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Bristol-Myers' BUFFERIN is a fribufe Ej
job. Bufferin combines aspirin with fwogg V-ED

gredients which all work together to rerDve ain twice

+1BC53

as fast as aspirin, but without the upse

aspirin often causes.

NBC GENERAL LIBHART

Programming the best ingredients of fine entertainme
and public service also takes skill. The application

of this skill by Havens and Martin, Inc., Stations

has built large and loyal audiences for WMBG, WCOD
and WTVR in the rich areas around Richmond. Join the

other advertisers using the First Stations of Virginia.

/(' HMONBZIA~

HAVENS & MARTIN mc.

Ve . WMBG -+ WCOD WTVR ™
3 m‘f!% o

 ielcvision Station

Hovens & Martin Inc. Stotions are the only

i complete broadcosting institution in Richmond.
RI STATIONS OF VIRGINIA .
¢ Pioneer NBC outlets far Virginia’s first market.
WTVR represented nationally by Blair TV, [nc.

WMBG represented nationolly by The Bolling Co.




BALTIMORE

the city of
“ground rents’...

In Baltimore you can buy a home without buying
the land it’s built on  just by paying an annual rent
on the ground. That makes Baltimore different—
and it’s different as a market too!

A HIGHLY COMPACT MARKET!

Baltimore is the most concentrated market in
America. More than 14 million people packed right
in the city limits and a tiny surrounding area
the densely populated parts of a few counties.
W-I-T-H covers the whole area at a fraction of the
cost of powerful, expensive network stations, whose

TOM TINSLEY, PRESIDENT °

own affiliates overlap their coverage areas.

NIELSEN SHOWS W-I-T-H IN LEAD!

In the home city and county, W-I-T-H leads every
other radio and television station in Baltimore in
N.C.S. weekly daytime circulation! That means you
get far more listeners-per-dollar from W-I-T-H than
from any other station in town-—regardless of power
or network affiliation.

A call to your Forjoe man will bring you the
whole W-I-T-H story.

S

REPRESENTED BY FORJOE & CO.

¥~
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Air media help in
N.Y. paper strike

Advertisers flock
to air in N.Y.

media’s speed

Tv draws record
crowd to Macy’s

Paschall has new
slogan for radio

6 of 10 say too
much sell in tv
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Look for ANPA to make capital out of slightly lower department store
sales in New York during newspaper strike. Actually sales lower this

year than last_anyway. Secondly, department stores, all other retail-
ers been spending guesstimated 310,000 daily on New York's 7 daily
papers. During first week of strike they spent only 310,000 daily on
20 radio, tv stations—or 80% less. Many cases they wanted to spend
more but some stations were sold out even before strike began.

—~SR—

Some novel aspects of newspaper strike: General Electric placed "help-
wanted" ads on air. Swank Van Cleef & Arpels, Fifth Ave. jeweler,
bought announcements. Big theatre chains—Loew's especially—and

many individual houses aired new or current shows. Rogers & Hammer-
stein bought time on several stations for "South Pacific," "Me and
Juliet," "King and I." First musical to be reviewed on air minutes
after opening night curtain was_"Kismet." Leon Pearson did critique
over WNBC, WNBT. All stations sStepped up news programs.

—SR—

Quick deals in N.Y. strike: WCBS' Henry Untermeyer, John Willim called
on Saks Fifth Avenue's Colleen Utter 10:20 a.m., closed deal, heard
WCBS air Saks commercial 45 minutes later. Gimbel's was called 11
a,m,, first commercial went on 12:15 p.m. Peck & Peck signed for
12:00-12:15 p.m. slot on WNBT first day of strike (Sunday), prepared
commercials with live models in 12'% minutes. Right after show Peck &
Peck signed for 3:00-3:30 p.m. period same day. Macy's meantime
placed standing order with WOR for all available time.

—SR—

Pat Meikle announced 3 times during week on her WABD(TV) "Magic Cot~
tage" show she would demonstrate new Mongol Paint with Pencils kits in
Macy's, New York, 2 p.m. following Saturday. Record 5,000 children,
parents showed up. "Sponsor: Eberhardt Faber Pencil. Hicks & Greist
is agency. Firm bought more announcements for holiday season.

—SR—

Because broadcasters deal primarily in audio and Americans are taught
"sound purchase is good investment," Benton Paschall, general manager
of WNOE, New Orleans, suggests this slogan for radio industry: "Radio
——-America's sound buy-word." ‘

—SR—

Is tv over-commercialized? SPONSOX polled 450 sponsors, agency execs,
broadcasters. Answers: Yes—59.5%, No—=28.2%, Maybe—12.3%. For

what should be done, details of th2 NARTB's Tv Code and accomplish-
ments of Tv Code Board to date, se:> article page 27.
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REPORT TO SPONSORS for 14 December 1953

I
l Spot radio users Big spot radio users have various tricks up sleeve to make medium
| tell why and how more effective. Among these: "Life," Pall Mall, Esso, Mennen, Shell
I Chemical, American Airlines. See article, page 30.
—SR—
I Tv tape to slash RCA's historical tv color tape demonstration in Princeton 1 December
| video, movie cost gave sponsors some cost figures to chew on. Dr. E. W. Engstrom, RCA
I Labs v.p., estimated magnetic recording in color—with re~use of tape
—will cost 5-10% of color kine. Black-and-white tape recording will
I be 10-20% of b&w kine. Those attending demonstration left convinced
| video tape will revolutionize both tv and movie production. RCA's
commercial production goal: 1955. For background, see "The video
I tape recorder: what it means to sponsors,"” SPONSOR, 30 Nov. 1953.
! —SR-
| Annual radio William B. Ryan, recently resigned BAB president, feels BAB should
study Ryan goal annually undertake type of sStudy recently pioneered by Henry I.
I Christal stations (see Christal study article page 36). Ryan has 1long
| been advocate of such gualitative research. In March 1951 his first
I official act as BAB president was to propose study of type eventually
carried out by Christal stations. Ryan has asked to be relieved of
I responsibilities as BAB president. Kevin B. Sweeney, BAB v.p. since
| 1951, takes over as executive v.p. 1 January.
|
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—SR—
New low-cost film "The Greatest Drama," novel 15-minute newsreel film biogs of famous
biog series out Americans, now available to sponsors in 170 tv markets. Prices run
60% of %-hour Class A rate. Some samples, all commissionable, with
time costs extra: Chicago, $360; Louisville, $130; Omaha, $150; Port-
land, Me., $60. General Tire & Rubber dealers took show in 40 mar-
kets under 50-50 co-op plan. Movietone News, General Telecasting
producing series, 20th Century Fox Film handling syndication.
—SR—
Article on rating Details of SPONSOR's survey of 2,000 agencies, advertisers on what
services held up they think of rating services, plus fact sheet covering basic data on
each of 6 major services, plus SPONSOR's Ideal Rating Service and how
each firm stacks up will be published next issue. Article, scheduled
this issue, was held up because of vast research involved.
—SR- ]
Critique of Mogul Emil Mogul Co. boosted Rayco car seat cover sales 36% in 18 months 1
weekly media test using unique weekly media testing system. SPONSOR carried story 19

October as part of All-Media Evaluation Study. Its All-Media Advisory ]
Board raised three basic questions about system which SPONSOR got |

Emil Mogul's Research and Media Director Joel L. Martin to answer.
For critique, see page 86.

New national spot radio and tv business l
SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration I
T. Babbitt Co, NY  Clim dctergent Harry B. Cohen, NY 200 radio and tv mkts tR;io-tv: annct campaign; mid-Jan; 13 .
veton Paper Co, Vanity Fair paper prods, Paris and Pcart, NY NY, Columb inci Yk‘ i f i H ‘|
Croveton, NH Blui.Ribbon paper S'yracouls‘:.‘ I‘Bsu'ﬂla)laoymn' cinel T'i;'&'k‘s 20-sec Hilm anncts; mid-Jan;
napkins
| Pc(t:%rn:aul. Naugatuck, Mounds, Almond Joy Da;cer-lﬁtzsc;rald- 65 top tv mkts Tv: ID's, chainbreaks, 60-sec anncts |
) ample, . H '
Lydia € Pinkham Med C_Iass ool BUMI S RICRS
| S -:mlc oot Mcass All prods Harry B. Cohen, NY 200 radio stns Radio: 60-scc anncts; 4 Jan; 24 wks Jk
tokely-Van Camp, Van Camp's food d i i i i ‘
I Indiononalis Ty p's tood prods Caél;l:\lzcﬁ a:édlic:t'on 8 scattered radio mkts Radio: 15-min partic: Jan; 26 wks ]
G Smith, NY
- — = [
SPONSOR




fhis is.coverage

We opened, from the Empire State Building,
with a 16, hour telethon for The Lighthouse.

$115,000 in pledges from 19,500

verified phone calls.

The accountants, at press time, were still
adding and the calculators still clacking; AND
$97,000 was already in the bank.

And those 19,500 phone calls came from
Ronkonkomo and Rumson, from Summit and
Sea Gate, from Kingston and Kings Highway,
from Montclair and Mt. Vernon, and from
thousands of other homes within this great
Metropolitan Market.

this Is coverage

new york

BArclay 7-3260

new jersey

Mltchell 2-6400

NATIONAL REPRESENTATIVES
WEED & CO.

JRS—
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ARTICLES

Is v over-conumercialized?

SPONSOR survey of agency executives, advertisers and station managers (not
including laymen!) reveals 59.5% think tv is over-commercialized. Most com-
monly cited objection is double- and triple-spotting of commercials

How six major spot ¢lients use radio

Radio and tv spot expenditures have been climbing steadily as advertisers learn
about varied ways to use spot. Here, in the first of two articles, are six spot
radio case histories illustrating various approaches

What timebuyers want for Christmas

Gift certificates, luxury items, liquor, fancy cheese or foodstuff packages rank
high as desired Xmas gifts in informal SPONSOR po!l among timebuyers
Who listens . . . where .. . how . . . why

Henry |. Christal Co., station rep, publishes recent Politz qualitative radio study
in book form. It brings to light important facts on where and why people
listen, what radio means to them

Are you getting most out of stock tv filin supply?

Some 157 million feet of stock tv film are available to give a film commercial
or live tv show new dimensions at low cost. Here's a report on where stock film
for tv is available, what it costs and how it can be used

How Brown Shoe gets (v show on 203 am stations

St. Louis shoe manufacturer has radio program for nominal cost by providing
dealers with taped recordings, getting them to pay time charges

Modern art comes (o commercials

Novel Earle Ludgin tv film commercial for regional coffee firm uses abstract
art coordinated with well-timed music and narration. New approach hailed as
different, refreshing, has caught attention of Midwest admen

New SPONSOR Program Guide to aid timebuyers

How do all the stations in a market compare in programing emphasis? Which
U.S. stations schedule feature film or foreign-language programing? SPONSOR'’s
unique directory will answer questions like these, be valuable tool for timebuyers

COMING

What's wrong with the rating systems?

The good and bad aspects of air and print measurement services are pointed
up in this part (No. 14) of SPONSOR's All-Media Evaluation Study. Originally
scheduled for 14 December issue, will run 28 December instead

How sixv major spot clients ase tr

The second part of SPONSOR's analysis of how a dozen big spot advertisers
use broadcast media, points up the tv spot approach of six varied clients
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There’s no doubt about the Number One
station in the important Louisiana-Arkansas-Texas
area. [t's KWKH, by a tremendous margin!

KWKH delivers 22.3% more Average Daily
Listeners than Shreveport’s four other stations
combined —actually delivers 89.4% more
listeners-per-dollar than the next-best station!

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

Write direct or ask your Branham man for all
the proof of KWKH’s overwhelming superiority.

STENERS PER DOLLAR LISTENERS
. (1-time, V4-hour

A Shreveport Times Station

. [ Texas )
0,000 Watts « CBS Radio - @Oz oomD

The Branham Co., ‘ ;Arkqnsas

Representatives

Henry Clay, General Manager
Fred Watkins, Commercial Manager




YOU CAN SPONSOR
THE BEST NEWS IN
SOUTHERN CALIFORNIA
INDEPENDENT RADIO
FOR AS LITTLE

AS $21.901

KBIG hourly five-minute newcasts, judged
the best of any independent station

by the Radio and Television News Club of
Southern Califoraia, can sell for you,
whatever your business . . .

IS IT FOOD? Von's Grocery has sponsored
10:25 A.M. News since June 1952,

DRUGS? Willard Tablet Company is in
its second year with the 8:25 A.M. News.

FURNITURE? O'Keefe & Merritt, a
charter sponsor since KBIG's first day on
the air, sells ranges on daily morning
newscasts.

APPLIANCES? Graybar Electric has sold
Whirlpool washers with KBIG Morning
News for the last eleven months,

RESTAURANTS or HOTELS? Oceanside's
Miramar restaurant, trailer park and
shops, daily on KBIG for the last 18
months, sell via afternoon” Sports News.

A few seasonal advertisers have just
concluded their newscast contracts.

Ask your KBIG representative or any
Robert Meeker office for these new
availabilities, and for the new brochure
giving all details on KBIG News . . .
the best in Southern California
Independent Radio.

10,000 WATTS
ar 740

STUDIOS IN AVALON GIANT

AND HOLLYWOOD ECONOMY
PACKAGE OF
SOUTHERN
CALIFORNIA

iy
- & RADIO
M/ Lt e A A

The Catalina Station
John Poole Broadcasting Co.
KBIC . KBIF . KBID-TV . KBIC-TV

6540 Sunset 8lvd,, Hollywood 28, Calif.
HOllywood 3.3205

Not. Rep. Robert Mecker Associates, Inc.

6
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Clarke J. Trudean, Beaumont & Hohman,
Chicago, is continuing Greyhound’s tv station-break
campaign in a handful of cities that the firm’s co-
sponsored Omnibus does not reach (CBS TV, Sun-
days 5:00-6:30 p.m.). For two seasons he
researched availabilities near top-rated tv shows
all over the country for Greyhound's spot campaign.
“Now that Greyhound commercials are aired each
week via a Tlstation CBS TV network, my job

is much easier,” Clarke explains. “I have to
place chainbreaks in only a few additional cities.”

Arthuar Harvrisou. Harry B. Cohen. New York,
is buying time for six major accounts, including
Clim, Lydia Pinkham, T est End Brewing Co., Pear-
son PPharmacal, W hitehall Pharmacal and Black
Draft. As a Charles Antell timebuyer before joining
the agency, Arthur had to work closely with station
personnel. “My job was partly educational,” he
remarks, “since 1 had to persuade tsations to carry
our unusual program format—a 15-minute product
demonstration.” This experience, he feels, is helping
him gain maximum station cooperation in getting
top adjacencies for his current accounts.

Jayne Smathers. Cecil & Presbrey, New York,
buys women’s show participations for McCormick

& Co. once a year on a 39-week basis. Then

lier job’s done, and the copywriters take over, since
the firm rotates commercials among its whole

line of products: everything from spices to tea,
both hot and iced. “I buy minute participations
on local radio and tv women’s shows,” Jayne
expalins, ‘because we feel that one good long
hard sell from one to three times a day by a local
personality is more effective than frequent, im-
personal short commercials.”

Howard Spokes, Cunningham & Walsh, New
bought schedules in 70 Eastern markets for his
Liggett and Myers account. “The bulk of cigarette
advertising is usually carried by network radio and
tr,” he told spoNsor, “except when we're introducing
a new product. In this October through December
campaign we launched L & M filters with a heavy
radio and tv spot schedule east of the Mississippt.”
Not counting hitchhikes on various L & M net
shows, the filter is being advertised with some 80
announcements a week in New York alone.
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IN ““THE PULSE OF GREENSBORO’ REPORT

Previous opinions now proven facts in this survey

Bob Poole is established as the top radio personality in Greens-
boro. ““Poole’s Paradise " is the favorite locally produced early morning
show by o wide margin.

WBIG is the station local listeners tune in most. . . morning,
afternoon and evening .. . to hear a carefully balanced program of
our own plus network shows.

In popularity, WBIG is a 2 to 1 favorite when its rating is com-
pared to the combined average of all Greensboro competition,

We will never be satisfied with less than the No. | spot.

GREFNSBORQ N.C

Contact Hollingbery, our national repre-
sentative . . . get the revealing facts from
""The Pulse of Greensboro'' report.

In 284 Year of Broadoasting

CBS AFFILIATE | 5000 WATTS
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"ALL THE WORLD’S A STAGE ..."”

..and the ever-changing panorama of television entertainment is
constantly reflected in WDSU-TV’s studios in New Orleans. Pat-
terned after a Hollywood soundstage, the largest studio, by means
of specially designed, electrically controlled folding doors, can be
converted into 2 independent telecasting areas. Adding further
flexibility is the recent installation of the Cyclorama system of set
design (one of the very few outside of New York), which permits
local productions of network caliber. “All the world”. . . can always
be found in the studios of WDSU-TV, New Orleans.

L







MWant to see
your Sales

anchor
/) advertsing
%5 CRAC

1. Huge coverage 2
| out of 3 French radio

homes in Quebec.

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

reported by 1313 M.

3. Selling power

second to none
7.500.000 box tops

last vear.

€BS Outlet in Montreal
Key Station of the
TRANS-QUEBEC radio group

\ MONTREAL
730 on the dial - 10 kilowatts
Representatives

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

1(
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SPONSOR invites letters lo the editor.
Address 40 E. 49 St.,, New York 17.

85 TIMEBUYERS

The story on timebuyers in the No-
vember 16 issue [“85 timebuyers,”
page 38] was extremely interesting and
| for one agreed with many of the
comments. | think your publication
improves with age and I look forward
to receiving it.

PENNY SIMMONS
Timebuyer

Foote, Cone & Belding
New York 17

POSTSCRIPTS TO CONTROVERSY

Having had myself to do plenty of
hard scrapping since 1 got into this
doggone industry of ours. 1 particu-
larly appreciate it when a fellow puts
on a fight for something he believes in,
and especially when he takes on a
giant the way vou have done.

Your “Postscripts to a controversy”

10 August 1953. page 118] reminded
me that [’ve been meaning to send you
this letter for somne time. Our congrat-
ulations to spoxsoR have bheen long
overdue!

R. R. KAUFMAN
President

Guild Films Co.
Vew York 17

STUDENT RATE

I am interested in =ubscribing to
vour magazine. I am majoring in ad-
vertising and would like to know if
vou have any student rates, Please ad-
vise because there are other students
also interested in subscribing.

WILLIANL SANTONI
Kappa Sigma lHouse
Gainesville. Fla.

® Student rate is $t a vear.

REPRINT PERMISSION

Clark Agnew. of Lennen & Newell.
and 1 have contracted to write a text
hook, Television Advertising, for Me-
Graw-Hill.  Your own excellent book.
Television Advertising and Production
Handbook, is naturally an invaluable
source, and you may be sure we are
studving it in detail.

In addition. however, we would very
much appreciate advice and informa-
tion from you specifically in relation
to our own project, and permission to
reprint certain pertinent material from
SPPONSOR.

NeiL O’BrIEN

Lennen & Newell, Inc.

New York 17
® ‘“Television Advertising and P’roduction lland-
book’™ was edited by SPONSOR's president and
editor, Nornian Glenn. in conjunction with Irving
Settel, merchandising and sales promotion con-
sultant, Du Mont; ad manager of Concord’s. Inc,
and an instructor of radio amd tv at Iace Col-
lege. Perntission to reprint material from SIPON-

SOR may be obtained by putting the request in
writing.

FARM ISSUE

[ want to thank you for the support
sPoNsoR has given farm broadecasting
in the October 19 issue. | know I am
late in thanking you hecause of a Eu-
ropean trip. | haven’t had a chance
to read it until this week. I thought it
was the best job anyone has done in
covering the farm field. 1t must have
taken a tremendous amount of organi-
zation to put the fact: in such a con-
cise, well-written mauner.

Frankly. I was amazed to find that
managers give such little support to
farm broadcasting activities in the
East. At both the Chicago and Kansas
City clinics. we had far more managers
and sales managers on hand. 1t is to
be expected. of course. but I think
one of our biggest jobs is to get man-
agers interested in what we have to
offer. and apparently along the East-
ern Seaboard we have a long way to
go. Articles like vours certainly ought
to stir up some interest in farm broad-
casting and telecasting among the man-
agers and sales managers.

MaL HANSEN
President
Natl. Assn. of RFD’s

SCHWERIN TECHNIQUE

The brief reference to Schwerin Re-
search in vour 16 November article
on new tv noting figures [“Will
Starch’s new tv noting figures upset
buving strategy ?”, page 10], may give,
in the story's particular context, a mis-
leading impression of the type and
scope of our service. This could read-
ily be shown by reference to SPONSOR’s
excellent past coverage of Schwerin
activities.

Far from resulting “primarily in a
set of ‘like and dislike’ curves,”
Schwerin commercial tests have long
employed remembrance as the central
—though not the only—measure. We

SPONSOR
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ViPs

They are the most important
people in town. They're
your customers who turn to
wTOoP-TV (1,648,926 of them
cach week). Day in

and out, more of them

watch wtop-Tv than \
any other station. And they
spend more time with
wToP-TV... 1,275,000 more
hours a week... than with

the sccond station. To sce,

and be scen by, the right

people in Washington, the

right place is...Channel 9,

RTINS 7

The Washington Post-
CBS Television Station. which

is represented nationally by

CBS Teclevision Spot Sales

Sources on request



Names

If your station is not yet using Associated . o

Pre e > Field | prestige.
ress service, your AP Field Representa-

tive can give you complete informaiion.

Or writo —

12

news make

I

newscasts SPAPKLE

for audience and sponsors

Nothing like a little ingenuity to win audiences and influence sponsors!

That’s the opinion of WAPI, Birmingham, Alabama, as the result of a
continuing project which the station is using most successfully.

Each day, the station scans The AP local, regional and national news
reports for the names of Alabama persons. A copy of the story is sent to the
individuals named, together with a personal note inviting them to listen to
the newscasts. A daily radio newscast schedule is enclosed.

Listeners go for the idea—and so do their relatives, friends and neighbors.

The second pay-off comes when prospective newscast sponsors see the
collection of letters. Then the station’s audience becomes more than a face-
less throng. Here are real names...real people...real potential customers.

Says Henry P. Johnston, WAPI president:

"By humanizing our audience, we alert
the sponsor to his sales opportunities.
Much of the idea’s success leans on the
fact that from AP we get solid cover-
age backed up by The AP’s solid

- Those who know famous brands...
"
i

SPONSOR

know the most famous brand in news is /&>



began remembranee-testing of commer-
ctals late in FO47, initially using an
“aided™ approach, and itroduced our
present unaided response technique at
the beginning of 1951 We have, in
the ensuing time, tested around 2,000
tv commerctals for manyv of the coun-
try's leading advertisers,

“Captive andience™ is, of course, the
standard antipathetic phrase for our
type of research. just as “shallow
dranght™ or “weuak signal” are labelx
pinned on techniques  depending on
later recall by those hostile to them.
Actually, both kinds of research have
useful purposes to serve. Without try-
ing to go into too much detail here,
these are some distinetive features of
the Schwerin methods: (a) commer-
cial rememmbrance and reaction to pro-
gram can be studied as a unit; (h)
detailed audience group information is
secured; (¢} experimental tests do not
involve setting up special broadcast
sttuations;  (d) immediate
strong recapture of remembrance; (e)
the respondents are not exposed to dif-
ferent stimubi in the time intervening
between the commercial and their re-
(f} the effect of individual
commercials can be isolated: (g) there
is less *“playback™ of <ales points
picked up from the sponsor’s past ad-
vertising than is commonly encoun-
tered  when  delayed measures are
made: (h) adequate personal informa-
tion can be secured from the respon-
dents so that properly matched sam.
ples can be drawn.

The present need is for much wider
use of qualitative rescarch, not for in.
ternecine warfare as to the merits of
existing services. In that connection
I merely wanted to clarify the record
as to the experience and techniques of
the various organizations, since only
with accurate information can those
with problems to solve make an intell;-
gent choice.

theve i1s

sponscs;

Leoxarp Kubiscu
Executive V'ice President

Schwerin Research Corp.
New York 19

It seems odd that the recent Starch
report on the effectiveness of tv com-
mercials [“Will Starch’s new tv noting
ﬁfgures upset buying strategy?”, 16
November 19533. page 40; “Beware of
these misuses of Starch tv figures,” 30
A\‘ovember 1953, page 42] has occa-
sioned such a furor on Madison Ave-
nue in light of the general reluctance
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to give similar consideration o the
Starch reports on individoal newspa-
per ad readership,

Since WOWO operates only in the
wrea of the natton’s nrost effective fow-
cost medinom radio we can look at
this most recent rescarch development
in a rather detached manner. Natural
curiosity, however, demands an answer
to the question: Why Starch reports
for tv (and mavhe radio) but not for
newspapers?

Cart. W, VANDAGRIFT
Manager

Wowo. Fort Wavne 2

SPONSOR BECOMES "“SPONSOR™

Enclosed are two medals (~ce pic
turc) that we at KCMO-TV  and
KCMO-Radio would like to present to
vou. These are sponsor badge- for
the 1953 American Royal Livestock

and Horse Show here in Kansas City.
You mmost certainly are entitled to
these badges in view of the mighty
fine work vou have done in furthering
the promotion of radio for rural cov-
erage.
" E. K. HARTENBOWER
General Manager
KCMO Broadcasting Co.
Kansas City 8

RADIO IN TV MARKETS

We found the material you sent us
on radio in tv markets of very great
interest and would like to duplicate
some of thiz material and =end it to
our local advertisers. We would ap-
preciate it very much if yvou would
give us permission to do so.

E. A. Vax ALSTYNE
Manager

KATE

Albert Lea. Minn.

® Permission to reproduce SPONSOR material
is frequently granted. Request must be In writing,

A TOP ARB
STATION
IN LESS THAN
45 DAYS

CHAMPAIGN ®
*DECATUR

SPRINGFIELD ®

Decatur, Champaign, and Springfield
are yaurs when yau use WTVP. WTVP,
lacated in the cenler af this vast pa-
tentiol market far yaur praduct, has
brought abaut this phenamanal set
canversion—by hard  hitting ... pra-
gramming ta the cansumer.... The
result is your product will be sald
salid on— WTVP,

*Before 1st World Series TV
in Decatur Area

WITVP

CHANNEL 17

DECATUR, l!.LINOlS

Represented by George W. Clark, Incorporated

13




New developments on SPONSOR stories

HELP WANTED |
TV STATION

. . wanted in Piusburgh to
2| help sell our many fine products
to the 981,000 families in the
area. See National Advertisers.

Sce: “23 years with the same program”

W) S Issue: 26 February 1951, page 26
obdo .

Subject: “Voice of Firestone” celebrates
years on radio

Voice of Firestone, which celebrated its twenty-fifth year on radio
30 November, is unique for its method of operation as well as for
its longevity on the air.

The half-hour musical program, oldest coast-to-coast musical show
on network radio today, is currently in its fifth year as a simulcast.
To mark its silver anniversary on the air it bought an extra half
hour on tv, doubled the choruz, augmented the orchestra and re-
peated two songs used on the original broadcast.

Perhaps just as noteworthy as its long history on the air is the
fact that it is one of the few major network shows today that is
simulcast. Here’s how A. J. McGinness, national advertising man-
ager for Firestone Tire & Rubber Co.. Akron. makes the most efficient
and economical use of the simulcast:

1. The production staff at all times keeps in mind the fact that
a good share of the audience is only listening to the program. There
is never any request that the audience ““look at” or “watch” anything,
either in the prograin itself or in the commercials.

2. Since both shows have identical scripts and formats the sponsor
saves on the cost of a separate cast, rehearsal hall. production staff.
The addition of scenery and costumes converts the radio show into a
Pittsburgh’'s PIONEER television show.

levisi - In recent months Firestone has found another way of getting extra
UHF television station! vardage out of its air efforts. All its print advertising carries the
| tag line. “Enjoy the Voice of Firestone Monday evenings over NBC

'T’S GOOD Radio. and Tele\.'ision.'.’ Now tbe simulcast. in turn, is drawing
.. attention to specific print advertisements.

For example. recently listeners and viewers were asked to “Be

BUSINESS ; sure to see the double-page ad in the Saturday Evening Post out
Wednesday.” On tv, a closeup of the ad followed. showing a number
TO SELL of children’s toys. The announcer described the picture for the
benefit of radio listeners. Then the closeup dissolved to a shot of
THE RICH ‘ the tovs in action. No prices were mentioned, but the announcer

added that further details were given in the print advertisement.

The show is aired Mondavs 8:30-9:00 p.m. over 62 tv and 156
PITTSBURGH Y P

radio stations at a cost of 821,000 for talent and production for each
simulcast (cost figures from spoNsorR’s Radio and Tv Compara-

MARKET graphs). Agency: Sweeney & James, Chicago. * k%
f
..THROUGH 1

(TR
NS

Clannel 55 ’I']

L PITTSBURGH
4 =
Natianal Represontatives: WEED TELEVISION

Now York  Chicago  Detroit  Boston First broadcast of “The Voice of Firestone’ took place 3 December 1928 over
Zcn Frongisco  Atlanta  Hollywood N.BC Radio, featured tenor Franklyn Baur, Harvey S. Firestone Jr. and Harvey S.
PR =N - Firestone Sr. [left to right). Show celebrated 25 years on air 30 November
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the Man

How can we tell it? . . . letters, sales, contracts and ratings
prove it. Advertisers and audiences seek out WWJ’s
Ross Mulholland, the man who sells with record-music
from 1 to 3 P.M. on weekdays.

Mulholland's following consistently ranges from 1497 to
19C¢ of Metropolitan Detroit’s 8-station audience, dur-
ing early afternoons when adult, purchase-planning
listeners control the home radios.

Mulholland’s advertisers are happy with their increased
sales. Their letters tell him so, and their renewals of
WWJ time prove it’s so.

Automobiles or zircons or zwieback or whatever you produce . . .
let Ross Mulholland sell them for you in Detroit, a wealthy market
with 1Y/2-million home radios.

44

J AM—850 KILOCYCLES—S5t50 WATTS
FM—CHANNEL 246—87.1 MEGACYCLES

Basic NBC Affiliote

Associate
Television Station WWJL.TV

THE WORLD'S FIRST RADIO STATION ¢ Owned and Operated by THE DETRQIT NEWS « Notional Representatives: THE GEO. P. HOLLINGBERY COL\PA_N;]
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Thrilling starlit dramas for every member of the family!

Now—from the current Schlitz Playhouse of Stars
series, 26 half hours that sparkle with box-office
favorites like Joan Caulfield, Peggy Ann Garner,
Preston Foster, Maureen O’Sullivan. And what
wonderful stories! By Somerset Maugham, F. Scott
Fitzgerald, Thomas W. Phipps, and many other
‘“greats.” A tried-and-proven way for the smart
advertiser to win big audiences, week after week!
Just how big is evident from these local ratings.*

Boston ....... 32.8 St. Lovis . . ... . 41.5
Dayton....... 30.5 Chicago ...... 25.2
Minneapolis ... 29,5 Seattle....... 48.0

Use these faces to launch a sales campaign!
Top stars appear regularly on THE PLAYHOUSE.




NI

REED HADLEY

Captain Braddock af “Racket Squod

This is the TV film series that zoomed into a 45.3 Nielsen rating (Aug. 1953
the nation’s Number One show! It’s based on actual cases from the files
of police confidence and racket squads. Each half-hour show is an action-
packed chapter in the annals of rackets and ““confidence games” that could
victimize you. Big public-service appeal . . . a real buy for advertisers looking
for quick, profitable sales. Here's how RACKET SQUAD rates locally:

Cleveland....... 37.5 Chicago ........ 30.4
New York . ... ... 28.5 Toledo . . ....... 56.0
New Orleans ....42.5 Pittsburgh ...... 46.3

*Rating Source: Telepulse, December 1952

FILM SYNDICATION

in New York: Don L- Kearney, 7 West 66th St., SU 7-5000; in Chicago: John Burns, 20 North Wacker Drive, ANdover 3-0800
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Reach 'em

on whee

The Dr. Forest L. Whan
Survey shows how!

More than half use car radios
daily. According to the Dr. Forest
{ . Whan Survey of the Boston Trade
and Distribution Area (the most
thorough audience survey ever coms-
pleted in New England) New Eng-
landers are among the nation’s largest
users of car radios. Better than half
the motorists there, both men and
women. have their radios on daily as
they drive. Thus, to reach the biggest
audicnee in New England, uscradio..
the medium that secks out your cus-
tomers wherever they are!

More listeners than any other
station. According to the same sur-
vey, WRBZ rates first as the station
“fistened to most.” For daytime lis-
tening, 17.0 pereent of those inter-
viewed named WBZ (compuared with
13.7 percent for the second station,
10.9 percent for the third). For night-
time listening, the figures are even
stronger: 28.6 percent named WBZ,
9.5 percent named the second station,
and 8.5 percent the third.

With the Whan report on your desk,
you're equipped to get the biggest
atlue for your New England radio
doltar. If you haven’t a eopy of this
eport, get in touch with WBZ or
Free & Peters.

BOSTON

50,000 WATTS

NBC AFFILIATE
S5

& 11"

WESTINGHOUSE

RADIO STATIONS Inc:
WBZ - WBZA - KYW - KDKA

WOWO - KEX - W Z-TV“'WPTZ I
Nationa! Representatnv s, Free & Peters,
except for TV; for WBZ.JV InhWPTZ,
NBE Spoj Salgs?

by Bob Foreman

When you listen to your radio these days, especially to the
disk jockey type of opus on the independent stations, you
may come to the conclusion that radio copy is being presented
in a more blatant way than ever. And you’d be right—espe-
cially in the field of recorded announcements.

I doubt if such a revelation is going to make you think
more highly of the aesthetics of the medium, but you may con-
cur with the economics and psychology of it.

Today most radio advertizers and certainly all network
and station operators are aware of the tremendous, as well as
uncharted, out-of-the-home listening to radio in addition to
the common practice of radio listening that’s done regularly
in other than the living room. For example. bedroom listen-
ing while someone is reading the papers, kitchen listening
while sonieone is preparing Baked Alacka. playroom listening
during a ping-pong match, and so on.

To capture the attention of these audiences or to penetrate
the wall of their inattentiveness, radio copywriters have
rightly chosen to use louder audio gimmicks. Pall Mall is
relying on a metronome and droning repetitive line to make
this point sink in: One smoker every three minutes switches
to Pall Mall. Other advertisers are stepping up the decibels
with echo chambers, drums, pistol shots and so on as well

(Please turn to page 58)

EIT Y Laaimnrg . LU T T T I 0 W8I DT L

- Here are some topics Boh Foreman has covered in '53:
: How television affects the agency . . 12 January
Dealer reaction to television 26 January
Transition {rom print to television 9 February
Common sense and advertising 23 February
Summer programing on tr 6 April
Training the young for television 20 April
Advertising and the corporate personality 4 May
Television misinformation 18 May
How tv is aflecting family living pattcrns 1 June
How to select media - — 15 June
Thy hard-sell sells on tv ) 29 June
Fall trends in broadcast media 13 July
The announcer dilemma B 27 July
Viewer identification with tr stars 10 August
Tv’s theory of diffusion 7 September
Why video tape is the tv H-bomb 19 October
Telerision’s handicap : inflexibility 2 November
Television ideas and realities 30 November

SPONSOR




all this

and more

on channel

all this

After December 11 your sales message will reoch this vost, rich
morket with a stronger, clearer signal and picture on KOMO-TV,
Chonnel 4. Moximum power of 100,000 wotts combined with o
moximum antenna height of 1,000 feet (highest in the oreo} on low
Channel 4 will give your TV advertising the best Western Wash-
ington coveroge of any station in the orea. Hitherto “blind spots” ond
fringe oreas will now be covered by big ond powerful KOMO-TV.

and more

KOMO-TV will be the NBC television offiliate for Seottle and Western
Woshington. KOMO-TV will have the star-studded programs ot the
same time they are aired in New York City. The outstanding per-
sonolities in the Pacific Northwest in news, home service ond variety
ore scheduled as participation features. Plan your TV spots adjocent
to, or in, the best shows in Western Woshington,

KOMO's prestige ond leodership in the field of rodio for over
twenty-six yeors is the heritage of KOMO-TV. Studio focilities which
were designed and built for televisian are second to none in Western
Washington for accessibility, acoustical qualities ond size. KOMO-TVY
hos the personnel, talent, facilities and experience to do the best
television odvertising job in Western Woshington.
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DAYTIME DOLLARS BUY MORE
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In NBC daytime television your advertising time for your money . .. and gives you up to

dollar becomes more elastic and more efficient.

Compared to the average of all nighttime tele-

vision shows, the average NBC daytime TV
program reaches more homes per dollar . . .

gives you up to three times more commercial

three times the commercial frequency. These
are only a few of the reasons why daytime
dollars buy more when they are wisely placed
in N BC daytime television.

N B C TELEVISION

a service of Radio Corporation of America




New and renew

New on Radio

SPONSOR

American Oil Co. Balt

Carter Prods, NY

Carter Prods, NY

Credit Union Noat'l Assn,

Madison, Wis

Druggists Supply Corp,
NY

Gillette Safety
Boston

Gillette Safety
Boston

Crand Duchess Steaks,

Akron
Texas Co, NY

Toni Co, Chi
Travelers Insurance,
Hartford, Conn

Renecwed on

SPONSOR

Ass'n of American Rail-

roads, Wash, DC
Ceneral Motors, Detr

Goodyear Tire & Rubber

Co, Akron

Lewis Howe Co, St Louis

Snow Crop Marketers. NY

Razor,

Razor,

Networlks
AGENCY STATIONS
Joseph Katz, Balt CBS B3
Ted Bates, NY CBS 204
Ted Bates, NY CBS 204
J. Walter Thompson, Chi MBS 563
RGR. NY MBS 480
Maxon, Boston MBS S67
Maxon, Boston CBS 204
DiNuoscio Adv. Akron MBS 46
Kudner, NY ABC 37§
Tatham-Laird, Chi CBS 204
YGR, NY NBC 200
Radio Networks
AGENCY STATIONS

Benton G Bowles, NY NBC 200
Kudner, NY ABC 343
Kudner, NY ABC 355
RGR, Chi NBC 200
Maxon, NY CBS 200

National Broadcast Sales Executives

NAME

Andrew Akamian
Harold ). Algus
John Asher

Charles Bernard
Robert A. |. Bordley
Walter ). Bowe

E. W. Buckalew

John Callis

jerome B. Capp

H. W. Cassill
Ceorge Castleman
William L. Clark
Charles E. Denney Jr
James R. Dickson

George Diefenderfer
Jack Donahue

Nat V. Donato
Clarence L. Doty
Charles Dunbar
Ray Eichmann
Earle C. Ferguson
Ed Forester

Del Core

Cordon Gray

Herbert Jacobs
Winston Kirby
Milt Klein
Don Knowles

FORMER AFFILIATION

Sidney Carfield & Assoc, SF, food mdsg head

MBS, NY, press info dept

Consolidated Tv Film SIs, LA, sls prom mgr

WINS, NY, acct excc

WTOP, Wash, DC, radio sls dept .

Hewitt, Ogilvy, Benson G Mather, NY, chicf
timebuyer

KNX-CPRN, Hywd, asst gen mgr chg sls

Headley-Reed, NY, acct exec

Capp Enterprises, NY, head

KIOA. Des Moines, la, gen mgr

CBS Radio Spot Sales, NY, sls devel dept

WPIX, NY, asst sls mgr

KECA-TV, LA, asst gen sls mgr

A. C. Nielsen, Sydney. Australia, chg client scrv
activities

NBC Central Div. Chi, sls dept

CBS Radio Spot Sales. SF, acct exec

United Artists TV, NY. div sls mgr

Edward Petry, NY, sls exec

WOR, NY, acct exec

NBC. NY, asst supvr of ratings. Res Dept

KOA, Dcnver, prog mgr

D-F-S. NY, radio & tv timebuyer

KROW, Oakland, Cal, acct exec

WJR. Detr: WGAR, Cleveland, vp chg eastern
office, hg NY

Mkt res analyst G economist

O. L. Taylor, NY, acct exec

KECA-TV, LA, gen sls serv mgr

Bangor Evening Comml, Bangor. Me, adv display

PROGRAM, time, start, duration

Ycars of Crisis; Sun 10-11 pm; 3 Jan ‘54 only

My Friend trma; T 9.30-10 pm: 1S min of prog;
V Dec: S2 wks

Nora Droke; Th 2:30-45 pm;, 26 Nov thru 31
Dec; cff 9 Jan 'S4. City Hospital, Sat 1-1.30
pm; 52 wks

People Helping Each Other: Sun 4.55-5 pm: 3
Jan °'S4: no. wks not sect

Multi-Mcssage Plan, M-F B8-B:30 pm, 16 partic
betw 2-23 Dec

Blue-Gray Game; Sat 2.45 pm to concl. 26 Dec
only

Orange Bowl Football Came; F 1:45 pm to concl,
1 Jan 'S4 only

Remember with Tiny Fairbanks: Sat 11:15-30 am;
2B Nov; 13 wks

Metropolitan Opera, Sat 2 pm to concl, S Dec;
1B performances

My Friend irma; T 9:30-10 pm; 1 Dec: 52 wks

Voices & Events of 1953: Sun S-6 pm; 27 Dec¢ only

PROGRAM, time, start, duration
Railroad Hour, M B-B:30 pm; 28 Dec; 13 wks

Henry ). Taylor, M B-8:15 pm; 14 Dee¢: 52 wks

Greatest Story Ever Told: Sun $5:30-6 pm; 3 jan
'S4; 52 wks

The Three Plan: Second Chance, M-F 11:45-12 n;
it Pays to Be Married, M.F $:45-6 pm: Fibber
McGee & Molly, M-F 10-10:1S pm; 3 partic
per wk; 19 Jan 'S4, 13 wks

Arthur Codfrey; M-F 10:15-30 am, alt days: 30
Nov: 52 wks

NEW AFFILIATION

KGO. KGO-TV, SF, head new mdsg dept
Same. mgr press info dept

KECA-TV, LA, sls prom mgr

WABD, NY, acct exec

WTOP, am, fm, tv, gen sls mgr

NBC TV, NY, slIs devel rep

Wayne Steffner Prodns, Hywd, dir radio-tv
synd sls

ABC Film Synd. NY, sls stf

Tv Progs of Amer, NY, nat’l dir adv. prom

WLOL. Mpls, supvr am opers

Same, mgr sls devel

ABC Film Synd. western mgr (LA office

ABC TV, net sis exec

Same, also Wellington, New Zealand. mng dir

Same. mgr radio net sls

Same. mgr

ABC Film Synd. NY, sls stf

WSBA, WSBA-TV. York, Pa., vp, gen mar

WCBS. NY, acct exec

NBC TV, NY, sis devel rep

KLZ. Denver, radio sls stf

Forjce & Co. NY. acct exec

KJEO, Fresno. Cal. sls mgr

WOR. WOR-TV Div, Cen Teleradio. NY, vp chg
div (eff 1 Jan 'S4)

Forjoe & Co, Chi, acct exec

Weed & Co, NY. sls stf

Same. acct cxec

WABI, WABI-TV, Bangor. sls scrv depts

14
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Numbers alter names
refer to New and Re-
new category

mgr

(Continued next page)

(3)

Hulbert Ta 3
In next issue: New and Reneiced on Telerision (Neticork); Adrertising Agency Personnel Harrv R. L
4 Dnrlt' Te :[
Changes; Sponsor Personnel Changes; Station Changes (reps, neticork affiliation. poiwcer increases) R , C‘ S

14 DECEMBER 1953 21




14 DECEMBER 1953

‘m

el .

National Broadcast Sales Executives (cont’d.)

NAME
Edward L. Koenig Jr
Al Larson
George H. Larue

Edward F. Lethen |r
Harry R. Lipson
Robert Max

Tom McManus
Maurice E. McMurray
Arthur E. Muth
Herbert Neuwirth
John Peffer

Martin H. Percival
Nicolas Pitasi

James Richards

Edwin G. Richter
Keith Royer

David O. S. Ruark
Donald H. Saunders
Adolph L. Seton
Morton Sidley
Norman H. Sloane
H. Needham Smith
Heber Smith |r
Robert C. Smith
William H. Steese
David Taft
Hulbert Taft |r
Clarence P. Talbot
Hal Tate

Ceorge Thady
John A. Thayer |r
Jim Theiss
George Tichenor
Don Van Atta
William Veneman
Larry Walker

Robert C. Wiegand
Don Weldon

Dick Wells

Bert S. West
Fulton Wilkins
Will Williams
Sydney Yallen

FORMER AFFILIATION

NEW AFFILIATION

T . .

Vitapix Corp, NY, special consultant
WOW.-.TV, Omaha, local, reg’l sls mgr
KFBK, Sacramento, sls mgr

CBS Radio Net, NY, dir sls extension

W|BK, W|BK-TV, Detr, gen head, sls

Welch Grape Juice, Westfield, NY, asst sls prom
mge

Telenews Prodns, NY, vp

CBS TV, net sis dept

Weed & Co, NY, acct exec

WMGCM, NY, acct exec

WTAR, WTAR-TV, Norfolk, opers mgr

NBC Spot Radio Sales, NY, acct exec

Media sis rep

John Blair & Co, mgr SF office

WTVN, Columbus, O, sls dept
Publicist & adman, Nebr

Audio-Video Cos, NY, dir adv, sls prom
WTOP, Wash, DC, engr chg technical opers
ABC, NY, copy chief, publicity stf
KFWB, LA, sls mgr

KECA-TV, LA, tv prodn control mgr
WBNS-TV, Columbus, O, acct exec
NBC Spot Sales, SF, acct exec
WGCAR, Cleve, publicity dir

Petry, NY, radio prom stf

WKRC. Cinci, vp, gen mgr

Radio Cinci (WKRC, WTVN), exec vp
USAF, Brig Gen. ret’d

Own radio-tv pkg firm, Chi

KSET, El Paso, mgr

Reuben H. Donnelly, NY, sls stf

Benton & Bowles, NY, radio & tv timebuyer

Television Mag., NY, assoc ed

KECA-TV, LA, film recorder

KTTV, LA, acct exec

Jefferson Standard Bdcstg, Charlotte, vp,
secy-treas

WTVN, Columbus, O, sls mgr

KCOK., Tulare, Cal, sls exec

Lew Bonn Co, Mpls, ind'l sls mgr

CBS Radio Spot Sls, SF, mgr

KQOL. Phoenix, acct exec

Better Business Bur, SF, public rels

KFWB, LA, prog prodn

Same, gen sls mgr

KPHO-TV, Phoenix, comml mgr

KTVU, Stockton, Cal, regl sls mgr for Sacrann
area

Voice of Amer, NY, deputy dir

Same. asst mng dir

Kagran Corp, NY, mdsg exec

UTP, NY, sls exec

WJBK-TV, Detr, .tv sls mgr

Free & Peters, NY, acct exec

H-R Reps, NY, sls stf

Same, asst gen mgr

Same mgr SF office

GCeo. P, Hollingbery, NY, sls stf

Don Lee Bdcstg & KHJ-TV, LA, eastern sls &
NY hq

Same, sis mgr

WOW, Omaha, radio prom mgr

WFMY-TV, Creensboro, NC, prom mgr

Same, stn exec

Same, trade ed
Same, gen & sls mgr
Same,

WTRF-TV, Wheeling, W Va, sls mgr

John Blair & Co, mgr SF office

Same. dir publ rels & adv

Same, radio prom mgr ]

Radio Cinci (WKRC, WTVN), exec vp |

Same, pres |

KCCC-TV, Sacramento, dir publ rels

Alex Rosenman (new rep firm), Chi mgr, ha
stns WCAN, WCAN-TV, Milw

KHJ. LA, acct exec

Du Mont Tv Net, NY, acct exec

Forjoe & Co, NY, acct exec

Forjoe-Tv, NY, chg sis prom & res

Same, asst sls serv mgr

KECA-TV, LA, asst gen sis mgr

WSQC, Charlotte, exe¢ vp, gen mgr

1
|
tv sls serv mgr falso for ABC TV NeJH

Same, asst gen mgr

Same, stn mgr

WRRR, Rockford, 1ll, comml mgr
KNX-CPRN, LA, gen sls mgr

KNX-CPRN, Hywd, sls rep |
KGO, KCO-TV, SF. mgr publicity, adv. prom
Same, dir opers

New Agency Appointments

SPONSOR

PRODUCT {or service) AGENCY

Allied Prods Eng Corp, LA
House of Westmore, NY
Household Prods, Stamford, Conn
Mountain States Tel & Tel Co. Denver

Norwich Pharm, Norwich, NY
Swift & Co, Chi

Tasty Baking Co, Phila
S. B. Thomas Inc. Long Island, NY
WJR. Detroit

Suppliers. Fiberglas, resin materials

Tru-Glo Liquid Make-up, Westmore Holly-
wood Linstick, Party Puff Cream Powder

Sulfur-8 hair preparations

Telephone service; inst'l advertising in 7
states

Athlete’'s foot remedy, NP-27

Jewel shortening, Jewel oil

Tastykake, radio & tv advertising only

Thomas bakery prods

Advertising, promotion for radio station

Harry G. Willis & Assoc, Gle
dale, Cal

Kiesewetter, Baker, Hagedorn
Smith, NY

Herschel Z. Deutsch & Co, NY

Arthur G. Rippey & Co, Dens

Benton & Bowles, NY

Cardner Adv, St Louis f(eff
Jan '54)

Cray & Rogers, Phila

Robert W. Orr & Assoc, NY le
1 Feb '54)
Campbell-Ewald, Detroit

New Firms, Vew Offices, Changes of Address

Caribbean Networks, Inc. 200 W. 57th St., NYC, formed as
US & Canada sales offices for WAPA, WAPA-TV, Puerto
Rico. YSEB, El Salvador; RPC & Onda Popular Nets of
'." ) Panama_; pres. of new corp., Jose Ramon Quinones; vp, gen
mgr Vicente Ramos
CBS TV Film Sales, Chi office moved from Wrigley Bldg to
LaSalle Wacker Bldg: but phone & mail address remains
Wrigley Bldg

Frank B. Sawdon, adv, moved radio-tv dept to enlarged &
at 270 Park Ave, NY {(due to expansion in client Rober
Hall Clothes, adv prog in tv) )

Tele-Reps Co, Boston, newly formed tv station reps for: Nés
England; mgr, Richard A. Keating |

United Tv Progs, Hywd, new reg'l office, 40581 Madisorl %
Bldg, Memphis, Tenn

Western Adv. LA, new Mid-West branch office at 1655 Schef-

King Horton Prodns, new tv packaging firm, 6087 Sunset Blvd fer Ave, St Paul, Minn; mgr, Harold L. Maddox
Hywd: headed by Kingsley F. Horton, ex-vp George F. Zachary & Liss. public rels, moved office to 171 Madisor
Foley Inc Ave, NY

~\V

yiumo of N S
refer to New and Re-
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WOOD-TV

GRAND RAPIDS, MICHIGAN

Grandwood Broadcasting Company.

WE'VE HIT THE TOP!

With a TV Antenna 1000” Above Average Terrain.

Actual height 925", That’s as high as any in Michigan.
Far higher than any commercial station in any

Michigan market except Detroit.

We're Installing a 50,000 Watt RCA Transmitter.

The 10,000 watt component is already installed and operating —

delivering 100,000 watts, e.r.p., video and 50,000 watts,

e.r.p., audio. That’s more power output than any other station
in the area delivers or plans to deliver in the near future.

But, full power of 316,000 watts, e.r.p., video and 158,000
watts, e.r.p., audio is scheduled for February 1, 195.1.
A.T.&T. Relay Service Comes to Grand Rapids January 1. 1954.
Schedule your advertising on WOOD-TV, Grand Rapids’

only television station. The Western Michigan station with top

technical equipment, top local and network programming
and the top market to go with them.”
*Primary service, too. to Western Michigan’s most populated area

including Muskegon, Lansing, Battle Creek and Kalamazoo.

Reaches more people who hare more and buy more

NBC, Basic; ABC, CBS, DuMONT, Supplementary.
Assaciated with WFBM-AM and TV, Indianapalis, ind.,
WFDF, Flint, Mich., WEQA, Evansville, Ind.
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'ROUND THE CLOCK
NEWS
with
DON O'CONNOR

WEMP wemp-ru

MILWAUKEE

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

24 HOURS OF MUSIC. NEWS, SPORTS

24
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Star-maker Dietz likes home talent best: relaxing here with daughter, Liza

H owa r_d I_)ﬁi etz

M[ro SW)QDHBSQDIF V.P. and Director of Publicity and Advertising

M-G-M Pictures, New York

Howard Dietz, M-G-M mogul of press-agentry and advertising, is
himself a press agent’s delight. He developed the M-G-M trademark
in 1916, not realizing then that in less than four decades the roaring
lion would be seen in more than 2,000 movies. More gags and
witticisms have been attributed to him than you can :hake a Georgie
Jessel at.

However. in heading up M-G-M’s advertising. Dietz has been
surprisingly conservative. “Advertising and publicity only help a
production to go over,” he remarks frequently.

This “help” may be furnished by M-G-M advertising to the tune
of $300,000 ax in the case of Kiss Me Kate, or a $1.5 million ad
budget as in the cace of Quo V'adis. But the key to a picture’s suc-
cess, the niovie company’s advertising v.p. insists, is the appeal of
the movie itself. rather than the way it's sold to the public.

The methods of selling a movie have undergone a substantial
change during the past vear with increased use of air media. Movie
companies have bowed to the inevitable and are now u:ing tv to
promote attendance of particular movies.

Though by far the largest portion of M-G-M's ad budget (proba-
blv. 75¢) usually goes into newspapers. radio and tv play an in-

reasingly big role. The reasoning here is that the public uses news-
paper movie advertising as a form of directory service. to consult
for address of theatrex. time of performance and so forth. Air media.
n the other hand. are meant to whet the public’s appetite and
uriozity for a particular film. Therefore. M-G-M today shows actual
<cenes from itz films in tv-teaser ads of 60 seconds or longer. Fre-
quent quickie radio announcements of 20- and 30-second length at-

tract moviegoers with provocative copy and star names.
\ir media plaved a prominent role in M-G-M’s te-t campaign for
Kiss Me Kate 10 determine whether the public wanted to see the
Im in 3-D or 2-D. Initial tests showed that 3-D outpulled 2-D by
c ¢ lo 40

‘Does this mesn that 3-D is the movie industry’s answer to tv?”
*0NsOR asked Dietz.

“Not necessarily.” he stated. “We've found that tv does not detract
e 20 s. be they 2-D or 3-D.” I !
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How Are You Fixed For Sales?

Ginny Wood, gracious hostess of
WSPD-TV’s “"Woman’s Window”’,
has the sparkling enthusiasm and
experience it takes to increase your
sales in the WSPD-TV billion dol-
lar market.

“Woman’s Window" is directed to
WSPD-TV’s women viewers, featur-
ing interviews with interesting wo-
men who make Toledo tick. Toledo
women know Ginny, and her fan
mail proves they are enthusiastic
about her.

Ginny Wood

Sales Increase With Proper Planning

"o, TG
\/f;) Jif:

Ginny carefully works out nuworld cheese pre- Using props, Ginny actively demonstrates
sentation with Marion Mills of Arthur Towle sponsors’ products—everything from food to
Agency. house paint.

Get your share of sales in WSPD-TV’s billion dollar market.
Contact your nearest Katz agency or call ADams 3175 in Toledo.

i — AM-TV

TOLEDO, OHIO

2D

Represented Nationally
Storer Broodcasting Compony by KAT Z

TOM HARKER, NAT. SALES DIR. 118 £ 5/th STREET. NEW YORX
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The rich caunty of which Statesville is
the center took its name from James
Iredell, Assaciate Justice of the first
U. S. Supreme Court. Pronounced
"Ear-dell” or "Eye-rdell’—it mokes
no difference to advertisers, for
WBT ond WBTV have the eyes and
ears of Iredell.

Penetration of Charlotte’s
Big 2 in lredell County:

WBT 86%  WBTV 89%

fourth city* in the Charlotte market

STATESVILLE, N.C.—as near to Charlotte as San Jose to San Francisco
* 5 -~ i,
h

Originally named "Fourth Creek”, Statesville underscored its support

of Carolina statehood by renaming itself in 1789. Today, the fourth

most populous city in Charlotte’s 50-mile ring of 12 million population,
Statesville is an integrated entity in the textile-furniture area

of which Charlotte is the acknowledged metropolis. Realistic coverage of this

fabulous market specifies Charlotte's Big 2—WBT and WBTV.

« 111 —GASTONIA
2nd —KANNAPOLIS
3rd—ROCK HiILL
A1th —STATESVILLE

JEFFERSON STANDARD Broapcasting CoMmpany 3
2 STATESVILLE e

* Charlotte

Repre:ented Natianally by CBS Radio ond Television Spot Sales

CHARLOTTE’S BIG 2 ARE PLUMB IN THE MIDDLE OF A FABULOUS MARKET




Yesterday the big ruckus over video commercials centered on
1952

ooh-la-la  necklines. Controversy spurred

14 DECEMBER 1953

NARTB Code

The situation in video today has improved, but the self-policing
battle continues. Latest hassle: "Doctors’ portrayed in commercials

Is tv over-commercialized ?

Six out of 10 admen said “yes” in special SPONSOR survey. What's

needed? Stricter adlierence to NARTEB code. most of them felt

by Charles Siuclair

]‘ele\'ision 1= too commercial and
offends against good taste. many view-
ers feel todav.

But how does the tv industry itself
feel about these accusalions?

You'd be wrong if vou guessed that
tv admen are unanimous in defense of
the medium. Last month. sPONSOR sur-
veved a total of 450 agency execu-
tives. station managers and important
video clients across the country. A
postcard ballot was used. Replies were
received from well over 100 business-
men in all parts of the tv-covered U, S,

14 DECEMBER 1953

This was the box score of response
to the question. "ls tv over-commer-
cialized?™:

“Yes " —59.57.

“No"—28.27

Some 12.3¢ answered “maybe.”

The point: Nearly six out of 10 tv
admen—unot ordinary viewers but peo-
ple to whom tv is a business—{eel that
tv is violating the spirit and often the
letter of the industry’s self-policing
code of good praetiees, according to
SPONSOR’s survey.

Whose fault is it?

Nearly half of the “Ye:™ group felt

that the blame rested on a tr ate
B a

A {

chents and agencies were primanly to

. hil S ber  {

broadecasters were mainly the guilty

parties,

To ¢ I s
SOR’s opinion sampling will sur-
prise. Already several in the
advertising field h d

with sober- as

13
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SPONSOR poll’s results
Q.
A.

Over 100 admen at agencies, clients and
stations

last

Is tv over-commercialized?

“YES”. ... .. 59.5%
“NO” ... 28.2%
“MAYBE” - - - 12.3%

replied to SPONSOR survey
month with postcard shown at right

bender and may be headed for trouble.

Sigurd Larmon, president of Young
& Rubicam, spoke late in September
before the 44th Annual Meeting of the
ANA in Chicago, saying:

“About three weeks ago, as a prepa-
ration for this talk, 1 asked Y&R’s
radio-tv department to make a brief
chieck on the amount of time devoted
to television commercials.

A tolal of 21 stations in six cities
ranging from one-station markets to
those with seven stations were moni-
tored for one day each, from the time
the station went on until it went off.
amounting in all to 280 hours and 50
minutes of tv.

“lu all but one case, network and
independent alike, there was found
what can only be called abuse of the
standards set up by the industry itself
to regulate commercials. There were
160 cases of programs exceeding the
standard  commercial time, ranging
from a few seconds to single commer-
1als over 10 minutes long in a 15-
minute program. l“requnnl instances
were found of triple-spotting during
station breaks.
five

lll(l('('(l. one case Of
nonncements in a one-and-a-half

te period was logged.

I'here were other abnses, too. That
enongh to give yvon the general idea.

| snre

ne u~ will denv that

28

RN T ORI TRASS,
o0 00 % %0 ........O....
..:.o.o.o . ..'. ' o &%
AR AN o2le!

(Please fill out and mail, giving us at least your title)

1. TV 1s over-commercialized:

2, If "yes," 1it's the fault of:

( ) Advertisers

3. Here's what I suggest doing to curb this:..

BALLOT Here 1s how I feel about TV commercials:

( )YES ( )NO

( ) Other.

me—

( ) Broadcasters ( ) Agencle
( ) A1l three

... esasoae

NAME..vvnnen.

ssscae

this is an evasion of tv responsibility
to its own industry,” stated Y&R’s
chief executive.

Radio-tv  columnists and editors,
who know what's going on in the
minds of many viewers (from fan
mail) and what goes on inside tv ad-
vertising (from backstage observa-
tion). are equally sharp in pointing
out the explosiveness of the tv com-
mercial problem.

“In the long run the victim of over-
commercialization is the sponsor him-
self,” New York Herald Tribune syndi-
cated colummist John Crosby told
sPoNsoR. “His plea for us to buy his

0O
controversy
A

toothpaste ix not going to be long re-
membered if it ix drowned out 30 sec-
onds later by pleas to buy someone’s
~ecound-hand

cars,

somebody else’s
cigarettes. or Bloop’s Skin Cream.
“Television. we keep telling our-
selves. has five times the impact of
radio. But station managers ought to
be reminded that it has five times the
power to infuriate. 1've seen people
get much madder over tv commercials

than theyv ever did over radio’s. For

Check here 1f we may quote you.)

radio. we all developed to some degree
‘selective deafness.” I have yet to meet
anyone who has developed ‘selective
blindness’ to a tv commercial.”

A similar warning was voiced to
SPONSOR by another veteran journalist,
Harold B. Clemenko, managing editor
of the Regional Editions of Tv Guide.

“The broadcasters’ stake is being
kicked around today in tv whenever
the intelligence level of commercials
drops. the sound level rises and the
commercial length is stretched into an
endurance contest. We see this re-
flected daily in gripe letters from nice,
average viewers. The tv industry
should be tough-minded about its own
code for its own good.”

The largest single group of respon-
dents to SPONSOR’s survey felt that
broadcasters, agencies and clients are
equally responsible for the misleading,
over-long. silly and furiously paced tv
commercials which sometimes blast at
L. S. viewers from video screens. How-
ever. most admen still feel that the
responsibility for enforcement of good
v practices rests with broadcasters.

Reason: The tv broadcaster is the
last link in the video chain which starts
when an adman thinks up an idea for
a tv commercial and which ends when
the signal goes out on the air. He is.

(Please turn to page 82)

SPONSOR

For further opiuious, see “*Spousor Asks™ page 6O
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John E. Fetrer, leading broadcaster, heads the NARTB's Tv
Code Review Board which is a self-policing industry watchdog

i
H
§
i
H

e f [ M

Highlights of the NARTB's Tv Code

Commercial presentation: As “suggested practices,” Code
adrocates presenting all tv commercials “with courtesy and good
taste.” Says the NARTB: “Disturbing or annoying material
should be arvoided” Also frowned on: Commercials not “in
harmony with general tone of program,” cow-catchers, trailer
plugs. “Television broadcaster should exercise unceasing care to
supervise adrvertising material,” Code warns tv outlets.

Acceptability of clients: “A commercial tv broadcaster should
refuse the facilities of his station to an advertiser where he has
good reason to doubt the integrity of the adrertiser, the truth
of the advertising representations, or the compliance of the
advertiser with the spirit and purpose of all applicable legal
requirements,” states the self-policing VARTR Code.

x

Time standards for commercials: Code spells out
“suggested” time standards. In halj-hour Class “A” tv
show, jor instance, allowable commercial time is three
minates—no more. In participation shows, one minute
commercials should not occur more often than once every
fire minntes. Station breaks should be 30 seconds.

*® * *®
“Dramatized” adrvertising: Commercials which [eature
“statements by doctors, dentists, nurses or other
prefessional people” should either involve bona fide
authorities or be tagged as “dramatized’ if tv actors are
dressed up for the part, recommends the NARTB.

* * =

Contests, premiums, offers: Contests, the Code group
feels, “should offer the opportunity to all contestants

1o win on the basis of ability and skill, rather than
chance.” And, all rules should be clearly spelled out.
All tr “offers” should be screened by the tv broadcaster
in adrance to make sure they are not harmjul, misleading or
shoddy. A “free” offer must be free.

* * *

Rerviewc of the Code: Entire Code is now reviewed along with
machinery for implementation. at least once each year.
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Much of Code Board's field work is done by NARTB's Edward
H. Bronson, director of Tv Code Affairs, from Washington

What the Tv Code has accomplished

Outside “‘inrvestigations™: Code went into effect in March 1952.
Soon afterwards, Congress voted an investigation of radio and 1
programing for “offensire material.” Committee raise

over low necklines, high incidence of crime shows. But

Code group was complimented for ma ncere attempt
police the industry from within. Other organized attacks

t have been defended by NARTR, h the

results of investigations back to subscribers for st

VARTRE has made point of letting Congress know s

of Tv Code in diplomatic move to jorestall 1. S. censorship.

on tr med

Within-industry cleanups: Television Code Affairs Director
Edward F. Bronson spends about a third of his time
in the field, visiting subscribers and non-subscribers.
he regularly checks in at the tv networks (all jour
subscribe to NARTB Code) to discuss wayvs and means
of assuring agency-client cooperation with Code authorities.
As a result, all neticorks and many tv stations hare tightened
their screening procedures and are getting tougher with
recalcitrant advertisers. “W hile some defections might
be noted, it was the feeling of NARTD executives and
the Code Review Board that the subscribers were following
the code successfnlly,” stated NARTB.

. .

Tougher “rules™ for future: | o ifs periedic 1
procedures, NARTB 1will probably re-dratt the Code irom
time to time. or urge tv subscribers to pay closer hec

to its statements. For example, the American Medical
Association recently criticized tv for orer-use of actors
dressed up as “doctors™ in tv commercials, for failing

to identify these commercials as “dramatizations” NARTB
Code group members met with AVI4 top executives. Soon,
NARTB sent a strong-worded resolution to subscribers

urging them to stick closely to the Code. In turn, subscribers

e re nacced th ord along to
ag al's. :
resu ‘e T hite” ¢ g

labeled as “dramas™ to avoid the stigma of being “fake.”
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PART ONE

A 2-PART  SERIES

Sput air advertising has been marching upward and on-
ward with vigorous. consistent strides. It is likely to plant
its banner at the $230 million mark this year.

In radio. where network billings have tumbled under the
impact of tv. spot marches merrily forward. blithely un-
aware that many ad pundits have numbered the vears of
radio’s life. Estimates are that chents placed well over
$120 million in national radio spot last vear. This com-
pares with about $80 million in 194106.

In tv spot has grown with the expansion in the number
of stations and sets but the inherent advantages of spot
acdhertizing have also been responsible. I'CC figures on
spot tv billings last vear showed business had hit the $80
million mark. about 820 million more than 1951.

This growth over the yvears reflects a healthy apprecia-
tion of spot’s flexibilityv. Spot offers different kinds of
advertisers with different kinds of problems a variety of
wavs to advertise. In many cases spot calls for more
paper work. more thinking. more analysis than network
adverti~ing. But advertisers and agencies have become
more at home in plaming spot campaigns and have mas-
tered many of its problems.

To show the variety of ways in which <pot can be used,
spox=oR will present a dozen case histories. Six spot radio
advertisers are covered in this issue tsee pages 32-33).
Six spot tv case historie< will appear 23 December.

While tlre dozen sponsors use spot in different ways.
they all use it for one main reazon—it gives them the
ability to pick their markets. To put it another wav. spot’s

_ 12 bio spot chients: he

appeal lies in the ability to say something in one market
and not in another; or the ability to say one thing in one
market and another thing in another market; or the ability
to advertise at 8 p.. in one market and 8 a.m. in another:
or the ability to advertise one product in oue market and
another product in another market.

Specifically here is what this flexibility means:

I. Spot advertising follo:ws the sun. One reason
spot is so important is that the U. S. is o big. Because of
the country’s four time zones people get up. eat, drive in
their cars and go to hed at different times. If Mennen
wants to reach men at shaving time all over the country.
it must use spot. H Esso wants to sell men driving to
work in different cities, it must use spot.

2. Spot advertising follows the seasons. A firm
selling anti-freeze for autos will want to push it hard when
a cold snap makes motorists think of winterizing their
cars. Makers of cold remedies will want to plug them
during a cold snap. when the incidence of colds is high.
But cold weather does not come to all markets at the same
time. Hence. spot is indicated.

3. Spot advertising is economical. Commercials
can be expensive, especially in tv, but they don’t have to
be. An advertiser closely identified with a network show
gets something he can merchandize but he pays for it.
In spot there is no production expense outside of the com-
mercial. and sometimes none for the commercial. The
sponsor who cannot afford a network show can alwavs
arrange a spot schedule to fit his budget.

Spot radio ad expenditures jump 429, from 1947 to 1953
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4. Spot has loeal appeal. This is true when com-
mercials are given, for example, by local personalities
or when they are connected with broadeasts of local news
anidl weather reports. Sometimes local personalities out-
pull national talent in their own markets,

5. Spot is an excellent supplement to neticork
advertising, Where an advertiser uses network advertis.
ing. spot can back it up with special campaigns in problem
markets. The advertiser can come in, put on pressure for
as long as necessary and move out. Normally network
shows require steady exposure for best results so far as
advertising goes. 1t is true that radio networks have be-
come more flexible, allowing advertisers to buy in for
short-term saturation drives but broadeasters regard this
trend as a tribute to spot—not to mention an eneroachment
upon their spot business. (1t should also be pointed out
that the best announcement slots, especially in tv, tend to
become franchises with all the long-term conmmitments
found in network advertising.)

6. Spot is necessary to introduce new products,
Even for the biggest firms national distribution of a new
product is an expensive proposition — and is probably
wasteful under certain conditions. To get 1007 distribu-
tion for a new cigarette, for example. requires the placing
of about six billion cigarettes on dealers’ chelves. Then.
too. new products take hold better in certain markets.
The classic method of introducing new detergents is to
push them first in hard-water markets where soap doesn’t
work well because of minerals in water.

MILLIONS
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$7,275,013 1950
1949 $25 034,000

SOURGE: Federal Communlcations Commisslon.  Dollar figures AFTER station dls-
counts but BEFORE commlssions to s€atlon representatives, agencles and other brokers.
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Spot tv ad expenditures jump 12909, from 1949 to 1953

$59,733,000

'\Hll‘.: G e case hlS[l)!l('S nevd rssued

7. Spot enables the adrertiser to duel more effec-
tively with his competitor. There are times when an
advertiser wants to meet his competition head-on and
there are time< when he wants to avoid an advertising
collision. Most advertisers put pressure in markets where
they have the best distribution. but sometintes the sales
sitnation calls for putting most effort into missionary work
in weak markets, With spot sponsors can call their shots.

8. Spot periits variety in programing and sell-
ing. Network sliows are not uniformly popular in all
markets. The West Coast may prefer one kind of enter-
tainment. the South another. the Midwest. a third type
and the Northeast, a fourth. While national advertisers
commonly use one selling pitelr all over the country, <.
tional differences often call for different sales arguments,

9. Spot enables the advertiser to copeawith fluctu-
ating economic situations,  Individual markets  are
often affected by such events as floods. droughts, blizzard~
or strikes. causing a dip in income in the area. A spot
advertizer selling a non-es-ential product will be able to
pull out and not waste advertising money.

10. The spot advertiser can pick his station, A
network station lineup will not necessarily give the adver-
tiser the best station in each market for his purpose but
the spot client can choose his own lineup to fit his needs.

This by no means exhausts the reason~ <pot is used.
But it gives a good idea why its billings have been con-
stantly ncreasing and why so many different advertisers
have found it so effective. EAE

MILLIONS

$80,235,000 $100,000,000°

ANPONNOR o~tlmate for thls vear s basc! on televlsien iodustey anl repressnta-
tlves™ foreca.ts,
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» » 6 SPOT RADIO CASE HISTORIES

Local talent slants ““Life™

commercials to each market

Life uses spot radio not only
hecause it can pick its markets but
because local radio can stress those
facts about each issue of Life
whiclh particularly interest readers
in the particular market. Life squeezes
the most out of its local appeal tactics
Iy having local radio personalities
write their own Life commereials.

The magazine is mow using this
technique on about 80 stations to
hoost its newsstand sales. In use
for a year. the ad-lib spot approach
has been thoroughly tested by Life,
which was particularly ifuterested
in comparing radio’s cost and
eflectiveness against otlier media.

It was tried on one station last
yvear, tested further on 11 during
January and February. continually
inereased after that.

There i~ more work 1 this method
of buying local radio than would
appear al first glance.

In the first place, each local
personality is briefed on the basic
facts of magazine newsstand selling
by a two-man traveling team
from Life and Y&R.

Second, discussions are held be-
tween these traveling teams and sta-
tion personuel, newsstand dealers
ud magazine distributors to pin-
point market peculiarities.

For example. a team at ludianap-
olis was told by WIBC that rural
fatnilies often travel to town on

Pall Mall buys early a.m.

radio to reaech men, women

Pall Mall has long had a repu-
tation for using spot like a sledge-
hammer and its latest campaign,
just ending, is no exception.

Though it doesn’t compare in size
witlt the famous Pall Mall saturation
drive in 1941°42 (*On land, in the
air, on the sea . . . etc.”) the cur-
rent campaign is still a hefty buy.
About 107 of Pall MalPs $5.5-36
million budget went nto spot
radio this year.

Starting I April with a 36-week
schedule, the campaign was carried
in 45 markets. These are the out-
standing characteristics of the
drive, bought via SSCB:

1. The markets were big
ones. [’all Mall is a big-city
cigarette, thus cau hit the center
of its target with spot.

2. DPractically all announcements
were slotted between 6:30 and 8:00
am. Pall Mall likes daytime radio but
wants to reach both men and women.

3. Except where availabilities
were limited, all the radio
statrons in each market were used.

4. For further impact via repe-
tition, Pall Mall used a rhythmic
chaut. “Three sniokers per minute
change to Pall Mall.”

The chant was Pall Mall's way of
pointing out that its 1952 sales were
12 billion over the preceding year,
an iucrease greater than that of all
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Esso times commercials
to local weather changes

Esso distributes its gasoline and
other auto products only in the East-
ern United States. As a regional
advertiser, it finds spot par-
ticularly useful.

Its current use of spot, via
Marschalk and Pratt, is on two levels.
There is the regular use of news-
casts and there is also a six-week
campaign for its new gasoline.

The regular newscasts are on 53
stations in 53 markets from Maine
to Louisiana. They are generally
five-minute shows, and Esso usually
buys them six days a week. An
average of three newscas's per day
are used per station.

The new gasoline—“Total Power

Esso-extra”-—is being plugged i
with 2.000 announcements in 18

cities. Most of the 18 are large P
markets where the regular newscast l
schedule is less than four a day. I

Besides gasoline, Esso markets
tires, batteries, oil, anti-freeze,
heating oil and cooking gas, the
latter two primarily down South.

Since some of these products are
tied in with the weather, Esso gets i
the most out of spot’s flexibility.

Ilis anti-freeze commercials, for
example, can be perfectly timed to
fit in with the first cold snap. ‘

Esso likes newscasts for two
reasons: (1) they are one of the best
ways for reaching the male audience,
and (2) local news has a strong

The agency says their audiences top ¢

SPONSOR

saturdav morning. Life, therelore. other cigarettes combined. appeal to radio audiences.

ought imto : rday nne show. This vear's spot radio drive was Esso began using spot tv early last

Third. Lif Pall Mall's first since 1930. The vear, huilt up a chain of 15-minute

1l the monev eame from putting NBC TV's newscasts in about a dozen markets.
The Bigz Story on alternate weeks at Esso radio newscasts are described
a time when many advertisers were as the “most tuned-in” on radio.
cutting down on radio to pay for

ok video's high costs. * K ok the No. 1 radio network show. * * *
32
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Meunuen veaches men daring

varied U.S. shaving times

The Mennen Co. hopes that when
the American male gets up in the
morning and performs his daily
shaving ritual. he uses the follow-
ing products: Mennen shaving
creams, Mennen after-shave lotion.
Mennen spray deodorant (for men).

One of the ways Mennen and its
agency, Kenvon & [ekhardt. turns
that hope iuto a reality is by
reaching their prospects during the
time they shave. Thev do this
with spot radio.

So far as air advertising goes.
Mennen is strictly a user of spot,
and practically all of it is radio
spot. lts use of tv has been re-
stricted and mav be even more cur-
tailed next vear. one reason heing
that Mennen feels it is not in a
position, fiancially speaking. to
put the effort into tv which
it believes is required.

In buying early-morning time
Mennen uses straight announcements
as well as participations in musical,
variety and news shows. Buving
is not restricted to early-morning
time, however. While some of the
periods bought by K&E are con-
sidered good for reaching men driving
to work. the agency does not scek
auto drivers as a matter of policy.

Mennen likes spot because it
is interested in exploiting certain
markets which are particularly
important to it. Mennen can also
reach men shaving in different time
zones with spot. The company
usunally rotates commercials for its
shaving products. In buving an-
nouncements. Mennen feels it needs
at least a minute to sell properly.
especially during the morning when
men walk around the house. A
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Shell Chemical goes on air

wheun pests strilkke the farmer

Believed to be the biggest nser
of radio in the farm insecticide
industry. Shell Chemical finds s<pot
especially useful as a speed medinm,

Shell Chemical sells four products
by radio: Aldrin and Dieldrin, both
insecticides; D-D, a <oil fumigant
to kill microscopic pests in the
<oil, and ammonia for fertilizer,

Since weather changes and pests
can come suddenly, Shell Chemical
must be able to reach the farmer in
jig time with sales messages. No
medium can reach the farmer as fast
as radio. Shell Chemical feels.

About 300 local stations were unsed
this year for regular selling and
special campaigns,

Shell Chemical can have a com-
mercial on the air 18 hours after
its field representatives report
there i= a need for extra advertis-
ing in pest-infested areas.

Shell Chemical also finds radio
useful because it has discovered
through research that radio will
command the attention of the farmer
during certain periods when no
other medium will work. These
periods are during the farmer’s
busy time. during which he will take
time out to listen to weather and
market reports while eating hreakfast
and lunch. J. Walter Thompson
timebuvers. therefore. seek announce-
ment periods adjacent to newscasts
in the early morning and at noon.

In buying stations. coverage of
the farm areas Shell Chemical
wants to reach is the most impor-
tant factor. Cost is secondary,
not because Shell Chemical doesn’t
watch expenses but because farm
radio is inexpensive. Sheli spends
107 of ad budget on radio. R
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American Airlines gets big

post-midnight radio andience

One of the most unconventional
binyers of spot is American Airlines,
the biggest user of after-mid-
night radio.

Since April 1953 \merican
Airlines has been selling it-elf a~
well as air travel on =ix CDS stations

five owned-and-operated and one
key affiliate—from midnight to dawn
through the week. The campaign is
scheduled to run three vears.

The o8o0’s are WCB3, New York:
\VEEL Boston; WBBM, Chicago:
KNN. Los Angeles. and KCDBs, San
Francisco. The afhliate: WTOI,
Washington.

The airline music and
news format in its five-and-a-half
hour shows. While six different
markets are used it wa~ decided by
CBS and the agency. Ruthrauff &
Rvan. to scarch for a single musie

uses a

formula rather than evolving one

for each market. The final choice
was middle-brow classical and =emi-
classical wmusic. Besides giving
much thought to the type of music
plaved. the spounsor and agency also
spent a great deal of time auditioning
announcers in order to find the

right ty pe of soothing voice.

[t’s been estimated by CB= Radio
Spot Sales that the average AA
commercial will reach 100.000
listeners. and that in three ears
the total number of commercial
impressions will total two billion.
For this A\ pavs a time-and-talent
bill of about £2.5 million.

Spot Sales also estimated the six
stations would cover something like
807¢ of American Airlines
sales territory.

In addition to after-midnight
radio. AA has special drives. * * %
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Tips on awche .
“Home delivery’ of gifts, if p
quested by most timebuyers.

or jood packages ren
Gift certificates,

gine subscriptions,
for" hist. Lady time

"/hat do timebuvers like to get
for Christmas?

A stationr wmanager asked SPONSOR
that question a few weeks ago after
he'd selected the gift he planned to
sive buvers this vear. He had chosen
a desk lighter inscribed with his sta-
tion's call letters. “ls that the kind
of gadget they find handy? Do buyers
like useful presents for their offices or
do they prefer luxury items?” Those
were some of the questions the station
man put to spoxsor. ‘The answers
SPONSOR came up with should be amus-
ing reading for timebuyers and the
station people who pick out their gifts.
(For that other accompaniment of
Christmas in the advertising business

it Lo get timebuyers:
ossible, is re-
Fancy cheese
k high in popularity.

\‘;é !2&

[ e
,.'"U-" — .

lish a rule-of-thumb for the perfect
gift to timebuyers, here's a tip worth

remembering:
Food delicacies and liquor are
among the items most frequently

praised by huyers.

Desk and office accessories and gad-
gets are what buyers receive most of
the time. however. Most of the buyers
reported that over the vears they had
votten. for example, dozens of highters.
But they added that the era of the
lighter 1s on the ebb.

A number of timebuyers commented
that some of the Christmas presents
they receive look more like promo-
tional gimmicks than gifts. They get
a kiek out}lq\f clever promotion items,
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"something useful,""rr?aga-
liquor are on the wished
buyers like good perfume.

the office party

SPONSOR presenis a
few words of advice reprinted from
an Esquire etiquette hook. See page at
right.)

Fhe great majoritv  of timebuvers
like to get presents. But. surprisingly,

. )
there were a few frown on oif

u among husiness comtacts. Rea
1w ood cthi
te \ 1 u-;‘ presents: or
mas
he
.
34

said the buvers, hut they think that a
novel paperweight in the form of a
radio station tower, with the call let-
ters big enough to be seen from across
the street. is not a real Christmas gift.

The value of the gift- received by
timebuyers depends 1o some degree on
the ~ize of the agency and its billing;
usually the chiel timebuvers receive
more presents than others on the stafl.

the timebuyers hesitated to place a
retail value on the total amounts of
gifts received (“They are presents. you
know™ 1. but with a liule prodding
came up with estimates ranging from
about 220 a Christmas to as high as
S200. Many mentioned more expensive
it~ like turkevs, fancy packages of

1 desk clocks and radios.

B i e gy

What timebuyers want

Something useful for around the office makes popula g

Interestingly, most of the timebuyers
remembered who had sent what—even
though the gift might not have had
call letters stamped indelibly on it.
Others remembered gifts which were
typical of an industry or product in
the sender’s area. Florida oranges or

Michigan celery, for example. Several

recalled getting beeswax candles, re-
ceived from a group of stations which
customarily use a beehive as part of
their trademark in promotion.

A timebuyer with one of the larger
agencies having many important air
accounts said that he usually does not
keep the souvenir type of gift in evi-

dence in his office. ““I usually throw

them in a drawer in the hope that
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they will turn into something better,’
he said. He opened up his drawers for
a sPONsOR researcher and found that
they contained the following (not all,
however, received as Christmas gifts) :

Piece of mineral salt (which he
saved because he might be able to use
it as a pellet some day}).

Phone perch device.

Dial which one uses as a reminder
as to when the parking meter is due
to run out.

Beer mug for pencils.

Memo pads with station call letters.

Personal hvgiene kit.

Mechanical pencils.

1 100 share of oil well stock (he
cot a dividend on this stock, too).

Slide rule for calculating the dis-

SPONSOR




"'ll.\’lll'i(‘s are preferred
b

tance a ulif or vhf signal will travel
depeuding on the physical factors (he
deseribed it as a “Jim Daundyroo™).

Emported combination wrench, screw
driver and knife.

Plastie paper knife.

Calipers.

After going through his desk. he
observed that a swap shop for tinic-
buy crs might be a fine idca. lle would
trade any of the above items, he said,
for a leather billfold.

How much liquor does he get? Con-
sidering that it’s such an obvious gift,
he feccls he gets very little. Only about
two bottles last year. “I may not be
typical,” he commented. “Maybe they
fecl I’'m too young.”
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“I received two gifts last Christmas
which I use all the time,” a timebuyer
with a medium-sized New York agency
said.

“Both are very practical gifts. One
is a little imported tool kit. I've really
appreciated it, and | have used it many
times.

“The other gift is a combination-
type device called an Ami. It takes off
bottle caps and so forth. 1've used it
constantly.” ‘

A lady timebuyer recalled that last
year she got four or five diaries. “All
of them had my name on them, of
course, but -since 1 lead only one life,
I can use onlv one per vear. I also
got some nice stockings.” she reported,
(Please turn to page 93)
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Reprinted frorn *"Esquire’’ Magazine

For ad world’s Christmas parties
here’s advice which might come in handy

The following suggestions are from “Esquire Etiquette: /A
guide to business, sports and social conduct” by the editors of
Esquire. Copyright 1953 by Esquire luc., New Yorl:.

* * *
. . . For the guests, we can offer three picces of advice which
will almost certainly have no effect:

DON’T GO if you can musler a reasonable, <corrowful excuse.
What a perfect dav for a trip out of town or an attack of flu or
even a crisis which demands your allnight presence at the plant!

IF YOU GO, don’t stay too long. Slipping out carly might
be noticeable and might mark vou down as anti-social if evervone
did it. but not that many people have that much sense. Never
fear that no one else can take over as the life of the party.

Fear only that vou will make an as< of vourself or—even more
likely for a man of any self-control and intelligence—that

vou will witne=~ ~omeone else’s asininitv. Remember.

what vou do and see will be forever held against vou.

DON’T DRINK TOO MUCH—which probably means don't
drink anvthing but long glasszes of water colored with a Tlittle
caramel syrup brought from home. You can’t afford to he
conspicuously sober after evervone else haz “loozened up™—
particularly since vou will later want to remember having seen the
Big Blow-up—Dbut don’t kid vourself into thinking vou can “hold
vour liquor” well enough to =kip the hazard+ of an office party.

Next dayv, or =oon after the party. make a point of
congratulating the committee members on their good work.
They’ve had a pretty thankless job. and the put-up applause
thev got at the toastmaster’s behest does not remove the
necessity for guestly thanks later on. . . . It's nice to do what
vou can to make the chairmen think their party was a success.

35




When...

)
’*}—/* )

Vho listens...w hy..

Radio's ‘round-the-clock
ability to follow people while
they work, eat or relax
makes it an “indispensable”

medium, study by Politz for 11

Christal stations shows

: _ AN
sV HAT)

@©MUenry L. Christal Co.

10 Ley findings abont radio in Politz study for Christal-repped stations

n video reas h { o disr 10 from role ns 9 S y N

1. In video a tv has failed to dispiace radio from its role as 6. There are usually more people listening at night, and they
listen more attentively 1o radio, since most of them are relaxing.

l, Ed . . ~ . »

2] 7. Peopl on radio for two things—entertainment and in-
formation. Nearly four times as many prefer radio newscasts:

3 8. On the lower income levels, people prefer radio for its en-
tertainme spects. On the upper levels, for its information.

1. . Only 5.5% of people in tv areas own radios which don’t work
prope; Only 109: of this group neglect repair to watch tv.

> 10. R is im 1t to advertisers because it is important lo
listeners, study makes clear. Radio has penetration, impact. 1

il
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The article below s a report on a
research study conducted last Decem-
her and Jaruary for Ll radio stations
represented by the Henry {. Christal
o, Field work and rescarch compila-
tivtis were made by Alfred Polit:.

The first of a proposed annual series
of studies, it will soon be sent in book
forur by the Broadeast Advertising Bu-
reau fo its full mailing list of some
3000 advertisers and agencies, and to
its mmembers. NARTB will send it to
the remaining U.S. stations.

Seaid BARs Willian . Rvan in ex-
plaining why s organization felr the
Cheistal study should get wide dissemn-
irtion

“The study is the first atterpt to
get al the real basies of radio  infor-
mation which is essential today. We
all know the quantitative f[acts -that
radio las saturated U'.S. homes.
we need more qualitative facts.”

Now

* * *

j‘r early one out of two adults in tele-
vision areas some 30.200.000 people
~consider radio a necessitv.”  Less
than one out of four. by wav of con-
trast. considers v in the same light.
o As 0 Ditws soliree 1n Ly areas, racio
i= lops.  Aduolts were ashed this ques-
e ".""~llp[m-t* v were at home and
hear a <ueden rumor that war had
broken out, What would you do to
(iael out if the rumor was true?™” Some

L8 saul they would “turn on the
radlio,” =ame 15,497 <aid thes'd “turn
ur v,

e Davtime radio s wellliked by
video-area Americans. chieflv because
thev can listen to it while doing ~ome-
thing else. Some 17.200.000 people in
tv areas. for example. listen to radio

while eating breakfa-t

e At night. better than six out of 10
adults who are dialing their radio~ are
doing nothing else but hstening. In
other words. radio follow~  people
about all during the dayv. but there
exists an “extra-atlentiveness”
evening periods.

in the

e Some 3.500.000 people in tv areas
intend to buy a home radio set in the
next few months. Two out of three
of these new radios will be additional
sets. The others. replacements. And.
eight out of 10 people in tv arcas who
plan to buy a new car say they want
a radio in il.

The statements you've just read
above are highlights from a national
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UMEDIA ARTICLE DELAY LD
of srossor’s Al Media Lvaluation Sucdy

Lecause of s o se

Part V4

entitled W hat's wrong wul the

rating services” scheduled for this issae is being held up until nex ssue (28
Decembery so that all the conmtroversial data in 10 can he double-chedled. N
will include (V) dewals of sross<onw's poll of 2,000 adierusers and ageneges,

v

(2) a master chart summarizing the jeatures o) cach of 1he st major air
rating serviees, A3y a sroNsow ddeal reting system oan which an attempt wdldl be

mude 1o compare the siv serviecs.

study by the Alfred Politz Research
organization for the 11 big radio sta-
tions that are repped by the Tenry 1
Christal firm.

It is actually an extensive follow-up
to the same industry study made a
vear ago and reported on in the 10
August 1933 issue of sPONSOR. (Sec
10 basic findings of new Christal
radio study,” page 310

Unlike many a radio research study
these davs which secks to malke its
point with the sheer weight of quanti-
tative figures. the olitz rescarchers
interviewed a probability sample of
some -1.985 people in } tv areas of the
. 3. last December and January to
find out answers to these qualitative
media questions:

What are the reasons people have
radio sets in their homes?

What are their attitudes torcard it?

What benefits can advertisers draiwc
from such an analysis?

As in the inmitial report. the stations
sponsoring the study are these: WBAL.
Baltintore:  WBEN. Buffalo: WGAR.
Cleveland: WJR. Detroit: WTIC. Hart-
ford: WD\, Kansas Cityv; KFIL. Lo
Angeles: WHAS, Louisville: WTMJ.
Milwaukee: W G Y. Schenectady :
WTAG, Worcester. All these call letters
are familiar ones to timebuvers and

Bebwevn Waking & Breakfasl

Daringe Breakiast

Feitween Brekfas & Lunch
Pring Luneh

Betwein Luneh & Supper

Puring Supper

Hotween Supper & Goimg to Bl

Inarticle on print rating services will follow.

radio spot advertisers, for all of these
outlets are radio veterans,

The fact that stations
have been in business long enough to
know the kind of information adver-
tisers want f(or should havey today
concerning radio played a large role
in determining that the study was to
be one dealing with the qualitative as-
pec.s of radio. rather than quantita-

very these

tive.

Alred Stanford. an advertising vet-
eran who was recently director of the
Plans Board of Benton & Bowles and
who now publishes his own vachting
magazine. was comniissioned by the
Christal group to act a~ a sort of
“learned appraiser” of the ~tudy.

Stated Stanford:

“Research of the high sensitivity and
accuracy imphed in Alfred DPolitz’s
work has seldom been more fully justi-
fiecd than in the findings of this real
voyage of discovery.

“The findings on 1who listens. when
anc where and why build the pi-ture
of a medium with penetration and tre-
mendous impact because of its special
ability to serve people’s wants and
necds~—wherever they are and whal-
ever they are doing.

“ “The well-known basic ‘quantities’

(Please turn to page 102)

Approximate listening
time® (average number
n{ minutes per li<lener)

28 R{H
s | B
27 Ve
15 32
25 e 107
- i
I 3
22 A0S 104

Chart from tie updated Politz study irdicates that,

except for the shorter mealtime

reriods, the percentage of people in tv areas reached by radio is fairly uniform during

the day, and evening.

However, people listen more ATTENTIVELY during the evening
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6 examples showing how agencies, producers use stock filin for tv commercials, programs

In their search for new video effects and ideas ad
agencies and tv producers are relying increasingly
on the use of “‘stock” film footage available in a
number of big film libraries. Stock footage—film
which may have been shot originally for use in
everything from newsreels to Hollywood process
shots—provides a creative tv tool comparable to
the use of stock “‘stills” in print advertising.

At the same time stock footage gives new freedom
and range to dramatic tv shows, musicals, quiz pro-
grams, and so on by serving as bridges and scene-
shifters between live and filmed action or as scenic
backgrounds.

The photos on these pages are a cross-section of the

as new jets, Atlas Films used some I5 feet ($40 worth) of tv
stock footage in series of Chicago-made filmed commercials

1 To stress idea that Red Ball shoes were as modern and rugged

many successful case histories of stock film usage.
These pictures were culled from the files of one of
the world’s largest stock film suppliers, NBC TV
Film Library. They illustrate how stock footage
can be integrated into both tv programs and com-
mercials.

Admen have a wide choice of raw material. At
present there are some 157 million feet catalogued
in stock libraries of NBC, CBS, Fox Movietone and
others in New York, Chicago and Hollywood.

Costs vary, depending on whether the film is to be
used in live or filmed production, how much film is
needed, what size film is bought and amount of lab
work. (For details of costs, see story below.)

Live RCA commercials on "Goldbergs” used two 10-second
film "loops" of lion {among others) for $30 on-the-air demon-
stration of RCA video receivers. Agency: J. Walter Thompson

[5¢ mllion leet of stock tv film: Ay

}

Here’s a guide for tv admen in the use of stock film footage as a creative af“‘w

3
1 he tv producer on the phone sound-
ed desperate

“I’ve gotta have some stock footage.
\n atonne bomb exploding. About 20

“Th: houldnt he difficult,” said
Barbara Wiener. chief index super-
of NBC TV Film Library, men-

tally thumbing index cards marked
[hsaster: (explosions-atormicy. **What

orl of lid vou |
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Needless to say there is no such shot
in the 20 million feet of catalogued
and cross-indexed stock film footage in
NBC TV's library.

Nor does it exist anywhere in the
millious of feet of stock footage avail-
able to tv in other film libraries. such
as those of Fox Movietone News,
March of Time, Telenews and CBS TV.

But practically everything clse does

Do vou want to set the mood of a
§ nmtercial for a new car by open-
i h a shot of a busy New Jersey

highway? Do you need some rear-
projection footage of waves breaking
on a California beach for a scenic ef-
fect in a romantic comedy? Need a
jet plane taking off? A Berber festival
in North Africa? The Grand Casino
in Monte Carlo? Niagara Falls? Ma-
lenkov’s bedroom in the Kremlin?

Try the film libraries. If a movie
camera has caught it, chances are
they’ll have it in the form of a stock
shot.

Stock footage is film shot originally
for anything from feature movies to

SPONSOR
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Problem: How to integrate film commercials for Piels Beer with
tv sports shows? Answer was found by Y&R agency through
use of some $125 worth of stock sports shots as scene-setters

4

.
Ny

of drama on

5

Triumphant entry of Allies into Paris in WW Il featured as part
"Robert Montgomery Presents.
was blended with live action, Some 20 seconds' worth cost $32

Stock footage

Jam Handy-made hour-long film show for
built around several hundred feet of stock shots {cost:

Old and new autos were contrasted in film commercials super-
vised by K&E for Lincoln-Mercury's
CB3 TV. Rush processing job took three days. Cost: about $40

"Toast of the Town' on

"Lutheran Hour" was
$2.50
per foot, plus lab fees]. NBC Library read script, picked film

lu gefting the most out of 1t”

newsreels and carefully collected and
catalogued by film libraries. In the
world of tv advertising, stock film li-
braries serve roughly the same purpose
that still picture services—like Under-
wood & Underwood—serve in produc-
tion of magazine ads. Their big ad-
vantage is that they make stock scenes
available at a far lower price than the
cost of sending out vour own photog-
rapher.

Most tv admen, however, still have
niuch to learn about the use of stock
movie shots in tv production. As

14 DECEMBER 1953

Frank lepore, manager of NBC TV
film and kinescope operations. and Ted
Markovic, chief librarian of the NBC
Film Library. told sroxsor: “Until re-
cently, half the advertisers in tv didn't
know we existed to serve anyone in-
side or outside NBC.”

Early this month therefore sroNsor
surveyed all of the major stock film
libraries to determine how they could
best serve as tv advertising aids, and
how much such assistance costs an ad-
vertiser. Here are the questions spox-
soR asked and the answers it received:

ows and commerci a}s Data includes uses, sources, prices

How and when can stock film be
used in tv production?

Stock footage is no magic gimmick.
Its production role is primarily that of
featured player, rather than star.

Here’s a tyvpical use.

Recently Caravel Films. New York
producer. was shooting film commer-

( Please turn to page 68)

||“|““|"““||||"” i ]1‘9
film
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“Bustir BROWN

How Brown Shoe
oe(s 1ts (v show on
N3 radio stations

Firm has radio program for nominal cost by

sapplying dealers with tape recordings,

getting them to pay the time charges

40

Nl s i o

'SMILIN' ED McCONNELL,' BROWN SHOE'S KIDD!E RADIO PROGRAM, HAS BEEN ON AIR 10 YEARS. IT FEATURES ED- McCONNELL {ABOV

Brown Shoe is in the unique posi-
tion of having its television show on
203 radio stations.

The St. Louis shoe manufacturer has
carefully worked out a cooperative sys-
tem with its dealers which extends its
ABC TV children’s program, Smil.n’
Ed McConnell Show, to radio.

Brown Shoe has added to its adver-
tising effort for Buster Brown chil-
dren’s shoes without substantially in-
creasing its budget. Method: getting
the dealers to pay the cost of radio
time. Today about §750.000 annually

—virtually 100% of the Buster Brown
ivision budget —is going mto tv.
Only a small sum is needed for pro-
duction and handling costs of radio
tape recordings (plus additional prints
of the tv shew which is also available
for dealers to sponsor in markets not
on the company’s network station list.)

O:her manufacturers with limited
budgets who want the dual impact of
tv and radio ou a nationwide scale
might well find the Brown Shoe ap-
proach valuable in solving their own
advertising problems.

SPONSOR




Here's how R. G. Stolz. Brown
Shoe's advertising manager. explained
the cooperative system to SPONSOR:
Brown Shoe produces the Smilin’
Ed McConnell Show for radio entirely
scparate from the tv version. Tape
recordings are made and Brown Shoe
dealers are invited to sponsor the show
in their own areas on a 39-week basis.
The dealer’s sole expense is time

charges. The manufacturer pays all

I

case history
RN

shipping expenses involved in getting
the tape to and from the station.

The radio show is available only to
dealers in those markets not covered
by the network tv program. Brown
Shoe’s tv network covers the larger.
metropolitan areas. The radio pro-
gram cannot be carried in the areas.

Although the company is by no
means unique as a sponsor of coopera-
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tive advertising, most co-op programs
involve only announcements. Many
advertisers who sponsor co-op plans
use such canipaigns as a stop-gap be-
tween regular programing. Brown
Shoe. however, is umque in its simul-
taneous use of the same program on
a network and cooperative basis.

The company’s happy hecause it's
getting radio coverage at minimal cost.
Dealer reaction to the plan can be
measured by the fact that the show is
being broadcast on 203 radio stations
today, just six months after the pro-
posal was first made to Brown Shoe
dealers. The tv version of the show is
sponsored by the company on 51 sta-
tions. Dealers buy the tv show on an
additional 24 stations.

Brown Shoe’s first air advertising
occurred in 1943. Until then, the com-
pany, which marks its seventv-fifth
anniversary this vear. had directed its
advertising  exclusivelyy to parents
through such national magazines as
Life, Ladies’ Home Journal and Par-
ents Magazine.

Please turn to page 96)

o

G. Stolz, Brown Shoe ad manager

Brown Shoe's co-op approach:

I. Firm ur tr show.
t ¢

.4
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Bouncing ball traversing the
product name is used as a *“logo”

in series of abstract commercials.
Ball bounces in time to music whiqg

is used as theme in the commercials

Modern art comes to commercl;

Novel Earle Ludgin tv film commercial for regional coffee firm uses

abstraect art coordinated with well-timed musie and narration

gy .
T oo many rubber-stamped tv commercials send
viewers ont to the kitchen for a refill.

That's the conclusion Earle Ludgin and Co. came
to a few months ago while planning a serics of tv
commercials for their Midwest regional client, Mec-
Langhlin’s Manor House Coflee. The Chicago agen-
v wanted a New Look for television commercials.

The 16 slides on these pages from a MclLaughlin

nmercial storvboard s<how you that Ludgin got
t< wi~h. Modern art has come to tv commercials.

An entire series of film commercials ha< been
wroduced for MelLaughlin’s (to introduce its instant

offee brand) in which there iz neither live action

N CHICAGO PAPER H4

' LUDGIN

nor animation. Instead the series used a technique
which might be called symbolism or semi-abstrac-
tion. The commercials are being slotted on tv shows
in Chicago and other Midwest markets including
Milwaukee. Producer is Five-Star Productions.

The commercials were conceived and written by
Jack Baxter, creative group head, working with John
Willmarth, v.p. and creative director, and Hooper
White, tv production manager (all of Ludgin).

Both agency and client are enthusiastic about the
commercials and sales results. The morning after
they first appeaved on the air, five agencies called
to ask for prints they could show their own crea-
tive groups. And sales response was strong.

LED CLIENT'S COURAGE. AD USED LOGO (BELOW) WHICH WAS TAKEOFF ON COMMERCIAL
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1 Typical commercial in series starts with Bars form fence. Yoice: "Lots of peop|e 3 Bars move off into clump as voice says
w bars. Yoice: “Do you have closed mind?" '- bar themselves from best things in life.’ e these people stay off in corner by selves

4 Bars then form into door. Visual devices 5 "May we ask you to open your mind for 6 “"No, don't close your mind!" says voice
w like this characterize entire film series a & moment,” says voice as door opens a« as the door slams shut once again

’ 6
BN uANOR i ettt ; REAL COFFEE GIVES IT THAT REAL COFFEL FLAVOR
Li ] !
-5
¢?
7 Door reopens and letters float out into 8 Four quotes appear. Yoice: 'Delightful!’ 9 Each quote forms word, words form slo-
s space to form trademark of the product s 'So easy to makel' 'Real coffee taste! a gan. Music stresses action throughout
LBS. oz
Las C2a,

10 Action reverses: Words again become 1 Quotes form bar, triangle represent- 12 Scale shows amount of coffee needed
a

s quotes and voice repeats the slogan ing scale to weigh Ibs, of coffee for just a few ounces of instant coffee

13 Door theme is used again to familiar- 14 Jar stands in ooen doorway while 1 Door closes quickly. Yoice ends com-

viewers with product package a voice slowly repeats name of product e mercial: “You'll like it instantly
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How do all the stations in a market compare in programing emphasis?

Backbone of sPoNsoR’s new programing GUIDE will be a below covers Philadelphia stations. It answers at a glance
chart of most U.S. radio and tv stations showing number of questions like: Which stations have home economics shows?
hours each station devotes to various show types. Samnple Which program 10 Negroes: have concert music, hillbilly?
— - DAILY \ ——————— WEEKLY HOURS . ~
Network Pop Hilb News Sports Farm For'n Negro Post mldn

Call letters  Frea. Watts Network Natloral rep hours Slgn on & off music  Concert Westn news  service Home-ec lang. hours

STATE PENNSYLVANIA CITY - PIHILADELPIIIA

KYW 1060 50kw NBC Free & Peters 7 5am-2am 38 - 12 3 7 6 12
WCAU 1210 50kw CIBS CBS Sales 7% 24 hrs 10 10 11 1% 4 36
WDAS 1400 250w ... Forjoe 6am-2am 55 9% . 6% 2% 9 13% 37 13
WIIL 560 5000w  ABC Blair 6 5:30-1am 43 e e 5% 2%, 2% . 6
WEFLNT 957 20kw .. GMB* 7am-12m . 100 .. 8% . - . . . -
WIHAT 1310 250w .. . Indie Sales 6:30-lam 112 . 9% . - 15 65 7
WIBG 990 10kw . .. Radio Reps fiam-2am 100 12 1 214 . : 12
wiIr 610 5000w MBS Petry 5% 2% hrs 54% 1 2 264 1% 1 3% 39%
WJIMJI 1510 1000w .o McGillvra 7am-suns 30 6 12 4% 1% 1% 47% 6
WEPEN 930 5000w ... Gill-Perna 6am-2am  88% 1% 18y, 3% . 14
WTEL 860 250w e e SUNr-suns 6 B ... 25
’h(m«l Muste  3roadceasters TWILN ts 8o tm statlon
e LTI (I e
program types. In addition there’ll be
lists which break stations down by
VBW SI:'"R S‘]H specialty types—including foreign lan-
guage, concert music, Negro. other
classifications.

The GUIDE will tell timebuyvers
what the program character is of each
station in most U. S. markets. [t will

® ®
i) s .
serve as a basic indication of the kind
r‘]o ram “Ide WlII he of audience the station seeks, without,
b of course, attempting any kind of rat-

ing or ranking of stations.
On these pages appear sample list-
ings from the GUIDE. Above is a list

° :
of all radio stations in Philadelphia
with hours devoted to show tvpes. [t
is this type of listing which will be the

basic component of the GUIDE. At
right is an example of the type of sta.
tion list timebuyers will be able to
Due early next year. SPONSOR's station direetory  quickly assemble from the basic city-
by-city facts. It's a list of all U. S,
will tell timebuvers Kind of shows U.S. stations air (v stations which schedule feature film
in morning and/or afternoon time.
(Many of the most frequently used
special lists will be assembled within
.."/ hiere can | get a list of all the  tions when sroxsor publishes its new the GUIDE; _Ut]}ef'g will ha\'e‘ {0 b.e
L. =ovadio stations which have home  station directory early next vear. The pulled‘oul by mdl\'){lua] l).u'\.el..“c') L
- directory. called 1954 spossor GUIDE €7t editor of the GUIDE is Wallace A.

“ations with farm TO STATION PROGRAMING, s fn. 1% . _
Questionnaires {lowing into SPONSOR
from stations all over the country have
given some interesting indications of
local-level programing trends. With al-
most 2,000 questionnaires in hand.
devotes to the various  spoxsor editors had these observa-

tended pecifrcally as a timebuy ers” tool,
Backbone of the book will be a list

of most L. 3. radie and television sta-
industry histors  tions showing the number of lhours
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tions to mahe on programing:

e Radio management appears defi-
mitely  committed  to supplententing
broad conmnnity-wide coverage with
a program schedule slanted toward
some fractional loyal awdience. This
iajipears to he true in the case of most
powerhouse, network outlets: it's par-
tienlarly true with respect to indepen-
dents. Not content with sharpening
the music, news and sports formula,
independents have shown that frac-
tienal audience lovalty can pay off in
securing sponsors for the station. and
in turn for the advertiser aiming at
such audiences. Success of the inde-
pendents i this direction appears to
have influenced the powerhouses and
network alliliates to schedule at least
some programing in the direction of
some fractional segment.

e lxamination of questionnaires re-
turned by the stations shows that some
677¢ of the nation’s radio slations
either have a farm director. work with
the county agent or schedule some
farm service programing. Even wmetro-
politan stations (several in Philadel-
plia, for example) are reaching out in
this direction. The farm market is
being exploited todayv as never before.
It has been recognized by both stations
and advertisers as being worthy of in-
dividual concentration.

e In this connection. but even broad-
er in aspect and appeal. the hillbilly.

Weatern muste audience i< catered to
by some 029 of radio stations, both
rural and metropolitan,

e  Siv out of 10 <tations have llome
cconomists whom they feature in local
homentaker-appeal <hows,

e Rapid growth in the nnmber of
stations  programing  after midnight.
whetlier it be to a swing-<hift audicnce,
to insomniacs or to metropolitan stay-
out-lates, is confirmed by a 1977 rep-
resentation for this category.

e With respect to those audiences
most often designated as “specialized.”
the foreign. Negro. border Spanish,

I
programing
ST

“good music” and the like . . . the
recognition given by sPONSOR feature
sections. and in turn by national. as
well as local advertisers. appears to be
influencing a sharp upturn in the num-
ber of stations catering to these impor-
tant buyving segments.

e Some 2777 of the GUIDE's respon-
dents indicate that they either have
some Negro segments or are primarily
Negro in appeal. In the face of tele-
vision competition, the potential loyal-
ty of Negroes to radio programing in
their interest has inspired several new
radio stations to take to the air in the

past few months, seorsot fomud,
o While not quite as extensive, the
number of radio ~tations catering to
forcign popnlations, whether in their
own language or in Fnglish, staud~ at
197 of all stations replyving to the
(questionnaire,
e This does not imclude those Texas,
California. New Mexico and other «ta-
tions which are recoguizing the exten-
sive Southwest bLorder Spanish-<peak-
ing markets,  Alntost 1077 of the
nation’s stations have some suech sched-
uled appeal. and in California particu-
larly. the mnmber is increasing rapidly,
e It would appear a< well that “good
music” or concert-loving audiences are
receiving wew attention from all radio
stations.  Through the advent of fin
and operations such a~ WOXR. those
listeners who prefer an almost exclu-
sive diet of concert music are being
catered to by some dozeu station~. But
in all no less than 337 of radio «ta-
tions are claiming <everal hours a
week minimim of this category.
e Stations are bolstering their net-
work and local offering= with impor-
tant news and library service contribu-
tions as well. Some 8377 <ubscribe to
a wire news service. and 727 take a
library service. one of the henefits of
the latter being more carefullv pre-
pared musical programing.
e Television of course has not had
(Please turn to page 1071

Which television stations in the U.S. have feature film in daytime?

Lists like this can be pulled from the basic city-by-city
chart. It consists of all U.S. tv stations which by press-
time had been reported to sPONSOR as having feature film

ALBUQUERQUE, N. M.__KOAT-TV
ALTOON A, PA. —WFDBG-TV
BATTLE CREEK. MIClHl. _“WBKZ-TV
BAKERSFIFTD. CAL. KAFY-TV
BALTIMORE, MD. _____WAAM

BIRMINGIIAM, ALA. —__WEBRC-TV

BOSTON, MASS. e WBZ-TV
CHARLOTTE, N. C. _WEBTV
CHICAGO, ILL. . WGN-TV

CINCINNATI. O. ... . __WCPO-TV

COLUMBIA, S.C.. . . WCOS-TV
COLUMBUS, 0. — . _WTV¥N
DAYTON. O, __ _.. ___WHIO-TV
DECATUR, ILL. . - WTVP.TV
DENVER. COLO. .. KFEL-TV
DULUTH, MINN, ___ . _WFTV
ELKHART.IND. . ... WSJV

EL PASO, TEX. _ KTSM-TV
ERIE, PA. e WICU
PRINCETON, IND. ___ WRAY-TV
FORT FORTH, TEX. _.. WBADP-TV
FRESNO, CAL. ... . _KMJ-TV
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GCALVESTON, TEX. ... KGUL.TV
HARRISBURG. PA. . .. WIP-TV
HHARRISBURG, PA. WTPA-TV
HHOUSTON, TEX. - K\NUZ-TV
KANSAS CITY, MO. . . WDAF-TV
KANSAS CITY, MO. .. _ WIIB-TV
KANSAS CITY, MO. ... _ KCMO-TV
LANSING, MICH, _. WILS-TV
LONGUIER, TEX. .. KTVE
LOS ANGELES, CAL. KNXT
LUBBOCK, TEX. KDUB-TV

LYNCIHBURG. VA. .. WLVA-TV
MADISON, IS, . —._WMTV

MINOT, N. D. _ . KCIB-TV
MOBILE. ALA. e WKADB-TV
MONROE, LA. ieoe. KFAZ-TV
MONROE. LA. KNOE-TV
NETARK, N. J. WATV
NEW YORK, N. Y. WCDBS-TV
NEW YORK, N. Y. WOR-TV

NORFOLK. VA. . . _WTOV-TV
OMAHA, NEB. .. ___ WOW-TV

before 6 p.an. Many lists Kke this will appear in the
Guipe. They are intended as an avd to timebuyers. The
hist Vs arranged alphabetically by cities for easy reference.

PEORIA, ILL. WEEK-TV
PHILADELPHIA, PA. WCAL-TV
PIHILADELPIIIA, PA. . WFIL-TV
ROSWELL. N. M. ... .. KSWS.TV

SALT LAKE CITY, U'T4AH KDYL-TV
SAN ANTONIO, TEX. KEYL-TV

SAN FRANCISCO, CAL. KPIX

SAN FRANCISCO, CAL. KRON-TV
S4N FRANCISCO, CAL. KSAN-TV
SEATTLE, WASH. _ _. KING-TV
SPOKANE, WASH. _ . KIIQ-TV
SPOKANE, W ASH. KXLY-TV

SPRINGFIELD, MASS. ___WWLDP

SYRACUSE, N. Y. —___WIIEN
SYRACUSE, N. Y. ____ _ WSYR-TV
TUCSON, ARIZ. KVOA-TV
WASHINGTON, D. C. ... WTTG
HUTCHINSON, KAN. ___ KTVII
WICHITA FALLS, TEX. KFDX-TV
WORCESTER, MASS. ___WWOR-TV
YOUNGSTOR' N, O. _WFMJ-TV
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Collectors’ 1tems!

Rare buys everyone . . . and they're Better yet, their value is increasing all

worth more all the tme! the time. This year, for example,

WCBS Radio’s local programs are
R delivering 19.9% larger audiences than

rograms are valuable properties {or X
Progrs pTop last year*...24.57 larger audiences

the adveruser who wants to collect . ..
than in 1947*, before television.

i the nation’s number one stamping

ground for sales. Month after You can start collecting in New York
month, these programs deliver larger today with any one (or combination)
average audicences than any other of these programs. Just call us or
station’s local participation shows. CBS Radio Spot Sales, posthaste!

Number One Station in the Number One Market \K/TCBS RADIO

New York « Represented by CBS Radio Spot Sales
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~NINNAH!

and F\{ TV cHAMPION

... with a pre-sold
audience of . ..

70 MILLION
FOLLOWERS

o HAM FISHER’s beloved ALL
AMERICAN CHAMP . . . now
brings the impact of his great public
acceptance to Television . . . in a
superb Hollywood production . . .
high adventure, romance, humor,
boxing . with an ALL-STAR
CAST including Joe Kirkwood,
Cathy Downs, Sid Tomack and
Maxie Rosenbloom . .. plus compre-
hensive promotion, exploitation and
merchandising aids.

e JOE PALOOKA is vour best
guarantee of maximum audience
. . . maximum influence . . . maxi-
mum results.

JOE PALOOKA

dramatic half hour series available
to local and regional sponsors

COMPANY I#C

420 MADISON AVE.
17, N. Y.

NEW YORK
MUrray Hill 8-5365
HOLWWYWOOD ¢ PORTLAND

KANSAS CITY ¢« CHICAGO
-CLEVELAND

U0 CANADA S. W. CALOWELL.LTD TORONIO-
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Many producers want fast buck:
Let the filim buyer beware

by Ralph Cohn, vice president and general man-

ager, Screen Gems, Inc., New York

There was a play on Broadway sev-
eral seasons ago that was moderately
successful. At the conclusion of its
New York run, it started a road tour
in Chicago.

Chicazo’s colossal indifference to his
offering prompted the producer to call
a meeting of his staff.

The press agent observed that it was
right after New Year’s and people
were not spending.

The box office treasurer offered for
consideration the weather. It was the
coldest winter in years.

Someone came up with the inevita-
ble: “This is not a critic’s play. It’s
2n audience play and it takes time for
word of mouth to get around.”

Each in turn offered a little balm to
ease the pain of Chicago’s blunt re-
iection of their attraction. Through it
all, the company manager slumped in
hix chair gloomily. Now he brightened.
“Did any of yvou realize.” he asked.
“that the duck hunting season has just
opened and a lot of people are away?”

South Pacific never worried about
the weather. Critics and public both
found From Here to Eternity to their
liking. And The Robe does not expect
to take a beating during the duck sea-
son. These are shows! Attractions
that will reallv attract people to the
kox office with money in their hands.

Television is now show husiness.
too. And a good program on television
will draw a large audience. 1t is true
that almo~t anything went in the early
days when the medium was a great
novelty. But as the industry grew. as
the number of set owners and station
operators grew. the audience became
more selective,

Now. stations are being offered a
fairh wide choice of programs on film.
~ome of it 12 good. like Your All-Star
Theatre (the <vadication title for the
Ford Theatre). which we produce and
histribute: 1 Led Three Lives. pro-

duced by Ziv; Victory At Sea. dis-
tributed by NBC Film, and the Gene
Autry shows offered by CBS Film.
Some of it is indifferent and a lot of
it is plain horrible. In the latter cate-
gory is the “product” cheaply turned
out by promotors who saw “a fast
buck in the tv racket.”

Now the industry is expanding. Rate
cards are being adjuted upwards.
Over three million sets were sold at
retail from January through July of
this year. New markets are opening
up continuously. Now is the time. The
time for station film buyers to sepa-
rate the “men” from the “boys” among
film producers.

For the station film buyer daily is
being offered the opportunity to be
penny wise and pound foolish. He is
offered a good program at a reason-
able price from the studios of a reputa-
ble producer and on the other hand a
pitchman with the same type of pro-
gram bewilders him with, “I’ll tell ya
what I’m gonna do! Ya sav ya want
a show? Ya say ya want it for a
price? All right! I'll give ya a double
discount and throw in a bathing beauty
contest free, as a promotion!”

Caveat emptor! Let the buyer be-
ware. This has been a meaningful
business slogan for centuries. It ap-
plies to television today as well.

In television how caveat should the
emptor get?

Very!

' v v v

New distribution pattern: CBS TV
Film Sales reports its dual-distribution
plan for the Annie Oakley film series
is meeting with considerable success.
Breaking precedents last month. it
made the film available to local spon-
sors simultaneously with its sale to a
national advertiser.

After CBS Film signed Canada Dry
Ginger Ale as the national sponsor (the
soft-drink firm is scheduling the film
in some 80 markets throughout the
U. S. and Canada next vear). it an-
nounced the series was also available
on a syndicated basis on alternate
weeks.

According to Walter Scanlon. mer-
chandising and promotion manager
for CBS Film. the show was sold in
“over 157 markets within 24 hours of
the announcement.

Here's how the plan works: CBS TV
Film Sales and Anne Oaklev Produc-
tions, Inc.. decided to readv a second
series of Annie Oakley to be sold to

{Please turn to page 80)

SPONSOR




Like to catch l’hll.udelplm

. or New York, for example, with a_“live” Hollywood |

glamour show ot 9 P.M. (EST). . . then “air” :

the same show same day in Los Angeles 3 hours loter—9 P.M. (PST)?
Want to bridge this coast-to-coast gap of time and space effectively,

brilliantly—at low cost?

ANSWER: UUse Eastman Film s eor v,

and TV-Record ot 6; be ready to project and

show in LA. ot 9 as specified).

For complete information wrile fo:

Motion Picture Film Department
Eastman Kodak Company
Rochester 4, N. Y.

East Ceast Division Midwes? Divisien

Wes? Coast Division -

342 Modison Avenve 137 North Wobash Averwe 6706 Sonta Monico Bivd.

New York 17,N. Y.  Chicago 2, Mlinois

Hollywood 38, California
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Tv film shows recently made available for syndication

e
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Programs issued since August 1953. Next chart will appear 11 January

Prod.

2ol g i R e T e R e
L
Show name Syndicator Producer I Length I Price Range® No. in series Show name Syndicator Producer l Length I Price Range® | N¢
ADVENTURE MUSIC
Adventurs Is My Lakesldo Tv Hal H. Harrlson 12%; min. open 13 Dkiahoma Chuck- Lakeside Tv Lewls & Cilark 122 min. §25-500
Jed wagon Boys
Jungle Macabra Gulld Flima Radlo & Tv 15 min. $50-400 39 Opora & Ballet Lakeside Tv Transatlantle Tv 123 min, open
Packages Ine.
Dperettas & Ballets Hoffberg Prod. Hoffberg Prod. 13 min. open
- 5 Werner Janssen George Bagnall Jaossen 15 m:n. on request
CHILDREN'S Serles & Assoc,
] 15 min. on request 104 R
Animel Tima Sterllng Tv Sterllng Tv min q NEWS
Kiog Callee Kllng Klling 12 min. $22-.142 65
The Clnnamon Bear Fitz & Assoc. Gllwin Prod. 15 min 50% of Class 8 26 f{orew Pearson’s MPTv Charles Curran 15 min
- Wa hington
Terry and tho ofmelal Flims Oougfalr Prod. 26 min. 30 Merry-Go-Round}
Plretes
- Fulten Lewls Jr.t United Tv Pro- Un'ted Tv Pro- 12 min
Timo for Beeny  Consolidated Tv Bob Clampett 30 min. unlimited grams grams
Seles
United Press- Unlted Press Muvietone News 30 min, on request tnlim
Uetle Mistlotos Kling Kling 1% min. $25.156 26 Movietone News 15 min.
COMEDY = SPORTS
Dufly’s Tavernt MPTv Hal Roach Jr. 30 min, 39 = Boxing from Kiing Kling 262 min. $40.50-675 'l
= Ralnbe
My Hero DMe:al Films Ed Beloln 30 min. 39 =
= Madison Squarse Du Mont Winik Flims 26% min. $55-500 §
o = Garden 122 min.
DOCUMENTARY = The Referee Kling Kiing 30 min. j
wiid T i 122 min. . = ~ =
Am:“ In Lakeside Tv Lakeside Tv 'Ya min $25-500 26 TRAVEL
= =l
Wanders of tha Stertlng Ty Borden Prod. 15 min. 26 = s
wiid Hawallan Paradlso George Bagnall Franklin 15 min. on request "
: & Assoec.
Safarl Sterll Tv Sterling Tv 15 min. on request
DRAMA. MYSTERY ' crting s “
T - © This Is Hawall Georgo Bagnall Franklin 30 min. on request s
= & Assoe. |
Colonel March Dffclal Flims Hannah Wweln- 26'2 min, on request 26 .
steln This world of Durs Stcrllng Tv Dudley Pietures 1Y% min. on request I!‘
Flash Gordon MPTv Inter. Continen- 30 min. 39 A
tal Tv H
VARIETY
General Eleoctrie Stuart Reynolds  Soverelgn Prod. 25 mlin. 100% Class A 26 1
Theatre
Interviews of tho Academy Flims Academy Flims 15 min. $50-400 ualimited
Janet Dean. Regle- MPTv Cornwall Prod. 30 min. 39 Century
tered Nurse l
DId Amerlcon Kling Klilng 26'% min. $50-675 -
Pulse of the CIty Telescena Telesceno 12, min, $50-750 26 Barn Danes
Rachet Squad ABC Flim Hsl Roach Jr. 30 min. 98 Ray Forrest Show Sterling Tv Sterling Tv 30. min. on request 8
Syndlecation
8scret Chapter Gulld Flims Ren Drmond $50-400 26 T o
WESTERN
Beverelpn Theatra Stuart Reynalde Soverelgn Prod. 26 min. 100°% Class A 26 = ——
The Playheuse} ABC Flim Meridian Corp. 30 min 26 Annle Dakley®* CBS Tv Flim Annle Dakley 30 min. %
Syndlcation

“Where price range 1s not given. it has not yet been fixed. or syndicator prefers to give price only cn request. *°Canada Dry is sponsoring this film in 80
" tAvailable early next

ycar

1es 1 3
$Run onginally under t

t ow

JCIng rC

e

vailable for Ioc_al sponsors in thcse same markets on alternate weeks.

tAvailable 8 January.

SPONSOR invites all tv film syndicators to scnd information on new films.
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ready for
immediate
TV showing

S

Featuring
STEVE
HOLLAND IRENE JOE
e CHAMPLIN !fgg"as
as .
- GORDON" “DALE"” ZHARKOV"”

FLASH GORDON blasts its way to the TV screen with 39, new V2
howr films that are custom-made for TV...available for local, re-
gional, and national spot sponsorship!

For auditions,
prices, and sales plan—
write, wire, or phone:

HERB JAFFE
655 Madison Ave
New York City
TEmpleton 8-2000

FRANK O'DRISCOLL
2211 Woodward Ave.
Detrodt, Michigan
Woodward 1-2560

JACK McGUIRE
830 N. Wabash Ave.
Chicago, I
WHitehall 3-1341

MAURIE GRESHAM
9100 Sunset Blvd.
Los Angeles, California
CRestview 16101

MOTION PICTURES w\y&\,« FOR TELEVISION, INC.

FLASH GORDON as a King Features Syndicate property is seen
in 279 newspapers . . . read and known by 50,000,000 people!

A natural for wide-scale merchandising promotion with self liquidat-
ing premiums! Produced by Inter-Continental Television Film Corp.
and Inter-West Films.

FLASH GORDON rates as one of the best liked children's
programs ever tested by the Schwerin Research Corp.

® O 0 & 6 © & © 6 & O © o © © © o 0 5 6 O

655 Madison Avenue, N, Y. 21, N. Y. Film Syndicalion Division
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) [3 I's s = g g z
I. Ncw coustruction permits*
POWER (KW)** SETS ¢ ‘

CITY & STATE ALl o [CHANNEL eyl o A AL AT STATIONS MATO;(;(OE’#' ‘PERMITEE & MANAGER e
ATLANTA, GA. wQXI-TV 36 19 Nov. Summer ‘54 240 120 3 330 vhf R. W. Rounsaville Hollingbe
DETROIT, MICH. 62 19 Nov. 200 100 3 1,100 vhf  UAWCID, Bdesto. Corp e
FLORENCE, S. C. 8 25 Nov. 316 191 0 NFA Jefg;r.son Standard Bdestg. svee.T
MARINETTE, WIS. WMAM-TV 11 18 Nov. 102 62 ) NFA M & M Bdestg. Ce. Clark
PORTLAND, ME. WGAN-TV 13 19 Nov. Spring ‘54 240 120 1 20 uhf  Guy Gannett Bdestg. e
SPARTANBURG, S. C. WORD-TV 7 25 Nov. 316 204 0 NFA Spartan Radlocasting Co.  Hollingber
TRAVERSE C.TY, MICH. | wTCM-TV 7 25 Nov. 51 31 0 NFA  Miduestern Bdestg. Co.  Holman:

I1. New statious ou air*
calL  |cuanned  owan | FORER AW | NET stus, | SETSIN 5

CITY & STATE LETTERS NO. DATE | VISUAL | AURAL | AFFILIATION | ON AlR MAGo T |PERMITEE & MANAGER | REP:
ANCHORAGE, ALASKA | KTVA n 11 Dec. 3 2 NBC, Du M 2 NFA  Nortrers Tv ne. =, Huh Felt
AUGUSTA, GA. WIBF-TV 6 26 Nov. 05 0.3 ABC, NBC 1 NFA  Georgia-Carolina Bdesta.  Hoflingben
BOISE-MERIDIAN, IDA. KBOI 2 27 Nov. 16 8 CBS, Du M 1 11 vhf Boiso Valley Bdestrs. Inc. F';:t:_s
FESTUS, MO. KACY 14 22 Nov. 500 250 . 1 NFA  Qzmrk Tv o~~~ Raymer
FORT LAUDERDALE, FLAY WITV 17 1 Dec. 10 5 Du M 2 86 uhf Gerico Investment Co. Taylor

R. W. Standart, gen mgr
LEWISTON-AUBURN, ME.} WLAM-TV 17 26 Nov. 16 8 ABC, CBS 1 NFA '-9&“0""‘""""" Bdestg. Em?(“'
Du M E. H. Shute, pres., mar. e |
LONGVIEW, TEX. KTVE 32 12 Nov. 1 0.6 CBS, Du M, 1 4 uhf  East Toxas Tv Co. Forjoe
NBC w;ngh:'. Morrow Jr.. com.
MIDLAND, TEX. KMID 2 6 Dec. 10 6 o 1 NFA Midessa Tv Co. Taylor
R. Ht, eE‘)rewry. pr.nzipal
partn
NORFOLK, VA. WTOV-TV 27 6 Dec. 20 12 ABC 4 50 uhf coénmonweanh 8destg. Forjoe
orp.
OKLAHOMA CITY, OKLA.] KWTV 9 8 Dec. 316 158  CBS 4 237 vhf  Oklahoma Tv Corp.  Avery.
) Edgar T. Bell, gen, mgr, Knodel
PANAMA CITY, FLA. WJIDM 7 1 Dec. 2 1 CBS 1 NFA }‘_”gf"’ MI:;icy. . Hollingh il
Mel Wheeler, gen. magr.
PINE BLUFF, ARK. WATV 7 1 Dec. 80 40 R 1 NFA Central South Sales Co.  Avery-
oan . n. .
PORTLAND, ME. WCSH-TV 6 1 Dec. 100 50 NBC 2 20 yhf  Congress Square Hotel Co.  Weed Tv
Frank S. Hoy. pres
SCRANTON, PA. WARM-TV 16 10 Dec. 245 130 2 100 uhf  Union Bdests. Co. Holtingbery
W Gautarie, o
. . W . N .
STEUBENVILLE, OHIO WSTV-TVY 9 10 Dec. 230 115 CBS 1 NFA JWSJTVL'HL Avlt(:r:;-dt
. J. Laux. gen. mgr. noge
WATERLOO, IOWA KWWL-TY 7 26 Nov. 50 25 NBC, Du M 1 NFA Bfack Hawk B8destg. Co. He;dl;y-
ee
WORCESTER, MASS. WWOR-TY 14 4 Dec. 16 9 e 1 NFA Sallsbury Bdestg. Co. Raymer
“,4 m o air No. ‘o/ post-freeze CP’s grant- No. tv homes in U.S. (1
. 5_educationa o Ocss) o 253,690,0008
..).0._; > 468 Percent of all U.S. homes
<04 268 with tv sets (1 Oct. ’53). 369,%§
u:. o r: .nes_e\r\"l:l.-i sets and h_o mes in tv coverage arcas are considered approximate. I8
N y s radlo statlon which Is granted a C.!". aiso represents the hee
generally early to confirm (v represcatations of most
DS the radio stations In 5 colutin (when & rsdio station i {
No flgures available at presstime on sets In marke!
52
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WATCH

(OLN-TV
GROW

LINCOLN-LAND

THE OTHER
BIG MARKET

NEBRASKA!

The Folvor Sl
Se Se fyer Sla (015
/i
WKZO — KALAMAZOO
WKZO-TY — GRAND RAPIDS-KALAMAZOO
WJEF — GRAND RAPIDS
WIEF.FM — GRAND RAPIDS-KALAMAZOO
KOULN — UINCOLN, NEBRASKA
KOWN-TY — UNCOLN, NEBRASKA
Associated with
WMBD — PEORIA, ILUNOIS
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TOP RATINGS IN MARKET AFTER MARKET!

© SEATTLE - 1st Place! © WASHINGTON, D. C. - 2nd Place! These leaders have

Sot. eve. - rates 53.3 - Telepulse, June 1953 Tues. eve. - rates 21.4 - Telepuise, Aug. 1953 RENEWED FOR 2ND YEAR!

Robert Meontgemery, Mr. & Mrs. North, Beots Danger, Sespenses, Kraft TV Theatre,
o Canter, Ford Theotre, Playhevsa eof Stars. Dovglos Falrbanks Presents, Lex Video Theotre.

® BLATZ Beer in 3 markets!
- 1st Place! o SAN ANTONIO - 2nd Place!

- Telopulse, Avg. 1953 Tues. eve. - rates 26.3 - Telepulse, Aug. 1953 | ® DREWRY'S Beer in @ markets!
Beats Sutpente, Blind Date, Bums & Allen, Kraft :
TY Theatre, Toost of the Town, Beviah, G. E.

Theatrs, Robert Montgomery, Lex Video Theatre. § ® QLY MPIA Beer in & markets!

cel ® PORTLAND - 2nd Place! :
- Telepuise, Avg. 1953 Tues. eve. - rates 58.5 - Telepulse, Sept. 1953 | © GENESEE Beer in 5 markets!
te, Down Yoo Ge, Ford Theo- Beats Breck » Chance of o Li e |
, Rebert Mantsamery. hovie of Stars, The Goldberss, g Storv. | ® SCHAEFER BeerinNew YorkGity!

No. 1 FILM SERIES NATIONALLY!—Telepulse, August, 1953

=

g ANYONE, HAS _TEL&VISION BEEN SO HANDSOMELY AND LAVISHLY S




ZIV TELEVISION PROGRAMS, INC. |
1529 MADISON 2D., CINCINNATI, OHIO ||
NEW YORK HOLLYWOOD ||
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WHAT'S OAK HILL, W.VA.—A suBURB, oR WHAT?

NO, IT'S JUST A SMALL
WEST VIRGINIA TOWN-—

LOVED AND LISTENED-TO BY
102,200 DAYTIME FAMILIES!

STATION COVERAGE DETAIL BY NCS AREAS

Write down the name of every “familiar”

TIME
Rud:::’(:mes N:;T,iu c'::;\:,is 4-Week Cum. D:v:ekly Average Doy West Virginia city, and Oak Hill probably
LG ) NCS Cire.| %" | NCS Circ.| %% | NCS Cire.| %~ won’t even make your list! But if you're
w:::;::mm : wao | w0 |wzo | s | s | a interested in lots of radio listeners for mighty
CREENERIER . 15490 | 85 {5030 | o83 | 4720 | 3 little dough, we'll bet Oak Hill's WOAY
. would rank high on almost any list you draw
,,,,, : g?:g ;s 1233 }‘i :2;2 ?f up. Where else can you get 102,200 daytime
g“,ffr.?:“ families for only $21.60 per quarter hour?
o ; (26-time rate.)
EAR AR RN - o
) ) I::u 0 | 7 We'd certainly like to have you join our
| growing and rather impressive list of
| ol B national accounts. No representative yet,
| | so please write for facts, direct to Robert
% . ; . ' R. Thomas, Jr., Manager, at:
67% | 40

— = WOAY

OAK HILL, WEST VIRGINIA

5000 Watts, Daytime
20,000 Watts FM




EVERYWHERE YOU GO, THEY'RE
WATCHING '

W-HEN

E N

agency profile Michael Levin

Director of Radio & Tv Creative Production
Erwin, Wasey, New York

| Michael Leviu's sizable office is ideally equipped for a radio-tv

director: It lhas a 2}inch tv screen. two radios. a miniature spinet.

| several telephones and a rear-projection viewing screen in the process
of Feing built.

Between various long-distance calls and tlie hammering of carpen-

. . . . . ——
ters who were installing the film projector. Levin gave sroxsor his
interpretation of some current agency trends. n" Egypt they're watching . . .
“Agencies are going to have to make more creative and productive in Rome and Delhi, and more
contributions than just hiring successful film and package producers. than 250 similar communities
Otherwise. who needs ‘em at any percent? Granted a good tv opera- in Central New York.

tion can cost more than 157%. Then put it on a percent plus fee
basis and make sure the client gets his real moneyv's worth.”
Himself a veteran writer. producer, musician, Levin favors what it
he calls the “integrated svsteni™: > ” i
“Most agencies make a verv bad mistake in separating the crea- L
tive and production functions. Particularly in commercial work.
both must work together. Just as Hollywood came to the integrated
function. so will tv. You have to pay the writer-producer-director
more. but he costs less in the end. saves collective stomach linings.”
Among tv-dollar savers that Levin has used are such production
devices as color transparencies or miniature sets in tv commercials
to save the sponsor expense of building elaborate sets everyv week
and vet give him a varied commercial. These color transparencies
are photographs of various portions of the set and the sponsor’s
product which are intercut. at air time, with a live demonstration
on a pared down full-scale set. By making these transparencies in
color Levin achieves a better definition for viewers’ screens than
through use of black-and-white.
For his Admiral Corp. account alone Levin has a librarv of over
250 color transparencies. (Sec “Admiral’s sponsorship of Bishop

/ WATCHES
Sheen: Did it move merchandise?”™ 21 August 19533. page 31.) In == _

— X\
= . ~ e e |
1953 the Admiral Corp. accounted for $2 million tv billings out of cas N ‘
Erwin. Wasey’s total air billings. ABC { «.H '
DUMONT

*’P ¥  What's more, they've been
< b f-‘ wotching for five yeors—aond
todoy 2V million of them
hoppily colloborote to wish
WHEN o hoppy 5th birth-

doy. Hoppy viewers moke

%@ receptive customers, recep-

tive to your praduct, your
»| message. You con reoch
! them through WHEN.

SEE YOUR NEARESY
KAYZ AGENCY

When not in his office. Levin can usually be found in his apart-

ment on Lower Fifth Avenue. with his wife Jinna Rolf—a high- :‘ERED"H TELEVISION
fashion model—and their blonde two-vear-old daughter. That is. STATION SYRACUSE
when he isn’t at the photographer’s studio working on color trans- ~——

parencies. * % *
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— (Continued from page 18)
‘ r ﬁ covers / as the volume of their announcers’ voices. And, as I said be-
== / fore, maybe the result isu’t a thing of beauty or a joy for-
‘ L | greater ever, but it certainly W(.m’t “fade into 119thingness” which is
[ / the intent of the advertiser and a nccessity these days.
L: metropolitan. ook
N / _ As with the Navy and the Marine Corps, there is a con-
‘j Al _— stant battle between the folks who write copy for broadcast
1‘457 N[]RF[]LK P media and those in the production end. Since television
_ '_‘ g rcared its lovely head, this feud has been stepped up. The
VT | — - reason, I suppose, is the fact that tv production and tv copy-
L\': — HAMPTUN writing are so much more involved than radio copy is to write
\ -t or produce—and far more involved than print writing and
Nz ) produnction. A tv writer must have mastered the mechanics
2 LA PURTSMUUTH - of production, hoth live and on film, before he is fit to put a
‘”/’I ot word on paper. As for the production people—u-less they
= ___— have some copy savvy and advertising knowhow, their pro-
NEWPURT NEWS duction interpretation of the words in the commercial (es-
i pecially the video instructions) can emasculate it.
N 2 Unlike printed advertising wherein production is mostly
KA mechanical and at best only serves to carry out the wishes
i ' of the copywriter and art director, television production is a
T vee gy opation Aree where 20 highly creative job.
||| soles messoge right o the core uf this Neither the most detailed storyboard nor the most thor-
%\ Z oughly worked out script can possibly include half the in-
by structions, angles, pacing and other video necessities which
7 - become the responsibility of the television producer. His
NV - B interpretation and direction, his skill and experience, his un-
Nz only WVEC-TV dertaking of what is implicit in the copy (over and above the

explicit) can make or break the message that results.

N7 :
Yelp So there must be a complete rapport between copywriter,
; IS an tv artist and produection supervisor if the copy is to succeed.

Television Affiliste \.nd cqu.al}y importan.t, the produ.ction man must have suffi-

cient latitude to use his own creative abilities after the meet-

ing of minds on the script is reached. I don’t mean to imply

- that production personnel should be allowed to go off on
tangents of their own but they do, however, require as much
authority as the tv writer and should be permitted to exert
it when the copy is being shot (live or on film).

represented by RAMBEAU [n addition. the tv writer has to recognize the domain of the

l HEw o ToRK s CHICAGO tv artist . . . all of which 1s sometimes difficult for a copy
7 7/ man to realize, especially when that copy man may have
/ migrated fromr print copy where he reigned supreme at all
time= and over all stages of the advertisement. *oxox

58 SPONSOR




Advertisernent

I. V. story hoard

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

sSsARRA

NEW YORK: 200 EAST S6TH STREET
CHICACO: 16 EAST ONTARIO STREET

How ingeuniously flexible TV commercials can be is shown in this scries
created by SARRA for The Great Addantie & Pacific Tea Company, through
Paris & Peart. The basic version opens with a cartoon SCUENCC set to a
rollicking theme song; animation highlights tne refrain: “Come Sce—Come
Save at A & P! Live action shots ol a wonum shopping permit closc-ups of
A & P brands wlich provide strong identification. “Open ends” allow the
insertion of daily changes in products and prices. Pre-plannced cutting and
extra footage on najor A & P’ products yield a varicty of spots.

SARRA, Inc

New York: 200 East 56th Street

Chicago: 16 East Ontario Street

An effective balance of live action and stop motion is used by SARRA in this
scries to create a lasting impression of Virginia Dare’s “dry sweetness” story.
The opening is given immediate appeal with a strikingly beautiful girl
coming off the label to sing Virginia Dare's “Say It Again” theme in haunt-
ingly persuasive tones. Live action scenes of home entertaining register
prestige and flavor enjoyment. Stop motion magic of moving bottles and
filling glasses lead to the reprise, “Say It Again .. .. Virginia Dare.” Created
by SARRA, Inc. for Garrett & Co. Inc., through David J. Mahoney, Inc.

SARRA, Inc

New York: 200 East 56th Street

Chicago: 16 East Ontario Street

Fine scripts, expert casting and some really outstanding live action photog-
raphy make this series of 6 one-minute TV spots one of unusual interest and
conviction. The product story is tactfully woven into the script with delicate
persuasion by a charming home maker who takes the viewer to Northern
Paper Mills. Ilere—with the manufacturing processes as a backdrop—North-
ern’s “softness” is demonstrated and dramatized. Ixcellent brand identifica-
tion throughout is climaxed by close-up product display at the close. Created
by Young & Rubicam, Inc. (Chicago), and produced by SARRA, Inc. for
Northern Paper Mills. SARRA, Inc.

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

A new high in captivating entertainment is achieved in this truly novel series
of spots by SARR.A. Choreographer Dorothy Jarnac, in a dance of brilliant
pantontime, enacts the quest of a girl who first selects, then rejects various
types of deodorants until . . . she discovers Stopette! The narration and the
action of the dance are synchronized to convey a message of strong competi-
tive “sell” to both eye and ear. Produced by SARR., Inc. (Chicago) for

Jules Montenier, Inc., through Earle Ludgin & Co.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street
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THE PICKED PANEL ANSWERS

Yes. | believe
television is over-
commercialized.
But the culprit
is not the station
alone. the agen-
cies aloue or the
advertiser alone.
It is a combina-
tion of all three
1with the most
tmportant one be-
ing the listener. Tt is not fair of the
listerer 1o expect high-grade entertain-
ment. talent of all kinds including writ-
directors, actors and actresses,
wardrobe designers,  set

Mr. Mirel

ers,
designers.
technicians of all kinds and the hun-
dred and one extra, unseen talents-
it is not fair that the listener should
expect all this for free. He could not
el <o many great talents, and so
niany different plays. revues, movies.
sports events. political events  and
what have you other place
in the world for absolntelv no nionev.
I believe that eventually there will
be metered payvment television. in com-
bination with commercial advertizing
television and  <ome  public  <ervice
television.

am

W herever metered. or pav-as-you-go
television ha- been tried. it has had a
successful reception  varving onlv in
degree from community to community.

Soaring cosls iu television produe-
tion will not come down no matter
how many new television viewers there
will be i the nest few vears, If am.
thing. co~t~ will go np. \nd :
burden. must

cials and fill
Thoddv.  old

<ta-
ions. foreed to carry the

My own feeling is
i

dn

viewing i~ down  with nrore

+ werlection pine. 1< this

60

a forum on gquestions of current interesi

to air advertisers aud their ageuncies

Do you believe television

is over-commercialized

And then have you heard of color?

As color becomes commonplace
{ within six to 18 months) viewers will
demand the fine Technicolor films
now available—and will pay for the
privilege of seeing them in their homes.

They are planning to film Jules
Verne’s delightful 80 Days Around the
World in color.

How much would you pay to see it
on vour color tv set?

Or would you rather sit through the
forced, unhappy tv commercials and
the old movies?

Advertising people are intetligent.
There is no reason why thev could not
introduce educational, constructive. en-
tertaining and selling tv conmmercials
in combination with pay-as-you-go me-
tered television, in perfecthy good taste.

Face it, fellas—it’s coming.

JuLEs MIREL
Jules Mirel Advertising Agency
New York

Let me answer the
question,”“Dovou
believe television
§s  over-commer-
clalized?” in this
way:
Limphatically
no! This rather
frequently  heard
charge of over-
commercializa-
tion of television
just as frequently rubs me the wrong
way because I don’t believe it is true.
The basic question which anyone
nost ask is. “What do vou mean bv
over-commercialization?” .
If vou pick up Better llomes & Gar-
dens magazine and find advertising on
most of the 300 pages. 1= this too much

Mr. Abrams

advertising? Or. in reading vour eve-
S tessenanere 3 4077 ~f ah,

HIH = HOWSPAdp eI, ¢ Ol

the printed
L is advertising. s this too

0

much advertising? Or, if you ride in
a subway or on a bus and can’t escape
the car cards, is this too much adver-
tising?

You quickly discover that it be-
comes a matler of proportion between
the advertisement and the vehicle
carryving the advertisement.

Now, in television you get three
minutes of commercial time in relation
to 27 minutes of entertainment in a
ha-hour program. In other words,
only one-tenth of the total time is con-
sumed by advertising. Is this too much
to ask for having spent many thou-
sands of dollars in the purchase of
time and talent to present such a limit-
ed message?

I have felt from the start that tele-
vision advertisers made a serious mis-
take in permitting radio standards to
be adapted to the new medium. Today.
with the cost of a single television pro-
gram rising with rapid regularity. the
cost of one minute of commercial time
becomes a startling figure.

On the other hand, I do think the
practice of loading program adjacen-
cies with spot announcements is a dan-
gerous practice from both the viewer’s
and the advertiser’s standpoint. The
advertiser who spends a considerable
amount to put on his program is en-
titled to some measure of freedom from
the “parasitical riders” who cling to
his expensive show; the consumer is
entitled to freedom from excessive
commerciatization cach time a pro-
gram changes.

Over-commercialization. as | men-
tioned at the start, is a proportionate
term. In programs, [ don’t think there
is over-commercialization. Around pro-
erams. | think there is.

GEORGE J. ABRAMS
Advertising Drrector
Block Drug Co.. Inc.
Jersey City, N. I.

SPONSOR
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There 1s nothing
wrong with nrost
contmercials

the nrore the
nterrier, patticu-
larly if my agen-
cy is placing the
business.

Wlere else in
the workd will
vou find sponsors
who provide (on
a competitive basis) for free the finest
variety shows, dramnas, music, sporting
eveuts and thousands of other top
programs?

In countries where there ave wo
comercials the governnent is the sole
sponsor and the programs are gener-
ally inferior, definitely scaled to medi-
ocre thinking, with an unprofessional
outlook, and no incentive to present
the very best. Government controlled
television, minus commercials, 1s al-
ways done cheaply (costs are always
carefully checked by the politicos).
That is why top artists and entertain-
ers are not anxious to perform why
should thev?

In place of so-called “commerciali-
zation.”” government-planned tv substi-
tutes political propaganda from the
party in control—some of their favor-
ite third-rate performers-—or intellec-
tual drivel. Unspousored intellectual tv
programs (as a public service) have
their place. but not at every turn of the
dial.

Shows of the entertainment variety
are needed to ease tensious and serve
a good purpose. They cost money,
which the sponsor readily pavs in re-
turn for his commercials, Good com-
mercials inform the public of available
products and services. add newsworthi-
ness to the program. and play an im-
portant part in the progressive de-
velopment of industry and the nation.
Commercials are designed to sell mer-
chandise—if they do that in a fair
and honest manner. thev are successful.

Many of those who harp on “over-
commercialization™ either have an axe
to grind (such as representing a compet-
itive medium). or are self-opinionated
demagogues who urge saving us from
ourselves via television. Significantly.
these do-gooders represent a very
small part of the nation and an insig-
nificant part of its purchasing power.
Commercials are not designed to reach
them. but the vast majority of Ameri-
cans who have made listening to tv a

(Please turn to page 108)
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#» COLORADO SPRINGS

covered exclusively by

“‘The TV Link in the Heart of the Nation’’

SOUTH DAKOTA

® YANKTON

® sioux ary

NEBRASKA OWA
WYO.
NORTH PLATTE @
GRAND ISLAND @
® KEARNEY @ LINCOLM
COLORADO HOLDREGE ¢ @ & HASTINGS
KHOL-TV
% DENVER
MO.

KANSAS CITY | @

KANSAS

128,300 potential TV homes, with an EBI of $505,153,000
completely isolated from competitive TV markets.

NOW! YOU CAN CASH IN ON ONE OF THE NATION’S
WEALTHIEST, NEWEST TV markets —
EXCLUSIVELY on 56,000 WATTS

CHANNEL 13 ® KEARNEY, NEBRASKA

ONLY VHF STATION  — 7/} [ | TV
IN CENTRAL ( :
NEBRASKA < iy

DUMONT

Represented Nationally by
MEEKER, TV,
INC.

CBS-TV

owned and operated by BI-STATES COMPANY, 414-416 East Ave., HOLDREGE, NEBRASKA
Dvane L. Watts, Gen’l Mgr.
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Te commercials: Advertising’s great opportunity—Cone

“Good television comnmercials repre-
sent the fulfillment of advertising’s
greatest opportunity.” That's the opin-
ion of Fairfax M. Cone, president of
Foote, Cone & Belding, who spoke at
the 4A’s Eastern Annual Conference
in New York late last month.

Noting that advertising exists be-
cause there aren’t enough personal
saleemen to go around, Cone men-
tioned some “highly rewarding tech-
ziques and truly remarkable means” of
using the  substitute-for-a-salesman,
such as “broadest and cheapest of all
family coverage . . . radio.”

Television, Cone says, is the great-

Dichter outlines features
of effective commercials

What makes an eflective commer-
cial? Some of the answers to the
question were pre-ented last month by
Dr. Ernest Dicliter, president of In-
stitute for Research in Mass Motiva-
tions. Inc., before New York’s Radio-
Tv Research Council.

The listener, said Dr. Dichter, is not
a “passive recipient” of the niessage.
“He does something to the commer-
cial. He gives each commercial a ‘for
me or not for me’ te-t.”

The problem is not whether the com-
mercial should be in the mood of the
program or a complete break of the
nood, said Dr. Dichter. Actually, he
said, the problem is whetlier the com-
mercial is in the “mood of the inter-
mission” required for the program.
There should be understanding of the
‘psychology of the pause.” he said.

The advertiser should realize that
the consumer lives in the total worlkd
mercial- —and not in the indi-
vidual world <single commercial,”
Dr. Dichter told the research group.
r “judges all of the advertis.

0 T,
I there needs to e serious
of the fact that the ad-

--

* K
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st thing in advertising since it does
everything a personal salesman can do
(with three exceptions. 1i.e.. smell,
taste and feel).

To prove his point, Cone showed the
group 10 tv commercials which, he
said, he wished his agency had made.
He pointed out that nine of the 10 were
based upon demonstration (the excep-
tionr dealing with a subject he consid-
ered non-demonstrative).

The 10 commercials had such vir-
tues as believability, “repays you ade-
quately for your time.” adds to one’s
kuowledge. and “every foot of the ac-
tion advances the sale.” * k%

Emerson spokesman says
radio sales better than ever

In spite of growing tv audience,
sales of radio sets are better than ever.

Emerson Radio & Phonograph Corp.,
five months after the introduction of
its “pocket radio,” still cannot pro-
duce enough to keep up with the de-
mand. A company spokesman said that
“the world’s smallest personal radio”
is being produced at the rate of 1.000
a day. “A distributor will call in a
rush order for 500 of the radios. but
all we’ll be able to allot to him will be
12,” the spokesman said.

At least two radio stations have
equipped their salesmen with the ra-
dios. for use in selling time. Thev are

WXY7Z. Detroit, and WWDC. Wash-
ington. * k%

Use right picture,
increase sales via TV

The right picture to illustrate a sales
point can have a “phenomenal effect”
upon audience remembrance of an ad-
vertiser’s TV message. Donald H. Me-
Collum. director of client relations for
Sehwerin Research Corp., recently told
the Art Directors Club of Chicago that
his organization had found that by
changing the visual portion of the com-

ercial to better fit the audio, re-
membrance of the commercial was in-

creased as much as eight times.

The most fundamental of all TV
principles, said McCollum, is that of
illustrating a sales point at the same
moment it is stated on the audio. “Once
that rule is followed,” McCollum de-
clared, “the important thing is to find
the strongest possible video devices.
Research now is able to . . . audience-
test these devices you conceive,” he
explained.

Other points for advertisers to re-
member, according 10 McCollum: Dem-
onstrale a sales claim at the same time
it 1s described; keep the commercials
simple; identify the person who deliv-
ers the commercial with either the
product, the program or else as an au-
thority; make the setting for the com-
mercial authentic.

Briefly . ..

Cincinnati motorists are getting gold
“coins” instead of tickets these days
from traffic cops. The “coins” are in-
scrihed with a message that the motor-
ist has been singled out for this award
because of some act of courtesy as a
driver. Sponsored by WKRC-TV in
cooperation with the Cincinnati police
department, the Courtesy Safe-Driver
awards will be given out for the next
vear. An average of five a day is given
to motorists outstanding for their acts
of courtesy. Most frequent winners:
those who stop to permit pedestrians
to cross the street.

* * *

Here is a picture of KTYL-TV’s new
Zoomar lens. The station, located in
Mesa-Phoenix, Ariz., savs it is one of
the first in the country to be equipped
with the versatile lens. It also is one
of the first to send SPONSOR a picture
of Dawn Riggs, Miss Phoenix of 1953.

cove

M enix of 1953 examines Zoomar Lens
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A new contract between WATV,
Newark-New York, and Weed Televi
sion Corp. was signed late last month,
shortly after WATV began tran<mit-
ting from the Empire State Bldg. In

Weed, Rosenhaus, Grabhorn renew contract

the picture, Irving R. Rosenhaus, pres-
ident and general manager of WATYV,
signs the agreement as Joseph J. Weed
(L), president of Weed Tv, and Mur-
ray  Grabhorn, sales manager of
WATYV, look on.

* * *

More than 5.000 invited guests the
“socialhy elite” of Cuba—attended the
grand opening last month of CMTYV,
Havana. The station went on the air
at 11 a.m.. 11 November (the eleventh
month) on Channel 11. Taking part in
the initial telecast were (L. to r. in the
picture) [lis Excellency, Most Rever-
end Alfredd Muller. auxiliary bishop

CANADA’'S MOST POWERFUL
TV STATION

ON THE AIR

117,000 Watts e.r.p.

Cuban dignitaries participate in CMTV debut

of Havana: Manuel D. Autran, presi-
dent of CMTV; Dr. Fernando Sirgo,
former minister of education for Cuba
and now on the staff of CMTV as di- »
rector of cultural and civic affairs:
Jose Baquero, director of radio for
Cuba, and Francisco Orue, mayor of
Marianao, site of CMTV's studios.
* * *

The best-selling book in the Arab
countries right now is. interestingly,
This | Believe. The book includes the
personal philosophies of Arabic guests
such as Premier Naguid Bey of Egvpt
and Americans who have been heard

in Canada contact
All Canada Television
(Please turn to page 109) In U.S.A. Weed & Co.
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CORN BEEF

HARDWARE

SPONSOR: Corn Beef Riley's AGENCY : Merle C. Blair

CAPSULE CASE HISTORY : To increase the ﬂow 0/
traffic at its outdoor booth in a large public market, Corn
Beef Riley’s bought a 15-minute news program over KI.X.
The show is aired three times weekly at a cost of 5123
per week. After a few broadeasts Riley's reported that
20 customers came to the booth on a given Saturday
afternoon saying they heard about the stand on the Satur-
day morning newscast. Riley’s reports a continued in-
crease in business due to the broadcast at a period when
other booths in the market experienced decreases.

PROGRAM: Newscast

KLX, Oakland
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SPONSOR: Lack’s Associate Store AGENCY: Direct

CAPSULE CASE HISTORY: A/[cr Nick Nicholas opened
Lack’s Associate Store in Longview, Tex., a few months
ago he decided to use radio to acquaint the townspeople
with the new venture. e bought 10 announcements over!
KFRO, at 85 apiece, followed them up with participa-
tions in the Turkey Shoot program. The Turkey Shoot
quiz show s aired Mondays 8:00-8:30 p.m., and gives
away turkeys to quiz winners. Fach participation costs
$6. After two participations on the program, Nicholas

reported the store had the biggest day since opening. |

KFRO, Longview, Tex.

PROGRAM: Turkey Shoot @

COLLEGE COURSE

o

PONSOR: Worcester Junior College

CAPSULE CASE HISTORY: One radio interview and
seven announcements over WTAG filled up two class-
rooms at Worcester Junior College. The school adver-
tised its adult reading class in announcements and a pro-
gram interview and received so many registrants that i
formed two classes instead of only one, as originally
planned. The college reports that 855 of the executives
and other businessmen and women who signed up for
the course came in response to the radio publicity. The
station gave the college free air time as a public service.
PROGRAM: Announcements

Interview

WTAG, Worcester

AGENCY: Direct

CLOTHING

SPONSOR: M italife AGENCY: Richard Meltzer
CAPSULE CASE HISTORY:  This sponsor’s radio invest-
ment paid off 10 to one on his KY A program, Ben Sweet-

la Ben Sweetland, star of the show, made three an-
nouncements offering vitamin packages at 81 each on a
single program. Cost of the three announcements was a

total of $10. Within two days Ben had received 450 orders
or the vitamins. The program is aired Monday through
rom 9:00 to 9:30 a.m., Saturdays and Sundays

a7 m

a:00-8-3

PROGRAM: Ben Sweetland

INSURANCE

SPONSOR: Paul’s Tailoring Co. AGENCY: Direct

CAPSULE CASE IIISTORY: During a particularly quiet
business period, Paul Vescovo, owner of Paul’s Tailoring
Co., decided to offer 25% discounts on made-to-measure
slacks, suits and skirts to stimulate trade. The offer was
made 25 times in announcements over Negro-appeal
WDIA. A total of $4.500 in sales was realized from
these announcements, at a cost of 8123.75. That’s a re:
turn of $36 in sales for every dollar spent on advertising.

WDIA, Memphis PROGRAM: Announcements

ferred | AGENCY: West Pacific

The Preferred Insurance
)
month be

orel

SNOWSUITS

SPONSOR: Zellers, Ltd. AGEXNCY: Direct
CAPSULE CASE HISTORY: When the ﬁrs[ snowﬂake‘
fell this winter a Canadian retail store, Zellers, Ltd., got
on the air to advertise its snowsuits. It bought eight
announcements over CKLB to push the cold weather out-
fits. Its total experditure for air time was $18.30. The
radio campaign resulted in the sale of 121 snowsuits at
812 apiece. or a total of $1,452 in sales.

CKLB, Oshawa, Ont. PROGRAM: Announcements

o



“WEEKEND?”

THE “THREE” PLAN

Nothing like it ever before and it’s

¢ getting big auvdiences, greut reviews,

“Weekend,” radio’s only “Sunday
Newspaper of the Air,” has an all-
family appeal—news, features reviews
and music. Two hours of wonderful
listening, two hours of wanderful
selling. And a one-minute participation
costs you only $2,250.

You get saturation of your market
for as low a< 82,025 per participation.
“Three"” offers you three or more
one-minute sales mmessages morning,
noon and night on three Monday-
Friday strips. Second Chance,
11:45-12 Noon, [t PPays to Be Married,
3:45-6:00 PM, and Fibber McGee
and Molly, 10:00-10:15 PM.

Reach more wigwams for much less wampum

Smart bucks are going on NBC Radio. Now
vou can buv full network one-minute
participations at the lowest prices we have
ever offered, in NBC Radio’s new zales plans,
"Weekend” and The “Three” Plan. Each is
tailor-made to get vour sales messages into
more homes for less dollars. Naturally, the
best availabilities will be the first to go.*
To learn how these plans can be adapted

to your budget and marketing needs, get in

touch with vour NBC Radio salesman today.

14 DECEMBER 1953

*Gondrich Tirea
haie just bouaht
participation in
“Weekend.” Tums and
Paprr-Mate Join
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12/1/53

Open letter to ELDON CAMPBELL

Dear Eldon:

Along with basketball and Christmas cheer, this is the time of year
when ad campaigns are planned.

We hope to tell you personally about SPONSOR, but it occurred
to us that a little "behind the scenes" report might be of wvalue.

So here goes! |

EDITORIAL: Our policy of providing facts and figures that buyers

can and do use has been very rewarding during 1953. We've noticed

a big step-up in readership among advertisers. We are told that

our stories are more penetrating, better researched, and generally
more useful than ever. Our Media Evaluation Study especially has
been well received. This study appears every issue and will soon
appear in book form. A short time ago, Ray Lapica, our editorial
director, went to Chicago to address a big closed session of the
Central Conference of AAAA. He talked for 45 minutes on Media
Evaluation. We believe that this is the first time that a trade
publication has ever been invited to address a closed session of
AAAA. TFollowing his Chicago talk, Ray was invited to Atlanta to
address the Southern Conference of AAAA in closed session. In Novem=-
ber SPONSOR's publisher talked before the Farm Sales Clinic in New !
York on the subject of "farm radio tips to advertisers.”

Visitors to SPONSOR's new quarters at 49th and Madison in New York

are constantly amazed to note that about half the 18 offices are

occupied by editors and editorial assistants. This is an indication

of where our effort is concentrated. We aim 100% at giving agencies

and advertisers the material they need to use radio and television
effectively. 5

SPONSOR is more than ever aware of the importance of radio during a
IV era. It constantly emphasizes radio with pinpointed articles,
pinpointed sections, and pinpointed projects. We fight for both
radio and TV—no favorites.

.5-3.



CIRCULATION: We've stepped up our circulation effort during 1953,
especially among advertisers and agencies. The increase in account
executive, ad manager, and agency top executive circulation is
gratifying. Nearly 100% of the timebuyers have been reading SPONSOR
for some time—we add the new ones as they come along. Of our 8,500
copies guarantee approximately 70% go to national advertisers and
agencies.

OFFICES AND STAFF: During the summer of 1953 SPONSOR doubled its
footage when it moved to 40 East 49th Street (15th floor). Approxi-
mately 30 peopls now make up the staff, including full-time offices
in Chicago {(Wally Englehardt), Los Angeles (Ed Cooper), Dallas (Homer
Griffith), and Atlanta (Charles Farrar). The latter two are newly-
established offices. Their field reports indicate a constantly-
increasing prestige with the universal comment that "SPONSOR is doing
a better job than ever." In addition, Bernard Platt {(our business
manager), Ted Pyrch, and myself are helping out on sales in the New
York office. One of us will be delighted to call on you any time

you say.

LINAGE: Business has been good during 1953, particularly during

the second half. For example, our 19 October issue closed with

77 pages of advertising; the same issue last year totaled 51 pages.
While this is an abnormal increase we've been averaging about 20%
higher regularly. To us this is an indication not only of increasing
respect for SPONSOR but of the health of radio and television ad--
vertising. We think it will be even better in 1954.

A trade paper is only as good as the sService it gives. We want
SPONSOR to be judged on this basis and to fit into your 1954
advertising plans accordingly. '

Regards,

Ay

NRG/abs Publisher

L | W THE MAGAZINE RADIO AND TV ADVERTISERS USE




STOCK FILM

(Continued from page 39)

cials for Ballantine Beer to be used in
the spot-placed Foreign Intrigue series.
Theme of the conmercials: "< al
ways winter in your refrigerator.”

Caravel got in touch with NBC TV’s
film Kbrary, which probably supplies
ntore stock footage for tv production
today than all the rest of the libraries
put together. We need. said Caravel,
some good short =cenes of winter
~ports.

From NBC, Caravel got about 90
feet of assorted 33 mim. shots of skiers,

tobogganists, ice boaters and the like.
This was in the form of “scratch
prints”—prints which the library has
deliberately scratched so they can’t be
used on the air, but which are quite
adequate for viewing purposes. Cost
~o far: about 7c per foot.

Caravel wound up buying 10 sec-
onds” worth of various action shots.
about $2.50 per fool plus laboratory
fees (regular NBC TV film rate for

commercials).

The commercial started with a shot
of a refrigerator door which is opened
on the winter scene, which then wipes

] LTI

NOW on the air!
KMID-TV

MIDLAND-ODESSA-TEXAS

America’s

Miracle

Market

Effective buying power:
£6,461.00 per family ($1,378.00
above the national average)—
73,500 well-fed families to choose
from. made possible by the world’s
grealest treasure—oil!

With KMID-TV vyou reach
America’s carriage trade in

coveralls . ..
markets on earth,

one of the richest

LTI A

Not the most people in any one TV market to be sure,

but certainly among the best-paid

and as the figures

bear out. the most ready, willing and able to spend!

KMID-TV ... Exclusive in

Midland

P. O. Box 2758
Telephone 2-7321

Odessa

P. O. Box 133
Tclephone 7-7321

NBC-ABC-DUMONT

Sid Grayson, Vanager

0. L. Tayler Co.,\ational Representatives
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to a shot of a hand reaching for a
bottle of Ballantine in a refrigerator.
The resuh of this billboard tech-
nique, blended sinoothly with an opti-
cal wipe to the “sell” portion of the
commercial, was a series of hard-hit-
ling, attention-getting fihm commercials
which mated well with the action na-
ture of the Foreign Intrigue series.

This is just one way in which one
tv producer u<ed stock film. Several
other examples appear on pages 38-39
with stills from the scenes used. Other
sponsors, from Electric Auto-Lite with
Suspense on CBS TV to Kreisler and
American Chicle with Rocky King on
Du Mont use stock footage frequently
in programs and commercials.

The most common—but not the only
—uses of stock footage are these:

1. As “scene setters” or “bridges”
before or hetween other action. In
drama shows. stock foolage is often
used to transport the action to another
locale, accomplishing the same thing
as a words-and-music bridge in radio.
An example: The hero walks out a
door. We dissolve to a shol of a plane
fiying the Atlantic, flying over the
Eiffel tower, then settling down at Le
Bourget airport. As our next scene
starts, we know he’s now an American
in Paris. We've seen it happen.

2. As a rear-projection background.
This is a trick borrowed from Holly-
wood. Sample: Two actors converse
in a Pullinan roomette and through the
window we see the moving country-
side. Actually the scene is just a 10-
second loop of 16 mm. film which re-
peats over and over again. being pro-
jected on the rear of a screen behind
the window of our train set.

What subject matter is covered in
stock footage?
You name it.

Film hbraries usually break their
film footage down by “main subject”
and then subdivide further under indi-
vidual topics. NBC TV’s Library. for
example. contains some 2.200 main
subject heads—from “Academies” to
“Zuliland”—and is further carved up
into some 14,750 individual topics.
Then NBC breaks up the topics into
shot-by-shot descriptions.

The total amount of stock footage
open to tv admen is staggering. As of
mid-November there is a SPONSOR-esti-
mated 157,000,000 feet — enough to
stretch around the earth at the Equator
with plenty of slack—in the vaults of
the largest film libraries. And the sup-
ply is growing at the rate of some 100,-

SPONSOR




000 feet a week today as the footage
from stafl  cameramen.
sources, travel ageneies, commereial

governinent

producers. newsreeks and amateur pho-
tographers rolls i,

Most of this vast supply of cellnloid
inages i of a news nature becanse
most of the film libraries are off<hoots
of newsreel companies or tv networks.
Almost all of the newsreels vou've ever
seen in a theatre or on a video screen
are catalogued somewhere in a film
library. Hitler's
troops marching 1to Czechoslovakia
to last vear’s Kentueky Derby can le

Fvervthing  from

NBC OV

M N .o N "
even naintains an Cemergeney list” of

delivered on short notice.

stock foatage avatlable immediately for
the nmore obvious prodaction needs,
such a< a shot of Thnes Square. rain,
waves clouds,

bn addition to a bedrock of news-
related events all the film libraries con-
tain general, non-news footage  shots
of the Statue of Liberty or the Eiffel
Tower and collections of ~cenes rich
in local atmosphere. March of Time's
library in particular i< designed around
this tvpe of feature and bhackground
material.  Fox Movietone has access

KF
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AMERICAN BROADCASTING CO.
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LUBBOCK, TEXAS

Announces the Appointment of

THE KATZ AGENCY INC.

As National Representative

Effective December 1. 1953 A
790 Kilocycles |

5.000 Watts Day--1,000 Watts Night

on the West Coast 1o stndio-qnality
~tock footage that has been shot over
the vears for its parent company, 201h
Centary-l'ox  mucli of it incidentally,
in color,

Where is stock tv film footage avml-
able?

Here's a rmndown on  the
sources of stock footage for tv:

NBC TV Film Library : NBC'< i< the
lorgest by far of the filin
maintained by the four major video
networks and is one of the hizeest in
the business<: it contains 20 million
fect of film. i+ catalogue. in the opin-
ion of producers contacted by sPONsOR,
is the “most minutely detailed™ among
those of outfits supplying stock footage
to video. The film is divided by main
topics, and then sub-topics. Under the
sub-topics. cach scene is described at
sonte length and f{ootage lengths are
given. plus an indication of whether 1t
i~ “long shot™ or “clo eup.” ectc. For
the lenefit of agencies and clients lo-
cated outside New York. copies of the
index are mainta‘ned in \NBC'~ Hollv-
wood officez. But most of the film and
film-handling equipment is located at
105 E. 106 St.. New York Citv. Con-
tact: Ted Markovic. Phone CI 7-8300.

Fox Movietone News. Inc.: Having
opened its library to tv in April. Movie-
tone is a recent addition to the film
libraries servicing video. Movietone
lias over 90 million feet of stock film
in it~ vaul:s. The library is catalogued
by main title and by sub-topics. but is
not broken down shot-for-shot, Over
907 of the footage is in 35 mm. Spe-
cial feature backgrounds of studio
quality can be purchased from Fox's
Wagic Carpet short subjects. or from
the film library of the Hollvwood par-
ent. 20th Century-Fox. l.oca‘ion: 160
W. 51 St.. New York Citv. Contact:
Frank Barry. Phone CO 5-7200.

March of Time: This veteran film
oreanization iz the Cadillac of the film
libraries (see price data in <ection be-
low). and has been open to tv since
1951, Some 15 million feet of top-
quality footage. shot s'nce the early
1930's for theatrical March of Time
short subjects. are in its library. Some
607¢ of this footage is cross-indexed.
shot-for-shot. Most of MOT's footage
was shot at leisure under the best
pos<'ble conditions. whereas much of
the fooiage in other libraries was shot
for newsreels. Location: 1270 .\venue
of the Americaz. New York Citv. Con-
tact: Bill Mead. Phone: JU 6-1212.

CBS TI" Lilrarv: The Columbia

chief

hbraries
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web’s film library contains perhaps
100,000 feet. 1t’s the newest tv library,
lraving been started in its present role
early tlis year. CBS TV’s biggest
sales point: Its cross-indexed library
was designed from the ground up to
supply tv production needs, and con-
tains nothing whicl isn’t cleared for
use on video. In charge of this umit
is Clay Adams. formerly the director
of NBC’s Victory at Sea filmed tv se-
ries. {Adams’ experience in the field
can be judged from the fact that it
was lie wlo weeded some 60 million
feet of naval and military film down
to the 61,000 feet which comprise the
Victory films.) Like NBC TV’s film
library, the CBS unit is open to all
comers. location: 421 W. 51 St., New
York City. Contaet: Clay Adams.
Phone: P’l. 1-2345.

Telenews: Offshoot of the INS news
organization, Telenews opened its
rapidly growing film library in 1917.
Almost all of its seven million feet of
film footage is of a news. sports or
general nature, with little special fea-
ture or travelogue material. The ma-
jority of it is catalogued shot-for-shot.
In general. the Telenews library is
siniilar to those of NBC TV and Fox
Movietone, although it doesn’t date

back much farther than the late 1940’s
in its material. Location: 630 Ninth
Ave.,, New York City. Contact: Vir-
ginia Dillard. Phone: JU 2-2450.

Here are a few others:

In the East: Advance Film Libraries,
Films of the Nations, Marathon Tv
Newsreel, Stock Shots Unlimited and
British Information Services. All of
these are in New York. Most are spe-
cialists in supplying a particular kind
of stock film footage (old newsreels,
foreign locales, etc.) but none has a
library which compares in size with
the bigge-t stock suppliers cited above.

On the West Coast: Cate & Me-
Glone Film Library (a general li-
brary). Wild Life Films (specialists
m nature shots, particularly in color)
and Cosman Productions (locale back-
grounds). Prices are similar to those
in the East.

What's the cost of stock film footage
for w?

All of the film libraries use similar
pricing formulas. if not similar dollar
charges. Basically, they work out like
this:

1. Usage Charge: This could be
compared roughly with a costume ren.
tal charge, varying with the type of
show in which the costume will be used.

...NBC

FULL 100kw POWER
CHOICE CHANNEL {]

’““s@ Oewver [ Fefivee

CALL PETRY
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In tv stock footage, there are usually
two different usage price scales—one
for live and/or film programs, another
(and usually higher) scale for tv com-
mercials. The cost spread is fairly
wide, ruiming for example from CBS
TV’s charge of 75¢ and NBC TV’s
81.00 per foot for one-time live air use
to March of Time’s charge of $7.50
per foot and up for commercials.

2. Laboratory charges: Apart from
use fees, there are costs to be borne in
connection with the service work done
on a stock footage order. Mostly, they
are a matter of developing, printing
and handling charges. Being mechani-
cal steps not involving original film
production costs, they are almost stand-
ardized in the film industry. Here are
the chief lab costs:

Scratch prints: As mentioned earlier,
these are scratched prints from which
tv admen make selections of final foot-
age, or which they cut up to get a
“mock up” of the final stock footage
which will be used on the air. Like
a photographer’s proofs, they are not
the final product. But they do give a
good idea of what the finished picture
will look like. The usual charge is 7c
a foot for black-and-white.

Fine grain master positives: Unless
an advertiser has some fancy optical
printing (trick dissolves, wipes, iris-
outs, etc.) or other copies to make this
is the footage which will finally go on
the air in a live show. where the film
it being intercut. Rear-projection
loops, too. are usually fine grain posi-
tives in 16 mm. Cost: about 10c a foot.

Duplicate negatives: This is a nega-
tive which duplicates a fine-grain mas-
ter positive of the original negative
shot by the film cameraman in the
field. It would be used, for example,
in processing optical shots where neg-
atives, rather than positives, would be
needed. Or, stock negatives would be
used where a spot film commercial is
being made. and would be cut into the
master negative from which all the
commercials would be printed. Cost:
about 15¢ a foot.

Here. company by company, are the
basic tv stock film charges:

NBC TV Library: Charges on final
black-and-white 35 mm. orders (you
make vour selection from the T7e-per-
foot scraich prints) are 81 per foot
for use in live TV programs, §2.50 per
foot for use in film programs or com-
mercials. Lab charges are standard. as
above. There is a $§20 minimum order.

( Please turn to page 80)
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With apologies to John Crosby
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for advertisers, too!

the magazine radio and TV advertisers use—
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‘But they’re A and B coverage sets to us.

To you they're sales—a VHF -_rﬁnrket of 3 million buyers in (22) counties

i West Virginia, Ohio ‘and Pennsylvania.

¥
>

THE SKYLINE STATION | Ask HOLLINGBERY fo# availabilities today:

IN TFIE TRI-CITIES

| 74 | [ | BASIC NB C
CHANNEL 4 | | " INTERCONNECTED

7 WHEELING, WEST VIRGINIA

| NBEC & ABC STEUBENVILLE, OHIO ¢ WEIRTON, W. V 4,
MARTINS FERRY, BELLAIRE, OHIO

Serving the industrial centers of the UPPER OHIO VALLEY!

Radio Affi/iatesﬁ- WTRF AM-FM— All represented by HOLLINGBERY




ON
(B8

rthur Godfrey®
ellogg. Burnett
omark, Mogul
alt das
t'l Cellucotton
c&B; Snow Crp
axon  alt das
star-IKKist Tuna
m,w 10:30-45
‘heades & Davis
ever: pepsodent
m,w 10:15-11
‘JcCann-Erickson |

rthir Godfrey®’
2llsbury Mills |
m.w 11-11:15
¢o Burnett

degett & Myers:|
| chesterfields
m,w 11:15-30
nghm & Walsh |

3tIke 1t Rlch
‘olgate: tthpst; |
el. super suds,
bslmolive, fab,

| sjax
Y ]
sty $8000

s
Valiant Lady

an Mls: hisqk+
NY mwtf T,
FS shr 310.000‘
Love of Llife

{ mer Home Pr ‘
{INY m( L
low $8500 |
sareh for Tom'w
P&G: nvi

WY m-f T,
low $8500
Bulding Light

&0: Ivory. duzt
NY m-f L
ompt  $10,000

Yi
3!

-

A

—

4 No network

programlng
m-f £

Garry Moore
\facland: rugs
. &C (see hel) |

Hoover Co 3
vrnett

Pacific Mills |
Y L
WT thr $2038)

—
Double or
Nothlno
“amnbell Soup
NY L

Ll m-w-f

‘ard

Jiselotk  $8000
Art Linkietter
Tever: snrf

Hy muaef T.
ver  (cee hel)
lllshury  Mills:
| fiour, mixes

Hy m-th L
B. %hr $4000

Blg Payoff
Colgate* fah,
hlorophvl]l tth-
¢t eachmr haqt
!NY mwf L
{sus tu.th)

| sty $8500

- Bob_ Crosby
Show
y m-f L

Lhr
$3.100

N ———

Action In
the Afternoon
Western drama
hlla m-t L

15min: $1350
lthr: $3200

No network
programing
m-f

|

I
No network 1
brogramlng
m-f

DAY

No network
programing
all wk

No network
programing
m-f

No network
programlng
all wk

No network
programing
m-f

No network
programing
m-f

Paul Dixon
Show

m-f 3-4
(Partlclpating

' segs available;

see cost below)

Vitamin Corp:
rybutol, juvenal

m 3:45-55 seg
KFCC

River Brand
Rice Mills
one 10-min seg
Donahue & Coe

10min: $400

No network
programing
m-f

No network
programlng
m-f

ber 1953

Ding Dong
School
Ch m-f L
(sponsored tu,
th, f)

Glamour Girl
y m-f L

; Hawkins Falls
LCh m-f L

Three Steps to
Heaven
P&G: duz
NY altdas L
Compton
¢ The Bennetts

Cb m-{

Follow Your
Heart
NY

m-{ L

Bride & Groom
Jergens Co

152NY m,w.f L

‘orr $7500

No network
programing
m-f

Ne network
programing
m-{

No network
programing
m-f{

Kate Smith
m-f 3-4
James Lees:

carpets
D’Arcy  3:30-45
Corn Prods Refl

3:45-4

L Miller
50NY

%hr  $3500:

Welcome
Travelers
P&G: prell
ivory snowt
61Ch

alt m
DFS ¥hr $1200

Oon Your Account

NY m-f

P&G tu, w,
sus m, th

Atom Squad
_Phlla m-f L

“Gabby Hayes
Quaker Oats
32NY m(t 30L

Per gmg:
S&M 1750

Howdy Doody
Standard Brands:
royal puddings,

gelatin
53NY 481,
m,tb 5:4548%

' Bates 1, hr $1600

L
¢ NY

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f{

No network

programing
m-f

Ern Westmore

Show
m-f

No network
programing

m-f

TUES

Arthur  Godfrey*
Kellogg, Burnett
Knomark, Mogul
10-10:15 alt-das
Int’l  Cellucotton
FC&B; Snow Crp
Maxon alt das

General Mtrs:
Frigidaire Div

tu.th 10:30-45
FC&B

Toni Co
tu,th 10:45-11
Welss & Geller

Arthur  Godfrey*
National Bise
tu,th 11-11:15
McCann-Erickson
Pillshury Mills
tu.th 11:15-30
Leo Burnett

Strike It Rich
Colgate
m-f (see mon)

Esty

Vallant Lady

Toni Co
4INY tu,th L
LB shr $10,000

Love of Life
Amer Home Pr
m-f (see mon)
Biow
Search for Tom'w

P&G: joyt
m-f (see mon)
Biow
Guiding Light
P&G: ivory, duzt
m-{ (see mon)
Compton

No network
programing
m-{

Garry Moore
Cats Paw Rubber
56NY L
Levyne (see bel)
Pillsbury Mills:
ballard blscultsL

C-M Yhr $2038

I'Il Buy That
Seeman Bros:
ainvick

37NY

tu, t
ist 15 min

Welntraub $4000

Art Linkletter
Kellogg: all pr
38Hy L
Le tu 2:30-45

I
Pillshurv Mills
m-th 2:45-2
-LB  Yhr $4000

Big Payoff

m-f
NY sustu,th L

Bob_Crosby
Show
Amer Dalry
Ass'n
33Hy
tu,th 3:45-4

seg
Campbell-  Y%hr
Mithun $3100

Action In
the Afterroon

A m-f
Turn to a Friend -
L xY ot L Phila

(see mon)

No network
programing
m-f

No network
programing
m-f

TV COMPARAGRAPH OF NETWORK

DAY

No network
programing
all wk

No network
programing
m-f

No network
programing
all wk

No network
programing
m-{

No network
programing
m-f{

Paul Dixon
Sh
m-f 3-4
10Cine
{Partlcipating
segments avall-
able)

Ding Dong
School
Minnesota
Mining & Mfg:
scotch tape
Ch tu onl L

BBDD 14hr $985

Glamour Girt
m-

Hawkins Falls
Ch m-f

Three Steps to
Heaven

P&G: duz
NY altdas L
«Compton
The Bennetts
Ch mt L

Follow Your

Heart
NY m-f L

Bridge & Groom
NY sus tuth L
| Jergens m,w,f

No network
programing
m-f

No network
programing
m-{

No network
programing
m-f{

Kate Smith
m-{ 3-4
Consolidated
Cosmetics
alt tu 3:15-30

BBDD
Borden Co:
instant coffee
tu 3:30-45
DCSS .
Dow Chemical
tu 3:45-4
McJ&A

50NY L
Y br $3500

For 10min:
$400

No network
programing
m-{

No network
programing
m-

Welcome Trav’lrs
P&G: prell,
ivory snowt

(see mon)

DFS

on Your Account

P&G: tide
62NY L
tu, w, f

Benton & Bowles
$6500

Atom Squad
Phila m-f L

Gabby Hayes
NY m-{ L
sus tu
Howdy Doody
Kellogg Co:
rice krispiest
48NY 441,
LB (see bel)
tu.t_5:30-45
Colgate: ttbpst
51NY 5:45-8 48L
Bates %br $1550

PR(

WEDNESDAY

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

Turn to a Friend
m-f

Ern  Westmore
Show
NY

No network
programing
m-f

L Phila

m-f L

Arthur Godfrey*
Kellogg, Burnett
Knomark, Mogul
10-10:15 alt das
Int’l  Cellucotton
FC&B; Snow Crp
Maxon alt-das
Star-Kist Tuna
m,w 10:30-45

Rheades & Davis
Lever;: pepsodent
m,w 10:45-11

McCann-Erickson

Arthur  Godfrey®
Pillsbury Mills
m,w_ 11-11:15
Leo Burnett
Liggett & Myerse
chesterfields
m,w 11:15-30
Cnghm &

Strike It Rlch
Colgate
m-f
(see mon)

Esty

Valiant Lady
General Mills
m,w,{ (see moR}

DFS. K-R
Love of Life
Amer Home Pr

m-{ (see mon)
Biow !
Search for Tom’'w

P&G: joyt
m-f (see mon)
Blow

Guiding Light

P&G: ivory, duzt
m-{ (see mon)
Compton

No network
programing
m-f

Garry Moore
Swift & Co
IWT 68NY
Best Fds: rit,
shinola

L
¥%hr

Ludgin $2038 .

Double or Noth’g
Campbell Soup
m,w,f (see mon)

Ward Wheelock
Art Linkletter
Lever: surf
m,w,th 2:30-45

Ayer
Pillshury Mills
m-th 2:45-3

{see mon)

Leo Burnett

Big Payoff
Colgate
m,w.f
(see mon)

Esty

Bob_ Crosby
Sh

ow
Hy m-f L

¥%hr
$3100

Action in
the Afternoon
m-f L
{see mon)

No network
programing
m-f

Barker Bill’s
Cartoons
General Mills:
sugar jets
SINY wyf 1

Esty

No network
programing
m-f

Walsh |

Ding Dong
School
Ch m-f L
(sponsored tu,
th.f)
No network No netw
programing — progiui
all wk -1
Glamour Glrl
ay m-f
Hawklins Falls
Wesson Oil,
Knowdrift Sales
st 1/6
101Ch w,f L
Fitzg’Id $6000
No network Three Steps to No netw
programing Heaven progiam
m-{ ___P&G: duz m-f
NY altdas L.
.Compton i
The Bennetts
}Ch m-{ L
Follow Your
Heart
— %4 m-f L
Bridge & Groom
Jergens Co
wm,w.f (see mon)
Robt W. Drr
No network v No net
No network Y
programing
o fl program
all wk REonatigs m-f
No network No network No netw
programiug programing program
m-f m-f m-f
No netw.ork No network No netwe
programing programing program
m-f m-f m-f
Kate Smith
m-f 3-4
Landers, Frary &
Paul Dlixon Clark: universal
m-f 3-4 elec appliances
(Partielpatlnlg Goold & Tierney
segments avail- Borden Co J
able) w 3:30-45 st 1/6 DO Tel
10Cine L pcss progral{l
e m-
Gerber Prods:
baby foods
w 3:45-4
D’Arcy
10-min seg: O] 4 335016
$400 Ll
Welcome Trav'irs
P&G: prell,
ivory snowt | Turn to a
(see mon) NY m-
DFS
No network T
programing
m-f On Your Account
P&G: tide Ern We:
tu, w, [ Shov
NY m-
Benton & Bowle$
Atom Squad
Phila m-f L
Gabby Hayes
NY co-opw
—_— —=  NXn net
No network Howdy Doody prograr
programing C ntinen y:4 m-1
m-f
35N 29L
Lebre
Bates $1550




JGRAMS

ork
ing

ork
ing

ork
Ing

‘ork
Ing

[1ig ¢
Ing

Frisnd !
4 12 {sre 1non)

THURSDAY

Arthur  Godfrey®
IKellogg, Burnett
K nomark, Mogul
10-10:15 alt das

Int’i Cellucotton
FCAB; Snow Crp
Maxon  alt das
General Mtra:
Frigldaire Div
tu,th 10:30-45
FG&B
Tonl Co

tu,th 10:45-11
Welss & Geller

No network
programing
all wk

Arthur Godfrey*
Natl Biseutt
tu,th 11-11:15

‘McCann-Erickson |
Pillsbury Mills
tu.th H:15-30

Leo Burnott No network

programing

w-f
Strike It Rich

Colgate
m-f{ (sve mon)

Esty
Vallant Lady
Tont Co

. tu,th (see tu)
Leo Buraett

Love of Life
Amer llome P’r
m-{ {(see mon)
Blow .
Search for Tom'w

P&G: oyt
m-{ {see mon)
Blow
Gulding Light
P&G: Ivory, duzt
m-{ {see mon)
Compton .

No network
programing
all wk

No network
programing
m-{

No netwurk
program|ng
m-f

Garry Moore
sSwift & Co
LONY  w,ith L

IWT
Norge Div,
Torg-\Varner
63NY th-onl L
JWT Y hr $2038

1’ Buy That
Seeman DBros:
airwiek
tu, th 1st 15 min

Welntraub

) Art Linkletter
yreen Glant Co:
canned pess. corn
41Hy th-onl L
LB (see bel)

lllshury Mllls
m-th 2:45-8
LB % hr $4,000

No network
programing
m-f{

Blg Payoff
NY m-( L

1us tu.th Paul Dlxon

Show
m-( 3-4
10Cine
(Particlpating
fegments avall-
able)

Bob Crosby
Show
‘Faphan Stove

KMcd G
th 3-30 15 seg

Amer Dalry
~tuth 3:45-4

Hy L
Campbell-Mithun

Actlon In
the Afternoon
Ha mt L

DTORF! [
m-{

For 10min:
$400

Ding Dong Schooi
Seott Laper Co:
scott towels,
eutrite wax ppr,
scottles
43Ch 38L
th only

b $985

wt

Glamour Gurl
Hy m-

Hawkins Falls
Ch m-f

Three Steps to
Heaven
&G duz
NY  altdas L

Compton

The

Bennetts
{ Ch L

m-{

“Foltow Your
Heart
NY m-{ L

Bridge & Groom
NY sus tuth LY
dergens  mwlf

No network
programlng
m-{

No network
programing
m-{

No network
programing
m-{

Kate Smith
m{ 3-4

hall nf segment
3:15-30

ent

Mathes
hiat

Doeskin Prods
Grey 3:30-45
Slmoniz Co:
auto flnlshes
th 3:45-4
SSCB
50NY L
KLhr $3500

Welcome Trav'irs
P&G: prell,
Ivory snowt

(aee mon)

DFS

Dn Your Account
NY m-{ 1s
fus m, th

Atom Squad
Phils  m-¢ 1
‘Gubby Hayes

Y
1 L

" $3,50¢
H.wdy Doody

heilige Co

Y
Batey

Leo Burnett
Standard RBrandg
m.th 5:45-6
‘s mon)

Batew

No network
programing

No netwoark
programing

No network
programing

m-{

m-f

m-I

—— e e ——

Daytime 14 December 1953

FRIDAY

laih Paar
w Y L
No network
programlog
all wk
Wheel of
Fortune
Y 10:30-11:30 L
15 min:
$2675
Wheel of
Fortune
(cont"d)
No network
programing
5 m-f
Strike It Rich
Coleate
m-{

(see mon)

 Esty.

Vallant Lady
teneral Mllls
m.w.( (see mon)

DFS, K-R
Love of Life
Amer Ilome Pr
(m-{ (see mon)
i Biow
Search fer Tom'w
P&G: joyt
m-f (see 1non)
Biow
Gulding Light
>&G: {vory, duzt
m-f (see mon)
Compton 4
1/6/54 only:
Drange Bowl Gm
Gillette Safely
Razor Co
LRI RETTH

No network
programing
all wk

, SATURDAY

Ding Dong
School
General Mills:

Sweets

Tootsle
Hlippodrome
Co of

cereals, mixes Amer: tootsie rls
86Ch L 49NY L
f only
Tatham. ohr Moselle &
Laird $985 Elsen $4500
=2
Smlilin’ Ed
McConnell
Glamour Giri Brown Shoe Co
Hy m-{ L d3NY F
Burcett  $4500

Hawking Falis
Wesson Qil,
Snowdrift Rales

101Ch w,f
F itzgerald
' Three Steps to ©
Heaven
P&G: duz i
NY altdas L
Compton
The Bennetts:
Ch m-f L |

Follow Your
Heart i
NY m-f L

‘Bridge & Groom
Jergens Co
m,w,f (see mon)

[Robt W Drr
No network

programing
m-{

Gardner

Space Patrol
| Ralston-Purlina:
wheat chex,

rice
chex

53Hy L

$6500

No network
programing

No network
programing

No network
programing

No network
programing
all wk

No netwnrk
programing

Winky Dink
and You

N
(Jack Barry) g, phman
NY L

programing

No network

Rod Brown of Tom Corbett programing
the Rocket Space Cadet
Rangers Int’{ Shoe Co:

Gen Kds, Post "equoosa shoes

N]\(}i'rells 18157 L - alt wks

Y&R s7500 D'Arey  ss000 |
The Big Top
National Daliry

No network
programing
all wk

No network

I’rods: sealtest
brograming

clcf c&'eam. seal-
Les airy prods
£3Phiia L

Ayer  $14,000

Lone Ranger
General Mills:

1:45 to conel Sl‘:v'{le“l”' kle
Maxon . . _ No ; No network
Ro network § Garey Moore 1;.?0;;2'.:&? r;:ogr;;gv&r: No network  DFS $15,000 o network programing
programing onverte ce B _ rogra
m-f 5INY L m-f oy it
LB (see bel) N
Kellogg Co: 0 network
2T0-pUD programing
57NY L
LB Y hr $2038
Double or Noth'g
Campbell Soup
m,w,{
(see mon)
Ward Wheelock No network N v No petwork
No network o "~ . No network No net N0 network No network
programing Art Linkietter programing grog;la_l;ﬂng prog?aen‘:vi‘:lr: programing programing proTAsing
m-{ Lever: surf m-f
mw,{ 2:30-45
Ayer
Kellogg: all pr
25Hy  tutb L
LB 1 hr $4000
Big Payofr
Colgate Paul Dixon
mw.( Show
(sce mon) IOC)'II!?‘-{ 3.4
Kate Smith No network: No network .
No network Esty (Particlpating 13-4 K No network 9
o R Bob Gresby | SeEments )“8"_ m-f 3 programing programing programing X;gog$:m:
w-f Fnglander Co Ehis
Burnett 3-30.4%
General  Mllls
My 3 F I ¢
t 12/23 10 min:
Knox. AN ming g
Reeves 33100 $400 1% hr: $3500
Weicome Trav'irs H
Actlon In P&G: prell, Ny Racing
Turn to a Frlend the Aflternoon ivory snowt
NY mt L PhMla m¢ L (see mon)
isee mon) DFS
No network | No network ——_ XNo pstwork
programing B G B programing programing
m-f n Your Account =
e No network
Ern  Westmore Pfuc;v“f‘h No network programing
e RS L N0 network Y programing
m- : programing
m-f Benton & Bowles
Barker BlII's Atom Squad
Cartoons Phila__m-f L
General M1ls Gabhy Hayes
SN - Quaker Oata
f ) ; m.f
Esty S&M .
B 1y No netwo
¥y network h rk lei’:ieg:“y No network No network No network programing
;mgrnleng Christmas Day I ming Mathes  5:30-45 programing programing programing
w F.“u':,'. D { Weleh Grp Julce
“ DcsS ait t
Int'l Shoe
HH&M alt f
Victor Bennett ‘9335: 5-6 1808
—— %Lhr $1550
—
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ALEX F. OSBORN
(Co-founder)

Batten, Barton, Durstine & Osborun. Inc.

LIKE MOST
“Newsworthy’’
ADVERTISING
EXECUTIVES

MR. OSBORN'S

LATEST

BUSINESS
PORTRAIT
IS BY...

Jean Racbarn

Photographers to the Business Executive
New Yo 1882

80

STOCK FILM

(Continued from page 70)

Fox Movietone News, Inc.: Charges
for 35 mm. {ootage are as follows, For
one-time program u-e. either live or
film, the charge is $2 per foot. In tv
commercials, either live or film, the
rate is thie same. However, if the show
or commercial is to be repeated one or
more times, there is an additional
charge of §1 per foot. Film of studio
quality from the Hollywood vaults is
lugher, and for color may run to as
much as $7.50 per foot for one-time
use. Lab charges are standard with
one exception. }f the lab order for
masters or dupe negatives is placed at
the same time the use rate is deter-
mined, this is included in the $2 per
fool use charge. No minimum order
is required.

March of Time: MOT’s prices are
not cheap. but the quality of its film
is said to be uniformly good. Charges
for 35 mm. footage shot in the U. S.
are $2.50 per foot in live or film pro-
grams. For use in filned commercials
the charge is $7.50 per foot. Footage
shot outside the U. S. costs double
these prices, since MOT figures it cost
more to begin with. Lab charges are
10c a foot for scratch prints. There
is no extra charge for fine-grain posi-
tives or dupe negatives. Minimum or-

der at MOT is $62.50.
CBS TV” Library: Columbia’s video

film library’s rates for 35 mm. one-
time use in live or film shows start
at 75c a foot and run up to about
$1.50. For film commercials, or film
shows to be re-used, the charge is §2
to $2.50. The price is based on what
is actually used on the air. Lal) charges
are the same as NBC TV’s and are
charged on the total order.

Telenews: For one-time use in a live
tv show, Telenews charges $1.50 per
foot. For use in filmed tv shows, or in
filmed commercials, the charge is $2.50
per foot. There is a special local rate
for live program use of $1 per foot.

What's the usual procedure in or-
dering tv stock film?

the routine varies shightly letween
companies. but it usually works out
like this: '

Step 1. If you have a script or have
planned a commercial that calls for the
use of stock fitm footage, try to de-
termine as exactly as possible what
type of shot you want. Don't be vague
in your ordering: vou'll save time.

Step 2. Contact the film libraries
i person, by phone or by mail. Tell
them what you want in as much detail
as possible. Also, tell the film library
where you plan to use the footage,
and whether or not it will be in a com-
mercial and if it will be repeated later.
Thus, the rate 1s determined.

Step 3. If you think you can make
your selection from cards, most libra-
ries will provide you with descriptions
of the shots. 1f you prefer to do vour
selecting on a visual basis, thev will
screen selected shots for you. 1f vou
want several choices of film to study
at leisure, they will provide you with
a “scratch print.”

Step 4. Having determined what you
want and how much you want, you
place your order. Allow about a week
for laboratory processing. * kX

FILM NOTES
(Continued f[roni page 48)

regional and local advertisers on al-
ternate weeks and on the samne stations
used by Canada Dry. Result: These
stations will carry the program every
week throughout the coming vear.
Each half-hour show is a self-contained
unit with no relation to the show pre-
ceding or following it.

The firmly established pattern of
alternate-week sponsorship of network
tv shows provided the cue for CBS’
action, Scanlon said. adding. “It’s been
proven that each sponsor's identity
with the show can be inaintained
through effective merchandising.”

This pattern of operation for spot-
placed tv films has these advantages:

1. It enables a national sponsor of
an alternate-week show to put a top-
grade production on the air at moder-
ate cost. Because the national adver-
tiser is actually sharing cost with local
sponsors, he’ll get a higher-grade ve-
hicte. The local sponsors also get a
top-quality show at lower prices.

2. Both the alternate-week national
sponsor and the local sponsors get the
benefits of a larger cumulative audi-
ence than they could normally expect
from a semi-monthly air effort.

Predicts Scanlon: “We're starting a
whole new trend in film syndication.
Many others will try the same setup
or variations on it hecause this formu-
la helps eliminate financial problems,

programing difficulties and audience
loss.” * k%

SPONSOR




Like giant hormns on the horizon. radio-relay
towers carrying television programs throughout
the country arc now standard fixtures in the
American scenc.

Today these radio-relay systems together with
coaxial cable facilities make possible an audi-
ence of one hundred million people who may
sec and hcar the same event at the same mstant.

The ability to carry important public events,
programs of education and entertainment for

BELL TELEPHONE SYSTEM
PROVIDING TRANSMISSION CHANNELS FOR INTERCITY RADIO AND TELEVISION TODAY AND TOMORROW

i i 780 RN DK K I 0

s
r
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millions of Americans truly makes the horn-
shaped radio-relay antennas an impo 1di
tion to our nation's resources
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no iy |]l
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coast to coast and from the Great Lakes to

the Gulf of M T] tc 40

channel miles.
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LAt

Give Your Client a Real

Merry
Christmas

Package with our

$15

Audition Record Plan

This Package will be created
for your client’s product by
Song Ads Co., one of the
most successful and special-
ized packagers of radio-TV
musical commercials in the
nation,

Call or write for information.

.A_c—i M.PA :ng

5927 Sunset Blvd.
Hollywood 28, Callf,
HOllywood 5-6181
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80,000
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OVER-COMMERCIALIZATION
(Continued from page 28)

in effect, the “safety wan,” and must
be on guard for the fumbles of his
advertising teammates, many feel.
Broadcasters have shown they agree
with this point of view by adopting the
present NARTB Code (in March of
1952). Today all four tv networks and
191 stations (out of a total of over
315) adhere to it. But the NARTB
Code—and the Review Board which
backs it up—has only a limited power.
John E. Fetzer, president-owner of
WKZO-TV. Kalamazoo and chairman
of the NARTB group, pointed out the
limiting factors 1o the NARTB Con-
vention last spring in Los Angeles:
“We recognize the Code Board has
no material power of sanction. It can-
not exercise compulsion; neither does
it want any such power. I cannot think
of a quicker way to destroy voluntary
compliance with the Code than for the
Board to become busybodies and
snoopers. Our job is 1o precipitate
mature voluntary compliance wherein
each station manager renders his own
decisions in the operation of a decent
television property.
“The Code Board could, with fan-
fare. wield the big stick—which would

be most gratifving to some—but if the |

net result should bring about mass
resignations from the Code. or bring
litigation on the basis of restraint of
trade. or any one of a number of re-
versals. the whole Code would col-
lapse.”
Rightly or
things stand:

here’s how
Broadcasters have the
nearest thing to industry censorship.
But the NARTB group is niore the con-
<(itutional monarch who “must rule
by not ruling” than it is the industry
“strong man”~ who has declared a kind
of advertising martial law. The Code
“suggests”: Il rarely commands.

Is the NARTRB’s Code group just so
much window-dressing? Or. does it
really work?

wrongly

\dhnen learned several answers to
these questions in recent hooklet,
First Report to the People of the U.S.,
published last month by the NARTB
Television Code Review Board. In
essence First Reporr is a kind of open
letter to the industry summarizing the
accomplishments of the first 12 months
[ Code-regulated tv.
o~itive gains and gives a revealing
picture of how the Code group is slow-
Iv becoming—despite the obvious ini

It shows some

tial trials of any such effort—a force
within the industry.

For example:

/tem—Just as the Code was getting
underway, the 82nd Congress voted to
have the House Interstate and Foreign
Commerce Cominittee investigate radio
and tv programing for offensive ma-
terial. The committee, suggested by
Congressman  FEzekiel C. Gathings
i Dem., Ark.). raised a ruckus over low
necklines and crime shows, but made
a favorable report on the Code. Tv,
said the committee, had made consid-
erable improvement between the time
of the adoption of the Code and the
start of the investigation.

ltem—Last spring, a subcommittee
of the Chicago City Council grew
alarmed at newspaper reports that
there were links between juvenile de-
linquency and tv crime shows. NARTB
representatives met with the Chicago
group as it started to conduct hearings.
The group agreed with NARTB that
censorship was “dangerous.” stated
that any connection between tv pro-
grams and crime could not be proved.
The inquiry was dissolved. But NARTB
passed on a summary of the hearings
to all Chicago tv stations for their
future guidance.

Sketecehbook

(A Program Aid)

4

Timely and praetical
working seripts for ll‘xe
presentation of songs in
dramatie, comic and pie-
torial fashion.

The very latest song hits
as well as the standard
favorites  are developed
into photogenie sketehes
which ean be nsed eﬂ:ce-
tively as complete nisieal
iows. as prodnetion nunm-
bers in variety programs
or a= seenc-sctung sCZ-
nents,

There are dozens of
wavs in which yon can
adapt the BMI Sketehbook
to advantage.

A Monthly BMI TV Service

. =t .. -
BROADCAST MUSIC, INC.

NEW YORK o CHICAGO e HOLLYWOOD
TORONTO" MONTREAL
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R.F.D.

A woman from a ranch near Mobridge, South Dakota, was giving birth to a baby.
She had been given an anesthetic and was awakening just as the ten o’clock curfew

whistle blew. She looked about groggily and said, “Ten o’clock—time for Whitey

Larsen!”
Whitey Larsen? He’s been reporting the news on WINAX.570 (333 miles from —_— /
Mobridge) for fourteen years. 7 g |

WNAX-570

Yankton-Sioux City
A Cowles Station
Represented Nationally by The Katz Agency
CBS Radio
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: WMBG The Bolling Co.

Blair TV lnc.

Item  The Code specifically *‘sug-
gests” that commercials featuring ac-
tors dressed as medical men be labeled
“dramatizations” (see box. page 29).
Until recently, few networks and sta-
tions insisted that sponsors comply
with this standard. But last June the
AMA fired off an editorial blast at tv.
NARTB sat down with AMA leaders
and discussed the problem. Result:
NARTB issued a resolution in which
it reaflirmed the original Code and

icallcd subscribers’ attention to it.

Latest status: Violations still exist
(often mnr fihm commercials made prior
to this summer) but stations and net-
works are now slarting to get tougher
about the “men in white” portion of
the Code.

[tem—A number of minor offenses
in network tv shows have been reme-
died. Many of these modifications
have come about as a result of irate

letters from viewers to the Code Re-

view Board. Suggestive dance routines,
bosomy costuming, off-color ad-libs by
comedians and the like have been
called to the attention of network pro-
graming and continuity acceptance au-
thorities. Stated First Report: “The
fact that complaints against this type
of offense have practically disappeared
indicates the success of the Code Re-
view Board through cooperation with
the industry.”

Item-—~To keep Congress inforned
of what the video industry has been
doing toward policing itself NARTB
earlier this year sent copies of the Code
to each member of the House and
Senate. Reaction was extrenmely favor-
able, with the Representatives and
Senators complimenting NARTB. Many
stated. incidentally, that they had been
receiving a good deal of adverse criti-
cism from viewers in the form of let-
ters to Congress asking the govern-
ment to step into the business of tv
regulation.

Item-—-One of the major duties of
the Code Review Board is that of im-
plementing the code in evervday prac-
tice. NARTB's Television Code Affairs
Director Edward H. Bronson spends
about a third of his time in the field,
viciling subscribers and non-subscrib-
ers. A monthly bulletin is sent to sub-
scribers informing them of the latest
review actions, Specific trouble areas

uch as offensive material in old
Hollywood movies and multiple-spot-
ting at station breaks—are discussed
at periodic 1ncetings of the Code
group. and remedies suggested.

Indeed, First Report shows — as
NARTB President Harold E. Fellows
puts it—that the Review Board has
“encountered many trying situations
and has pioncered in the evolution of
a pattern for industry self-regulation.”

Is the work of the NARTB group
and the existence of the Code enough?

Let’s look again at the replies of the
100-plus adimen who answered sron-
SOR’s survey.

For the most part, the admen felt
that the Code was a major step in the
right direction—but not enough.

Roughly speaking, opinion on what
to do about over-commercialization in
tv divided into two categories: Those
admen who felt that the industry
should make the Code (or the obser-
vance of the Code) tougher and those
who felt that tv broadcasters and agen-
cies should educate sponsors as to
their on-the-air responsibilities.

Here are some of the opinions in
the first eategory:

“The ANA, the 4A’s, the Television
Council. ete. should study the problems
involved and take whatever action is
indicated by way of pressure and edu-
cation to correct existing conditions.”
(John H. Platt. vice president in
charge of advertising. Kraft Foods)

“Limit stations to one 30-second
commercial between and no
commercial 1.D.’s.” (Glenn Bohonnan,
chief timebuyer. Erwin, Wasey & Co.,
Los Angeles)

“Stick with the NARTB Code. In
multiple-station cities stations might
underwrite cost of NARTB monitor-
ing teams which would view and criti-
cize every program; then request sta-
tion and sponsor cooperation in getting
and staying in line.” (Edwin K.
Wheeler, general manager, WWJ-TV,
Detroit)

“Sitmply sell so much commercial
time—10 seconds, 20 seconds, one min-
ute, etc. and so many minutes per
quarter hour, half hour. Cut off com-

(Please turn to page 88)

shows

FINE OPPORTUNITY

for Comunercial Artist with

W

tv experience and experienced
Manager Film Department.

write BOX 1479
HONOLULU, T. H.
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W hen 50,000 wate KSL Radio
toots vour horn for you, vour product

dominates the airways because vour message

always appears on the program as a solo . . .

with a supporting cast of hundreds of the nadion’s top
artists. On KSL Radio, your message plays to the greatest
audience in the area: 113.2% larger than that of the next
ranking station. KSL Radio. with its whopper of a Hooper.
is SR O* during many tme periods, so call today to

make your reservations on the KSL Radio bandwagon.

o

For reservacions or availabilities, contact vour nearest
CBS Radio Spot Salesman.

‘Sold Right Out
Source: February, 1953, Hooperatings

SALT LAKE CITY, UTAH
CBS Radio Network . 50,000 Watts
Represented by CBS Radio Spot Sales
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710 KC 10,000 WATTS
e, L MUTUAL NETWORK

Don Davis, Pres.

John T. Schilling.
General Mgr.

OI.DEST '

CAL& unm JOHN BLAIR & CO.

Sales
j Swing in
CHANNEL @} 8ASIC COS.TV Li
r:::n.. Kemes Cay tine
EmECy. on
Channel
Nine!

| WHBF §
+CBS |

Adds up to—

BETTER QUAD-CITY
COVERAGE AT NO
INCREASE IN COST!

Les Johnson, V.P. and Gen. Mgr.

TELCO BUILDING, ROCK ISLAND, H.UIIOIS,
Represeeted by Avery-Xaadel, toc.
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CRITIQUE OF EMIL MOGUL-RAYCO MEDIA TESTING SYSTEM

(For details see

weekly for Rayco," SPONSOR 9 October 1953)

"How Emil Mogul tests media

Part 12 of sronsor’s All-Media Study, published 19 October, showed how
Enal Mogul’s media-testing system upped sales 36% in 18 months for Rayco

SPONSOR’s All-Media Advisory Board raised three basic questions about
the system, after reading advance copies of article.

1. HTow does the Mogul method evaluate media without a method of strictly
controlling the variables which, of course, affect media—such as copy, posi-
tion, and adjacencies?

2. Is it safe to claim astounding validities and reliabilities for this type of
emipirical made-for-the-situation operation which won’t stand up under quan-
titative analysis?

3. /f retail stores provide this “scientific laboratory” for media (or copy or
merchandising or anything) testing, have the Allieds, Sears, Penneys, and
A&P’s been pig-headedly unprogressive? Many retail clients and agencies
know the amazingly restricted scope of retail sales test methods.

Emil Mogul’s Research and Media Director Joel L. Martin answered:

FIRST, we are not interested in abstract comparisons of media. What we
want to know is how the best we can do in one medium stacks up against the
best we can do in another. What sales does a given expenditure produce in
one medium as against another? All standard variables that affect media
performance, are, under our system, allowed to play their normal roles. It
isn't necessary to establish "laboratory conditions” because the only yardstick
we use in the final analysis is sales. For example, the fact that consistently poor
ad position weights the case against a particular newspaper doesn't alter the

We are

primarily interested in how well the medium pulls—and only academically inter-

fact that under those circumstances the newspaper doesn't pull well.

ested in WHY. To eliminate the variables would actually defeat our purpose.

SECOND, as to whether this system stands up under quantitative analysis, the
simplest answer | can give is that the system IS quantitative analysis in the
truest sense. We do not contend for a moment that the identical system could
be employed for all advertisers. It was indeed tailor-made for the Rayco
situation. However, we do feel that a variation of this system can be advan-
fageously applied to most advertised lines, other than packaged goods, for
"made-for-the-situation"

which we believe other systems should be devised,

as we have done for many of our clients.

THIRD, it other well-known retail advertisers do not take advantage of their

in-store "scientific laboratories,” it is a surprise o me and | certainly cannot
explain why they don't. Unquestionably, they have, in most instances, attempted
measurements of various sorts. Whether or not such measurements have leveled
off making further study unnecessary, or whether the methods themselves were
faulty, | cannot say. But there is no question that most advertisers are much
more desirous of a measurement of their advertising sales effectiveness than
of any other available research tool. Frankly, this is where we believe most
current research falls down. Consumer panels, for instance, or store inventories,
merely associate sales curves to current or past advertising, drawing conclusions

by indirection.

h
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Rest Ye, Merry Gentlemen . . .
but not on Christmas Day!

We offer an un-ortho-  daytime shows. We estimate the
dox Holiday sugges- increase in listeners and viewers to
tion to those of you  be as much as 80%.

who have time
| EI scheduled on our This tremendous increase in audi-
i YT p ence offers a challenge to sponsors:
o= Express your seasonal sentiments
{ :h_m Inthe 107 countiesof byt tell the folks, also, what you
L_:_ e | Paul B unyan. Land, make that can add to their comfort,
where WCCO is tuned pleasure or well-being!
in on more sets than any other sta-
tion, Christmas is a home day. All  Let’s exchange greetings . . . but,
the family is around the receiver—  shucks . . . there’s still a lot of

even those usually not able to enjoy  potatoes to be dug!

— 1 %gg;nBUg!wcco

e ,
n
%U/BU minneapolls ((BS st.pauL

| TELEVISION 100,000 WATTS CH. 4 |
(Free and Pelers)
RADIO 50,000 WATTS. 830 K.C.

CLEAR CHANNEL
(Redie Spet Sales)
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OVER-COMMERCIALIZATION
(Continued from page 81)

mercial exactly when time is up. It
may take guts but it will soon get re-
sults.” (President of a large Midwesl-
ern manufacturing firm)

“Stations should refuse to schedule
two and sometimes three commercials
at the break.” (Account executive of
J. Walter Thompson)

“Confine commercials to two in a
half-hour program.” (Vice president
of a Grand Rapids manufacturer)

“Not more than one commercial in

successton. Police commercial time in

Long

dependents . . . (Conlan)

some programs.” (Merchandising di-
rector of a household product firm)

“Limit station breaks to one spot.
Limit commereial time periods.” (Ac-
count executive of Chicago’s Buchen
Co.)

“Tougher rules, higher standards by
stations.” (Charles H. Wolfe, radio-tv
director, McCann-Erickson, [.. A.)

“Reduce v rates so sponsor doesn’t
have to try so hard to make program
pay.” (Donald L. Arlen, national sales
manager. Knapp-Monareh Co.)

“Broadcasters should maintain stand-
ards-—treat all comers fairly and equal-

Island's amazing
Nassau County ranks

17th

nationally in FOOD STORE SALES
$264,005,000 sees sranagemenn

WHI.I’ “THE VOICE OF LONG ISLAND,” has a

larger daytime audience in the big booming major LONG
ISLAND MARKET than any network or combination of in-

LONG ISLAND. N. Y.
Paul Godofsky, Pres.

Represented by Rambeau

ly but positively. Lack of this hurts
all of us.” (Manager of a station in
New York area.)

“Limit commercials between pro-
grams to a maximum of two to keep
vour audience. P’roduce commercials
digestible by other than gushing bobby
soxers.” (Erwin H. Klaus, marketing
direetor, Northrup, King & Co., Cal.)

“Eliminate double and triple spot-
ting.” (Joe H. Langhammer, president,
Langhammer Advertising, Omaha)

“Stop double, triple, quadruple spot-
ting!” (Manager of a Hollywood ad
agency )

“Throw the carnies off the air!”
(New Jersey slation manager)

Here are some of the comments from
admen who feel that within-the-indus-
try education is the solution:

“Concentrate on good entertainment
or educational programs. There is a
tendency on the part of the public to
buy the product of the best entertainer.
I have noticed this when marketing.
There are too many no-talent com-
mercials. The ‘hard sell’ is outmoded
in the city. (Executive of Warwick &
Legler, L. A.)

“The record proves short commer-
cials will produce results. The broad-
caster should educate the sponsor.”
(Dick Sampson, general manager.
Broadcast Corp. of America, Cal.)

“Use tv as a video medium instead
of an audio medium.” (Midwestern
stalion manager)

“Persuade station management to
adhere to NARTB code without the
exceptions that break down the struc-
ture.” (Don Frank, owner, Frank.
Gold & Rich. L. A))

“Prove by research that sales do not
suffer from civilized commercials.”
(B. J. Katz, public relations director,
Jerrold Electronics Corp., Philadel-
phia)

“Clients in many cases can be sold
on the advantages of brief commercials
well done—from a selfish standpoint.”
(Partner of a leading Eastern ad
agency)

“Educate clients away from constant
‘hard sell’ and cut down on the num-
ber of commercials.” (Leonard Shane,
president, Leonard Shane Agency,

L. A)D

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, Pa.

-’
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“Use more ingenuity in imegrating
commercials himo program, such as in-
serting strip commercials over pro-
gram picture.” (General manager of
Wisconsin station)

“Tv iz over-conmnercialized not in
number but in guality. Make commer-
cials more believable. Give them more
integrity.”  ( Advertising manager of
large Detroit-area manufacturer)

“Have Dbroadcasters, agencies and
advertisers watch an audience writhe
thirough some of the over-conunercial-
ization!™ (Sales director of group of
radio-tv stations)

How do admen on the other side of
the fence feel—those who do not think
tv is over-commercialized?

Here are some of their comments:

“Tv is a private enterprise. The
handling of their programs is their
business.” (Vice president of a San
Francisco ad agency)

“How else can advertisers pay the
Lill?™ (Partner of ad agency in At-
lanta)

“Tv is not over-commercialized. But
there are exceptions. Broadcasters ac-
cept and insert extra commercials to
sccure added income. A standard prac-
tice hould be followed by all.” (Doug-
las Wall. media director. Allenr & Rey-

nolds, Omaha)

“Foo many people expect free enter-
tainment and expect the spousor to
pay huge production costs. Let the
people {Owner. ad agency.
Beaumont. Tex.)

“Television is over-commercialized

except on  our own company’s
shows.” (A large Chicago advertiser)

Like this last respondent. several
adnien straddle the fence on the ques-
tion of commercialization. as witness
these opinions:

“Tv is not over-commercialized on
a network basis. Most flagrant abuses
occur with individual stations on local
sales.” (Radio-tv advertising director
of a leading Midwestern milling com-
pany)

“Yes—Dbut mostlv on local or re-
gional shows.” (Public relations direc-
tor, a large insurance firin)

“You can’t answer this with ‘ves’ or
‘no.” In spot tv, ‘yes. As a whole.
mo.” 7 (Quentin David. David. Inec..
St. Paul)

One adman. Graham S. Mason, an
executive of Philadelphia’s Lewis &
Gilman ad agency. took time out to
write what was perhaps the most com-
prehensive reply received in sPONSOR's
opinion poll.

pav!”

KOA gets through

even when snowplows can’t!
//\A‘.

A land of great distances (302 counties/\

basic means af cammunicatian is rodi/‘*

in 12 states), the Western Market's

And radia is KOA-Radia.

KOA's is the single signal capable
af reaching this entire 480-millian acre
market. Mare than a millian
families live in the Western Market
better than half of them rural.

Last year they earned $5-billian,
spent $4-billian in retail sales.

The Western Market farmer has an incame

74.3% greater than the natianal

verage. And he’s a prime custamer far
cansumer gaads of all kinds plus the
equipment and materials aiding him in his

p

0.000 WATTS e
CALL PETRY

850 KC

KOA

FOR FOOD ADVERTISERS:| s5AGUE | AMERICA'S MOST FOOD-CONDITIONED AUDIENCE
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In the Western Market: Sell yaur
praduct...buy KOA-Radia.

Covers The West.. . &esl!

Stated adman Mason:

“Whose fault is it? Everybody’s.

“The networks and stations-—they
had their hungry days; now they’re
offered a banquet. Who can blame
them for grabbing at it? Later on, let
us hope, they will become more mod-
erate.

“Advertisers — too many have the
notion that tv is the infallible road to
sales. So they want in, on any basis
they can squeeze in. And then, too.
when they look at the Dbills they feel
the urge to sell the factory’s complete
output for a year, or the store’s entire
inventory, in one program. Later on,
let us hope, they will consider the use
of tv more realistically.

“And agencies. With clients breath-
ing hot down their necks to get them
in tv, they’ll hold still for double,
triple and quadruple spotting, just to
cet a foot in the door. And again,

* * * * * * * *

661f the Nielsen Food and Drug Index
Serviee has established any one faet
over the vyears it is this: Your elient
ean’t maintain his share of the sales
unless he maintains his share of the
promotion—barring, of eourse, the pos-
sibility that he ean develop and imain-
tain a better produet, price or paekage,
or a more efliecient type of promotion.®?
J. P. NAPIER

Executive Vice President

A. C. Nielsen Co.

* * * * * * * *

looking at the costs. and knowing the
clhient, is watching. they’ll turn on all
the heat they can generate to plug the
client’s products. Later on. let us hope.
they will regain their judgment.

“We are in a transition period. Hard
to take and hard to deal with. It is
to be hoped that television, as an ad-
vertising medium. will soon attain the
maturity that television audiences ac-
quire after the first six months of set
ownership. h is a condition which.
through abuse, should cure itself.”
Mason concluded.

And. from California. came a state-
ment from Lisle Sheldon. president of
Los Angeles’ Sheldon Advertising:

“NARTB and al! others associated
with the radio and television business
know without the use of a survey the
answers to (your) questions,

“As long as there are station owners
who demand more profits (or more
money to try to cover losses), as long
as we have clients who demand un-
reasonable results for the advertising
dollars they spend. as long as agencies
promise to deliver the impossible to

SPONSOR
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Hoosier

B When Harry Martin (he's the

bird on the right) started billing
and cooing about a certain kind of
chicken feed. the distributor gave
him a clutch of White Rocks and
Rhode lsland Reds. This was not
an act of subversion. but a tribute
to his husbandry. Martin is a farm
editor who was born on a farm, well
aware that pollos (chickens) eat un-
til they're eaten. When Martin says
that chickens go for Blank feed.

they go for Blank feed.

14 DECEMBER 1953

con Pollo

It would take a Wabash Indian
to claim earlier roots in Indiana.
Harrv was born on the farm which
was bought from the government
by one of Martin's ancestors in

1820. ten vears after Indiana be-

came a state. Proncering’'s s
blood: [tarry began the first regular
farmi tv program in Indiana. did the
first live studio demonstration com-
mercials  in Indiana  thoth  for
WIEBM-TV ) and, some years carlier.,
was the onlv nale member of his
high school graduating class not on
the ba~kethall team.

Ncver oue to hang around cock-
tail bars and live on potate chips.
Harry’s ruddy  look s honesth
come byv. A- befits the man who
plows a full schedule of farm pro-
grams on WEFBM. originates agri-
cultural news reports for CBS3,
handles weather reports, a trave-
logue <eries. and a mail bag pro-
gram on WFBM-TV. Harry com-
mutes to his little acres fifteen miles
outside Indianapoliz, where he
rai=es rutabagas. Indiana limestone
and. with the help of his wife, chil-
dren (Judy. 9: Debby. 6: Danny,

In his spare time (for fun)
Harry studies Spanish.

“Say romething for wus in
Spanish. Harry.” we suggested.

“Una imagen en television vale
por 10.000 palabras except when its
on radio. ;lt‘ lcp;iu;.

That's our Harry. in there sell-

mg every minute

WFBM WFBM-TV

INDIANAPOLIS . CBS

Represented Nationally by the Katzx Agency

Affiliated w*h WEQOA, Evansv..e: WFDF, Fliny; WOOD AM & TV, Grand Rapids
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AND You 8Byy
THE BEST 1¥

- KENTUCKY
| FORTHE LeasT
MONEY ¢

Now NBC SPOT SALES

will bring you our story!

Effective January 1, NBC Spot Sales will be telling you the facts
that have made WAVE one of the truly outstanding regional radio
buys in America.

It's bricf and simple. To cover the entire State of Kentucky, you
ced many of the State’s 51 radio stations. But you can cover

the compact Louisville Trading Area with WAVE alone reach

of the State’s drug sales, 57.5 of its automotive sales, 51.37%

f its food sales with one medium-priced station.

N aitter how you look at 1t, WAVE is the one best radio buy in
Kentucky. Ask NBC Spot Sales for detailed analysis.

5000 WATTS
NBC AFFILIATE @

NBC Spot Sales. National Representatives
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clients- -just that long will we continue
to have commercials that are too
lengthy, too flamboyant and untrue.

“You can’t fine the violators. You
can’t throw them in jail. You can’t
put them out of business. But you can
expose them.

“If the NARTB were to clock the
stations and publish a list of agencies,
clients and stations involved in break-
ing the rules. perhaps this ‘public black
list” might impede the momentum at
which this mad pace is moving.

* * * * * * * *

66Grow up yonr agency men and woms-
en to be bigger men and women, grow
up vyour hearts and hands to let the
truth that i< in you shine forth in your
advertising. Write advertising out of
your deepening nnderstanding of your
customers—and your customers will
thank you, in today’s or any world.%?®
JEAN W, RINDLAUB

Vice President

BBDO, New York

% * * * * * * *

“Believe me. I'm not mad at anyone.
This radio and television agency busi-
ness has been good to me, measured
by friends I have and dollars in the
bank. 1 have just tried to be honest.”

What lies ahead?

Not long ago. John Fetzer, chairman
of NARTB’s Television Code Review
Board told a group of broadcasters:

“The Board has demonstrated that
it can get rough and tough with habi-
tual violators. These behind-the-scene
activities in ironing out difficult and
untenable situations, to a large degree,
make for smooth running.

“As a matter of fact, the compara-
tive serenity which enables the indus-
try to run its operations without wide-
spread external attack can be said to
be the result of the Code system of
militant check and balance.

“I can assure you that | would not
be devoting my time. at great personal
sacrifice. to the chairmanship of the

Code Board to deal in platitudes.”
* * K

AVE

LOUISYVILLE

SMALL BUDGETS MAKE BIG SALES |
IN THIS OVER-A-MILLION MARKET

Ask RAMBEAU about national adver-
tisers and their "Small Budget Success
Stories” on KEYD.

A
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CHRISTMAS GIFTS

(Continued from puge 35)

“and a pretty desk calendar, For vears
I got a whole bunch of individnal
liglters every sear, then T hegan get-
ting desk lehters. The past few vears,
thongh. T haven't gottenr amy lighters”

\nother woman timebnyer has re
ceived a number of trays, appointment
books, and nuts and frnit. One vear
she got a corsage on Chriztmas eve.
Another time she received a et of
highball glasses.

“Most of the things 1 have gotten
do not have the stations” call letters.”
she said. “There seems to be a trend
away from stamping evervthing with
call letters.  \ gift sans advertising
secems more like a gift.”” she observed.

Umbrellas have been given to women
timebuvers from time to time, too. 1
didn’t have any pretth umbrellas.™ a
timebuyer remarked. “and so 1 appre-
ciated the one a station sent me. | also
like the wallets and perfume which 1
have received in the past.”

One woman timebuwyer saud she liked
to get liguor. but that was one gift she
would rather get at home. I guess
I'm one of the few people who never
has gotten a paperweight.” she said.
“And I’ve only received one lichter.”

Younger timebuvers, incidentally.
apparently are missing out on some
rather lavish Christmases, One woman
timebuver who lias been in thie busi-
ness for the last 15 vears said stations
formerly sent very expersive gifts. She
said she couldn’t understand why she
hasn't received as much recently. es-
pecially since many radio stations say
they are doing better than ever.

Gift giving is a custom which be-
longs to radio stations almost exclu-
sively. some timebuvers noted. They
explained that tv stations — unless
owned by an am outlet seldom sent
gifts.

So much for what timebuvers re-
ceive. Now, what do they want?

First of all. whatever it is. most of
them would prefer to receive it at
home. Only a few buvers out of sev-
eral dozen contacted said they would
rather get their gifts at the office. One.
a bachelor. recalled he had gotten a
case of fruit at home and for days was
passing out fruit to all his friends. He
would have had an easier time giving
it away at the office. he thought.

One timebuyer would like cards
from the stations with an inscription
something like this: “Good cheer. In

CBS AND DuMONT
TELEVISION NETWORKS




the name of the nation’s timebuyers,
we have given 8250 (or whatever it
might be) to a local charity.”

Evelyn Jones. timebuyer at Donahue
& Co., who made the suggestion, said,
“I love to get presents; | love sur-
prises. But some gifts—although well
intentioned—are completely impracti-
cal. I'd feel a lot better, and have a
lot more ‘Christimas feeling,’ if stations
would give the money they spend on
gifts for timebuyers to one of their
favorite local charities.”

Miss Jones pointed ont that such
contributions, like Dbusiness gifts, are

A recent Pulse Report shows
WS8JS, the Journal-Sentinel Sta-
tion, FIRST in the morning—
FIRST in the afternoon—FIRST
in the evening! For the finest in

AM-FM coverage, it's WSJS
in Winston -Salem.

Represented by: HEADLEY-REED CO.
ﬁ

considered tax-deductible items.

Several other timebuyers, when told
of Evelyn Jones’ suggestion, enthusi-
astically agreed and said that one can
use only so many lighters. ashtrays
and paperweights.

A majority of timebuyvers would like
to keep getting gifts, however.

Among men, liquor was mentioned
nost frequently as a good present.
Next in order of popularity were fancy
packages of cheese or food, “some.
thing useful.” gift certificates and sub-
scriptions to magazines.

Several timebuyers said they were

SELL MORE IN THE

SOUTH’S No.1 State!
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getting sPONSOR as a Christmas gift
from a station or representative, and
they appreciated thc magazine. Some
said they not only enjoyed tradepapers,
but liked consumer magazines such as
Esquire, too.

Women timebuyers rank perfume
first (“But make it good perfume,”
they plead), rate fancy food packages
and liquor second in popularity. But
a few women said “I don’t want any
more perfumc.” A few made comments
like. “Well. food is extremely interest-
ing—but then, so is liquor.” The wo-
men didn’t seem to share the male
timebuyers’ interest in things useful.
“I'd like something that is more of a
luxury.” one woman confided.

“Very easy question to answer,”
Sally Reynolds of Scheideler, Beck &
Werner said. *“Mink coats and Cadillac
cars!”

{In all fairness to the distaff side, it
probably should be mentioned that one
or two men also mentioned Cadillacs
as a welcome gift.)

What about those who frown on
Christmas gifts?

Thev are not anti-Christmas—far
from it. But they see in Christmas
gifts to timebuyers a problem not only
of ethics but also of intra-agency re-
lationships.

One timebuyer, from one of the
country’s largest agencies. said that
in every field whoever does the buying
of anything gets gifts at Christmas, as
well as at other times during the vear.
He would like to abolish the practice
—-at least in the agency field—for two
reasons. First. it looks as if a station
were tryving to “bribe” timebuyers.
Secondly. “most of the stuff is utterly
useless.”

Another timebuyer, although con-
ceding that he personally liked to re-
ceive presents, said there was some-
thing about a gift which “implies that
reasons other than Christmas gener-
osity are behind the gift.”

For timebuyers to receive gifts cre-
ates problems within the agency, ac-
cording to some timebuyers. One
buyer, with one of the top five agen-
cies, =aid people on the agency staff
who don't receive gifts are resentful
when they see timebuyers getting pres-
ents. He said the practice was not fair
to the estimators, the copywriters, the
account executives —in fact. he he-
lieves it is completelv unfair. “Other
agenucy personnel ‘rib” you about vour
presents. even when you split the loot
with them.” he complained.

SPONSOR




I KPHO -

Phoenix

KPHO-TV

Phoenix

~1T'S GOOD
T0 KNOW IT'S

A MEREDITH
.~ STATION

We're proud to have KCMO
and KCMO-TV, Kansas City, join
the Meredith Group.

The 17 years of Kansas City
radio experience which has
made KCMO the first Kansas
City choice of smart timebuyers

is also seen in KCMO-TV, which

went on the air in September.

For you (as well as for us) it's
good to know that KCMO is now
a Meredith Station. KCMO and
KCMO-TV are affiliated with
ABC.

REPRESENTED BY THE KATI AGENCY
Afiliated with

Better Homes and Gardens and

Successful Farming Magazines




Reggie Schuebel, veteran buyer aud
partuer of Wyatt & Schuebel, and Bob
Reuschle. now national sales manager
for WHUM-TV, Reading, Pa., and for-
merly chief timebuyer at McCann-
Erickson, agreed that stations should
stop sending timebuyers gifts. Summed
up, their comuments were they would
prefer stations save “gift” money and
lower their rates. do more nerchandis-
ing or promote their programs.

“Don’t tell stations what to give
timebuyers.” one ageney’s timebuyer
admonished sroxsor. " Tell them *don’t
do it.””" lle said that “*for every one
who gets a present. there are two who
don’t. But more important- the sta-
tions would not lose one nickel’s worth
of business if they cut out the prac-
tice. And it would make everyone feel
a lot better.”

“You kuow all a station has to do?”
one limebuver asked. “Just seud out
Christmas cards. But send them to
everyone. Everybody likes to get a
pretty  Christimas card, and no oune
would feel slighted or resentful.”

“An awful thing,” was all one time-
buyer would say about Christimas
giving.

“An awfully nice thing.”
other timebuyer’s comment.

was an-

WBNS

"1 kuow some people are against
Christmas presents,” the buyer con-
tinued, “and it’s true—there may be
some problems to the gift giving. But
I like the idea of giving presents to
timebuyers for two reasons.

“1. Gifts take buying time out of a
highly mechanical impersonal category.
I don’t think the senders have any evil
notions when they send us presents.
They do it because they want to be
nice and they want to be friendly. 1
see nothing wrong with that.

“2. The gifts do have reinembrance
value. Let’s face it. In a market where
all other factors are absolutely equal—
and this happens fairly often—you’ll
give the nod to the station which seems
inost familiar to you. It’s not a matter
of Dbribery at all, because if anyone
should ask ‘why,’” you can produce
your tables and charts and facts which
show that all factors were equal, and
it simply was a matter of picking one.

“No timebuyer is going to let a
Christmas present affect his time buy-
ing decisions when there is a clear-cut
choice,” the buyer concluded. * * %

Suggestion to stationmen: Clip and
save this article. It may come in handy
next year when the discussion comes
up of what to buy agency contacts.

gives you the (7= /—°-°

\
\

lion's share in
Central Ohio

More people listen to WBNS Radio than any other
station in Central Ohio! King-sized local talent with
top CBS nctwork programming treats listeners to the
top 20 rated programs (Pulse). Yes, you get the lion’s
share of the rich Central Ohio market with WBNS,

CBS for CENTRAL OHIO |
\

adio

COLUMBUS, OHIO
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BROWN SHOE
(Continued from page 41)

Brown Shoe’s agency, Leo Burnett
& Co., Chicago, came up with the idea
of selling directly to children, instead
of to the parents, and using a medium
that would be sure to atiract the
youngsters—radio. In February 1943
a test campaign was launched over a
13-station NBC Pacific Coast Network.
The program: same as today, the
Smilin’ Ed McConnell Show. The half-
hour children’s show includes adven-
ture stories, songs and chatter by Ed
McConnell and a group of imaginative
characters known as Froggy, Squeaky
and Midnight. At the end of 13 weeks
the company reported unqualified ap-
proval of the show.

The following vear the network was
increased to the 52 basic NBC stations
and the show soon became a 52-week
operation. at an annual cost of about
$250,000. In 1945 the lineup was in-
creased by over 100 additional sta-
tions, for a total of 165 stations. The
annual cost of Brown Shoe’s radio ad-
vertising ran about $500,000 at the
time.

The firm’s advertising picture re-
mained fairly static for the next six
years. Then in 1950 the comnpany re-
evaluated its advertising.

Television seemed like a natural me-
dium for a children’s show and for
showing shoe styles. And the new
medium had prestige value for its ad-
vertisers.

The firm’s ad manager. R. G. Stolz,
agreed with the tv proponents. But
radio was still a vital. low-cost and
effective way of advertising. And,
what about the areas without televi-
sion?

During the last half of 1950 Brown
Shoe ad exccutives decided to adapt
the radio show to television. Frank
Ferrin, who produced the radio pro-
gram for the Buster Brown division.
agreed to put the show on film for tv.
Each film cost about 812,000 for talent

and production and was shot 1n color.

Black-and-white prints were made from
the color negatives.

\While tv preparations were rushing
onward, company executives sat back
and thought about radio. Should it
be dropped altogether? Or was it pos-
sible to continue the pre-lelevision ra-
dio schedule without any changes?

According to Stolz, “We decided
that we did have to hang onto radio,
that we could not afford to neglect the

SPONSOR
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MORESWM%W
Woart aney ottor Obluhomn Station

Yes, KVOO does reach more homes and more spendable income than any
other Oklahoma radio station!

There's proof of this fact in every survey made by Nielsen, the recognized
authority in radio measurement. Spendable income figures are provided by
Standard Rate and Data, United States Census figures and any other ac-
cepted source you may wish to employ.

KVOO, located in the Northeast section of Oklahoma (the richest, most
productive in minerals, dairying, number of highly paid white collar work-
ers, air transportation, manufacturing and rate of growth of manufactur.
ing—to mention a few) serves additional counties in Kansas, Missouri, and
Arkansas with 5Q-100% coverage, and,

According to Rand McNally, the Tulsa Market Area includes all of these
KVOO counties.

Thus it is evident that
KVOO reaches more homes and more spendable income than

N A’Voo any other Qklahoma radio station.
4 TULSA KVQO is located in Oklahoma’s No. 1 market.
/ KVOOQ is your best buy to reach the most people, the most spend-

OKLAHOMA’S GREAT ST STATION able income at the lonest cost per family.

o See your nearest Edward Petry & Company office for detailed

'/I,QW factual data on KVOOQO and this No. 1 market for time avail-

OKLAHOMvA’S NOI, MARKET abilities.

RADIO STATION KVOO |

NBC AFFIUATE
EDWARD PETRY AND CO.., INC. NATIONAL REPRESENTATIVES

OKLAHOMA’S GREATEST STATION

50,000 WATTS TULSA, OKLA.
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thousands of other communities and
thousands of dealers not covered by
television due to the freeze.” NBC got
together a special network of 140 sta-
tions completely eliminating any dupli-
cation of areas covered by the pro-
posed tv lineup.

In spring 1953 the high cost of tele-
vision forced the company to drop ra-
dio altogether, even though it realized.
says Stolz, that “there were still many
important parts of the country without
television no niatter how fast the new
uhf stations were opening and other
vhi permits were being granted.”

(FARGO, N.D.)

A few months later Brown Shoe an-
nounced its new cooperative radio and
tv program to its sales force. Brown
Shoe salesmen were instructed to try
to sell all their accounts on the idea.
Two months later only six radio sta-
tions—no tv stations at all— had been
signed.

The company reversed its strategy,
deciding the most eflective way to
push the new cooperative plan was to
sell direct. It consulted O. W. Heath,
its account executive at leo Burnett,
and came up with an attention-catching
eight-page giant broadside. It dis-

IS ONE OF THE NATION’S
MOST POPULAR STATIONS:

Last year, WDAY was swamped with 145,659 letters and

posteards from its listeners! This is the equivalent of a

letter or card from over 70% of the 211,550 families who

listen regularly to WDAY— aun average of slightly over

399 lectters per day, including Sundays and holidays!

\

NBC ¢ 5000 WATTS o 970 KILOCYCLES

FREE & PETERS, INC,, Exclusive National Representatives

tributed the brochure, titled. “Aineri-
ca’s No. 1 shoe salesman can now be
yours,” to more than 1,200 radio sta-
tions and 150 tv stations.

The booklet gave pertinent facts on
the cooperative plan, urged dealers in
a given city to team up, particularly
on tv, to cut costs:

“You get $250,000 worth of tv films
and recorded radio programs and you
don’t pay a cent for either!” the book-
let points out.

It continues: “There’s never been
anything like this before in the history
of retail advertising!

“These are the television films and
recorded programs that have sold more
shoes than any other advertising in the
whole world—and it’s all yours!

“None of these great tv films has
ever been shown in your area. A total
of 36 thrilling half-hour adventure
programs. Many were made deep in
the jungles of India last year. You'll
be the first to show them in your com-
munity.

“And radio? Buster Brown offers
you the entire series of famous Smilin’
Ed shows that helped build your Buster
Brown business — the greatest selling
record in the shoe field.”

Less than three weeks after the bro-
chures had been distributed Brown
Shoe had signed 203 radio stations and
24 tv stations.

Today, the tv shows cost Brown
Shoe about £15.000 apiece for talent
and production of new shows, $12,000
for tinte. The cost per print to service
dealers who pay for their own time
charges runs around $45.

The radio program, which repre-
sents the edited versions of best shows
during the program’s 10 yvears on the
air. costs Brown Shoe hetween $1,000
and $2.000 per show for talent and
production. Tape and shipping charges
are about $3.50 per show per market.

Dealers can begin sponsorship of
either the radio or the tv show at the
beginning of any 13-week cycle.

R. G. Stolz sums up the company’s
reaction to the plan this way: “It’s
productive, it answers all of the ques-
tions of the transitional period from
radio to television, of expanding the
television network to include new sta-
tions and the continued transition of
radio to new television stations when-
ever thev are opened in dealer’s areas
who are now using radio.”

The company plans to continue the
present advertising setup along the

{ same lines in 1951.
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they're
personal friends-
UR AUDIENCE
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OUR TALENT %ol
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Bob Bender, WGY Sportscaster, talks baseball with Schencctedy Little
) Leaguers.

And well might they be friends. For during
the month of October WGY staff artists made
more than 100 personal appearances in cities
and towns that stretch across our coverage
area—Cooperstown and Cobleskill, Cohoes
and Saratoga. From Oneida in the West to
Brattleboro, Vt., in the East. From Saranac
Lake south through the river valleys to Catskill,
our people are always out making new friends

for WGY. It’s great to be a good neighbor in

such a beautiful neighborhood.

A GENERAL ELECTRIC
STATION | J

Don Tuttle, WGY Farm Editor, addresses a group at the Farmers Museum at

SCHENECTADY, NEW YORK Cooperstown, N. Y.

Represented Nationally by Henry I. Christal Co. New York * Boston * Chicago * Detroit * San Francisco




Brown Shoe learned some valuable
lessons during the early years on ra-
dio which it is using today to good
advantage in both air media.

Among the most important was the
fact that children listen to radio in the
“off” hours. From the finn’s past
experience Stolz knew that children
listen to radio most in the late after-
uwoon on weekdays and during the
morning on Saturdays. However, he
decided to test the tv show in a time
period diflerent from either a weekday
afternoon or a Saturday morning to
see if the same principle applied to tv.

lle slotted the show in Class A time
(Saturdays between 5:00 and 6:00
p-m). Dealer and audience reaction
proved the time slot was a bad one for
a kid show. Reason: The show was
telecast at a time when the whole fam-
ily was around. 1t was in competition
with many adult programs which the
family preferred to an exclusively
juvenile show.

The tv program accordingly was
moved into an 11:30-12:00 noon time
slot on Saturdays, Class C time. In
1950 only one other children’s tv pro-
grant, Sealtest’s Big Top Show, was
slotted on Saturday morning. lmmedi-
ate sales reaction to the Smiin® Ed

!'I-'

show and high ratings indicated the
right formula had been found—at a
considerable saving in time costs to the
manufacturer. The tv program has got-
ten ratings as high as 24%.

According to Stolz, during the peak
listening months—the winter—a total
estimated audience of 850,000 children
and 150,000 adults watch the tv shows
on Saturday mornings. The tv show
is now seen over ABC TV 10:30-11:00
a.m. Saturdays.

Stolz sums up his broadcast adver-
tising philosophy this way: “I believe
it’s good business to produce low-cost
shows which will give the lowest cost.
per-1,000 when carefully placed in the
right time slots. When you’re operat-
ing on a limited budget, it’s the best
way to get the most impact for the
least amount of dollars.”

Brown Shoe has consistently used
the show to tie-in with its dealers
throughout its years on radio. It is
following the same policy today.

Back in 1944, just one vear after
the radio program was inaugurated, it
started printing a giveaway Buster
Brown comic book (the division was
named for the comic-strip character
popular in the early 1900’s). The 32-
page. all-color book was published

i

MONEY

-the SHNNY SIDE

OF THE DIAL

W~ sells your product
= "~ 35 different ways!!

%* Top Talent !!'—Herb Morrison, Bill Brant, Barry Kaye
and Hilary Bogden daily from sign-on to
sign-off. Station promotion all day long!

% Public Transport— Dash-cards and car-cards carry your
message to a huge traveling audience.

* Billboards—ijdentifies your product and program
along important traffic arteries.

PLUS .. .27 sensational merchandising services in leading
Pittsburgh area super-markets.

Serving Lhe

GREATER PITTSBURGH
Metropolitan Area

100

Get all the facts today!

5000 Watts 1320 KC.

Write . . .phone .. . . or wire . . .

George P. Hollingbery Co.

26 week package 8s published in 5.R.D.5.

four times a year to be given away by
retailers at Easter, summer vacation
time, back-to-school time and Christ-
mas — the peak shoe-selling seasons.
Each issue 1,400,000 copies of the
book are published, and most Brown
Shoe dealers get four issues annually,
even today.

Next year Brown Shoe is planning a
fiftieth anniversary on-the-air promo-
tion {the Buster Brown division will
be 50 years old in 1954) built around
the comic books. The contest involves
coloring of the Buster Brown comic
books; the prize, a gold-plated bicycle.
Here’s how radio copy will link the
contest with its Easter shoe promotion:

Smilin® Ed: “You'll like today’s
story, gang, but before we go on, I've
got some excitin’ news for you. Yes-
siree! Buster Brown is celebrating his
fiftieth anniversary this year with a
great big coloring contest. 1It’s a real
easy contest, and lots of fun. And, oh,
just let me tell you—the first prize is
a genuine 14-carat GOLD-PLATED
Schwinn Bike — why, there’s not an-
other bike like it in the whole world.
And YOU might win it. T’ll tell you
about all the other swell prizes a little
later. Now, listen, here’s all you do to
enter the contest. Have Mother take you
to your Buster Brown shoeman to get
your free copy of Buster Brown’s Col-
oring Contest Comic Book. Besides ex-
citin’ new stories, the picture Buster
wants vou to color is inside the book,
along with directions and pictures of
all the swell prizes. And say, gang,
while vou’re at the store, be sure ta
see the swell lineup of Easter Parade
shoes ‘cause you want to be sure to
wear Buster Brown shoes for Easter
so you'll be a real member of Smilin®
Ed’s Buster Brown gang. Don’t forget
to look inside the shoe for the picture
of the boy and his dog.”

Another facet of its dealer tie-in pro-
gram which also originated back in
the Forties—still being used today—
is a direct reference to dealer listings
in the yellow pages of the phone book.
During the iniddle commercial of each
program there is generally a request
that kids turn to the yellow pages of
their phone directories whenever their
mothers want to buy shoes.

The Brown Shoe Co., today one of
the top shoe manufacturers in the
United States. was founded in 1878
by George Warren Brown. Bryan,
Brown & Co., as it was then called.
grossed $110.000 in its first year of
operation. In 1952 its gross sales
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totaled $135,000.000. During this 71-
year span the original five-man factory
has grown to a 306-plant operation
where 13.000 worknien turn out 100,-
000 pairs of shoes a day.

Today Brown Shoe Co. has eight
major divisions. each with its own sales
manager. stvlist. designer. merchandis-

* * * * * * * *

¢l seems to me that in our business of
ercative comnmunications, we get along

best when we concentrate on  digging
. S A 6
for the basie ideas about our clierts

problems, policies and objeetives . .
and inmterpreting them in terms of what
the public wants to know abont the
company . . . not neceessarily what the
company wants the public to know.*®

RIDGE 1. HARLAN
BBDO, New York

* * * * * * * *

ing and production assistants. These
divisions are: Air Step, Buster Brown,
Life Stride. Naturalizer, Pedwin. Rob-
lee, Robin Hood and Westport.
Buster Brown. the oldest of these
divisions. today sells more children’s
shoes than any other brand in America.
according to the company. The divi-
sion was named alter the cartoon char-
acter whose popularity at the turn of
the century compared with that of
Superman today. * koK

WHO LISTENS

(Cont’nued from page 37)

of ragio thow manyv. how long. ec.)
are important. But they do not de-
seribe wholly the importance of the
medium. These quantities are not ra-
dio. They are the end product of ra-
dio’s special qualiiies to serve people.

“Those ‘qualities” of radio are real
and basic to an understanding of what
radio is and what it can do. Research
cannot ever describe perfectly the ser-
vices radio performs—the reasons ra-
dio 1s indispensable. But this, never-
theless, is what is really important and
it is something advertisers and agen-
cies include in their thinking about
each mediunm. whether consciously, by
intuition, or on objective evidence.

“In the field of specific conclusions

briefly summarized — these points
stand out:

“1. Radio. as a constant companion
of the busy, busy American people, is
the only nedium capable of serving in
multiple-attention situations.

2. 'That television—a powerful me-
dium. but one without this character-
istic—has failed to displace radio from

In this 5-Station Market,

WSYR - FIRST

Any way you look at it

PULSE or svracuse
April, 1953

WSYRALLSE

— —_—

-
-

72 15-Min. Periods, 6 a.m. to Midnight

WSYR FIRST ... in 50 periods
WSYR SECOND in 22 periods

e

WSYR FIRST
by 477 to 2129

72

(thot's all there is)

——

WSYR FIRST
by 29.8% to 2399 ‘

NBC Affiliate « Write, Wire, Phone or
Ask Headley-Reed

WIYR-AM-FM-TV — the Oaly Complete Breadeel Institution in Central Mew York
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this fundanien:al role is thereby easier
to understand.

*3. A new challenge to the creative
use of radio has been sei up. now that
its basic personality difference as a
medium with an exclusive character-
istic has at last been suggested,

“4. More fundamental basic re-
search on the further significance of
this idea should immediately be under-
taken: it is a very big advertising idea,
worth big investment.

“Radio owes it to its listeners to give
adv ertisers and their agencies this in-
formation,” adman Stanford conclud-
ed, “to show them how and why radio
continues to deserve their confidence.
And the radio industry itself needs this
clearer picture of the medium so that
it ean act more surely to meet—on be-
half of radio—the responsibilities that
so manv millions of Americans have
given to this medium.”

What was Stanford so enthusiastic:
about?

To judge from his running com-
ments throughout the studv in its latest
form. Stanford was enthusiastic about
fact that Politz narrowed his investiga-
tion to measuring individuals. with
the emphasis on motives and attitudes.
Naturally. a good deal of quantitative
data was accumulated.

Probably the biggest single thing
that the Politz researchers probed was,
as the study deseribes it, “the human
capacity for multiple attention.”

This sounds like research gobbledv-
gook. But it’s really very simple.

Reported Stanford:

“For example, when vou drive vour
car through heavy traffie. vou are also
likely to be smoking a cigarette and
conversing animatedly on a variety of
matters with vour companion. That is
multiple attention.

“Or. you may be having a business
lunch in a noisyv restaurant. You con-
centrate on the conversation at your
table and don’t ‘hear’ the hubbub else-
where in the room. Yet if someone at
the next table speaks vour name, your
ear at once catches that significant
sound. That too is multiple attention.”

In radio, as Stanford sees it. multi-
ple attention means “vou can listen to
radio while vou are doing something
else. Radio is a constant. friendly
companion in people’s lives, present
almost wherever they go or whatever
clze thev do all around the clock. This
privilege is enjoyed by no other me-
dium. lts values have not begun to be
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consciously exploited by the adver-
tiser.”

Like a good news reporter, the study
tried to find ont the “who.” “where.”
“when” and “why” of radio listening
in television communities, as well as
an estimate of what listeners think of
radio today.

lere, in highlight form, are the an-
swers the Politz study for the 11 Chrix.
tal-repped stations turned up:

1. WHO listens to radio?

Almost everyone in tv areas listens
to radio; during an average winter-
season day, two out of three adults
tune it in. The zudience changes all
day long. but it also accumulates. By
the time people go to Ded, radio has
reached no less than 65 out of every
100 people living under the electronic
umbrella of tv outlets.

Reported the study: “Among the
adult (over 15 years) population of
61.600.000 in tv areas 58,200,000
(9-1.57) have one or more home ra-
dio sets in working order. Some 32.4%
have two radios and 22.89; have three
to seven sets.”

Set ownership Politz found to be
highest in the upper economic levels,

Forjoe and Company |
S, E Dora-Clayton Agency |

Charleston's most far reaching station

but even in the lowest income groups
nine out of 10 homes have at least one
radio in working order. Car radio
ownership was additional; 70.9% of
the people in tv areas live in car-own.
ing households and 51.69% (31.800,-
000 people) have one or mwore cars
equipped with radio.

Commented Stanford: “Interesting,
creative challenges to current commer-
cial writing techniques abound in the
variations one sees in answer to ‘who
listens.” ”

2. WHERE do they listen?

Radio penetrates wherever people
are, and accompanies them wherever
they go. People just don’t crowd
around radio sets. unless something
super-special is going on. Radio listen-
ing goes on virtually all the time in
each of a variety of places outside the
home——in cars, at work. at the beach,
—as well as in it.

In tv areas, about one out of three
(29%) of all adults join radio’s audi-
ence before breakfast, Politz found. As
the day goes on. some drop out—but
are replaced by others. Some whe drop
out resume their listening later in the
day. often in a different place. For

1000 WATTS

“Remember my book of a few months back?
That edition gave you all the pertinent facts
about w-PAL, its coverage, its people, its loca-

tion, its effectiveness.

“Well—we're doing it again. The second edi-
tion of my book, ‘PAL SAYS’, will be off the

press within a coupla weeks.

“Watch for the bright-red-cover containing real

valuable radio station information,

“Somp’n for everybody, in the nen edition of

‘PAL SAYS’!

“Watch for it!”

All this and Hoopers too!

example, 16% of the people reported
listening “in car while driving.” And,
some 419% of the people reported lis-
tening to radios in the kitchen “be-
tween breakfast and lunch”; some
32% “between lunch and supper”—
thus explaining, as Stanford put it,
“the values the food advertiser has.
traditionally found in radio.”

3. WHEN do people listen?

No effort was made by Politz re-
searchers to define by the clock exactly
when listening takes place. Tabulations
were made of the percentages of the
population in tv areas listening to ra-
dio on one or more occasions in each
of seven logical (though unequal) seg-
ments of the day.

Heaviest listening periods: “Be-
tween breakfast and lunch,” “Between
lunch and supper,” and “Between sup-
per and going to bed.”

However, people listen more atten-
tively in the evenings, while in the
daytime people are more likely to be
listening while doing something else.

Commented Stanford: “So many
varieties of ‘other things’ people do
while listening are relatively auto-
matic, almost reflex occupations (bath-
ing, shaving, cooking, driving) that
deep attention to a well-aimed message
suffers littte handicap.

“The extra-attentiveness in the eve-
ning (some 56% listen in the living
room), together with the peak amount
of listening in the evening also drama-
tize why the evening hours have par-
ticular importance and value. They
should be thought of in very different
terms from daytime radio’s ‘audience

» . L 2)
1n motion .

4. WHY do people listen?

Although ahnost all Americans rely
on radio’s companionship —in fact,
take it for granted—they expect differ-
ent things at different times. They
turn to radio for many reasons—rea-
sons that vary with time, place, sex,
age, economic level and education. The
sum total of all these individual rea-
sons determines both the size and the
composition of radio’s audience at any
given tune.

However. in the broadest terms. peo-
ple rely on radio for two things—en-
tertainment and information.

When radio listeners in tv areas
were asked why they had radios, some
7077 gave reasons referring to enter-
tainment features and programs. Some
669 gave reasons which centered on
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sk your national representative

You're on the verge of a decision,
and a problem.

What business papers to pick
for your station promotion?

It's no problem to kiss off,

for your choice can have a telling
effect on your national spot
icome.

But where to get the facts?

The answer is simple. Ask your p onsor
national representative. the magazine
radio and TV

He knows. His salesmen get around
They learn which business papers

are appreciated, read and discussed use'
by buyers of broadcast time. o

advertisers

His is an expert opinion.

Don’t overlook your national
representative.




This is Mr. E. H. T. Crowder

President, Crowder Motor Company
South Charleston, W. Va.

This 1s what he says

“We have found that Mr. Lewis has
an extensirve listening audience (via WTIP,
Charleston, 11°. 1a.).  .1nd we eonld not
ask for a better audience or
means of delivering messages regarding
oar Chrysler-Plymonth  products to  the
people of the Great Kanawha
Palley. 117e are very happy lo be
counted e¢mong Mr. Lewis's sponsors.”

This is Fulton Lewis, Jr.

whose 3-tunes-a-week program is available to local
advertisers at local time cost plus low pro-rated talent
cost.  Currently sponsored on 861 stations by more
than 750 advertisers (anmong thein 65 automotive
firms |, the program offers o tested means of reach-
ing customers and prospeets. For availabilities,
clicek your Mntual ontlet  or the Cooperative
Program Department, Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower,

Cliteago, 11).
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radio’s informational aspects (news,
weather, for example).

Some other findings of the Politz
study:

717¢ of the women referrcd to “en-
tertainment” when asked why they
listened between breakfast and lunch,
but only 397% of the men did so.

Poor people have a slightly greater
preference than the well-to-do for ra-
dio’s entertaimmnent aspects (74’7 vs.
057 ). Conversely. those on the upper
economic levels referred more often to
radio’s information {catures (75% vs.
60%¢ ).

News intcrest peaks at middle age,
but reliance on it declines with edu-
cation. Interest in entertainment rises
with education, but declines with
wealth.

Only 5.5% (3.400.000 people) had
radios that didn’t work. Of this group,
about one in 10 =aid they didn’t bother
to get it fixed becausc they watched tv.

5. WHAT do people think of radio?

As mentioned at the beginning of
this SPOXNSOR report. one out of two
(19771 people in tv areas look on ra-
dio as a necessity. as compared with
the one in four (22.87 ) who can’t
do without their video receivers. To
get a general comparison, 71.47% and
57.6'% respectively of the tv-covered
adults felt that telephones and auto-
mobiles were a necessity,

Radio listeners in tv areas have few
complaints about the medium. Indeed,
as Politz reports. “when asked what
they considered the disadvantages of
radio, 71¢7 could not think of any. On
the other hand. seven out of 10 peo-
ple could cite one tand usually more)
advantages radio could claim. Chief
advantage: radio fitted in with other
activities.”

And, as mentioned earlier, some
3.500,000 people in tv areas said they
planned to buy a new home set. As
Politz found truc a vear ago: “In the
past four-and-a-half years, people liv-
ing in tv areas have bought 21.000,000
home radios while they have bought
some 18,000,000 tv sets.

Commented adman Alfred Stanford:

“One needs to pinch oneself in read-
ing these figures on ‘intend to buy a
new radio, to rcalizce that these are
people in television areas talking.”

With the current boom in clock ra-
dios. midget portables and high-fidelity
am-fm radios continning. there seems
to be no visible evidence that radio’s
future is anything bnt assured. * * *

SPONSOR




PROGRAM CUIDE

(Continued from page 15)

to reach out <o dramatically for popu-
lation components. The very advent
of tv has been dramatic enongh in
most sections. However, to supplentent
their network schedunle, tv managers
have been quick to develop  local.
money-making attractions that build
loval audiences. Feature film, for one
thing, is not only relatively inexpen-
sive, it is an audience puller 1o such
an extent that over 6077 of the stations
program late cevening features before
closing, while 3377 program the Holly
wood features tn moruing. mid-after-
noon or late afternoon time slots (see
fisting). No less than 130 of tv re-
spotidents to the questionnaire pro
gram feature film three times a day.

The feature that makes the 1951
SPONSOR  GUIDE  TO  STATION
PROGRAMING unique amoug direc-
tories iu the field i< that it affords the
timebuver. ad manager and broad-
caster a ready impression as to the
character of every station. Naturally.
he wants to go bevond that to facts
and figures that establish what each
station can do in any given market.
but in no other place can he find the
increasingly vital data to tell him the
kind of people he’s huving when he
orders time for his message.

The GUIDE—out carly next vear
will be issued separately. but will go
to all sroxsor subseribers. Listings
are free. and stations were given three
opportunities to reply to information
questionnaires. Forms were mailed on
15 September. 15 October. and 15 No-
vember to the general managers of all
stations. In addition. national repre-
sentatives were urged to solicit their
stations’ cooperation. * ok x

‘31 Guide: vital buyer tool

The 1954 SPONSOR GUIDE TO
STATION PROGRAMING {pub-
lished by SPONSOR SERVICES
INC.) will offer advertisers and
their agencies a three-way oppor-
tunity to determine the program-
ing character of radio and tv sta-
tions: (1) a front-of-the-book pro-
graming breakdown for all report-
ing stations; {2) individual listings
of stations specializing in the vari-
ous programing categories, and (3)
numerous informative ads placed by
the stations and other broadcast
services, The GUIDE will go to all
SPONSOR subscribers at no extra
charge.

14 DECEMBER 1953

LOWEST COST
MAJOR
STATION BUY
IN THE
DETROIT AREA

MEASURE YOUR ADVERTISING

“DOLLAR DISTANCE” IN TERMS
OF SALES RESPONSE! CHOOSE
CKLW, THE LOWER COST MAJOR
STATION TO GET YOUR ADVER-
TISING MESSAGE ACROSS [N
THE DETROIT AREA! . . .AND
WATCH YOUR SALES CHART
GROW up ... UP ... UP!

CKLW corers orer 17.000.000
population in fire
important states!

Adam J: Young Jr., Inc.

National Representative
®

Guardion Building

L . YRIE, Campeou, Pres.

Detroit 26, Mich.
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2. Strong audienco impact

WEYD 117.119 Weat
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Jewish Market

Top adult programming
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of Metropolitan New York

Inherent listener loyalty

4. Potential buying power

Send for a copy of
“WHO'S WHO ON WEYD"
HENRY GREENFIELD

46th
New York 19
Managlng lMrector
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SPONSOR ASKS
(Continued from page 61)

great national

habit.

day-in and day-out

The non-professional eritic who tells
the advertising people what they
should do, is like the fellow who makes
the most noise at a supper club, en-
joys the dinner and show. then doesn’t
even attempt to pick up the check. He
will tell you what is wrong with the
service while taking a free ride.

The television industry does practice
self-control and is regulated by the
FCC. Any experienced agencyman
tempers commercials with good judg-
ment. Only in exceptional instances.
do a few exercise bad taste, and these
fall of their own weight, eventually
proving themselves unsuccessful com-
mercially.

Television itself has cost millions to
develop. If one waited for the govern-
ment to start stations throughout the
country, produce the expensive shows.
raise the necessary financing, Ameri-
can tv would be nowhere today. Had
it not been for the sponsors and their
commercials, no one would have in-
vested the large sums necessary to give
us the grand entertainment we now
enjoy at the mere flick of a dial.

Ap Friep
Ad Fried Advertising Agency
Oakland, Cal.

Is television over-
commercialized ?
Yes.

Television has
o been guilty of ex-
cessive exploita-
tion of the “goose
that laid the gold-
en eggs.” It

he

)

§ Reasons Why

The foremost national and local ad-

g,

— £

is
not unusual for a
viewer to experi-
ence as many as
five commercials in a row during a
station break.

Mr.

From the point of view of station
and network executives, there might
be some justification for each flagrant
violation of the feelings of the listen-
ers. With television costs still mount-
ing the temptation to sell every avail-
able fraction of time period is just
bout overwhelming.

However. the industry is obviously

defeating its own purpose. Continuous
hammering of commercials frequentls
develops within the viewer’s mind, a
callus  which  becomes increasingly
difficult to penetrate. Numerous re-
search reports have indicated a star-
tling loss of viewers during “commer-
cial” periods. One analyst gave dra-
matic emphasis to his conclusions by
indicating that the consumption of
water is greatly increased at half-hour
intervals. a fact which points up the
need for change. Another news item
reports a tremendous increase in the
sale of a “gadget” which by remote
control permits the viewer to switch
ofl sound, presumably of commercials.
These grievous symptoms can only
be diagnosed as a very bad case of
television over-commercialization. The
cure lies in a complete re-evaluation
of commercial techniques by our net-
works, agencies and stations. This
must come very soon lest we find the
situation one in which *“‘the operation
was successful but the patient died.”
IrvING SETTEL
Television Promotion Consultant;
Instructor. Tv. Pace College
New York
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Chief of N. W. Independents
Help um Scalp Competitors!

You make friend with this
mighty warrior and before many
moon you much richer paleface.
Chief KW]J help you capture
Oregon country, plenty big hunt-
ing ground. Send smoke signal
now—and chief tell you secrets
of him powertful
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Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.

WHEC

ROCHESTER, N.Y.#
3,000 WATTS

9000000000000 000 002300000000 000

Representotivas . . .
EVERETT-MKINNEY, Inc, New York, Chicege
LEEP. O'CONNELL CO..Los Angeles, Son Francisce
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ROUND-UP

Continued from page 63

on Fdward R. Murrow’s CB> Radio
The entire first edition of 30,
DOO copies was sold fnnmediately,

SCTiCs,

Thanksgiving breakfasts in agenc
and sponsors’ homes tas well as in
tradepaper  editors”  homes were
brightened with a jar of Maine-Maid
Apple-Sass. The apple-sass came from
WLAMTY,  Lewiston- \uburn, Mle,,
which, appropriately  enough, began
broadcasting on Thanksgiving from its
tocation atop Apple-Sas< 11l in Lew
iston.

The first day it was offered for sale,
200,000 shares of common stock in
the Storer Broadcasting Co. were sold.
With a par value of S1 per share, the
stock was offered at 814 per share;
two days later, it was selling over-the-
counter for S14.75 per share. There
are about 1.106,000 shares of com-
mon stock, 517% of which is owned
by George B. Storer. Storer owns five
tv. five fm and seven am stations in
the United States, and has majority
interest in CMTV. Havana, Cuba.

* * *

A radio in every kitchen by Christ-
mas is the goal of YBC. Starting last
week the network scheduled 35 musical
announcements daily. sung by ““The
Satizfiers” to the tune of “Jingle Bells™
and other Christmas melodies. No par-
ticular brand of radio is being plugged:
the campaign instead is aimed at get-
ting housewives—who spend one-
fourth of their waking hours in the
kitchen—to listen to NBC on a kitch-
en radio set.

*

Newspaper salesmen can pass out
samples of their product to space buy-
ers withont much trouble, but radio
stations are faced with a more difficult
problem. If the timebuver or media
director is in a distant city, it’s seldom
he can hear just what a radio station
sounds like. KOWL, Los Angeles, has
licked the problem, however, by re-
cording excerpts from its hroadcast
day on a 16-inch long-playing record.
The recorded story also features a
humorously-drawn *Mr. Statistician™
who. at appropriate times. interjects
pertinent market data and other facts
into the record. KOWL features its
Negro and Mexican programing on
the record—a total market of 750.000
people, according to the station.

>R e NN E N B R R N °

Now . .. buy the Keyline!

save 207 on

NORTHERN CALIFORNIA

COVERAGE
Four booming California
markets (2,200,000 buycrs)
with one low-cost buy!

KSJO san sose
KBOX modesto
KGST fresno
KHUB watsonvite

Represented by

RAMBEAU

s “Chicago <+ San Francitco
Minneapolis T

L8 & 1 0 R B 0 R B B B N B _ 0 B B B N J J

New York
Los Anqeles

California

KEY LINE

P g T .l L X T L R T 1 1 4

Write, wire or cail
for compliete infarmation

Use WMBD To SELL
the Heart of lllinois
Obviously
OUTSTANDING

Population (SM) 584,300
Radio Homes (SAMI 127,870
Food Sales (SM} $152.571,000
Drug Sales (SM) $24,259,000
Ceneral Mdse. Sales (SM) $65,386,000

Effective Buying

Income (Net) (SM)
Per Family Income®*
Per Capita Inoome®*

$940,168.000
$6,157
$1,886

SM)
SM)
**Peorla County only.
(SM) 1953 Sales Management Survey
of Buylng Power. Further repredue-
tion net llcensed.

(SAM) Standard Audience Measure-
ment.

PEORIA

CBS Radio Network » 5000 Watts
F',t’t & Peters, Inc., Nat'l. Reps. |
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Don’t miss it!

With a S-fold increase in power

WOWO
FORT WAYNE

wlll soon extend its signal to
cover 20 additional counties

—1,700,000 more listeners!

Our new quarter-million-
dollar transmitter now
almost completed  will pro-
vide blanket coverage of 69
counties in the great, rich
Midwestern market. Full
50,000 watts wiltl give
WOWO greater intensity
and clarity, too greater
value for advertisers than
ever before. Another great
example of Westinghouse's
continuing faith in radio,
yours for audience action.

WESTINGHOUSE

RADIO STATIONS

&

WBZ « WBZA « KYW « KDKA
WOWD « KEX « WBZ-TV - WPTZ

National Represenistives, Free & Paters,
excep! for WBZ-TV and WPTI: for the
television stations, NBC Spot Sales
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Sylvester L. (Pat) Weaver Jr., 44, newly
elected president of NBC, joined the network four
years ago as tv head after 23 years in broad-
casting and agency business. A year ago last
summer he was named head of both am and tv net-
works and was elccted vice chairman of the board
December 1952, He reports directly to Brig. Gen.
David Sarnoff. Weaver said he hopes “to build
on what has gone before.” He noted “the value and
permanency of radio” and added that NBC is deter-
mined to increase business for sound broadcasting.

Robert W. Sarnoff, rice president of NBC’s
film division and executive officer to Sylvester L.
Weaver Jr. was elected executive vice president of
NBC at the same time W eaver was elected president.
Sarnoff, 35 years of age, served under Admiral
Halsey in the Pacific during the war, then became
assistant to Gardner Cowles Jr., who is newspaper
publisher and president of the Cowles Broadcast-
ing Co. He joined NBC in 1948 as account executive
in the sales department. He was elected NBC vice
president tn 1951, film division head in *52.

Charles L. Whilttier. retired vice president
of Young & Rubicam, stricken with illness in his
New York hotel room, started to record his
speech to 3A’s Fastern annual conference. Halfway
through recording he called for wheelchair, arrived
at conference to gire speecli in person, received
standing oration. "It is possible to synthesize genius,”
he told group. Ir's done, he said, by carefully
reading popular magazines, asking oneself why editors
did what they did, then making erery ad—for
whatever medium—a personal challenge.

James W, Ceeil on 1 January becomes
chairman of the board of Cecil & Presbrey,
succeeding Charles Presbrey who has been inactive
in recent years. Cecil said much of agency’s
growth since the war is attributable to television.
Thomas J. Maloney becomes agency president,
and Samuel Dalsimer, senior vice president,

will become executire rice president. The
agency's executire committee, expanded to

six members, includes Frank Gilday, vice
president and radio-tv director.
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WERD delivess a vast, scarcely tapped
market—Atlanta's great Negro audience!

WERD stimulates sales. Its listeners go out and
BUY! They have confidence in their station—the gn_ly

Negro owned and operated radio outlet in the U.S.

WERD wants the opportunity to sell for you. Write for

our “Proof of Performance.’” We're loaded with success
stories! Surprising—WERD is your most economical
radio buy in Atlanta. Call or write for details. |
: v

RADIO DIVISION \
Interstate United Newspapers, Inc. \

E H n ATLANTA

Represented nationally by \ 1000 WATTS » 860 ON EVERY ATLANTA DIAL

.'0 E I.ll 0 0"0 II J. B. Blayton, Jr., cen. me-.
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SPONSOR
SPEAKS

Why they like spot radio

We estimate spot radio and v will
gross a record $230 million thic year.
up 830 million from 1952. Of this ra-
dio will certainly get more than the
&121 wmillion it commanded last vear.

In the frst of two articles on the
subject (=ee page 30). we list the 10
basic reasons submitted to us by ma-
jor sponsors and their agencies as to
why theyv use this form of advertising.
Actually there is only one— flexibility

but these spell the word out as o
the nses =pot air media can be put.
(Six major radio sponsors are covered
this issue: six tv advertisers will be
described in the 28 December issue.)

The six advertisers used to illnstrate
the first part of this article were cho-
sen because each employs spot radio
in a different way.

Life magazine lets local ammouncers
prepare their own copy on some 80

The Sylvania tv awards committee

The 16-man committee of judges of
the Sylvania Television Awards de-
~erves al)l)la".\'f‘ on two counts:

1. It spent three days watching
Kines of nearlv 100 programs and came
up with a list of awards that few will
criticize,

2. It issued a report on
thought of Tv 1933
deserves to be read by every broad-

what it
a docament that

‘aster. sponsor and agencyman inter-
ested ininiproving tv.

The awards. “to honor those who
are advancing creative television tech-
nigque.” ranged  from the Coronation

112

Applause

Pall Mall likes to use all the
stations it can get in 45 markets for
saturation effect. Esso concentrales on
newscasts on 55 stations in 53 markets
plus 2,000 announcements in 18 cities
over a six-week period to push its new
gas. Mennen likes announcements and
participations mostly in the morning
to reach men. Shell Chemical has used
300 stations this year to get the speed
it needs becanse of changing weather
conditions or to reach insect-infested
areas. And American Airlines stavs on
all night on six CBS stations to tell the
American people about flving.

Mavbe spot radio has a place for
vou too,

stations.

* * *

Two-fisted uhf

Come what may, a number of uhf
<tations decided that the road to suc-
cess is aceentuating the positive.

Furthermore, they follow the adage
that “in unity there is strength.”

Attendiug a two-day meeting of the
Ulira High Frequency Association in
New York in late November were rep-
rexentatives of 22 uhf stations.

Out of their open-door, shirt-sleeved
sessions came these objectives:

. All-out drive to develop and dis-
tribute eflicient all.channel tv receivers
and build high-power uhf transmitters.

2. Drive to convince the general
public of the positive superiority of
nhf reception over vhi.

3. Negotiations with the FCC and
networks to achieve Dbetter afliliation
agreements for uhf outlets.

4. Fifty new members added to the
association by February 19514, when

coverage by ABC, BBC and CBC to the
Tv-Radio Workshop of the Ford Foun-
dation for Ommibus and Excursion,
Among the talent honored were Donald
0’Connor, Danny Thomas, Rod Steiger
and Mary Martin, Shows cited includ-
ed What's Iy Line. Ding Dong School,
Shakespeare on Tv, Ed R. Murrow's
Person to Person. Theodore Granik’s
American Forum of the Air. Dragnet
and the Ford 30th Anniversary Show.
Paddy Chavefzky and lrving Gavnor
Neiman won writing awardx.

The committee’s report mixed praise
with eriticiam, It stressed that tv ha-
come a long way in just two vears. for

the next meeting will e held.

President of the new uhf associa-
tion is two-fisted Lou Poller, WCAN-
TV. Milwaukee. Poller has never al.
lowed grass to grow under his feet and
is helping establish a remarkable rec-
cord in keeping Milwaukee one of the
top tv set markets in the nation. Other
officers and directors are: Don Faust.
WENS, Pittsburgh; Harry Tenenbaun,
WTVI, Belleville, 1ll.; Marshall Pen-
gra. KSTM-TV, St. Louis; Jack Garri-
son. KACY. Festus. Mo.; Byrne Ross.
KLPR-TV. Oklahoma City. and Ben
K. McKinnon. WGVL-TV, Greenville.
S. C. Membership fee i 8500,

* * *

The new team

Fascinating. dynaniic. talented Pat
Weaver is the new president of NBC—
and his chief lieutenant is none other
than Bob Sarnofl. who has been elect.
ed executive vice president.

This is the new top team at NBC, ene
that augurs well for the future.

These men have worked together
long and well. Their teamwork and
abilities are well known to the Gen-
eral. Weaver likes to look ahead. and
his record of achievement in broad-
casting is not inconsiderable.

Further, the lines are more tightly
drawn at NBC Radio and NBC TV
than at any other time in recent vears.
Jack Herbert. Bill Fineshriber and Ted
Cott are more than competent. and
they have less complex chains of com-
mand to back them up.

Organizationally  the future

hetter for NBC.

looks

example, so far as the general level of
program standards is concerned. How-
ever. it pointed out that “mediocrity is
still the chief characteristic of 100
many television programs.” And be-
cause it felt tv commercials had not
kept pace with the advance in program
technique. it refrained this vear from
selecting anmy tv commercial as oul
standing.

sPONSOR is confident that both the
awards and the report will help stim-
ulate the tv industry to greater efforts
to increase the qnality of its program-
ing and the eflectivene<s of it~ come
mercials in 1951

SPONSOR

T



THE BIG

-K FR M7

For Years, The KMBC-KFRM Team has
been the undisputed leader among the radio
stations in the great Kansas City primary
trade area. As the sixth oldest CBS radio
affiliate, KMBC has enjoyed the audience
that goes with the nation’s number one

radio network Arthur B. Church’s 32 years
of radio know-how are the key to the
Team’s leadership in local programming

and the finest of facilities.

In television, KMBC-TV is the “Big 1" in
Kansas City—both literally and figuratively
With the CBS Television Network (KMBC-TV
shares time with WHB-TV on Channel 9)
KMBC-TV immediately took the spotlight
and its fair share of audience. (A special
promotion tie-in with TV Preview Magazine
conducted before Channel 9 had been

on the air a month resulted in nearly 12,000
pieces of mail). KMBC-TV originates eight
live TV programs daily to add to the
station’s popularity. More are to be added

in the near future

KMBC-TV, the big “I” of television in
Kansas City, and The KMBC-KFRM Team,
undisputed radio leader in the Heart of
America, belong on your sales force See

your nearest Free & Peters colonel now

. channel

'CBS RADIO FOR THE HEART OF AMERICA
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