&G v.p. in charge of advertising. it
tells of 19 major and 17 other public
programs it conducted the past vear.

The 19 big drives were: Register
and Vote. National Blood Program.
the American Feonomic Svstem. Bet-
ter Schools. CARE. Civil  Defense.
Community Chest<, Cru-ade for Free-
dom. ngineer< Wanted. Forest Fire
Prevention. Ground Observer Corps.
Home Fire Prevention, Red Cross, Re-
ieion i A . Ve .

dents. Student Nur~e Recruitment. 1N

120

Dav. U3,

in the Service.

Savings Bonds and Women

Nineteen separate advertising agen-
cies planned the campaigns without
making a nickel on them. Nineteen
advertisers served without pav as co-
ordinators. Every major medium con-
tributed time and <pace. Of radio the
report savs:

“Regular radio support was given
to 16 top-priority campaigns and 39
others in 1952. Cireulation through
sponsored  network programs  alone
taccording 1o \. C. Nielsen Co.1: 3
billion home impressions. Radio sta-
tions” coverage given the Register &
Vote campaign. <pearheaded by the
National \ssociation of Radio N Tele-
viston  Broadcasters.

~urpassed any

t1} nrore homes reached; (2) muare
men reached: (3) more men available;
(1) lower cost-per-1.000; (5) greater
weekly turnover of male audience.
Of course the product made night-
time a good buy in this case. But (oo
often a sponsor vetoes evening radic
shmply because ratings are down com-
pared with what they used to Le—
before TV. Overlooked completely in
such cases is the fact that he can still
reach vast audiences atl low cost (with
many more homes than in vears gone
byv)—which is. after all. what he wants.

* * *

Program data for sponsors

Want to know what a show costs?
Who’s sponsoring #t? The agency?
How wmany stations? The time, net-
work and point of origin?

Then clip and tack SPONSOR’s twin
six-page Comparagraphs of Radio ani
TV Network Programs on your bul-
letin hoard for easy reference. The
TV Comparagraph. completely revised
with new 1953-°54 costs, sponsors and
other data. appears on page 91 of this
issue. The newly revised Radio Com-
paragraph was published last issue (7
September 19531, Both alternate from
issue to issue throughout the vear with
fresh revisions as needed.

If vou need an extra copv. or vour
librarian won't let yvou clip these valu-
able miniature encvclopedias of pro-
gram data from SPOXSOR. then write
or phone and we’ll be glad to send vou
an extra Comparagraph.

public service drive in history of the
industry.”

And of TV: ~Television’s public
service support jumped more than
100“¢ over the previous year. Cover-
age was stepped up phenomenally by
advertisers, advertising agencies. net-
works and stations. Circulation given
to 17 major campaigns and 10 others
through sponsored network shows: 2
billion home impressions. Filmed TV
programs began to help—with prom-
ise of even greater expansion of regu-
larly scheduled TV support.”

No wonder President Eisenhower,
in a letter to Council President Theo-
dore 3. Repplier. calls the Couneil ““one
of the most iinportant agencies in the
country.” SPONSOR joins in this tribute.

SPONSOR




In the Heurt of America’ if it's LOOK
or LISTEN-RADIO or TELEVISION -
ADVERTISING OR SELLING....
The SERVICE is COMPLETE with

-
KM.c KFRM and Channel

Ml

| BASIC AFFILIATE CBS TELEVISION NETWORK ... SHARING TIME WITH WHB-TV
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