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20 Mule Team — early method of transporting Borax out of Dz2ath Valley, California 1

PACIFIC BORAX co, DOES A COMPLETE JOB... '

Inc. STATIONS . . .4

The "Old Ranger” and his associates in the
"Death Valiey Days" show on television feature

the virtues of 20 Mule Team Borax and Boraxo, |

20 Mule Team Borax—+to speed and sweeten all

‘taundry, diapers, and for housecleaning. J

Boraxo, powdered hand soap — tackling dirt plain soap

can’t wash . . . works gently and quickly in cold water. H

From one pioneer to another . . . Havens & Martin, Inc.
doffs its hat to Pacific Borax Co. and the “Old |
Ranger.” Pioneers build, and WMBG, WCOD and WTVR l

continue to build audiences and sales results

for advertisers. Join the other advertisers using | |
the First Stations of Virginia. !

WMBG » WCOD wrvui

Havens & Martin Inc. Stations are the only |
- - complete broadcasting institution in Richmond.

FIRST STATIONS OF VIRGINIA

Maximum power— Pioneer NBC outlets for Virginia’s first market. |
100,000 watts at Maximum Hecight— WTVR represented nationally by Blair TV, Inc.
1049 feet WMBG represented nationally by The Bolling Co. -




Fall trends in
rates, programs

CBS Radio cuts
rates, NBC acts

Some broadcasters

upset by cuts

Spot radio, tv
teends for fall

20 radio network
shows go off air

5 tv outlets on,
6 off during May

SPONSOR foreign
radio-tv report

Fall trends: Preliminary survey of vast amount of data SPONSOR has
already compiled for its upcoming Fall Facts issue (12 July) indicates
following trends already underway: (1) Price war between CBS, NBC
Radio networks will enable sponsors to get 15 to 20% discount on
nighttime rates sometime after 25 August. Nets also planning more
music-and-news low-cost programing after 8:00 p.m. weekdays and
during weekends with latter emphasizing out of home listening. (2)
Tv network rates will go higher—due to networks' growth, possible
AT&T cable charge boost. Likely result: more co-sponsorship, net-
work development of participation-sold shows, stress on daytime tv.

—SR~
CBS Radio nighttime rate reduction due to strictly economic reasons.
All network sales reported down this year compared with last. Adver-
tisers refusing to renew in some cases because Nielsen figures show
continud downward curve in nighttime listening. NBC Radio followed
suit to keep competitive. ABC, Mutual plan no changes.

~SR—
Broadcasters disturbed at continuing net rate cuts while aware of net
operating problems. Feeling has been expressed radio nets eventually
may be reduced to program service available for fee.

~SR—
Fall trends in spot radio field: Stations will make all-out efforts
to sell more nighttime, more weekend radio, often with packages of
announcements offered at special discounts up to 50%. In spot tv,
stations may close ranks (via new Television Advertising Bureau) with
tv film syndicates, which now frozen out of network time for most
part, to pitch spot to tv clients. (For TvAB article, see page 31.)

«SR—
Summer hiatus has begun. Some 20 sponsored radio shows have gone off
air past month with more to follow. SPONSOR's Radio Comparagraph
page 87) reflects their departure. 0Only new sponsored show added:
General Mills' "Silver Eagle" on ABC. Only new sponsor: Bridgeport
Brass, which bought into Mutual's Multi-Message Plan 8-8:30 nightly.

—SR—
Six tv stations went off air during May; 5 went on. Two leaving air
were vhf operations—KO0Y-TV, Phoenix, KDZA-TV, Pueblo, Colo. Phoenix
outlet merged with KOOL-TV; both had shared Ch. 10. KDZA-TV told FCC
it shut down for equipment repair. Four uhf's went off air for eco-
nomic reasons. All 17 CP's relinguished during month were uhf's.
Total commercial tv stations on air end of May, 376; 122 are "u’'s.”

=SR=
How and why advertisers are using more air media abroad will be shown
in SPONSOR's International Section 28 June issue. Six case histories
will cover major international advertisers using radio-tv in such mar-
kets as Cuba, Mexico, Panama, Puerto Rico, Bermuda. Charts will list
market data, radio-tv set counts, sample rates in 58 countries.

SPONSOR, Vclume 8, No. 12, 14 June 1934, Published biweekiy by SPONSOR Publlcations, Inc., at 3110 Elm Ave., Baltimore, Md. Esecutive, Editorial, Advertlsing, Cir-
culation Offices 48 E. 49th St., New York 17. $8 a vear in U. 8. $9 elsewhere. Entered as second class matter 29 January 1949 at Baltlmore, Md. postoffice under Act of 3 March 1879




l REPORT TO SPONSORS for 4 June 1951

ITvowmersconumre New experimental study in motivational research: 32 tv set-owners were
| cars and animals asked by psychological consultant Ernest Angel to identify 3 types of
autos—Ford, Cadillac, Nash Sport—with 3 animals of their choice.
Most compared Ford with working horse, family dog or cow. Cadillac
was identified with lions, tigers, race horses, "luxury dogs." Nash
Sport reminded viewers of gazelles, grevhounds. Moral: Don't use
selling personalities or programs which clash with such views.
—SR—
WNEW bans free Pop recordings plugging products have been banned on WNEW, New York
pop song plugs 1indie, by owner-manager Richard D. Buckley, for sake of paying spon-
sors. One tune which especially aroused his ire: Cadence's Julius
LaRosa record "Me Gotta Have You" mentioning Burma Shave, Adler Shoes,
Toni, Halo, Swift Bologna, Smith Bros. Cough Drops.
—SR—
Hires prints National firms with yen to teach dealers how to use radio-tv can fol-
time-buying tips low lead of Charles E. Hires Co. It sent booklet to 300 franchised
bottlers with time-buying tips (prepared by N. W. Ayer). Stations
will welcome idea, but may raise eyebrows at some of tips. Among
them: Ask station for free merchandising help in form of "jumbo post
card mailings; station letters to the trade; calls on the trade . . .
supplying window streamers . . . Or anything else that occurs to you."
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Movie theatre Cumulative rating concept, now growing as net radio sales tool, is |
approach for tv being used to sell tv as well. WOR-TV, New York, is promising equiv- I
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alent of 70 rating for new feature film package. How? Films play
twice nightly, 7 days weekly. Cost: $250,000 for 30 weeks. Movies
are new General Teleradio film division's package of 30 features.
—SR—
New publications New publications of use to sponsors: (1) "Television Bibliography,"
for sponsors sponsored by Chicago Television Council, compiled by Earl Silvers un-

der direction of Dr. Charles L. Allen of Medill School of Journalism
(Northwestern), 47 pp., $1; write to Pat Banks, WBKB, Chicago Tv
Council, 20 N. Wacker Drive, Chicago 6; (2) "Directory of Organiza-
tions which Conduct Motivation Research," Advertising Research Foun-
dation, 11 W. 42nd St., New York 36, 127 pp., listing 82 orgs.

—SR—
Network offers Highlighting economic problems of major radio networks: One recently
$4,000 show free offered major advertiser $4,000-$5,000 weekly show FREE if he just
paid for time. What this does to rate structure can be imagined.

| = — — — e e e SRR
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( New national spot radio and tv business
I SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
l General Foods, NY Maxwell House coffce Benton & Bowles, NY ' NY, Boston, LA | Radio: 25-40 dayti min, stnbrks a wk’
(regular) 2 Jun; 4 wks
I Penola Oil Co, NY Flit insecticide McCann-Erickson, NY 7 tv mkts: Columbus, Denver, Tv: anncts, 4 3 wk; 14 Jun; 6 wks
Kansas City, LA, Okla City,
1 St. Louis, Hutchinson, Tex.
I Penola Qil Co, NY Flit insecticide McCann-Erickson, NY SF, Springfield, Mo. | Radio: 5 min anncts a wk; 14 Jun; 6 wks
Procter & Gamble, Fluffo shortening Biow, NY Cinci, Dayton, Columbus, Lima,! Tv: dayti, nightti min, 15 a wk; 7 Jung
l Cinci Zanesville, Portsmouth 52 wks
Procter & Gamble, Fluffo shortening Biow, NY 10 small Ohio mkts ‘Radio: 10 dayti min; 7 Jun; 52 wks
Cinci
| Seeman Bros, NY White Rose Redi-Tea Cecil & Presbrey, NY NY, New Haven, Wash TV: dayti min partic; 10 Jun; 10 wks
(instant teca)
Seeman Bros, NY White Rose Redi-Tea Cecil & Presbrey, NY  NY, New Haven, Wash Radio: dayti min partic; 10 Jun; 10 wks
| tinstant tea)
2 SPONSOR !



they buy it here

WDEL-TV screen-to-store plan gives your sales
message a follow-through that really pays off!

When you advertise on WDEL-TV, your product iz seen again

and again by people who spend over one billion dollars a vear in
the retail market. And your product 1s displayed dramatically.
prominently in 178 R.G.E. stores—the largest retail grocery
chain in the area! It’s a terrific new television-station-and-retail-
store tieup that assures results—thatl gives your advertising
dollar great new value. Be first to seize this opportunity. Write
or phone for availabilities on WDEL-TV, the television station

'J‘ Z\/BC —— that has a standing reputation for successful selling.

TV AFFILIATE J'
—— : ' New York Chicago
Represented by M E E K E R T v, I n c °® Los Angeles San Francisco

14 JUNE 1954




the magazine radio ant

~advertisers

ARTICLES

What do advertisers wani from the TeAB?

Now that the Television Advertising Bureau is set up, what do advertisers expect
from it? Special SPONSOR survey shows admen want a continuing circulation
study of tv, rate card standerdization, indices of tv usage by product and time

Three radio case histories

Here's report by three big users of radio time—who have achieved big results—
given to broadcasters under the auspices of BAB at recent NARTB Convention

Weelkend radio: Part |

Are you overlooking a good advertising opportunity? Facts and figures behind
evolutionary changes in weekend radio which is more and more beamed at
nation's 28.5 million car radios and 14 million portables

Salute (o (v pioneers by Earle Ludgin

In his address at the SPONSOR dinner honoring the 108 tv pioneers at the
NARTB Convention, Earle Ludgin took memorable look at the past, summed up
growth of tv from his vantage point as head of a pioneering agency

1. Media Advisory Board draws conclusions

More candid opinions by SPONSOR's Media Advisory Board on the now-con-
cluding media series. Six of the 12 board admen fill in gaps, submit some inde-
pendent thinking of their own on media evaluation problems

Tea Council pours 1009, of budget into spot tv

Since 1952 all of the Tea Council's $1 million-plus ad budget has been devoted
to spot tv. Here's why the Council selected this medium and why it is upping
its tv allocation 33%, this year for a new all-year-'round campaign

Radio malkes big-city friends for the farmer

When milk price rises occur, the Inter-State Milk Producers Cooperative pre-
pares i-he consumer via radio (WCAU, Philadelphia). General commentary
show with homespun approach makes good vehicle for public service messages

1951 Radio aud Tv Directory

Six-page foldout chert lists leading Chicago and New York sponsors, agencies,

reps, research services, tv film firms, hotels, other organizations complete with
addresses and phone numbers

COMING

Weelkeud radio: Part 11

What programing fare do leading siations and networks offer advertisers on
weekends to aid them in reaching large out-of-home audience?

SPONSOR's conclusions on Media Study

Final article in the 26-part All-Media Evaluation Study will consist of SPON.
SOR’s own summary and conclusions

How to sell a tratler via (v

After a New Jersey trailer firm took to using tv, it found video was responsible
for drawing 50%, of its prospects to its sales lot
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| GOVERNOR FRANCIS CHERRY
g f

/ FDR

DISTINGUISHED SERVICE TO THE
} """ PEOPLE OF ARKANSAS THROUGH
! THE BROADCAST OF THE PROGRAM

“m( Ackansas Wand (!Df (ﬂ)pportumtg | M MOBFO Ls

ol —SERVICE

, On April 12, 1954, KTHS received an honor never
7 o before bestowed on any radio station in Arkansas —

Governor Francis Cherry presented KTHS with a
bronze plaque for ‘“distinguished service to the
people of Arkansas through the broadcast of the
program series, ‘Arkansas — Land of Opportu-
nity’ ” —a Friday-night half-hour show, high-
lighting Arkansas’ growing social and economic
potential. Because of KTHS’s 50-KW regional
Clear-Channel coverage of the Central United
States, the program puts particular emphasis on
the State’s appeal to new industry and business
of all kinds.

Radio’s first duty is service. KTHS is proud of the
great confidence placed by clients, listeners and the
State’s government itself, in our capacity to serve.

K A NS A S
(® LITTLE ROCK

50,000 Watts . . . CBS Radio

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

‘Henry Clay, Executive Vice President BROADCASTING FROM
= B. G Rober&scm, Geneéral Manager LITTLE ROCK ARKANSAS

g a0 e e ki S msebat s ” — .
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Mutual has chosen KBIF, the John
Poole music-news station in the cen-
ter of the Fresno radio dial, to bring
Major League Baseball’s “Game of
the Day” to the Central San Joaquin
Valley . . . America’s Wealthiest
Farm Market.

Half of the game has been sold to
Falstaff Brewing Corporation. Avail-
able are a few between-inning an-
nouncements and adjacencies.

Now, with an intensive barrage of
baseball promotion via radio, tele-
vision, newspaper, transit and outdoor
advertising, all availabilities in music,
news, and baseball are more valuable
today than ever.

1117 "N Street,
: Fresno

z Fresno 6-0791

JOHN POOLE BROADCASTING CO.
KBID-TV « KBIF « KBIG

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

National Representative.
Robert Meeker & Associates

1 lmebuye
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Ann Janowiesz, lHewitt, Ogilvy, Benson &
Viather, New York, feels that the broadcast industry
could mal:c her job easier by promoting itself more
efficiently, She suggests that the internecine
struggle among the ruarious rating services has
tended to discredit all of them in the eyes of many
advertisers, thus making it harder for a timebuyer
to back up her decisions with a uniformly accept--
able set of figures. “Set circulation figures

are a case in point,” Ann concludes. “l'e haven’t
accepted any source for them as beyond reproach.”

Larry Donine, Kenyon & FEckhardt, New York,
is putting finishing touches on radio and tv baseball
schedules for National Brewing. “il'e use radio
extensively both in tv and non-tv areus to assure
maximum exposure to our message,” he told SPONSOR.
“Although ice’re heavy tv users, radio is very
wimportent in baseball coverage. Heavy summer
out-of-home listening, particularly on weekends,
adds to total audience. IWe're also using baseball on
several uhf stations in markets where network pre-
emption of vhf time may have upset our telecasts.”

Pat Lattanzi. William H. Weintraub & Co.,
New York, feels discouraged about placing
announcements on a >2-week basis with the idea of
zetting better schedules as the year progresses.
“All too often stations proceed to give the better
adjacencies to short-term advertisers in order to
pull in their business, figuring that the 52-weck
adrertiser is already assured,” P’at told sPONSOR.
Ile added it would help the timebuyer to

Lknow not only time changes but station

program changes affecting his adjacencies.

Frank McCanu, Ted Bates, New York, likes
the audience that Class A tv time delivers. “You

get the broadest possible mixed adult audience
when you buy next to a top network show.
Frank explains. “Not only is the audience compo-
sition perfect for a mass product, but the size
malies Class A time a good buy despite its high cost.
Also, we believe that the viewing audience

during the 7:30 to 10:30 p.m. period is in the most
favorable frame of mind for receiving a commercial
message—though this attitude can’t be measured.”

SPONSOR
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Fleischmann’s
NEW
"THRIFTY THREES'

- A
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a big hit!

...and “’“AM is helping to put ’em over!

Ever since Fleischmann’s introduced new ““Thrifty Three's”

in Rochester last February, they’ve been going over big with
homemakers. And one big reason is weekly radio commercials on
Station WHAM! It’s become a habit with Rochester women to keep
their dials cuned to WHAM—that’s why Fleischmann’s called on us
to reach women who bake at home. And we’ve really helped

put over the new “‘Thrifty Three” package of Fleischmann’s

Dry Yeast. It’s the kind of success story that’s

becoming an old story here at WHAM.

The yeast prize-winning cooks depend on

The STROMBERG- CARlSON Station, Rochesier, N.Y. Basic NBC * 50,000 watts * clear channel * 1180 ke
GEORGE P. HOLLINGBERY C PANY, National Representative

14 JUNE 1954 7



SHERM FELLER.... WVDA

Nationally known as a music composer and having
several hits to his credit, Sherm handles the late
show from 1 1:05 P.M. to 1:00 A. M. Even at these
hours the studio is filled to overflowing, because
Sherm’s easy style, friendly manner and outstanding
work in civic and humanitarian drives has won him

friends ranging from newsboys to potentates.

BILL SCHMEER . ... WAZL

Bill's the boy who wakes up this region with his
MUSICAL CLOCK program starting at 6:00 A,
M., and for two solid hours he spins records, news,
time checks, weather forecasts and plenty of mer-
chandise selling to miners, housewives, bankers,
store clerks, farm hands, etc. Bill's number two show
is AFTERNOON BALLROOM a popular pop

record show that is gaining a tremendous audience.

BILL PETIT .... WIDE
Early morning gloom just goes flying
. when Bill * Wide Awake ' Petit
gets going on his WIDE AWAKE
CLUB every morning. Bill's just
naturally on the sunny side . . . dis-
position-wise and music-wise. Local
news, weather, time signals and lots
of light, bright music spin the web
that pulls listeners to WIDE,

“TUT"” PERRY ....WHLM

TUT'S TOPS IN POPS show
is a favorite of housewives, fac-
tory and office workers, motor-
ists and farm folks and his TP's
WIGWAM, a daily two-and-a-
half hour show has something to
offer every age from 6 to sept-

uagenarian.

ARNIE KUVENT .. .. WIDE
Saturday night is the dancingest
night of the week! There's a hey-
dayof dance music for happy feet
atArnie's TURNTABLE BALL-
ROOM. Recorded bands beat
out everything from the waltz to
the Charleston . . . two-and-
one-half hours of wonderful

entertainment.

JIM DOUGHERTY . ... WHOL
Jim wakes up Lehigh Valley with a
fast moving, witty MORNING
SHOW heard Monday thru' Saturday
7:15 to 9:00 which includes music
in the morning mood, time-check and
weathercasts. This show can sell
anything.

BOB MARTIN .., .. WVDA

Known as THE ROBIN Bob Martin's show, daily 5 to
6 P. M. is spun from Storyville, Boston's top Jazz Club.
It's absolutely 2 must show for teen-agers, and Bob
does a whale of a selling job with jazz. Bob "The
Robin"
in this country and The Musical Express in England.

is also a correspondent for Down Beat

HAL SWANEY.... WIDE
The patter's at a minimum . . . platters at a maxi-
mum . .. when MATINEE MELODIES takes to
the air. The tunes are alwavs tops, with latest
releases prominently placed alongside hits of today,
and the hits of yesteryear. Judging by the daily
deluge of mail, Hal's MATINEE MELODIES pro-
vides just the late afternoon lift the listeners like.

ere are sixteen platter spinners who can sell any prci

your client desires .. . . deliver any audience you wish and }

all have outstanding super-salesmen records. We have «

you a miniature story of each of these fellows, but to gel

big story of their ratings, sales successes, sponsor respo
testimonials et cetera, just write to me, Vic Diehm, care o

market; I'll send you all the information you need.

il




BILL CAMPERSON WHOL

Studio facilities for the teen-age audience that
daily join THE BILL CAMPERSON SHOW ‘are
never large enough. This is an after school show
playing the tops in pop music and features a daily
poll of local music stores to get the top three tunes
of the day.

RAY CALABRESE .... WHLM

Ray is an accomplished musician in his own right, and
has disc jockeyed shows here since the opening
of the station five years ago. At present he has three
shows daily .. . MEMORIES, CONCERT HOUR, and
AFTERNOON VARIETIES. His “Concert Hour™ is
used as a required subject at Bloomsburg State
Teacher's College, Music Appreciation Course.

EARL GYNAN .... WVDA

Another d. j. in Boston who has two
high rated weekly shows: STAR
THEATRE Mondays at 9:30 P. M,
presenting highlights from a musical
comedy or operetta and CONCERT
HALL, 11:15 't midaite featuring

classics, light classics and operatic

m Hep Cat to Chopin!!!

excerpts selected by Earl, who also
produces and narrates the show.

ym Eddie Fisher to Figaro!!!!

W,

PAUL CERULA. ... WAZL
There's lots of fun, folk songs
and music every Sunday after-
noon on POLKA CAPERS

when Paul d.j's, m. ¢'s, and
(4 r

=

bilinguists this exceptionally
popular program, Week days
his RECORD SHOP s the

outstanding housewife audience

program in this area.

GEORGE FRIARY . . WIDE
George's thirty years in show
business is the trick that turns
an ordinary D. J. show into

S the 1400 CLUB. it's easy-
! 1/ going, entertaining . . a "'natu-
1 '} ral” that just naturally makes
\ b his housewives brigade listen

\‘.7/ in every day.

KEN MALDEN ... WVDA

From 3:05 to 5:00 P. M., Monday
thru Friday, it's THE KEN MALDEN
SHOW in Ken's relaxed, informal
style, he spins the latest pop records,

Boston, Mass. ABC
(Represented by Paul H. Raymer Company)

IWrford-Saco, Me. MBS-Yankee  Hazleton, Pa. NBC-MBS
(Represented by Paul H. Raymer Company)

Allentown, Pa. CBS
{Represented by Robert Meeker Associates)

Bloomsburg, Pa.

while doing a superb selling job. His
late show is called KEN'S KGRNER,
It's at the intersection of Mood
Street and Music Avenue with Ken
weaving a pattern of love, philosophy,
poetry and music.

DAVE DUNLAP . ... WHOL

Music hath special charms at the dinner hour on Dave's
DINNER DATE Show, extremely popularin the homes,
restaurants and cafes through out the Allentown-
Bethlehem trading area. A perfect spot show for many

ined and Operated by Harry L. Magee a product,

JOHN SCOTT....WVDA

One of New England’s best known record-spinners,
John Scott handles three shows and all three are
top rated: DIAL QUIZ, JOHN SCOTT SHOW
and DINNER DATE. John's easy style, pleasant
voice, good humor and full knowledge of what will
appeal to youngsters, middle-agers and oldsters is
why he is so popular.



Higher Power
add 10,000 sq. mile
coverage ared

Higher Tower, ;

Tower: UP Now 1019 feet
Power: UP Now 100,000 watts
Households: UP 37.5%* |
Farm Households: UP 50.4% |
Tv Homes: UP 30%
Retail Sales: UP 33%
Farm Income: UP 50.4%
Food Store Sales:
Drug Store Sales:
Counties Covered:
. 1
For topnotch national and local - i‘ l : 1
programming, topnotch facilities, =T “ 2 S
topnotch signal and a topnotch market, e o
see WFBM-TV. g i ; . =
* Data, based on Nov. Nielsen, : "u.,. "o -~ ' E=N |
compares new A & I eoverage area et L o
with coverage prior to e deuw T ——
power-tower inercase. T " "‘, ‘. 'j:‘ r
WFBM-TV T
Indianapolis « CBS e ﬂ'j .\ o ’
Represented Nationally by the K;zt: Agency o L ::m “Lﬁ‘_"‘—:_’] =
Affiliated with WEOA, Evansville; WFDF, Flint; WOOD AM & TV, Grand Rapids — '
14
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SPONSOR fnvites letters to the editor.
Address 40 E. 49 St., New York 17.

WEEK AT BBDO

My heartiest congratulations! 1
thought the first part of Al Jafle’s se-
ries on BBDO in sronsor [“A week
at BDDO,” 17 May 1954, page 40]
was an excellent piece of reporting and

writing. I can think of no tougher as-

signment than this story aund 1 think
Mr. Jaffe discharged it nobly.

My hat’s off too to the photographer
and layout man who created such a
nice set of pages.

Ravpn H. MaJjor JR.
Director Public Relations

BBDO, New York

RADIO/TV DIRECTORY

I want to acknowledge the receipt
of your Radio/Tv Directory.

Furthermore, I want to ask for a
few extras, because we certainly can
use them. I’ve used mine no end al-
ready. If you can spare a half-dozen
more, we would appreciate it very
much.

ANITA STARK
The Katz Agency
New York

® The 1954 Radio/Tv Directory, just off the
press, is avzilable free to subscribers.

RADIO RATES

We should like to obtain 250 re-
prints of the article, “Why are radio
rates low?” appearing in the February
8, 1954 issue of SPONSOR [page 29].

Will you inform us if reprints will
be available. If not. may we have per-
mission to reprint locally?

Congratulations on a forceful and
detailed study of this vital question.

Epwarp E. Bisuop
Vice President
WGH, Norfolk

® Reprints of “Why are radio rates tow?' cost
20¢ each. Quantity priccs on request.

Many thanks for the story, “Why
are radio rates low?” Your organiza-
tion has done a wonderful job assem-
bling this information and making it
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available to your subscribers. If avail-
able, we would appreciate receiving
six additional copics of the story.
0. L. Syt
Commercial Vanager

WNOX, Knoxville

RATING SERVICES

You shouldn’t print letters in your
“Letters” colummn from people who re-
member such articles as yours of last
December 28  on  rating  services
(“What's wrong with the rating serv.
ices?” page 3] becanse, invariably.
you will call this to the attention of
people like myself who read the article
and who will write you another letter
(as I am doing now) and ask you to
send me a reprint of the article!

GEORGE ANTHONY
Media Director
Stromberger, LaVene, McKenzie
Los Angeles
@ Reprints of “What's wrong with the rating

services 2’ cost 20e each. Quanlity prices on re-
ynrst,

TV PIONEERS

We have just received a copy of your
Pioneer Tv Stations Growth chart (17
May 1954).

In it you credit KMTV with 230,000
sets; WOW-TV with 112,400. Our set
figure should read the same as theirs
since we have the same coverage area.

Looks as if you picked up January
1952 total for WOW-TV which was
112,400.

Since this sheet has wide cireulation
to important people, could you correct
our set total to read 230,000 for Janu-
ary 1, 1954? It would be very much
appreciated.

ROBERT SEITZER
Promotion Manager
WOW-TV, Omaha

® SPONSOR apologizes to WOW-TV and to its
readers for its boner. Correct figures, as con-
taincd in the TV PIONEERS Section of the 19
April 1934 issue are:

yow.ry On air: 9 July 1949 CHANNEL 6
When 1 Jan. 1 Jan.
Started 32 ’54:

Set  circulation 1.000 112.362 230.000

Eve. Class A hr, rate $200 $400 £650

% bus. locat adv. 57% 31% 27%

% bus. nat’l spot 319 45 % 469

% bus. net adv. 129 249, 27%

% hrs. net shows 289, 6% 56%

% hrs, tocal live 219 15% 23%

% hrs. film shows 519 99, 219

Number hrs. on daity 10 13 151

Number employees 25 67 7

After reading through the April 19
issue of sponNsOR I could not help but
reflect upon the outstanding job you
and vour staffl have done in just a
few short years.

Just Out!

most '
complete evere

f

Like Advertising itself
| — the new 1954 STANDARD
ADVERTISING REGISTER is bigger,
better than ever before — filled with the
facts you need for hard competitive
selling.

Imagine — 14,000 leading advertisers
with their 60,000 executives listed by
title — the advertising agency handling
the account — media used — amount
spent—13,000 brand names! Yes, they're
all there ready for you to use in the new
1954 “Red Book™.

Better get the facts by dropping us a
line on your business letterhead now.
We’ll take it from there and send you
full facts fast!

The Register Contains
The Advertiser, o Advertising Agency

Address, Randling Account
Capitalization * Account Executives

¢ Products with o Advertising Media
Trade Names Used

o Corporate Executives o Advertising

o Advertising Manager Appropriations

¢ Sales Manager o Character, Extent of

Printing Buyer Distribution

l THE AGENCY LIST
Standard source of informo- |
tian obout 3,000 U.S. and

I Conodion odvertising ogen-
cies with dato on their recog-
nition, personnel, and over

I 30,000 clients. Issued three
times o yeor — the AGENCY
LIST is port of STANDARD'S

I complete service or may be
purchosed seporately.

Write for colored il-
F,ee lustroted booklet giv-
ing full information obout
the STANDARD ADVERTISING
REGISTER ond Supplementary
Services. It's yours for the

I osking.
NATIONAL REGISTER PUBLISHING CO., INC.

130 West 42nd Street 333 N. Michigon Ave.
New York 36, N. Y. Chicago 1, lllinois




- television

WCOV-TV

Montgomery, Alabama
“CRADLE OF THE CONFEDERACY"

PROGRAMS

WCOV-TV is a primary CBS
affiliate but we also

carry top flight programs

from ABC, DuMont & NBC.
34 live studio shows are
featured weekly on WCOV-TV.

VIEWERS

We're 85 miles from the
nearest television competition.
Conversion is practically 1009%

and set ownership is almost
40%.

AVAILABILITIES

We'll have to admit that

the spot next to ‘‘l Love Lucy”
and the ‘"Pabst Fights’’ are
gone but we still have some

choice ones left.

ASK ANY RAYMER
OFFICE FOR DETAILS

The April 19 issue, with its special
attention to the early days of post-war
[TV PIONEERS,” page
13], will have future value as a ref-
erence book as well as current interest
a~ an excellent report on the develop-
ment of the industry.

Congratulations, best
keep up the good work.

Georce M. Bursach
General Manager
KSD. KSD-TV

St. Louis

wishes and

RADIO SET SALES

That’s a fine storv for radio in vour
January 25 issue. DI'm referring to
“Radio set sales lead tv by 6977 in
big tv markets” [page 30].

| had photostated this page and sent
it to about 15 key advertisers and
agencies here in Oklahoma City. Now
that I see you have made reprints, 1
am wondering if yvou have a sharp fig-
ure on ahout 500 of them?

R. E. CHaPMAN
Commercial Manager

WKY, Oklahoma City

® Reprints of “Radio -ct sales lead tv by 69,
in biz tv markets™ cost 5¢ each. Quantlty prices
on request,

POCKET RADIO

In the “P.S.” department of vour
May 3 issue. you pulled somewhat of
a blooper [page 23]. You ran a pho-
tograph of a kitten standing alongside
the Emerson pocket radio. a radio

- which we introduced last July. The

caption calls for the “new seven and
a half ounce Emerson vest pocket
radio.”
In other words. you used an old
photograph to illustrate a new story.
MicHAEL AMES
Director of Public Relations
Emerson Corp., New York

SUBSCRIPTION RATE

It is my understanding that there is
a special 84 educational subscription
rate to SPONSOR, therefore 1 am enclos-
ing a check for 81 for renewal of my
subscription. For several vears I have
been renewing at this educator’s rate.

I've heen using the 1933 Fall Facts
Issue as a supplement to the regular
text in the raidio and televizion adver-
tising course which I teach liere at the
University of Alabama. and frequently
use regular sPonsoR articles as the

basis for lecture material. | get more
information to supplement the regu-
lar textbook from sroxsok than from
any other trade publication.
Do~ C. Sxutn
Asst. Professor Radio and Tv
University of Alabama
University, Ala.
@  Student subscriptions to SPONSOR east 843

regular subscriptions, £8 annually, The 193%
Foll Facts Tisue will be out 12 July.

REPRINT PERMISSION

We distribute a weekly news bul-
letin to our clients containing informa-
tion about the film and television in-
dustry.
Increasingly, we have found items
in sPoNsOR we would like to quote.
Have you any objection to our quot-
ing your most respected magazine—
with proper credits. of course?
H. G. Lewis
Lewis & Martin Films
Chicago

® Informatlon appearing I SPONSOR can be

reprinted  provided permission Is  requested in
writing and credit §s given.

PROGRAM GUIDE

Thanks a million for the Program
Guide. 1 think vou've done a terrific
job and are to be congratulated. A
compilation such as this has been need-
ed for some time by the industry.

Probably its greatest use will be as
an aid to timebuyers for a quick digest
of individual station’s programing for-
mats. I for one. however. have found
it useful already in determining the
national advertisers who have used
classical music programs and who
would be prospective buyers f{or some
of our client stations. 1 know I'll be
using this digest further. . .

RusseLn R. GAUDREAU
George P. Hollingbery Co.
New York

I would be most appreciative if you
would send me tear-sheets of any arti-
cles you may have run within the last
two years on the subject of Good Mu-
sic Radio Stations. .

AL PavL Lertox JR,
Al Paul Lefton Co.
Philadelphia
o The 1931 Progrom CGuide, just poblished.
list« ~tations programing this 13pe of music and

adverticers who uwe it. Copics were sent free 1o
snhecribers; extra copics ecost §2 each,

(Please turn to page 112)

SPONSOR




KTVU

I “HALF A MILLION WATTS FROM HALF A MILE IN THE SKY”

Channel 36
with grade A coverage of

SACRAMENTO
STOCKTON

and

1 MODESTO CALIFORNIA

nation’s most powverful—

525,000 watts of ON THE AIR power
now affiliated with

NBC-TV

| with the best of live network

B—— e - S ————_ — —
s

Represented by GEORGE P. HOLLINGBERY
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WNBT
WNBQ
KNBH
KSD-TV
WNBW

(ONS
WNBK
KPTV
WAVE-TV
WRGB
KONA-TV

SPOT SALES @—i(
| 1

20 Rouckereller Plaza, New York 20, N. Y. ]

Chicago Detroit  Cleveland Washington

San Francisco Los Angeles Charlotte® Atlay]

*Bomar Lowrance Asao0

representing RADIO STATIONS.

WNBC New York WRC Washington
WMAQ Chi WTAM (Cleveland
KNBC iseo WAVE  Louisrille
KSD Kt. Louis KGU THonolulw, {ay



are pleased to announce a reciprocal representation arrangement
effective September 1, 1954. NBC Spot Sales will represent

Radio station WLW, Cincinnati, and TV stations WLW-T, Cincinnati,
WLW-D, Dayton, WLW-C Columbus, WLW-A, Atlanta, on the
Pacific Coast and in Detroit. The Crosley Group Sales Offices will

represent all the NBC Spot Sales Radio and Television stations

in Cincinnati, Dayton and Columbus.

The Crosley Group Sales Offices will continue to
represent The Crosley Group Stations in New York,
Chicago, Cincinnati, Dayton, Columbus, Atlanta

CROSLEY BROADCASTING CORPORATION

Crosley Square, Cincinnati, Ohio
New York  Chicagn  Dayton  Columbus  Atlunta

| S £

TINE CROSLEY GROUP

WIW | Radio

1 WLW-A Atlanta

I WLW-C Columbus
Wiw-D i Dayton

1 WLW-T | Cincinnati




No Trick When
You Know How

i
LAy

€ e

It's no trick copturing the lorges!
shore of oudience when
you're selling on KSDO. ..

Son Diego’s music ond sports station.

According to HOOPER, KSDO is
first in listeners in this rich,
billion dollor morket.

Moy we show you how to turn the
trick for your clients on KSDO?

1130 KC 5000 WATTS
Representatives

John E. Pearson, Co. — New York
Doren McGovren — Son Froncisco

Wolt Loke — Los Angeles

16

by Bob Foreman

I am now in the process of moving my office. The word
“I” i~ used loosely since the real work ix being done hy
others. What [ am performming are the executive funetions
which include going through the accumnlations of the vears
and sagely deciding what to consign to the wastebasket.

A move snch as this even though it iz merely transferring
to another floor in the same building is good for mind and
body alike. For by requiring inquiry into the clutter which
one has assembled throughont a period of time, it i po--ible
to look back on the past with a detached point of view.

The <hift of offices mentioned has afforded me the privi-
lege of reviewing eolumns I wrote for another pnblieation
eight years ago. Sparkling epies they were even in the light
of todav, written in the carefree era before television by a
bold youth minus inhibitions, firm in his conviction~ and
cager for each tomorrow. Little did 1 know then that the
shiny pieee of furniture with the glass window lay over the
horizon like the Minotaur ready to devour its daily quotient
of men and maidens.

The columns of those days coneerned radio solely. 1 <pent
several hours wandering through them in search of eternal
truths; some preeepts that I had set forth which still hold de-
spite the changes in media and the alterations in technique.

I found very few, indeed.

But differences, there were many. For example. take my
thoughts of December 1947, on the subject of auditory gim-
micks which serve to keep a radio jingle alive and kicking.
I’s true that we are still asked how long hefore a singing
ecommercial wears out its welcome. But what struek me most
forcibly was the hig difference today m our approach to tv
copy, not just the musieal message. How much more same-
ness we seem to strive for in tvthan we did in radio hack then!

Thix samenes< may be due to the fact that the new medium
tends to be <o dircet and straightforward and demonstrations
so much an inherent part of it that less ingenuity need be
used in the preparation of commercial ideas. In other words.
in tv we need not call into p]zl}' our mmagmation to the same
degree. since in radio the visual can only be intimated. mere-
ly suggested and =olely fashioned from sounds. For this rea-
son such a device as Sonovox. a long-time radio favorite (the
Bromo Seltzer train is an example) seems to have dropped

(Please turn to page 50)
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families in

KYW land
never leave home

®WEE
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® 91.19, of families in the Philadelphia market are home on any

summer day. Radio listening habits change little from December
through summer . . . their habit of buying goods changes even less!
July and August beat national averages in $ sales for any other
month of the year.

® Of the less than 109, who are on vacation at any one time, 54.69

visit vacation spots within KYW-land’s coverage area in Pennsyl-
vania and New Jersey. This means that less than 59, of the families
actually go beyond the signal area, even on vacation.

® 57.49, of families in KYW-land travel by car to vacation spots.

78.1, of these cars are equipped with radios.

® A big share of the 1,800,000 portable radios sold in 1953 alone are

owned by people in KYW-land. Off goes the car radio . . . on goes
the portable!

® KYW’s complete radio schedule is keyed to the families with

summer spending on their minds.

Radio is the only medium in the Greater Philadelphia area that is
invited into the home to make sales 24 months of the year! So, if
you are looking for the right SPOT to sell your product, dial 1060
. . . your customers do!

WESTINGHOUSE

50,000 watts Kvw 1060 on the dial

PHILADELPHIA

17



OUT-OF-HOME

LISTENING IN ATLANTA
F GIVES YOU A WHOPPING
| 207 BONUS

v § '
I N

e and
-k Waga gives you

' . ¥ 50% MORE OUT-OF-HOME LISTENERS THAN STATION "B
: —AND TWICE AS MANY OR MORE THAN ANY OTHER
. STATION

¥ 42% MORE QUARTER HOUR FIRSTS THAN ALL OTHER
STATIONS COMBINED

Out of a total of 502 quarter-hour periods Sunday
through Saturday, WAGA had 295 firsts. Station
“B” had 61; Station “C” 57; Station “D” 43;
Station “E” 19; and all others had a total of 27.

Out-of-home or in-the-home—WAGA gives you
more listeners per dollar than any other Atlanta
station! Get the facts and you'll put WAGA Radio
to work for you in the billion-dollar Atlanta market.

“Data based on Pulse of Atlanta Out of Hame Radio Audience, July 1953

590
on the dial

Ny ©R
WRITE FOR SYAS,
THIS FOLDER

Represented Natianally by the KATZ AGENCY, Inc.  Tom Harker, V.P. and Nat'l Sales Director, 118 E. 57th St.,, New York 22
Bob Waod, Midwest Notianal Sales Manager, 230 N, Michigan Ave., Chicago

18 SPONSOR
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New on Television Networks

SPONSOR

AGENCY

Amer Chicle, NY

Armour & Co (Dial Soap!,
Chi
Associated Prods, NY

Best Foods, NY
Bristol-Myers, NY

Campana Sales Co,
Batavia, Il

Campbell Soup, Camden,
N

J
Comstock Foods, Newark,

N)

Cudahy Packing, Omabha,
Neb

Dow Chemical,
Mich

General Electric, Syracuse,
NY

Midland,

General Electric Major
Appliance Div, Louis-
ville, Ky

General Mills, Mpls

Gillctte Safety Razor,
Boston

GCriffin Mfg, Bklyn, NY

Kelly-Springfield Tire Co,
Cumberland, Md.

Lemon Prods Advisory
Bd, LA

Lever Bros, NY

Noxzema Chemical Co, NY

Pharmaceuticals Inc
(Geritol}, NY

R. J. Reynolds Tob,
Winston-Salem, NC

Simoniz Co, Chi

Swift & Co, Chi
Van Camp Sea Food, SF

D-F-5, NY

Foote, Cone & Belding,
Chi

GCrey Adv, NY

D-F-§, NY

YGR, NY

Wallace-Ferry-Hanly, Chi

Leo Burnett, NY

Leo Burnett, Chi

YGR, NY

MacManus, John & Adams,

Knox-Reeves,
Maxon, Detr

Mpls

Bermingham, Castleman &
Pierce, NY

Compton, NY

McCann-Erickson, LA

McCann-Erickson, NY

SsCB, NY

Edward Kletter, NY

William Esty, NY

Tatham-Laird, Chi

J. Walter Thompson, Chi

Brisacher, Wheeler &
Staff, SF

STATIONS
NBC TV 76
NBC TV 76
NBC TV 64
cBS Tv 80
CBS TV 46
CBS Tv 48
CBS TV 43
CBS Tv 59
NBC TV 76
NBC TV 76
CBS TV 70
NBC TV 76

CBS TV 43
CBS Tv 129

NBC TV 76
NBC TV 53
NBC TV 76
CBS TV 16
CBS TV 88
CBS TV

CBS TV 40
CBS TV 43

CBS Tv 68
ABC TV 67

—

Renewed on Television Networks

SPONSOR | AGENCY
Amer Chicle, NY | D-F-S, NY o
Amer Tob, NY I SSCB, NY
Amer Tob, NY | SSCB, NY
Amer Tob, NY BBDO, NY
Armstrong Cork, Lan- BBDO, NY

caster, Pa

Derby Foods, Chi

De Soto Div, Chrysler
Corp, Detroit

Dodge Div, Chrysler
Corp, Detroit

Dodge Div, Chrysler
Corp, Detroit

General Cigar, NY

General Electric, Syracuse

General Foods (Sugar
Crisp), White Plains,
NY

General Mills, Mpls
General Mills, Mpls

S. C. Johnson & Son,
Racine, Wis

McCann-Erickson, Chi
BBDO, NY

Grant' Adv, Detroit
Crant Adv, Detroit

YGR, NY
Maxon, Detr

Benton & Bowles, NY
D-F-S, Mpls
D-F-S, Mpls

Needham, Louis & Brorby,
Chi

PROGRAM, time, start, duration

Saturday Night Revuc; Sat, 10-min seg betw 9:30-
10 nm: 12 June; 12 wks

Saturday Night Revue, alt Sat 9-9:30 pm; 12
June; 13 wks

Arthur Murray Party; T 8:30-9 pm; 15 June; 14
wks

Robert Q. Lewis Show; W 4:45-5 pm; 5 May; 52

wks

Arthur Godfrey Time; T, Th 10-10:15 am; 11
May; 8 wks

Arthur Godfrey; Tu, Th
5 wks

Abbott & Costello; Sat 11:30-12 n; 5 June; 52
wks

Garry Moore; alt M 1:45-2 pm; 21 June; 52 wks

10-10:15 am; 31 May;

Saturday Night Revue; Sat, 10-min seg betw 10-
10:30 pm; 12 June; 15 wks

Saturday Night Revue; alt Sat 9-9:30 pm; 12
June; 13 wks

Summer Holiday; T, Th 7:45-8 pm; 24 june;
thry 9 Sep

Saturday Night Revue; Sat, 20-min seg betw 10-
10:30 pm for 11 wks; 10-min seg for 2 wks;
12 June

Bob Crosby; M, W, F 3:45-4 pm; 2 June; 52 wks

Belmcnt Stakes; Sat 4:30-5 pm; 12 June only

Saturday Night Revue; Sat, 10-min seg betw 9:30-
10 pm; 12 June; 15 wks

National Open Golf Championship; Sat 5-6 pm;
19 June only

Saturday Night Revue; Sat, 10-min
9:30-10 pm; 12 June; 15 wks

Uncle Johnny Coons; Sat 1:30-2 pm; 4 Sep; 52
wks

Person to Person alt F 10:30-11 pm; 28 May; 26
piogs

Two in Love; Sat 10:30-11 pm; 19 june; no. wks
not available

The Morning Show; M-F 7.9 am; 1
partic a wk for rest of '54

Garry Moore Show; T 2:15-30 pm seg: 1 June;
5 wks; as of 6 July; F 10-10:15 am; 47 wks

Garry Moore; T 1:45-2 pm: 1 June; 52 wks

The Name's the Same; T 10:30-11 pm; 1 June:
52 wks

seg betw

June; 2

May:

STATIONS PROGRAM, time, start, duration

Du Mont Rocky King Detective; Sun 9-9:30 pm; thru 27
Mar '55; co-sponsor

ABC TV 130 Dan;y Thomas Show; alt T 9-9:30 pm; 6 July;
52 wks

CBS Tv 74 Doug Edwards & News: T, Th 7:30-45 pm; 29
June; 52 wks

NBC TV 92 Robert Montgomery Presents; alt M 9:30-10:30
pm; 3 May; 26 telecasts

NBC TV 67 Armstrong Circle Theatre; T 9:30-10 pm; 31
Aug; 39 wks

ABC TV Sky King; M 8-8:30 pm; 14 June; 13 wks

NBC TV 137 You Bet Your Life; Th 8-8:30 pm; 16 Sep; 52 wks

ABC TV 124 Danny Thomas Show; alt T 9-9:30 pm; 13 July;
52 wks

ABC TV 155 Break the Bank; Sun 10-10:30 pm; 4 July; 52 wks

CBS TV 64 Sports Spot; W 10:45-11 pm; 2 June; 52 wks

CBS TV 80 Mect Mr. McNutley; Th 8-8:20 pm; 24 June; 52
wks

NB8C Tv 62 Roy Rogers Show; Sun 6:30-7 pm: 4 July; 52 wks

c8s TV 51 Lone Ranger; Sat 1-1:30 pm; 12 June; 52 wks

CBS Tv 54 Valiant Lady; M, W, F 12-12:15 pm; 31
2 wks

NBC Tv 92 Robert Montgomery Presents; alt M 9:30-10:30

pm: 5 July; 26 telecasts

In next issue: New and Renewed on Television (Netwcork); Advertising Agency Personnel

Changes; Sponsor Personnel Changes; Station Changes (reps, neticork affiliation, power increases)

14 JUNE 1954
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Numbers after names
refer to New and Re-
new category

Donald H. Quinn (3)
w. I 1b ‘
Elwood W hi (3
Gerald Gibson )
lim Flood )

19

1954
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Rencwced on Television Networks (continued)

SPONSOR
Lambert Co, Jersey City,
Pc::sji-Cola Co, NY
Fillsbury Mills, Mpls
Procter & Gamble, Cinci
Realemon-Puritan Co, Chi

Reynolds Metals, Rich-
mond, Va

Scott Paper Co, Chester,
Pa

Scott Paper Co, Chester,
P

2

Sheaffer Pen, Fort Madi-
son, la

Sunbeam Corp, Chi

Toni Co. Chi

U. S. Steel Corp, NY

PROGRAM, time, start, duration

AGENCY STATIONS
Lambert & Feasley, NY' _ABé T\; B
Biow Co, NY ABC TV
Leo Burnett, Chi CBS TV 96
Benton & Bowles, NY NBC TV 138
Rutledge & Lilienfeld, Chi ABC TV
Russel M. Seeds, Chi NBC TV 63
J. Walter Thompson, NY NBC TV 62
). Walter Thompson, NY CBS TV
Russel M. Seeds, Chi CBS TV 45
Perrin-Paus, Chi NBC TV 75
Weiss & Geller, Chi’ CBS TV 135
BBDO, NY ABC TV 100

Ozzie & Harriet; alt F 8-8:30 pm: 9 July: 52 %

Pepsi-Cola Playhouse; Sun 7:30-8 pm; 4 Ju
52 wks

Godfrey & Friends. alt W 8:30-9 pm; 2 ju
52 wks

Loretta Young Show; Sun 10-10:30 pm; 29 A
449 wks

john Daly and News; T, Th 7:15-30 pm; 1 juf
52 wks

Mr. Peepers; Sun 7:30-8 pm; 12 Sep; 39 wks

My Little Margic; W 8:30-9 pm; 1 Sep; 52 w

Omnibus; Sun 5-6:30 pm: 17 O¢t: partic sp“ons|
for 1954-55 season ‘
Jackie Gleason Show; Sat' 8-9 pm; 12 june; 524}

Ethel G Albert; Sat 7:30-8 pm: 4 Sep. 39 wks

Godfrey & Friends; W 8-8:30 pm; 16 June: 64 »

U. S. Steel Hour: alt T 9:30-10:30 pm; Oct ’§
52 wks

(See page 2 for New National Spot Radio and Tv Business)

Advertising Agency Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

W. Lee Abbott
Thomas K. Carpenter

Jr
Herbert V. Coughlin
Sherman K. Ellis
Geoige A. Flanagan
Jim Flood
Jack Geller
Gerald Gibson
David J. Gillespie
W. §. Krebs

-—

r

Henry A. Laughlin
C. W. Mackay
Wright Nodine
Laurence O. Pratt
Donald H. Quinn
Sy Radzwiller
Glenn Ransom
James P. Stewart Jr
Robert P. Uhl
Burton G. Wasser

-—

r

E. G. Weymouth
Elwood Whitney
Lennox F. Wylie

Johnson G Johnson, New Brunswick, NJ, prod dir
Kenyon G Eckhardt, NY, exec

Peck Agency, NY, vp

Benton & Bowles, NY. bd of dir

CGW, NY, mgr copy dept

Frankfort Dist, NY, mktg dir

WMGM, acct exec

DCSS, NY, chief timebuyer Borden, Pharmaco accts
Kenyon & Eckhardt, NY, media dept
Potts-Turnbull Co, KC, pres

Harold Cabot & Co, Boston, acct exec
Stewart Dougall & Assoc, NY, sr assoc

Geyer Adv, LA, acct exec

BBDO, NY, acct supvr

DCSS, NY, head timebuyer

Krich, NJ, mdsg dir

WGN, Chi, prodn mgr

Agency, southwest, radio-tv copy & acct work
BBDO, NY, acct exec

Rogers ‘G Smith, KC, exec vp

Colgate-Palmolive, NJ, adv dept )
Foote, Cone G Belding, NY, agency dit
WFBL, Syracuse, sls mgr

Sponsor Personnel Changes

NAME

Walter Hartig

Norman V. Osborn

Dr. Robert Franklin
Prindle

Charles O'C. Sloane jr

Numbers after names

refer to New and Re-
new category

L. 0. Prant (3
Robert I’ Ukl (3
J. . Stewart Jr. o3
Glenn Ransom (3)
D.J. Gillespic (3

Sy Radzwiller 13)
(.. . Sloane (1)
;. 4. Flanagan (3
W.J. Krebs

B G. Wasser )

NEW AFFILIATION

SSCGB, NY, acct exec dept |
D'Arcy, NY, creative stf, copy dept !

Abbott Kimball Co, NY, vp G member plans bdl

Raymond R. Morgan, LA, chrmn bd i

Same, vp G copy dir |

Cecil & Presbrey, NY, vp chg mktg

Weiss & Geller, NY, exec

Same, agency head timebuyer

Same, vp

Rogers G Smith, Potts-Turnbull, KC (new age|
cy merger), chmn bd

Same, vp 7 I

Roy S. Durstine, Inc., NY, vp chg res & mkig

Geyer Adv, NY, acct exec

Same, vp

Same. media dir

Grey Adv, NY, acct exec

YGR, Mex City, radio-tv dept

Tracy-Locke, Dallas, asst dir radio-tv dept

Same, vp i

Rogers G Smith, Potts-Turnbull, KC tnew ageil
merger), hd opers i

Kudner, NY, asst media dir

Same, exec vp

Coe Adv, Syracuse, acct exec

FORMER AFFILIATION

Hoffman Beverage Co, Newark, display adv mgr

wWard Wheelock Co, Phila, mgr plans-media dept

Strong Cobb & Co, Cleveland, dir of biochemi-
cal labs

Wesley Assoc, NY, acet exec

Same. adv mgr
Thomas ). Lipton, Hoboken, media dir
Lehn & Fink, NY, dir of research

Vick Chem Co. Intl Div, div pres ‘& gen 'mgr
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i | and Get lowa’s Metropolitan Areas..
|

Y Dlus the Remainder of lowa!

| . TAKE DRUGSTORE SALES, FOR INSTANCE!

£ o

S

7.1% CEDAR RAPIDS
5.1% TRI-CITIES=
13.4% DES MOINES -
2.0% DUBUQUE: -
58% sioux ary - - - - [
. 46% waterioo - - - - [
| 62.0% REMAINDER OF STATE

-3
[ ]

-] L
@ (]
L L
AT sen,

e

o

.r\ “ THE “REMAINDER OF IOWA” ACCOUNTS FOR THESE SALES:

(Which You MISS Unless You Cover the Entire State)

67.2% Food Stores
S.A.M. DAYTIME 63.2%, Eating and Drinking Places
STATION AUDIENCE AREA 47.9% General Merchandise Stores
57.59% Apparel Stores
61.49% Home Furnishings Stores
65.9% Automotive Dealers
74.9% Filling Stations
80.89, Building Material Groups
62.09% Drugstores

Source: 1954 Consumer Markets

MINKESOTA

ILLINOIS

BUY ALL of IOWA—
Plus “lowa ‘Plus”—WiIh

MISSOURI

Des Moines . . » 50,000 Watts

FREE & PETERS, INC., National Representatives Col. B. J. Palmer, President
: P. A. Loyet, Resident Manager -
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TODAY TN NEW ORLEANS 1 """

it Bl Tooavs Low

WIND VELOCITY

THERE'S SOMETHING ABOUT NEW ORLEANS...

It stands out as a city with a charm and a culture all of its own.
And WDSU and WDSU-TV stand out with the finest in radio and
television programs - tailor-made to please the distinctive tastes
of New Orleanians. Shown here are some of the members of
the WDSU and WDSU-TV staffs who appear on these programs.
Recruited from north, south, east and west, they are now welcome
friends in most New Orleans homes. Using the specialized tal-
ents of people like these, WDSU and WDSU-TV bring their
listeners and viewers the kind of radio and television entertain-
ment they want - ranging from full scale musical productions,
helpful programs for women, complete coverage of the latest
sports, local and international news to children’s shows and spe-
cial feature programs. Maintaining this well-rounded staff and
producing local shows of network calibre is another example of
how WDSU and WDSU-TV, Louisiana’s first television station, con-
tinue to serve New Orleans and the nation.




NORTH
CAROLINA’S

TELEVISIO
CHANNEL

*202,954
1, 1954-An Incrdase of Over

Interconnected
Television Affiliate

National Representative:

The Headley-Reed Company
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New developments on SPONSOR siories

See: “Radio set sales Jead tv by 69 in

big tv markets”
HD S Issues
0 0

Subject: NBC rescarch finds the higher the v
«ct saturation the more radios are sold

25 January 1951

NBC’s Rescarch & Planning Department, using Radio-Electronics-
Televi<ion Manufacturers Association ficures, has found that in areas
where tv ~aturation level was over 75°7. new radios were purchased
in 29.2°¢ of the total homes. Where tv saturation was between 51
and 757¢ of total homes. 28.8¢ of population hought new radios.

In these same over 507 tv-saturated areas<. more radio sets were
sold than tv sets. The sale of new radios during 1953 exceeded tv
et sales in every state except Maine. In New York, for exaniple,
which has 779¢ tv saturation, an e~timated 1.390.300 radios were
sold last year. ax compared with 595.100 new tv sets. The radio
fizure is nearly 30% of all homes in the state compared with the
tv fizure of 12.1°7 of the state’s total homes,

By comparison. in areas where (v set =aturation was reported as
507 or lower, only 2237 of the total homes bought new radios.

Set sales to dealers of home. clock and portable radios. reported
RETMA. totaled 7.243.100 during 1953. Now add the 5.165.900
new auto radios which were sold in the same period—and you get
a total of 12.409.000 new radio sets for the year. 4

This iz nearly double the 6.656.555 tv set< =old r 1953.

According to the NBC Research & Planning Department. “The fact
that more than 12 million new radio sets were bought in 1953 is
itself indicative of the importance people attach to this form of
entertainment and information.”

Tev satunration compared with radio sales

Tv set satura- Total homes* New radios 53 New radios as

tion level* (home, auto) ‘7 total homes
Over 75% 12.163.900 3.555.800 20.2
317 to 7537% 15.975.800 1.601.200 28.87%
0 to 30¢ 19.051.800 4.252.000 22.37%
Total U.S. 47.191.500 12.109.000 26.3¢¢
source: .\. C. Nielsen, ac of 1 November 1953,

Seoe: Negro Radio Seclion

W) S Issme: 24 August 1933, page 63
0 0 Subject: New film series reveals Negro's con-

tribntion 10 U.S. culure

What is probabh the first tv film serie- aimed at Negroes—a
documentarv— has been sold in two markets.

A new 20-part film series, Tenth of a Nation. documents the Ne-
oro’s contribution to American culture in such fields as religion,
medicine, business. science and industry. farming. the arts and sports.
The 15-minute shows were produced by American Newsreel for
Es<ex Filns, Inc.. of Memphis.

The film series was released 15 March, has heen sold thus far in
New York and Washington to the Royal Crown Hair Dressing firm.
Issex bases the price for each marhket on the city’s Negro popula.
tion in the 1950 U.S, Census and individual station rate cards.

“l{eretofore. people have advertised at the Negro—they've talked
down to him.” Marshall Lewis, president of Essex. told spoxsoR.
“This series of closeups of outstanding Negroes in many fields pre-
sents the Negro with dignity and prestige.” Ll

SPONSOR
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$7,400 GUNTHER JAECKEL MINK

By using America’s only “3-state one-station
TV network” you can save the cost of a $7,400
Gunther Jaeckel mink coat in 13 weeks of a
20 second spot campaign. (10 spots per week).

OVER A MILE HIGH BAGS THEM ALL
Mt. Washington’s more-than-a- Covers virtually all the families
mile high TV station covers most local TV stations do. Reaclies
of the three states of Maine, thousands of families they cannot
New Hampshire and Vermont. reach. Costs 49% less than the
On the air in August. combination of the 3 TV stations

giving next best coverage.

Channel 8

CBS Mt. Washington T ¥V Inc.

WMTW

Represented nationally by
HARRINGTON, RIGHTER & PARSONS, Inc.
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MARKET!

Of Greater Montreal’s
total population
(1,395,400), 1,012,410
speak either English

alone or both
English & French.

.

A GIANT
AUDIENCE!

Within CFCF’s
total coverage, there

are well over
one million people
potential audience!

A

(174

MONTREAL

~IN US—WEED
IN CANADA—ALL CANADA

y
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A GIANT

i Arnold C. Graham Jr.

Advertising Manager
Goebel Brewing Co., Detroit

“Jack™ Graham. Goebel Brewing Co.s ad manager, got into adver-
tising some half-dozen years ago in order to settle down and quit
“hopping from continent to continent.” He found. however that ad-
vertising can involve trans-oceanic travel too: last winter he spent
four months in Europe to supervise the filming of Goebel commer-
cials (through Transfilm) in Holland.

It’s these commercials. rather than Europe, that Jack likes to talk
about. “Even the location sounds kind of picturesque,” he told
spoNsOR. “They were filmed in Joop Geesink’s Dollywood, Holland.”

Joop Geesink is a Dutch film producer who makes stop-motion pup-
pet movies. Having met Geesink through Transfilm. Jack Graham
decided that the Holland technique was just the type of new spark.
he was seeking for Goebel commercials. Transfilm was therefore
commissioned in May 1932 to produce a series of 60-second films for
this Midwestern brewer.

Star of these puppet commercials. then as now. is a puppet replica
of Goebel's trademark: ““‘Brewster,” Goebel’s impish rooster. During
the past two years these Geesink commercials have been shown on
some two dozen tv stations on the West Coast and in the Midwest.

“People seem to go wild over the antics of Brewster in these dra-
matic skit commercials,” Jack continued. “Every week we get letters
asking us to continue this series of commercials. Sometimes we get a
better response from them than from our tv sports events.”

The bulk of Goebel's ad hudget goes into the air media.. Jack’s ad
philosophy boils down to this: (1) year-round. consistent ad impres-
sions; (2) identification with top entertainment.

In line with this thinking. Goebel sponsors such tv film shows as
Duffy’s Tavern and The Douglas Fairbanks Theatre locally and, of
course. heavy professional baseball and football schedules.

Supplementing the tv eflort are announcement, news and sports
schedules on over 100 radio stations.

Jack Graham claims that Brewster’s cockiness is dne to Goebel's
sales record: For the past 15 years Goebel has shown better than a.
10, sales increase every single vear.

Graham returned to his Grosse Point. Mich.. home from Europe
in time to kiss his wife “hello™ and “good-bve™ and to take off on a
trip to Goebel's markets as far a- California this time. Advertising
sure did settle me down.™ savs he. * & %

SPONSOR
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 impression

Your'selling message makes the

sharpest imprint on 915,000 car radics
: and in m0|;e than 973,000 radio homes
I wllnen you take advantage of
| the consistent higi\ tune-in
! every hour of the day on WJBK. Make
i your mark in the rich midwest market with
| the station that’s tuned in most continuously . . .

WJBK, tops in news, music and sports.

WJ BK DETROIT

Represented Nationally by THE KATZ AGENCY

National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-7690 |




If You Go By |
PHILADELPHIA RATINGS |

20
{ | | I !
Day and Night,
Monday thru Friday, {
WFIL-TV is 74?
1st and 2nd ; . 0 of the tir
HEAVYRATE CHAMP OF THE AFTERNOON
Between 3 and 6 PM, WFIL-TV rates
15

Ist = = 83.3% of the time
2nd - 16.7% of the time

AHEAD - - 100% of the time!

Add nighttime to this afternoon supremacy —3 PM
midnight, including big-show network competitior
and WFIL-TV is still AHEAD—80% of the tir

i } | ] |

10

1y

0p

1y
VD

WZLZ—=-P>

Look at ALL the ratings. it's easy to figu "

_ ! ﬁ,

0 4
9-10 AM 10-11 AM 11-12 N 12-1 PM 1-2 PM 2-3 PM %

HOURS

ABC and DuMont Networks
Represented by The Katz Agency

The Voice of Delaware Valley, U.S.A.




; vou wit BUY
| WEIL-TV

] : S \ 3 £ 15
{ A
,\ 10
5
Philadelphia’s BEST BUY i1s WFIL-TV
o

M PM : 10-11 PM 1.
3 -
' -

| The Philadelphia Inquirer statien
| Channel
'
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Meet the original John Kieran

That’s Kieran on the left, and as millions of people can tell you, he’s a very original
fellow. He has a quarter-hour TV show called “Kieran’s Kaleidoscope,” which is also
very original, and to watch it, you'd say he knows everything! The other actors on this
program usually don’t have names, but they've got plenty of appeal. They’re not all
animals...sometimes they’re bugs, or plants, or planets. They —— ’
appear on film in their natural habitat, Kieran ad-libs a witty
commentary, and everyone has a wonderful time. Especially the !
sponsors. Over 50 advertisers have used “Kieran’s Kaleidoscope” I
with exciting results...one for nearly 250 weeks. You can run e
this show almost indefinitely, since there are 104 films in the
series! For availabilities and prices, wire or call collect:

"‘.'__:-I#' - -
In NEW YORK: Don L. Kearney, 7 West 66th Street, SUsquehanna 7-5000 % Another hit from

In CHICAGO: John Burns, 20 North Wacker Drive, ANdover 3-0800 ABC FILM
™ HOLLYWOOD: Bill Clark, 1539 No. Vine Street, HOllywood 2-3141 SYNDICATION,; INC.

SPONSOR

|
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men want from the TvAR

Rapid growth of tv makes it complicated to buy so admen want all the

information they ean get. Requests range from Utopian to basie

Adulen will soon have an important
new source of information they ean
call on to help solve their innumerable
media-buying problems,

It is the Television Advertising Bu-
reau,

Launched with the support of 25 tv
stations on 22 April. TvAB took firm
root at the National Association of
Radio and Television Broadeasters
Convention in Chicago last month. It
now claims 105 members, is rapidly
hardening into permanent form.

No one can describe definitely at this
point what the burgeoning organiza-
tion will provide for the agency and
advertiser. The group has neither a
board of directors nor a directing head
as yet,

However, the nature of the organiza-
tion provides important elues. It is.

like radio’s Broadeast Advertising Bu-
reau. a promotion arm for broadcast-
ers. It differs from BAB in that TvAB
will promote television and will con-
centrate on loeal level and national
spot tv. Unlike BAB, it will not pro-
mote network advertising,

While the organizers of the infant

A
status report
A

group prefer not to tie the hands of
the yet-to-be-elected officials by promis-
ing specific aids to agencies and ad-
vertisers, both a TvAB prospectus and
just plain logie point lo services simi-
lar to those provided by BAB. 1t is sig-
nificant, however, that TvAB’s budget
target for its first year. $500.000, is

almost twice what BAB had when it
started life as an independent group
three years ago.

Because TvAB is still a voung sprout
and because it seemed a good idea (o
do so. sronsor decided to ask admen
what kind of information and services
they would like from the TvAB.

The speed of TvAB's birth left some
admen breathless. But they were not
<0 out of breath they couldn’t answer
the above question.  To put it bluntly.
they asked for plenty. They dumped
practically every burning problem in-
volved in buying tv in the lap of the
TvAB.

The reasons for this are not hard to
figure out. In the first place, it doesn’t
cost to ask. In the second place, the
rapid growth of television has made
the buving of video more complicated

Admen old__ SPONSOR they'd like to have

.nouar igm'w on expénditmese

i}gsﬁ 9{; programs vs. announcements

14 JUNE 1954
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Capsule description of the new Television Advertising Bureau

Its purpose: To promete and inerenase national <pot
and Joeal advertising, to offer information and services
to menber stations and advertisers

Who can belong: Any U7 Sty station
Xo. of mewbers: 105 at the latest count

Who staried i: N\ group of 25
which st np  organizing  connmttee
Moore, mnnager of KTTY,

television stations
under  Richard .\,
Los Angeles

Its statnus: A\ committee is being set np to sereen names
for a yet to be-chosen exceentive direetor, to be picked by
i yet-to-he-eleeted board of direetors. The 15 member
board, to he set up so that various-sized eities are repre
sented, will be elected by mail by all stations who are

Its aids to advertisers: According to TvAD prospec.
tus it will “make tv ensier for the ngeney and advertiser
to buy throngh suel services as: (1) film directory, (2)
improved sales methods, (3) statistical bureau, (4) spot
ty index, {3) spot tv estimator, (6) general research.”
It also promises to “edueate agenev and advertising exce-
utives in the use of tv"™ and to “explore specific adver

tisers’ problems’™ in video

Lis operational sOructure: TvAD plans propose it
he divided into three parts: (1) a national spot group
rmn by a pgeneral manager, who will have under i five
salesmen, hranel offices, o service nmnager, an editor and
seeretarial help: (2 o loeal sales group run by g service
manager, who will have under him an editor and staff,
three regional supervisors, and a station service manager:
(3) a joint s«taff, ineluding a researeh director,

members on 30 Jnue. Stations have beon invited to subnit
allot will be condneted by nu aeconntaut

nominations.

than anyv other medinm and any infor-
mation that will help adimen keep up
with the changing patterns of tv is wel-
come. In the third place, there was a
distinet feeling among some agency
people that the broadeasting industry
iboth radio aud tv) is behind print
media in providing its customers with
detailed audience circulation and cov-
erage data. What admen want from
TvAB ranges from the utopian to the
most hasie,

The kind of information most fre-
quently asked for by admen is cover-
age inforntation. with particular em-
phasiz on overlapping of coverage.

Oue of the top time-buying execcu-
tives said:

“One of the best things the TvADB
could do iz get a real honest-to-God
coverage study under way. The prob-
lem of coverage i= more serious than
ever with all these new stations on the
air.  Signals are overlapping more
than ever and we've got to know what
the <et duplication i~

THIS WE FIGHT FOR

We fight for the prompt establish-
ment of a tv promotion,research
buresu comparable to radio’'s BAB
or newspapers' Bureau of Advertis-
ing. (This statement was one of
those listed in SPONSOR's plat-
form of principles run in the ¢
j February 1953 issue. See also
""Should there be a TV BAB?" in
the 30 November 1953 issue).

32

*“1"d also like to see some solid facts
on whos spending money in spot tv
and how much. Sure, the information
won't be ecasy to get but it will help
everybodv. 1t will certainly help the
TvAB sell spot tv. 1'd also like to see
the TWAB get hehind a complete local
rating service.

“1 know what | ask is going to be
expenszive for somebody. The agencies
will shoulder part of the cost but since
this information benefits the stations
they should be prepared to share a
greater part of the cost of these serv-
ices than thev are now doing.”

A similar group of requests came
from a research executive at one of the
top five agencies.

“If vou ask what kind of informa-
tion I'd like to get. here it is.” he
said.  “Our agency needs good. thor-
ougly estimates of how much spot v
advertizers are spending. what stations
they are using. how frequently they
are using them and what kind of pro-
grams and announcements tllm are
using. Rorabaugh does a good job in
giving u~ some but not enough of that
information. (True. it tells whether an-
nouncements are 11)’s or whether they
are longer. But it doesn’t give costs.)

“We need better coverage informa-
tion. The Nielren Coverage Service
and Standard Audit & Mea~urement
Service data is too old. We have uhf
now and all the complications that it
imohves. We want to know how many

homes in Market *A" regularly  tune

First year's budget: =500,000

Headguarters: New Weston Hotel, New York City

in on stations in Market "B.” With all
the new television stations this is mare
comnon than it used to he. We'd like
10 know what parts of counties can re-
ceive or regularly receive programs
from various televizion stations. We
still have 1o use engineering estimates
and that’s not enough.

“1 find BAB trend data useful. Simi-
lar information from TvAB would be
welcome. Of course. trend data takes
time to accumulate and I'm not asking
for it tomorrow.

“We all know that television moves
goods. and 1 expect that TvAB will is-
sue case histories to point this up. But
I'd like to have more than that. 1'd like
to have information on how and why
television moves goods. ‘

“Then there are questions like this
I'd like answered: If 1 buy a 15-min-
ute show with two minutes of com-
mercials for $400. is it better than buy-
ing a one-minute announcement for
$100? 1n other words. if I payv twice
as much per minute of commercial for
a program am 1 getting my money’s
worth in sponsor identification. dig-
nity. attention or whatever else I want
from a program?

“Finally. 1 want better breakdowns
in 1 audience. We get some informa-
tion from ARB and Nielsen. but it's
~till not enough.

| understand. of course. that any
information we get from a promotion
group will be incidental to the job of
selling the medium. But vou asked me

SPONSOR




what kind of information I'd like from
the TvAB and that's it.”

The TvAB is not unprepared for the
broad requests of the advertising fra-
ternitv. It got a good sample of what
admen want from Arthur Porter. me-
dia v.p. of Leo Burnett, who ad-
dressed the TvAB membership rally at
Chicago during the NARTB Conven-
tion. Porter talked about what to some
admen is the holy of holies—a stand-
ard audience measurement method,

“There is one. big. round (uestion
that all national advertisers are ask-
ing today.” he told an assembled group
of broadcasters. “It’s a pretty simple
question: ‘What the hell am | getting in
terms of advertising impressions on
people for my advertising dollars?’

“The amazing thing about it is how
often this question goes unanswered.

“I can run newspaper ads in a hun-
dred cities and never really know what
percent of the readers noticed my ad.

“l can run radio spots in many.
many cities and never get close to a
rating—except maybe a rating for the
time period that is taken twice a year,

“And I can run television spots in
many cities and find many with no rat-
ings—or maybe, to get as specific as
possible, for the Tea Council campaign

I'm forced to add up ARB’s for 15

cittes, Pulse’s for 25 and Hooper's for
the rest- —all pretty unsatisfactory.”

Porter went on to =ay that “preci-
sion media buying is the order of the
dayv” and urged the broadeasters 10
recognize thal the medium that wels
closest to telling the advertiser what
he is getting for his money automati-
cally gets a competitive advantage,

“Sell us with facts.,” Porter told his
audience and then got to the nub of
his speech:

“Standardize your industry. if vou
can, on one best technique for (audi-
ence) measurement. Agree among
yoursehes and with us what method is
best for measuring spot television.
Then promote it widely in vour indus-
try—in all markets.

“Put us in a position where wc can
buy spots based on sound. comparable
ratings in all markets. Then kcep us
current by providing subsequent rat-
ings periodically. on a basis that will
enable us to compare what we're get-
ting in New York with what we're get-
ting in New Orleans.”

No one in the advertising business
will disagree with the idea that a stand-
ard. reliable. local rating method
would be a good thing. though many
admen feel that too much emphasis on
it leads in turn to emphasis on an

oversimplified  cost-per-1,00O type  of
buving that count~ heads rather than
sales prospects,

Most of those intervieswed by spos-
SOR tended 1o doubt that a way could
be found of eentering on a <andard
audience measurement method, with
or without a TvAR,

Not all of the agency people made
such broad requests,

One timebuver said he thought the
TvAB could do a lot to standardize
tation rate cards. especially in such
areas as sludio and camera costs and
rate protection,

“Let’s sav.” he «aid. “that I buy one
announcentent in January. another in
March and another in May. On =ome
stations each announcement would he
considered separately in apphing the
rate protection clause. In others. all
announcements on the air al the time
of the rate change would be protected.
These diffcrences make life a Little com-
phicated for us timebuyers.”

A woman timebuyer said that BAB
studies on teenage listening habits,
who listens at various times of the day
and out-of-home listening have bheen
very helpful and that comparable data
from the TvAB would also be useful.
Some agency people saw the TvAB as

( Please turn to page 1101

Shown below are some of the tv executives who met in New York tions; George Whitney, KFMB-TV, San Diego; Charles Thieriot,
KRON-TV, San Francisco. Sitting, |. to r., are Norman Gittleson,
WJAR-TY, Providence; Ben Berenston, WGN-TV, Chicago; Richard
A. Borel, WBNS-TV: William Quarton, WMT-TV, Cedar Rapids. Men
from 17 stations attended the meeting, support came from eight more

:

City 22-23 April to launch TvAB. Standing, I. to r., are Richard A.
Moore, TvAB organizing committee chairman and general manager of
KTTV, Los Angeles; William Kiley, WFBM-TV, Indianapolis; Robert D.
Thomas, WBNS-TV, Columbus; George B. Storer Jr., Storer tv sta-
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Why i

’

Dr. Peppe

Ad managers for three big radio spenders explain their air

strategy at BAB sales clinie during NARTB Convention

ld Al
l Ihe three ad managers whose

remarks appear starting at right

qualify as experts on radio. Oliver

B. Capelle of Miles, for exrample,
is a vetcran at a eompany which
today ranks as radio’s second
biggest client. spPoNsor has er-
cerpted their frank analyses of
how to use radio from ease histories
they presented at the BAB sales
session held during last month’s
NARTE Convention in Chicago.
Next issue SPONSOR will carry
excerpts from talks by erecutives
of three local and regional firms
who addressed the BAB session.

Miles Labs.’ Capelle:

Oliver B. Capelle

ad manager, Miles Laboratories

Figures usually do one of two
things. They bolster your ego. or they
scare yvou to death. Experts today can
quote radio figures calculated to ac-
complish either purpose. But certain-
ly, with so many good reasons to feel
happy about present-day radio busi-
ness. why should we foster gloom?

One reliable statistical organiza-
tion shows that since August of last
year, the listening of people to radio
in homes which have tv sets has been
stabilized and is even growing. We
are told that since last August, listen-
ing hours to radio have increased an
average of 33 minutes per day. That,
I should say, is one of the cheeriest

signs we could ask for. It shows that
interest in radio at the present time
is strong.

Over the vears, our programs have
included every type of personality
from the serious Eleanor Roosevelt to
sparkling Rosemary Clooney. . . .

In all this time. while we have en-
joyed the presence of big name talent.
we have not made a fetish of big
names. We never considered it good
business to pay more money for talent
than for time. We have tried to steer
clear of temperamental performers.
And although we have sponsored full-
hour shows and many half-hour shows,
our preference has always run to pro-
grams to which the public could tune
at a regular hour, five times a week.

nd how we use radio;
Wiles Labs., Perfe

"During four weeks' time, our best-listened-to
program reaches more than 10,000,000 families,
while our least listened-to program reaches
6,000,000 families. . . Can anyone say that

rad'o, in the present tense, is not a powerful
medium for us?"

". .. We have found that we can do an excel-
lent job with a 3 rating against a competing
station’s 8. In other words, we develop with

the personalities of our homemakers . . . listen-
er loyalty . . . we can talk to less than half as
many listeners and gel results.”




Shows ol this nature. which we are
using at present, include Brealk the
Bank, Curt Massey and Martha Titlton,
Hilltop House, Morgan Beatty and the
News of the World.

We have no magic formula for
radio success. I doubt if anyone has.
It seems reasonable to us that a spon-
sor fares best who sticks to wholesome
entertainnent. who appeals to the
greatest possible variety of tastes, and
who edits his own commercials with
care, so that the public will consider
him an honest person. These three
points are a generalization, but they
are good cardinal principles, at least.

Most companies, such as Miles,
don’t need your help in getting mer-
chants to stock their products. They
have their own salesmen who do that.
But why not make a list of all the drug
products advertised on your station.
for instance. Perhaps you have pro-
grams featuring Alka-Seltzer, Toni,
Bactine, Gillette blades, Phillips Milk
of Magnesia, One-A-Day (brand)
Vitamins, Nervine, Sweetheart Soap
and other drugstore items. Why not
rig up a display stand of some kind,
featuring your call letters, and lend it
to each enterprising drugstore in your
locality, for the purpose of displaying
a mass assortment of all the products
you advertise! It will show you up
as a real merchandising force in your
community. It will give you greater
prestige. I think it will bring you more
business, too.

If you once start a project like

this, I guarantee that you won’t stop

&0 o

Pepper’s Caperton:

want to have an absolute minimum
t of territory where we cannot effec-
reach consumers to remind them they
switch . . . to Dr. Pepper. No other
m seemed to reduce these 'not cov-
areas to that minimum like radio."

Kevin Sweeney, BAB pres. (l.), Kenyon Brown, chairman BAB convention com., open clinic

with drugstore items. You’'ll figure a
way of getting together a food store
display, on which can be shown the
brands of coffee, cake mixes, shorten-
ings. and other grocery items you are
advertising. All these displays will fea-
ture your call letters. Your station
will come to mean more than it ever
did before. You’ll be rendering a
greater service. and you’ll take pride
in what you do.

One of our programs has 2% more
listeners today than it had a year ago.
Now, a gain of 2% may not seem
large until you realize that the 29
represents a total audience of 50,000
families in four weeks’ time. If radio
can give us 50,000 more families over
the same stations today than it gave
us a year ago, at no increase in price,
should we feel unhappy?

Also, we find that this same show
is being tuned in more frequently.
This combination of a bigger audience
and greater frequency of listening has
cut down the cost of delivered com-
mercials several cents per 1,000. If
this trend continues, I suspect that this
show will be with us for a long time.

During four weeks’ time, our best-
listened-to program reaches more than
10,000,000 families, while our least-
listened-to program reaches 6,000,000
families. Can anyone say that radio,
in the present tense, is not a powerful
medium for us?

We never care where we rank in
comparison with other radio users.
Once a year we pick up a trade publi-
cation and read that we are the second
largest user of network radio in the
country, or something like that, but
we always think. ‘What difference does
that make?’” We don't use radio to
reach a certain position on a [ist. We
use it to create sales.

In saying all this, let me a-sure
you that we have no distaste for other
forms of advertising. We like them
all; over the vears, we have just about
used them all. I know first-hand that
in the last 20 years our company has
advertised widely in newspapers. inaga-
zines, streetcar cards, posters, alma-
nacs, calendars. booklets, direct mail,
point-of-sale  material, road signs,
book matches. streetcar transfers and
television; but in these last 20 years
we have invested more money in radio
than in all these other media together.

(Case histories on Miles advertising
appeared in the 29 January 1951 and
31 July 1950 issues of SPONSOR.!|

Barney Corson
ad manager, Tidy House Products Co., makers
of Dexol, Glosstex, Perfex, Shina Dish and Tyro
It seems to me that we are being
guilty here of that old American cus-
tom of inviting speakers to talk with
us when we know in effect what they
are going to say and that what they
say will be in complete agreement
with our own views. The thought oc-
curred to me that perhaps radio broad-
casters could learn a lot more by
asking people to speak to them who
did not like their medium and do not
use it. because from these people. each
of us might learn a great deal about
the weaknesses we have. From such
a stimulating discussion, 1 believe
much more could be gained by the
industry than by having me and the
other speakers on this panel recount
success stories for our mutual self-
(Please turn to page 102)

O

case history
A MM

35



Weekend radio: Are you missin
0ood het:

It the hectic arena of radio selling.
Saturduay and Sunday radio have been
largely negleeted. Stations have devel-
oped meagre sales attention to this im-
portant two-sevenths segments of the
broadeast week: reps and networks
have presented few facts: researchers
have done little, and us a result advrer-
tisers are generally unaware that they
hurve « powerful opportunity to sell
their products by talking to the weel:-
end audience. For the past several
months sPoNsOR has looked into the
weekend picture aud now reports (in
the first of two partsy whar it has

found,

Newest (and biggest) spender in

ranks of weekend radio is Admiral

During its special 20th Anniversary promotion,
Admiral Corp. will spend approximately
$650.000 during June-July-August for

air advertising—all of it in weekend radio.

No other air media will be used, except for
local dealer co-op drives. until fall. Schedule
calls for 22 five-minute newscasts on Sat-
urdays and Sundays on ABC Radio. Commercials
will feature the $79.95 Apex cleaner given

free with Admiral items costing over $195.40.
Admiral adman Ed Eger (seated, left) estimates
newscasts will reach “eight million homes each
week; plus out-of-home bonus.” With Eger: J. ].
Ptacin and John Ouman, sales promotion man-
agers of Admiral appliance and tv divisions:
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Part I of a 2-part series

fls sonie advertiser- =ee it. one of
the best buys in broadeast advertising
today is weekend radio.

Late last month. for example. Chi-
cago’s Admiral Corp. announced that
its sole sunmnertime air vehicle (apart
from dealer co-op plans) would be a
$50.000-weekly package of 22 news-
casts heard Saturdays and Sundays on
ABC Radio. Nearhy 350 ABC aflih-
ates are airing the newscast~, which
saturate the weekend schedules from
9:00 a.m. to 11:00 p.m. on the hour.

Admiral’s v.p. in charge of advertis-
ing, Edmond F. Eger. explained his
firm’s reasons for the big weekend ra-
dio schedule thusly :

“While 1t's generally agreed that tv

has taken some of radio’s audience at

specific hours on specific days, radio

Listeners-per=set inereases 239, on the week-

end: out-of-home listening jomps 109,

has made inroads on tv's audience over
weekends —particularly summer.

“Admiral i~ bound to deliver its
message regarding the gift of an Apex
vacuum cleaner witlr the purchase of
its produets, during its 20th anniver-
sary. to a huge bonus audience, in ad-
dition to thie many families who re-
main at home.”

At the same time, a good many ad-
vertisers and agencyvmen seldom in-
clude weekend radio in their air ad-
vertising plans.

“Agencymen and advertizers agree
with us that the best time to reach
family audience or women with jobs
with radio is on the weekend. But in
many cases when we start talking
schedules with them all they can say is
‘Monday-through-Fridav.” ™ is how a

SPONSOR
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“ew York executive of the Edward
Petry rep firm pat it to SPONSOR.

Do the facts justify the cold shoul-
der some admen turn on weekend ra-
dio? Are these admen overlooking a
good bet? What are the newest trends
in weekend radio? Where is the au-
dience?

For the benefit of admen who might
like to explore the potential of week-
end radio, sPONSOR presenls this re-
port, first of a two-part study of week-
eid raiio ba=ed on a survey which in-
cluded talks with admen, network of-
ficials. researchers. reps and station
pxecultves il a nationwide survey,
Part Oue will vhart weekend radio’s
dimensions sl economics; Part Two
will explore sweekend radio programing.

A thumlmail sketch of weekend ra-
dio today would look like this:

» flaies: Rudio, for the most part,
is cheaper on weekends. The major
networks offer price reduetions for
weekend morning slots that range from
10 to 229 helow similar mid-week
periods, Stations offer announcements
aml programs on weekends at dis-
counts up to 43,

IR
status report
J A

e In-home audience: On the aver-
age fewer homes are tuned to radio
on weekends than are tuned during
the week. Audience levels, as mea-
sured by Nielsen (see below) are off
an average of 139 on Saturdays, 26%
on Sundays. However, this should be
weighed with the fact that. according
to Pulse, there are 259 more listeners
per set in homes on weekends, and
with radio’s lower weekend rates.

o Out-of-home audience: More peo-
ple listen to radio outside the home on
weekends than during the week. Re-
cent Pulse studies show that the out-
of-home listening jumps an all-day av-
erage of 10% on weekends, as com-
pared with Monday-through-Friday
figures. On weekend aflternoons, when
the greatest number of Lhe nation's
28,500,000 radio-equipped autos are
on the road, out-of-hume listening 1=
particularly strong (chart. right] with
the figure being over 30°¢ higher. This
zerves o further balance the in-home
audience loss,

o Programing:  Oldtimers  would
scarcely recognize the weekend radio

{ Please turn to page 93)
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How weekend sets-in-use compare

with weekday, including out-of-home*

In preparing chart Pulsc chose these five markets a~ providing a good

cross-scction hased on size, location, weather variation.

varies hecause

Pulwe cliccks these nrarkets at

differem

tmes,

Month reported

“Toral”

figures Lelow are arrived at by adding in-home and out-of-home <ctw-in-u-e,

Note how out-of-home figures help raise total setsin-use for weckends, par-

tially balancing in-home sets-in-use loss,

\nother factor balancing los-:

number of people listening per set goes up on weekend- from 1.6 weekday

average to 2.0. a 25%¢ increrse. Weckend is peak time for male listening.

6 AM-12 NOON

12 NOON-G PM
in-home Out-home Total} In-home Out-home Total

G PM-12 MIDNIGHT
In-home Out-home Total

NEW YORK (February)

Mon.-Fri. ... 199 14 24.3 209 6 253.5 182 40 22.2
;lllr(l:ly eee 160 ‘ 1.3 2—0_.! ! 18.3 ‘;é:l.(i ?; 5.1 22,1
;‘nnday A 10.4 ;3 13.2 163 50 201.3 147 L1t 19.1
MIAMI (March-April)

Mon.-Fri. ... 215 31 246 234 36 27.0 235 27 26.2
Satarday ... 191 35 >;;.6 229 44 29.3 187 32 21.9
Slm(l:lyi 710.1 1.3 11.4 211 35 24.6 208 29 23.7
SAN FRANCISCO (January-February)

Mon.-Fri. ... 219 37 25.6 216 15 26.1 197 10 23.7
Saturday ... 182 3.2 2I.5_18.9 1.5 23.14 _17.8 4.1 22:;
;lul:l—:l;’ ceeees 108 23 liili.l 19.6 5.0 24.;5 185 1.4 22.9
NEW ORLEANS (January-February)

Mon.-Fri. ... 211 32 20.6 219 37 28.6 205 36 21.1
saturday ' 17.1 33 20:4 206 10 21.6 182 32 21.1
S_nlu—l"::b _ 1.7 1.4 13.1 19.1 _3—.7. 22.8 169 33 20.2
ST. LOUIS (January-February)

Mon.-Fri. ... 20,7 35 24.2 21+ 33 247 169 35 20.%
;‘:l—l_;rd:ly e 144 33 l7.7> 16.2 4.1 2;3_ ;4.8 3.6 l!lA.‘l_
;lmdﬂy ...... 81 22 10.3- i?.l 13 21.4 115 35 18.0

SOURCE: Pulse 1931, “Rets-in-use is &verage one quarter hour homes using radio
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Honored guests at a dinner given by SPONSOR
at the NARTB Convention were top executives
of the 108 pioncer (pre-thaw) television
stations. The broadcasters received com-
memorative plaques with the covered-wagon
symbol. Toastmaster was Harold Hough,
WBAP-TV, Fort Worth, general manager.
Address at right was by Earle Ludgin,
president Earle Ludgin & Co., Chicago, and past
4A’s chairman. It is published at the request of
many who heard it at the SPONSOR dinner.
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dinner, *“A pio

_L'l> one pioneer o another. 1 salute you.

In a way it is fitting that I should. T go back a long
way, back to the time when the air was stuff to fly kites in.

There have been three great stages of modern life. They
can be characterized by Television. which followed Radio,
which followed Silence.

My connection with television goes back to its early
stages. [ am here tonight because of that fact. I have a
mission to complete, and this is the perfect place to com-
plete it.

In the davs when Captain Eddy ran a television station
called W2X-something. in the State Lake Building here in
Chicago—the experimental ztation that later hecame WBKB
and then WBBM-—back in those davs. Captain Eddy sent
a message to me through a friend. | guess | was awfully
busy at the time and never gol around to answering. 1d
iike to answer Captain Eddy tonight.

What he =aid was that he would give us free time on his
~tation if we woukd il it. Al we had to do was to provide
the program and he would provide the facilities. A camera

a camera--the studio. the crew and the air would be
put at our disposal. Free.

I have come here to tell Captain Eddy that 1 am now
ready to accept his generous offer.

W2N\-something also offered to let our creative people
come over for an iutensive course in television techniques.
Two of our best men spent night after night in the studio.
Soon all means of communication was lost hbetween them
and us. Thev used a language we couldn’t understand.
They panned up and panned down. Thev dreamed of im-
possible thing~ like two or even three cameras on a set.
They wrote experimental scripts full of MCUs and BCU’s.

SPONSOR
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PIONGER STATIONS

is pre-thaw broadeasters at SPONSOR NARTEB Convention

T e e i M

man with a mind open at one end . . .”°

Frankly we didn’t know what they were talking about.
Nice guys, both of them. But they had to eat lunch all by
themselves because they had nobody to talk to.

My own connection with pioneer days was even closer
than theirs. A friend of mine in the retail business called
to tell me about a television program which his company
was sponsoring. It was so good, he said, that it deserved
to go national.

I asked him for the name of the show. “Take it down.”
he said. “It’s very unusual. It’s Kukla, Fran and Ollie.”

“It’s what?” T asked.

He spelled it for me.

“Listen,” T told him, “with a name like that, they’ll
never get anywhere.” .

That goes to show you that some pioneers can be righter
than other pioneers. And vice versa.

We got smarter later. If we hadn’t, someone else would
be saying a few words here tonight. Probably it’s because
we latched onto What’s My Line? when it was an unknown
sustamer, and we had a pioneering client in Dr. Mon-
tenier, that improved our record. And I'm happy to re-
member that we pioneered in daytime tv as one of Garry
Moore’s first sponsors. And we were instrumental in keep-
ing the format of his show intact when there was a plan
to change it. And we were among the early agencies to
use spot tv extensively.

We had one client who always said, “Pioneers have
callouses on their hands. That’s not for me. I want my
hands to be pink and dainty.”

He never pioneered. He always waited to see what some-
one else did, and then he copied them. He thought it was
safer that way. In other ways he was a nice guy, but he

never got the zest and satisfaction that other men around
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him got from doing new things, breaking new trails, set-
ting new industries on their way. And yvet he was always
breathless. He got breathless from running to catch up.

A pioneer is a man with a mind open at one end. And
with will power that has its own built-in motor.

This great country of ours wasn’t built by timid men.
It was built by men like yourselves, who believed, who
risked, who went forward.

By the opening of a vast new industry, you were given
an unexampled opportunity. But you took it. There were
risks and headaches and calloused hands. There were
losses, uncertainties, doubts and misgivings. Tlere were
nights when you didn’t sleep, when you wondered why
you had ever gotten yoursel involved in this waking
nightmare.

Yet you are here, the leaders of an industry that has
grown to amazing proportions, and whose future extent
neither you nor I would dare to gauge.

You by your courage helped to bring it to fulfillment.

There are problems ahead, lots of thein. Every man has
problems. Every industry has them. The nice thing about
yours is that they are likely to change frequently. [ pity
the man who has to sit and look at the same problems
year after year. He never gets a change of scenery.

Youll have color to consider and to master. Maybe
you'll have pay-as-you-see tv as a problem or a help.
You'll handle them both, I know.

Whatever the future brings—go on pioneering. Don’t
stop for breath, don’t be satisfied with where we ar
go on ploneering.

America still needs courage, still reveres it, still rewards
it. So does your great and growing industry.

Go on, go on pioneering! * & K
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Nedra article

e 12 members of seoxsor's Al-Media Advis-
ory Board were asked to provide their summa-
tion now that the All-Media study 1z nearing an
cud.  sroxsor lNditorial Director Ray Lapica
vave them carte blanche to interpret, comment

appeared last ixsue were: Stephens Dietz, vice
president, Iewitt, Ogilvy, Benson & Mather:
3en Donaldson, advertising and sales promotion
director, Ford Motor Co.: George J. Abrams,
advertizing director, Block Drug Co.: ). Ward

o or refute previous articles in the 22.month
series. Commtents from hall the Doard appeared
last i==tte and the remamder are heard from
The admen whose statements

starting below,

1.

One man’s judgment
held most important

in media selection

In spite of admirable efforts from
many sources, we will never replace
“the one-man survey” in media selec-
tion.  Cost-per-1.000 readership stud-
ies. audience ratings and so on serve
as  helpful finalh

the right or wrong decision will de-

guideposts.  But

pend upon someone’s ability to judge
the measurable and immeasurable as-
peits of a media combination. In ad-
vertising. a< in all business. good judg-
ment i~ the greatest asset lo success.
Today’s trend attempts to replace judg-
ment with slide-rule formulas.
executives

Many
the protective
shelter of these formulas when asked
to <tick their nechs out.

scurry  to

We have learned that the time spent
with the cost-per-1.000  fre-
quently results in the highest cost-per-

lowest

mquiry on premium write-in offers.
We have learned that the media

combination which moves one product

frequenthy fails to budge another.

We need all the guideposts that can

Maurer,

* % %

be devised. \evertheless we must re-
member that the medium is the gun
and sales message is the shell. A 22-
calibre shell can’t gain added impact
by being fired from a 45-calibre pistol.
The basic sales idea comes first. Me-
dia must be chosen to deliver this sales
idea to the most likely prospects at the
lowest cost per call. The sales idea
often dictates the media.

The longer 1 study and practice ad-
vertising aud selling the less difficult

it becomes for me to understand the

buyer who says: "My mind is already
made up. Don't confuse me with the
facts.”

MORRIS HITE
President
Tracy-Locke Co.
Dallas

8.

Force, not sixe, is
called more vital

in ad effectiveness

Mr. Morgan

The hest sales managers “fly by the
scat= of their pants.” have a feeling
for advertising. You can’t analyze it.

advertising
Ralph H. Harrington, advertising manager, Gen-
eral Tire & Rubber Co.: Dr. Frunest Dichter,
pres.. Inst. for Rescarelr in Mass Motivations,

Wildroot Co.:

director,

But they have come up the hard way.
Thev have pounded the pavements.
Thev have taken the beating of the
vears. They know the aches of sleeper
junps, The nightmares of commission
selling. The horror of the lonesomest
thing in the world, a product on a
grocer’s shelf that nobody wants.

Maybe it's extra-sensory perception.
But these men usually come up with
answers f{aster and better than those
the smart boys in most media depart-
ments turn out.

Besides. there are so many varia-
tions in each medium that it seems
stupid to me to wave a flag for any one.

W hat the advertiser wants is a force
to sell his stuff. Because his market
and his customers and his conditions
are constantly changing, his problem
is to find the medium or media that
will generate that force for him.

Penicillin is a great drug. But it
makes some people sick.

Philip Morris in 1952 had the top-
rated tv show called I Love Lucy. PM
sales dipped 14°7. That doesn’t mean
the next cigarette advertiser should or
shouldn’t use tv.

There are seven tv stations in Los
Angeles. Onlv two in New Orleans.
Naturally each market would show a
different tv reaction. So I say find the
formula that will furnish the force and
the media will take care of itself.

George J, Abrams
Vincent R. Bliss

Arlyn E. Cole .
Dr. Ernest Dichter

Ben R. Donaldson
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ad director, Block Drug Co., Jersey City
executive v.p., Earle Ludgin & Co., Chicago
president, Cole & Weber, Portland, Ore.
pres., Inst. for Research in Mass Motivations
Stephens Dietzx v.p., Hewitt, Ogilvy, Benson & Mather, New York
ad & sales promotion director, Ford, Dearborn

SPONSOR’s All-Media Advisory Board

Marion Harper Jr.

Morris L. Hite

Ralph H. Harrington.

J. Ward Maurer
Raymond R. Morgan.
Henry Schachte .

president, McCann-Erickson, Inc., New York
ad mgr., Gen. Tire & Rubber Co., Akron
president, Tracy-Locke Co., Dallas
_ ad director, Wildroot Co., Buffalo
pres., Raymond R. Morgan Co., Hollywood

_senior v.p., Bryan Houston, New York
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So many scream size. So many tout
cost-per-1,000. Hell! That's like say-
ing that hecause a prize fighter i= big
he’s good.

I remember seeing Carnera and Max
Baer fight in New York. Carnera was
big. He was a giant! But Max Baer,
half his size, knocked him out of the
balt park.

RAYMOND R. MORGAN
President
Raymond R. Morgan Co.
Hollywood

Four basic questions
raised about future

of video medium

Mr. Bliss

In your list of advantages of tele-
vision (see Media Basics II. SPONSOR,
18 May 1953) you overlook one ele-
ment which I think is just as strong in
its bearing on television impact as
“sight plus sound plus motion.”

This is the element of personal per-
suasiveness, which can under the prop-
er circumstances be put over by the
television salesman or performer.
When you think of Garry Moore or
Arthur Godfrey. this needs no elabora-
tion. This point. 1 believe, deserves
separate inclusion under your tabula-
tion of advantages for tv.

In addition to the above, the follow-
Ing comments occur to me:

1. The medium is at present suffer-
ing from many abuses regarding pro-
graming and the handling of commer-
cials by both stations and networks.

2. Strictly local program material
is very difficult to obtain because most
small cities, or even most cities out-
side the primary originating areas like
Chicago, New York, Los Angeles and
one or two others, appear to be in-
capable of producing satisfactory local
television stuff—both due to cost and
talent and sometimes due to facilities.
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Board

In Part 2 of conclusions six SPONSOR advisers

comment on topics 26-article series omitted

In looking at the long-term situation
on television, | think there are {our
considerations which every thoughtful
advertising man will be concerned
about:

1. Will excessive talent and pro-
gram costs strangle the medium?

2. Will excessive cost put the me-
dium beyond the reach of more than a
few giant advertisers?

3. Will the cost element make nec-
essary the use of a new or different
scheme of timing and cycling to re-
place the one-a-week or more patterns
which have developed in radio?

4. Is there a chance that commer-
cials are being done to death by sta-
tions which permit excessive commer-
cial time, triple spotting and other
abuses to such an extent that they will
arouse a really serious public reaction
against television?

VINCENT R. BLISS
Executive Yice President
Earle Ludgin & Co.
Chicago

10.

Cumulative effect,
od psychology called

important factors

Mr. Harper

Some scattered views:

The articles on inter-media testing
do a very comprehensive job of out-
lining both the requirements and the
difficulties in this field of research.
(See “Can you sct up an ‘idcal’ media
test?”’, sPONSOR, 22 Febrnary and 8
March 1954, and “How Block Drug
tests media,” 22 March 1951.)

I agree with many of the comments
reported by you on the difficulties of
setting up the controls required for ac-
curate iInter-media tests. However,
most tests involve verv specific deci-
sions, where media alternatives are
limited by the nature of the product
and by the character of its market..

A

STUDY IN BOOK FORM

SFONSOR's All-Media Evaluation
Study will be publiched in book
form in the summer after the re-
maining articles in the 26-article
f series appear. Price will be $4 a
copy, and you may reserve one now.

Just send a card to SPONSOR.

This means that many of the objee
tions which are quite valid when we
think of, say. a full-scale conparison
of the selling power of radio and tele-
vision, become mmanageable in practice
when the problem is narrowed down.

One point which perhaps is not
stressed sufficiently i< that adver-
tising may have a cumnlative or de-
layed effect which hecomes apparent
only over a period of time. Inter-
media testing is all too often carried
on under pressure of a need for fast
results required to make advertising
plans, In such cases. the advantage
may rest with the medium which sells
goods most quickly, rather than with
the one that produces the most sub-
stantial long-range eflects.

As for the “Psychology of media”
threesome (see spoxsor, 5 April, 19
April and 3 May 1954). 1 think =<ome
of the most exciting frontiers of media
research lie in this area.

I found vour last article of the three
(“Why admen buy what they do™)
most fascinating, probably for the
same reason that any patient is inter-
ested by a clinical diagnosis of his own
behavior. [t's easy for us in advertis-
ing to become preoccupied with con-
sumer motivations to the point of neg-
lecting our own,

There are certainty many fortuitous

( Please turn to page 81)

NEXT ISSUE

What SPONSOR learned from 22-
month All-Media Evaluation Study.
Last of 26 articles will summarize
findings and draw some controver-
sial (we're quite sure) conclusions.
Out 28 June, with book out later.




Was Tea Counctl 100%

ld v .
’ he bLirth of the tea bag in 1904
wias an accident

When New York  tea

Thomas Sullivan gave his customners

nrerchant

sitk hags containing ~amples of tea,
he didi’t know these customers would
pour hot water over the bags and make
tea that way. But they did—and start-
ed comething hig.

This yvear is the Golden Anniversary
of the Tea Bag. It also marks the most
golden time the tea industry has had
i this country in 50 years:

o Tea consumption in the U.S. has
risen 20 willion pounds in the past five
vears. Last vear it reached an all-time
high of 103.3 million pounds.

o Retail tea ~ales rose 77 in 1953
on top of a 67¢ gain in 19352.

e Tea packer sales for the first
quarter of 1951 were 25.37C ahead
of 1933.

The Tea Council feels this is no ac-
cident.

It has been promoting tea—hard—
in the U.S. for the past four years and
it feels these are simply the happy re-
suhs. Since 1952, it has been taking
all the mouey in its advertising pot—a
cool 81 million a vear—and steeping
it in spot television for two separate
campaigns- ot Tea in the winter,
Iced Tea in the summer.

Though the Council admits that bal-
looning coffee prices have no doubt
helped to intensify interest in tea, it
explains that increased use of tea was
evident long before coflee prices made
headline~. It points to an upswing in

Americans used 10 billion tea bags last year.
R. 8. Smallwood celebrates bag's 50th birthday
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by Lila Lederman

coflee prices in 1951, a period during
wliich thiere was no increase in tea
consumption.  The Council believes
that its efforts to disseminate informa-
tion on the proper brewing of tea have
sold more peaple on the merits of tea.

For its 1951755 campaign, the Coun-
cil is upping its ad expenditure 337,
will use spot tv on a new, year-round
basis.  Previously, the Council had
dropped off the air completely between
its October-to-Mareh push for Hot Tea
and its June-July campaign for Iced
Tea. Under the new plan, 10 major
markets will carry the tea pitches 52
weeks a year; 19 additional markets,
largelv Southern, will support Iced Tea
only for seven weeks each summer;
two additional markets will help put
a fire under Hot Tea during the chilly
seasol.

This plan, worked out in conjunc-
tion with the Leo Burnett Co., enables
the Council to buy time at maximum
discounts as well as obtain better spots

1 0000 A

case history
A IA

for its 20-second and one-minute filmed
commercials. according to Anthony
Hyde, executive director of the Tea
Council. The Council will spend more
than 81,200,000 for time alone to put
this plan into effect.

The lced Tea campaign got un-
derway on 1 June in 29 cities. These
markets cover 717 of America’s tv
homes and account for 327 of U.S.
retail food sales.

Spot tv is ideal because the tea mar-
ket is not a national but a selective
one. The Council concentrates its ad-
vertising effort for the most part on
already-high tea consumption areas.

No. 1 tea area is New England where
per capita consumption is douhle what
it is for the rest of the country. Second
in con=umption are the Middle Atlan-
tic states of New York, New Jersey and
Pennsylvania.

The Council sells hard and in depth.
During the seven-week sumnrer cam-
paign, Iced Tea commercials will be

Tea Council will stay on air all year 'round.
Exec. Dir. Anthony Hyde promotes tea theme

telecast on an average of 119 times in
each of the 29 cities. Backing the tv
effort is an intensive merchandising
and sales promotion drive to increase
impact at point of sale. plus a strong
publicity push aimed at all media in-
cluding radio and tv. Iced Tea recipe
promotion ties in with 26 major food
companies.

The total tea industry expenditure
for advertising comes to between S11
and $12 million a vear; according to
the Council. The industry faces about
$250 million worth of advertising com-
petition from other beverages: beer
gets about $100 million; soft drinks,
875 million; coffee, 851 million; milk,
§27 million.

In the face of this formidable bar-
rage of competitive beverage adver:
tising, Americans are consuming over
3.000.000 more cups of tea today thar
a year ago.

To get a clearer picture of tea’s po-
sition today, let’s take a backward
glance at tea consumption in the U.S.
During the 1800’s, per capita tea con-
sumption went up till it reached a high
of 21/ pounds for everybodv 15 vears
or over annually in the 1880’<. Periodic
sharp dips in imports caused by wars
and embargos did affect consumption
somewhat. but it managed to survive
sethacks and remain at a high level till
about 1903-06 when it started down
(shortly after the birth of the tea bag,
ironically enough). Though it under-
went minor fluctuations, consumption
did not significantly rise again till the

SPONSOR




summer of 1952 when the Council con-
siders that the real swing back to tea
in the home began. A rise in the res-
taurant market for tea started in 19419,
has since boosted the out-of-home mar-
ket from 18% to 24% of the total.

Per capita consumption of tea to-
day is calculated at .91 pounds for
individuals 15 vears or over—still a
far cry from the 21} pounds of the
1880’s but then there are a lot more
people around today. By comparison,
Great Britain consumes an average of
15 pounds per capita, Canada, four
pounds per person.

The Tea Council was formed in May
1950 for the sole purpose of increasing
U.S. tea consumption. It was estab-
lished as a corporation in January 1953
and is now owned jointly by the gov-
ernments of Ceylon, India and Indo-
nesia and the Tea Association of the
U.S.A. (the U.S. tea industry’s volun-
tary trade association which has rep-
resented tea interests since 1899). The
three tea-producing countries have
six representatives and the Tea Asso-
ciation also has six representatives on
the Council’s Board of Directors.

Chairman of the Tea Council is Rob-
ert B. Smallwood, president of Thomas
J. Lipton, Inc. Most frequent spokes-
man for the organization is Anthony
Hyde, executive director of the Coun-
cil. Public relations consultant 1is
Fred Rosen. At Leo Burnett, Chicago,
Edward Thiele is account executive.

How is the Council supported? The
producing countries in aggregate con-
tribute more than $800,000 annually
to its fund. Contributing membership
is open to all U.S. firms and individ-
uals having anything to do with the
tea industry. Tea packers pay a month-
ly contribution of lc per pound of tea
sold in the previous month. Importers
pay in the same way, but at the rate
of 1/10c per pound. Other firms which
have a more limited interest in tea
make voluntary contributions in quar-
terly or annual payments. The contri-
bution of the U.S. trade was tentatively
set at 567,000 for 1954 but due to in-

(Please turn to page 76)

14 JUNE 1954

gest TV Campaign
lcedTea ever had |

HERE'S JUST A SAMPLE SECTION OF

THE NEW ICED TEA SPOTS
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Charles Shaw's news commentary radio program spreads milk co-op’s Jr., gen. magr, Inter-State; A. R. Marvel, Inter-State president;

public service theme. At Inter-State's annual banquet (. to r.} are
E. W, Gaumnitz, exec. secy., Naitl. Cheese Inst.; O, H. Hoffman

"a(]in i= helping farmers of four
states make friends in the big city.

The Inter-state Milk Producers™ Co-
operative. of Pennsylvania. New Jer-
sev. Delawave and Marvland. is using
radio to solve a serious public relations
problem i a “sold” market.

Two yvears ago. virtually every resi-
dent of Inter-State’s area was a paying
custoner for its milk and other dairy
products. But the dairy industry was
cut off from the main stream of com-
munitv life. City - folks knew  when
nmilk prices rose or supphies were short.
all right. But they didn’t know why.

Inter-State’s problem was to estab-
Lish rapport with the consumer -to
make him aware of the farmer as a
person: his problems. hi~ role in the
community.  And. most important. it
wanted to encourage the use of milk.

Inter-=tate signed Lamb & KReen. a
Philadelphia ageney tnow Arndt. Pre--
ton. Chapin. Lamb §& Keen) in 1952
Account executive i~ John Elligton.
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It bought Charles Shaw's /s I See It
—a general commentary show—over
WCALU. Philadelphia. to put across its
public service theme in a good part of
its sales area. The show represents a
$31.200 annuval expenditure — or vir-
tually all of Inter-State’s advertizing
budget.

Today. two years after the first
broadcast. Inter-State pronounces its
radio eflort an unqualified success,
Inter-State can’t measure success in
termis of <ales and doesnt have to.
But the organization’s executives do
know that they have received far few-
er letters of complaint about high milk
pri('(‘.- since the bhroadeastz started.
There ha~ been a :harp drop in the
nunber of such letters in local news-
papers. too. On the positive side. the
~ponsor has received manyv favorable

case history
O

John W. Newlin, Inter-State's assoc. counsel; Shaw; Miles Horst,
Pennsylvania secy. of agric.: Donald W. Thornburgh, pres., WCAU

Radio makes ho-city [rie
danry farmers

s |

When prices rise. Inter-State

milk co-op prepares the consumer

commments and letters about the show.

During the two-vear period of Inter-
State sponsorship. Shaw has built up
an average audience of more than 88.-
025 people per broadcast. according
to Pulse figures for March-April 1954
And O. H. Hoffman Jr.. general mana-
ger of Inter-State. savs. “For the monev
invested. this program has given con-
sumers a very maximum of acquaint-
ance with our organization and the
aims of it membership.”

Other milk cooperatives can adapt
Inter-State’s technique to their own
areas to solve their particular public
relations problems,

Here’s why Inter-State i= spending
almost every penny of its ad budget for
the twice-weekly (Tuesdays and Thurs-
davs, 7:30-7:45 pamor program:

I. Inter-state wanted to make its
messages palatable. wanted to avoid
hich-pressure commercials. To make
it~ low-key messages effective. it was.

(Please turn to page 100)
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77% of the buying power of Michigan, almost 6 billion
dollars yearly, lies within reach of the 'Golden Triangle"
formed by Detroit, Jackson and Flint. Cut yourself a big
slice of this market. It's ready to serve! Come and get it!
Look at these figures — radios in nearly 100% of the
homes — over 85% of the automobiles.

A package buy of these three strategically located
Michigan stations offers you maximum coverage at
minimum cost.

VKMH WKHM

DEARBORN JACKSON
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First again...! with RCA’'s new high power equipment...
WBRE-TV radiates 225,000 watts over Northeastern Penn-
sylvania... higher than any other station as reported by FCC*
and in the Fall WBRE-TV will be the highest powered station}
in the Nation with over 500,000 watts.

As a Time Buyer, the step by step performance of WBRE-TV
has been presented to you in as dramatic a way as we know

how, and we are sure you'll be interested in the following |
statistics:

! ... Set Saturation...b66% in Luzerne and Lacka- !
wanna Counties (Population 649,637).

2 ...May |, set count in Northeastern Pennsylvania . . .

157,000 ... ALL UHF

3 ...Leads in 12| of 140 nightime quarter hours; 14 of
16 daytime quarter hours.

3% AUTHORIZED OPERATING NOW
Station WBRE-TY 1,000,000 225,000
Station B 170,000 170,000 +
Station C 178,000 178,000

Station D 13,000 13,000
Station E 151,000 15,200

WBRE-T

Channe 28 Wilkes-Barre, Pa. |
m e G National Representative The Headley-Reed Co. i '




RADIO ., TV DIRECTORY

Representatives Agencies News Services
icon Brocdeasting Ca. 20 N. Wacler AN 3.7800  Robert Mecker 333 N. Michigan CE 61742 lrvin Myerson Agcy 330 S. Wells ‘HA 7 6828  Associoted Press 160 N. LaSalle ST 2.7700
bia Broodcasting System 4/0 N. Michigan WH 4.6000  Meeker TV 333 N. Michigan CE 61742 Necdham, Louis & Brorby 135 S. LaSalle ST 2.5151 Intemational News Servicé 326 W. Madisen AN 3.1234
ont Television Network 435 N. Michigan MO 4.6262 NBC Spot Sales Merchandise Marf SU 7-8300  Olian & Bronner 35 E. Wacker ST 2.3381  United Press 400 W. Madison RA 6-4172
onc Broodcasting System 111 N. Washingten ST 2.6303  John E, Peurson 333 N. Michigan ST 2.7494  O'Neil, Larson & McMahon 230 N. Michigan AN 3-4470
ol Broodcasting System 435 N. Michigan WH 4.5060 John H. Perry 122 S. Michigan HA 7.8085 J. R. Pershall 105 W. Adams FR 2-8440 L
sl Broadcosting Co. Merchandise Mart  SU 7-8300 Ekdzyrqrce';ry 400 N. Michigan ~ WH 40011  Presb, Felless & Presbo 360 N. Michigan CE 6-7683 Musi ti .
adio- eps 75 E. Wacler FI 6-0982  Proebstring, Taylor Inc. 100 E. Ohio WH 4-1051 ransc P dd .
Wm. G. Rambeau 333 N. Michigan AN 3.5566  Reincke, Ng\eyeryﬁ Finn 520 N, Michigan WH 4.7440 usic & ['RlioN SWKvices 0 u r n e W a re s 3 .
Paul H. Raymer Co. 435 N. Michigan SU 7.4473  Fletcher D. Richards 221 N. LaSatle FI 6.3585
Alex Rosenman 192 N. Claik FI 6.5450 Robertson, Buckley & Gotsch 57 E. Jackson HA 7-0654 d
Scheeser 35 E. Wacker ST 27942 Roche, Willioms & Cleary 135 S. LeSallo RA 69760 ASCAP 8 §. Michigan ST 2.8289
. Sears & Ayer 812 N, Michigan SU 7-8177  Rocklin, lrving & Assoc. 32 W. Randoloh RA 6.2324 BMI : 360 N. Michigen AN 3.5394 o_
Burke Stuort 333 N. Michigan CE 62884  Ruthrouff & Ryan 380 N. Michigan Fl 6.1833 Columbia Tronseriptions 410 N, Michigan WH 4.6000
221 N. LaSalle RA 61932 Venord, Rintoul & McCotnell 35 E. Wacker ST 2.5260  Sounders, Shrout & Assoc. 22 W. Monroa DE 2.7089  Monogram-Chicago 75 E. Wacker AN 3-7169
75 E. Wacker FR 2-0660  Walker 360 N. Michigan AN 3.5771  Frank B. Sawdon 75 E. Wacker DE 2.0826  Morton Radio Productions 340 N, Wacker CE 6-4144 r
410 N, Michigen WH 46000 Weed, Weed TV 203 N. Wabash RA 67730 Schoenfield, Huber & Green 520 N. Michigan WH 4.0818 RCA Recorded Progrom Svee 445 N. Lalo Shore ~ WH 4.3530
20 N. Wacker AN 3-0800 WLW.Cincinnati 360 N. Michigan ST 2-6693  Schwimmer & Scott 75 E. Wacer DE 2.1815 Stondard Radio 360 N. Michigan CE 6.004 NEW YORK 22, N.
2714 Enoch. Zion ZION 521 WOR & WOR.TY 435 N. Michigan SU 7-5109  Russel M. Sceds Co. 919 N. Michigan WH 3-2133  Hol Tote Prodns 831 S. Wabosh HA 7-3610
6b6 Lake Shore MO 42400 Adem J. Young Ji. 55 E. Washington AN 3.5448  John W. Shaw 716 N. Rush MO 4-6322 LS. Toogood Recording 221 N. LaSalle CE 65275 PLAZA 9-1810
2756 Pine Grove EA 7-6860 Shermon & Marquette (Sce Wherry, Boker & Tilden) United Broadcasting 301 N. Erie SU 7-0114
2425 Meia. Evanston  UN 4-4606 Chaorles Silver & Co. 737 N. Michigan SU 7-6625
3860 W. Ogden CR 7-4100 a Simmonds & Simmonds 201 N. Wells AN 3-6645
8601 W. Dickens 8€ 7.7500 Agencies Glenn Jordon Stoetzel 307 N. Michigan ST 2.8927
20 N, Wacker AN 3-0800 Tathom-Laird 64 E. Jackson HA 7-3700
20 N\}«Mpi.:“g” ;RE 3;‘;33 J. Wulter Thompson 410 N. Michigan SU 7-0303
4000 Washington -224 o B g S Turner Adv. 101 E. Ontario MI 2-6426
2708 Washington 5A 2.1200 Americon TV Institute of Tech. 5050 Broadway UPE.£300 ¢ g uﬁm‘ 3253 Irving Park JU B.8545. .
441 N. Michigan sU 7.0100 Avbrey, Finlay, Marley & . Geoffrey Wade 20 N. Wacker 5T 2-7369  ABC Film Synd. W N. Wacker AN 3.0800 tr
3350 S. Kedzie 10 36305 | Wedoson 230 N. Michigan  Fl 61600 wejss & Geller 400 N. Michigan  DE 7.1124  Acodemy Prodns laciedn i z0le §
400 N. Michigan WH 4.2170 ey Ayer 135 S. LeSelle RA 63856 wherry, Baker & Tilden 919 N. Michigan DE 7.6000 ﬁslso:mhon Films 79 E. Adams A 74399 f
230 N. Michigan ST 2.5466 919 N. Michigan SU 79200  youn9 & Rubicam 333 N. Michigap FI 6.0750 tlos 228 N. LaSalle AN 3.5672 *
1230 W. Washinglon MO 6.9700  Walter F. Bennett & Co. 20 N. Wacker D-.  FR 21131 : George Bagnol! 2326 Michigan Vi 2.5454. A
8Q TV) Merch. Mart Plaza SU 7.8300 Lee S. Biespiel Adv. 605 N. Michigan DE 7.4190 CBS Film Soles 410 N, Michigan WH 4-6000
i 153 institule Plaza M1 2.1670 Lee B. Bott 64 E. Jackson HA 7.9187 - Coronet 65 E. Southwater DE 2-7676 ) X %
2201 Oakton St. GR 5.4590  Bozell & Jacobs 205 N. LaSalle CE 40870 Du Mont Film Synd 646 N. Michigan  WH 4.2370 movin g 'gﬂ
Burton Browne 619 N. Michigan SU 7-7700 P & Film Studios of Chicago: 135 S. LaSalle CE 68147 d * >
408 §. Oal 91, Oak Pk VI 85760 9 Advertisers i ot R o P
2400 W. Madison MO 6-9060 E“"‘;" C°.~ 400 W, Madison RA 69305 Imperial World Films 38 £ g:um M §.'Z§c>8 i
188 W. Rondolph AN 36767 co@ Bueistl | &9 Y [ ifzem CE 65959 - (nteenational Film Bureau 57 €. Jackson WA 2-1648 Announcing a chonge of address: our New 3
578 Bdwy, Gary. [ad. GARY 9471 & noden, Sarlogk, Admiral 3800 W. Cartland SP 20100 Kling Studios 601 N. Fairbanks DE 7-0400 3
McClinton & Smith 333 N. Michigan RA6-3831  American Dairy Assoc 20 N, Wacker ST 24916 Lewis & Martin 218 S. Wabosh WE 9.6434 York offices are naw locoted in new, en- ;
Compbell-Ewald 230 N. Michigan CE 6-1946  American Hoir & Felt Merchandise Magt SU 72292 mCA TV 430 N. Michigaa DE 71100 H !
Conii ol it 1024 Palmolive Bldg. DE 7-7533  aveour Union Stock Yords YA 2-4100  morton Prodns A E. Lale CE bales lorged quarters at 477 Modison Avenue—on j3
e Caples Co. 225 N Erie SU 76016 Bayer & Black 309 W. Jackson WE 9:7100  Motion Pictures for Television 520 N. Wabash WH 3-2600 ¢ i i i
Compton Adv. 141 W, Jackson HA 76935 Borg.Warner 310 S. Michigan HA 7:3463 NBC Film Division Merchandise Mact $U 7.8300 e eRH I =i i, This "
e Dancer-Fitzgerald -Sample; 221 N. LaSalle Fl 64700 Consolidated Cosmetics 30 W. Hubbard DE 7.7000 RCA Recorded & TV Film Sve <45 N. Lake Shera WH 4.3530 move follaws the recent exponsion af our
W. B. Doner & Co. 203 N. Wabash DE 2.4676  Cyetiss Candy 110l W. Belmont 8] 8-6300 Sarra 16 E. Ontario WH 4.6151 hi ti
64 E Lake FR 20961 Doremus 708 S. LaSalle CE 6.9132  pad’s Root Beer 2800 N. Talman IN 3.4600 Walter Schwimmer Prodns 75 E. Wacker FR 2-4392 Chicago offices.
400 N. Michigan WH 42170 Erwin. Wa'ey & Ca. 230 N Michigan RA 64952 perby Foods 3327 W. 47th Pl V| 7.4500 Scrcen Gems 333 N. Michigan FR 2-3696
75 E. Wacker AN 3-4710  Fitst United Broadcasters 201 N Wells RA 6.7800  Ekco 1949 N. Cicero 8E 76000  jelencws Prodns 1325 5. Wabesh WA 2:1526-
228 N. LaSalle ST 2.5096 M. M. Fisher Assoc. 134 N. LeSalle CE 61610 Florsheim Shoes 130 S. Canal FR 2-6666 United Actists TV Im'v?' Wabash HA 7-6310
520 N, Michigan U 7.8659 Food Research & Adv. 159 E. Chicago SU 7-6664  Greyhound Corp: 84, of Trade Bldd: £l 65000 United Press Movictone 400 W. Madisoa RA 6-4172 #
en 2 g ore; United Television Programs. 360 N. Michigan CE 40041
520 N. Michigan MO 4.4327 Foote, Cane & Belding 155 E. Supetior SU 7.4800  Moover 20 N. Wacker RA 6-9478 Mt Wosld Films 501 W. Weshingt ST 2.3840
160 N Michigan DE 2.5277  Albert Frank-Guenther Law | N. LaSslle DE 2.6424  Hotpaint 5506 W. Teylor MA 62000 vivgpix m 0N, LaSalls " AN 32950°
360 N. Michiaan CE 6-5726 Jones Frankel 180 N. Wabash DE 2:574S  Houschald Finance Gorp: 919 N. Michigan WH 47174 Vogue Wright Studios 469 E. Ohio MO 4.5600
307 N. Michigan CE 54437 Fuller R Smith & Ross 105 W. Adams AN 3.5041  |ilinois Bell Tel. o 212 W. Washington  OF 3.9300°  Wilding Prodns 1345 Argyle LO 1-8410
133 N. Michigan CE 6.6977 Glenn-Joedan, Stoetzal 07 N. Michigan ST 2.8927  |ntl Cellucotton 19 N, Michigan DE 7.8161
410 N. Michigan WH 46000 Goodkind, Joice & Morgan 919 N Michigan SU 7-6747  Intl Horvester 180 N. Michigan AN 34200
410 N. Michigan WH 46000 Phil Gordan Agency 23 B Jackson HA 7-2103  Walter H. Johnson Candy 4500 W. Balmont SP 7.2424. J |
333 N. Michigas CE 6.6357 Grant Adv. 919 N. Michigan SU 7-6500  Kraft Foods S00 Poshtigo Couet WH 4.230¢ A A _J ; [ . n C
333 N, Michigan CE 6.2884 Gray.Schwartz 278 N LaSalle RA 67760  Libby, McNeill & Libby: W. Esch. & S. Packers YA 7.0240 i
35 E. Wacker ST 21663 €dw. A. Grossfield & Assoe: (020 N. Rush DE.7-6868  aars Candy 2019 N. Oak Park  ME 7-3000
229 N. LaSalla FR 2:2095 Merbert Summers Holl 30 N LaSalle ST 2.0670 Oscar Mayer Co, 1241 N. Sedgwick MI 2.1200 A D A M Y O U N G T E L EV I S l 0 N C O R P
228 N LoSalle ST 2.5096 Georqe H. Hartmon Co. 307 N. Michigan ST 2.0055 Jules Montenier 440 W Superior WH 4.0570 °
Jbg E Mm:'m,nn Ss 2.6693 Henri, Hurst, & McDonoid 121 W. Wacker FR 2.9180 Motorola 4545 W. Augusta SP 2.6500 ]
435 N. Michigan 4.6262  Ivan Hill 49 E H 301 Muntz 1735 W. Beimonf 8| 8.8100 : X
400 N. Michigan MU 75082 The Kaaps Co. o (o Kt o IAe Myetik Adhftive Products 2635 N. Kildors SP 2-1600 RADIO and TELEVISION
S O] [alehicen DE 7.1874 4 W Kostar & Sans Adv. 75 E Wacker CE 6533 O'Cedar 2246 W. 491k Ay s8700
230 N. Michiqan FR 2.8373 o et e ehardt 520 Market RA 66470 Pobst 221 N. LaSalle ST 2.7600 STATION REPRESENTATIVES
75 E. Wacker CE 8:2420 oo v ball € 520 N. Michi Ml 2.0300 Pure Ol 15 E. Wacker ST 2.2100 ;
612 N. Michigan sU 7.8177 OO LA LI S B e v Purity Bakeric% 919 N. Mchigan ~ WH 4.6100
360 N Michigan CE 6.7583 f;";:';'l Sidiney Yo T m;::;g‘;: Sy 270 Quaker Outs 345 Mecchandiss Mart WH 40500
435 N, tichiaen  WH 4.0074 ! 9 : Simoniz 2w G, Incltas DA L5817 40 E. 49th - MUrray Hill 8-2772 i
230 N Michigan FR 2.486 Earle Ludgin 121 W. Wacter AN 3.1888  ¢'o'¢ 5201 W 85¢h PO 7.7800 \ fray hill o- > A o .
307 N, Michigan DE 2.6060 MocForland, Aveyord & Co. 333 N. Michigan RA 6.9360  Spgndard Oil of fhd. 910 S, Michigan HA 7-9200 NEW YOrk * BOStO n-°* St I-O urs ° Ch Ica gO Sa n Fra ncIsco I-OS An ge ' €s
360 N Michigan FR 2.0016 Molcolm-Howard Adv. Agency 203 N. Wabash AN 3.0022  Synbcam 5600 W. Roosevelt Rd. ES B.8000 CH|CAGD 151 E Gmﬂd . Su E[i[l[ 7’9853 c
35 E, Wacler RA 8-6431  Moxon, Inc, 644 N, Rush WH 41676 s.ift Union Stock Yards YA 7.4200 o 0 ot ! ll SPONSOR
228 N. LaSalle ST 25096 McCann-Erickson 318 S. Michigan WE 93701 Toni Merchandise Mart  WH 4.1800
SRER a8 o WE 9.7260  McCorty Co. 20 E, Huron SU 7-1847  United Aislines 5959 5. Cicoro PO 7.3300 1500 Jackson * RAndolph 7381
ggs ':‘. Lh:ISahllc ég i?g:g A"'!"" Meyerhotf & Co. 4|(3J : nichiqan (l:)EE 7-78:3 aine \So_vpl. of Aniék. {1737NS. :Aa:;‘amenfo ;:J. ;gig?
. Eson 3 C. L. Mill 23 . Michigan 6-16: m. rigle 41 . Michigan E }
185 N. Wokaih ST 25282 C. Wendell Muench & Cb: 75 E, Wacker Tl 63431 Zenmith © Y 912 W. Washgianon HA-1-7474 .. 6087 Sunset HD"YWUUd 4-8089



American Broodcasting Co.
Columbia Broadcasting System
Du Mont Television Netwark
Keystone Brosdcosting System
Mutuol Braodcasting System
Natianal Braadcasting Co.

7T W. 6bth SU 7-5000
485 Medison at 52nd  PL 1.2345
515 Madison at 53:«d MU B-2600
580 Fifth at 47th PL 7-1460
1440 Bdwy ot 40th LO 4-B000
30 Rack. Ploza ot 49th Cl 7-8300

WAAT, WATV
WABC, WABC-TY
WABD (TV)
WABF (FM}

WBNX
WCBS, WCBS-TV

WMGM
WNBC, WNBT
WNEW

WNJR

WNYC

WOR, WOR-TV
wov

TV Centér. BA 73260
7 W. 66th SU 7-5000
515 Madison af 53d MU 8-2600
654 Madison at 60th  TE 8-5400
260 E. 1615t ME 5-0333
485 Madison af 52nd PL 1.234§

Newark

117 W. 4bih PL 7-0880
10 E. 40th LE 2-4927
Huntinaton. L. 1. HU 4.6740
Hempstead. L 1. OL 8.1100
136 W. 52nd Cl 6-3900
2B W. 44th 8R 9-6000
207 E. 30th OR 9-2720
1657 Bdwy at 52nd Cl 6-2200
711 Fifth 2t 55th MU 8-1000

30 Rock. Plaza of 49th Cl 7-B300

565 Fifth at 46th PL 3-3300
Newark, N. J. Cl 7-6634
Municipal Bldg WH 3-3600
1440 Bdw, ot 40th LO 48000
730 Fifth at S7th Cl 5.197¢9
Paterson. N. J. PE 6-2945
220 E. 42nd MU 2-1234
229 W. 43rd LA 41100
Newark. N. J. Mi 3-7600
41.30 58th. Woodside NE 9-3300

Répresentatives

Alasko Radio Sales
AM Radio Sales
Avery-Knodel

RHil F. Best

John Blair

Bloir TV

Bolling

Branhom

Burn-Smith

Copper Publicotions
CBS Radio Spot Sales
CBS TV Spot Sales
Caribbcon Networks
Henry 1. Christol
George W. Clork
Thomos F. Clark
Clork-Windlass-Mann:
College Rodio
Continental Radio Sales,
Donald Cooke

Crosley Broodcasting
Devney
Everett-McKinney
Forjoe, Forjoe TV
Free & Peters
Gill-Perna

Gaod Music Broadcasters
W. 5. Grant

Mclchor Guzmon
Arthur H. Hagg
Horrington, Righter & Parsons
Headley-Reed

H-R Reps

George P. Hollirgbegy
Ho! Holman
Indie Soles
Inter-American Pabl.
Interstate
Kotz

17 E. 42nd MU 2-0813
1657 Bdwy at 51¢t CO 5-3739
508 Fifth ot 49th JU 6-6538
1Ol Park at 40th LE 2.3783
150 E, 43rd MU 2-6900
150 E. 43rd MU 2-5644
480 Lexington ot 46th PL 98150
230 Park et 46th MU 6.1860
9 W 44th MU 23124

420 Lesington at 43rd LE 2-1250
501 Madison at 52ad PL 1-2345
488 Medison at 52nd  PL 1.2345

200 W. 57th Cl 5.7433
579 Fifth at 47th MU 8-4414
11 W. 42nd OX 5-2090
| E. 54th EL 5-5666
205 E. 42nd MU 4-1910
14 W, 45th OX 7-0890

2B5 Medison at 40th  LE 2-2450
331 Madison at 43rd MU 2-7270

630 Fifth at 50th Cl 6.1616
535 Fifth at 44th MU 7.5345
40 E. 49th PL 9-3747
580 Fifth at 47th JU 6-3100
444 Madison at 49th  PL 1.2700
454 Madison at 60th  TE 8-4740
229 W. 43rd LA 41100
33 W. 42nd 8R 9-1374

45 Rock Plaza af 5Ist Cl 7.0624
366 Medison at 45th MU 2-884S
587 Fifth after July | MU 8.7050
420 Lesington at 44¢h MU 5.870|
380 Madison at 44th MU 7.3120

500 Fifth ar 42nd BR 9-3960
535 Fifth at 44th MU 7-5365
60 £ 42nd MU 2-4813
41 E. 420d MU 2-0884
545 Fifth at 45th MU 2-5452
477 Madison at 5lst  PL 9-4440

VAR RADIO .. TV DIRECTORY |

Representatives

Robert 5. Keller

A. Lewis King

Joseph H. McGillvra
Media Representatives
Robert Mecker

NBC Spot Sales, Radio & TY
Notional Time Sales
Richard O'Connell
Pon-American Broadcasting
John E. Pearson

John H. Perry

Edward Pctry

Radia TV Reps

William G. Rambeou

Poul H. Raymer

Alex Rosenman
Schepp-Reiner

Sears & Ayer

Stors National

Burke Stuart

United Broodcasting
Venord, Rintoul & McConnell

72 Barow WA 4-6599
561 Fifth at 45th MU 2.8276
366 Madison at 45th MU 2.8755
270 Pack at 47th MU 8-4777
521 Fifth at 43rd MU 2-2170
30 Rock. Plaza at 49th Cl 7-8300

17 E. 42nd MU 2.0810
40 E. 49th PL 5-9140
17 E. 42nd MU 20810
444 Madison at 49th  PL i-36b
19 W. 44th MU 7-5047

4BB Madison at 52nd MU B-0200
480 Lexingion at 47th MU 8-4340

- 347 Medison at 44th MU 6-5940

444 Madison af 49th  PL 9.5570
347 Madison ot 44th MU 3-7340
16 E. 43cd MU 2.8540
295 Madison at 4ist MU 9-2586
400 Madison at 47th PL B.0555
270 Park at 47th Pl 3-0542
507 Fifth at 42nd MU 7-4758
444 Madison at 49th MU B-1088

Wolker 347 Madison- MU 3.5B30
Gront Webb 270 Park et 47th MU B8-4254
WCKY 53 E. 5lst EL 5-1127
Weed and Weed TV 579 Fifth ot 46th PL 9.4700
WGN Chicago, WGN-TV 220 E. 42nd MU 2.3033
WLW Cincinnati 530 Fifth at 50t Cl 61616
Adom J. Young Jr. 477 Madison PL 9-1810
Agencies

Anderson & Coirng

N. W, Ayer & Son

Bodger, Browning & Hersey.

Ted Bates

Victor A. Bennett

BBOO

Benton & Bowles

Berm‘hamCostlem’n & Pierce

Biow

Blaine-Thompson

Bozell & Jacobs

Brisacher, Wheeler & Statt

Brooke, Smith, French &
Dorrance

Franklin Bruck

Buchanan

Leo Burnett

Colkins & Holden, Carlock,
McClinton & Smith

Coples

Caompbell-Ewold

Coyton

Cecil & Presbrey

Amold Cohon

Horry B. Cohen

Compton

Cunningham & Walsh

Dancer-Fitzgerald-Sample

D’Arcy

Doherty, Clifford, Steers &
Shenficld

Donohue & Coe

Dowd, Redfield & Johnstori*

Roy S. Durstine

Ellington

Erwin, Wasey

Williom Esty

Ewell & Thurber

Foote, Cone & Belding

Albert Frank-Guenther Law

Fuller & Smith & Ross

Getschal

Geyer

Gibralte#

Grant

Grey

nce. C, Gumbi

488 Madizon at 51st MU B-5800
30 Rock. Pleza at 49th Cl 6.0200
630 Fifth at 50th Cl 7-3720
630 Fifth ot 50th JU 60600
511 Fifth at 42nd MU 7-21B6

383 Madison at 46th  EL $.5800
444 Madison at 49th MU 8-1100
136 E. 38th LE 2-7550
640 Fifth of Sist PL 9-1717
234 W. 44th LO 4-0B00
2 W. 45th MU 7-6210
350 Fifth at 34th BR 9.5600

52 Vanderbilt at 44th MU 41800
1270 Sixth at 50th Cl 7-7660
1501 Broadway at 43rd 8R 9-7900

677 Fifth ot 53rd MU 8-9480
247 Park at 46th PL 5-6900
295 Madison at 40th MU 4-4800

488 Madison at 5lst MU 8.3400

9 E. 40th LE 2-1711
247 Park at 4bth MU 8-1234
460 W. 34th WI 7.4700
41 E. 42nd OX 7-0660

26! Madison at 39th  Cl 6.2800
260 Madison at 39th MU 3-4900

347 Madison at 44th  OR 9-0600
515 Madison at 53rd  PL 8-2600
350 Ffth at 34th BR 9-0445
1270 Sixth at 50th CO 52172

501 Madison at 52nd MU B-1275
855 Madison at 60th  TE B-4600
535 Fifth ot 44th MU 7.4300
420 Lexington at 43cd LE 2-8700
100 €. 42nd OX 7.1600
270 Park at 47th PL 1.2770
247 Park at 46th MU 8.5000
131 Cedar near Wall CO 7.5060
71 Vandecbilt at 44th MU 6.5600

49 E. Sist PL 9-1132
745 Fifth at 57th PL 1-3300
17 €. 45¢h MU 7.789¢

655 Madison at 60th  TE B-9393

X :
Lewin, ‘Williams & Soylor

430 Park after July | PL 1-3500
655 Madi at 41st  TE 8-1717
40 E. 49th MU 8.6200

Hewitt, QOgilvy, Benson &
Mather

Hicks & Greist

Hirshan-Gastield

Hilton & Riggio

Huber Hoge

Bryan Houston

Charles W, Hoyt

Hutchins

Duanc Jones

Kastor, Farrell, Chesley: &
Clifford :

Joseph Katz

Kenyon & Eckhardt

Abbott Kimball

Edward Kletter

Kudner

Lombert & Feasley

C. J. LaRoche

Al Poul Lefton

Lennen & Newell

MacManus, John & Adams

David J. Mahoney

J. M. Mathes

Maxon

McConn-Erickson

Emil Mogul

Morse International

Moselle & Eisen

Moss Associotes

Needham, Louis & Brorby:

Robert W. Orr

Paris & Peort

Peck

Product Services

Fletcher D. Richords.

Ruthrouff & Ryan

Ben Sockheim

Sowdon

Scheideles, Beck & Werner

Agencies

575 Madison of 56th MU B-6100
420 Leauington at 44th MU 39135

745 Fifth ot 57th MU 8.8900
4 W. 58th MU B-4224
899 Madison at 62nd  TE B-0200

10 Rock. Pleza at 49th PL 7-6400

380 Madison at 46th MU 2-2000
16 W, dbth PL 7-8526
570 Lexinoton af Glst PL3.4B4B
400 Madison at 47th  PL 1.1400

488 Medison at 52nd MU 8-1223

247 Park ot 46th MU B-5700
250 Park at 46th PL 3-9600
515 Madison st 53rd PL 1-1990

575 Madison at S6th MU B.4700

60 E. 42nd MU 7.8980
247 Park at 46th PL 5.7711
521 Fifth at 43rd VA 6-4340

380 Madison at 46th MU 2.5400

444 Madison at 49th  PL 9.3221
122 E. 42nd OX 7.0480
260 Medisun at 39th  LE 7-7450
12 E. 53rd PL 9-7674

50 Rock. Piaza at 50th JU 6-3400

250 W, 57th JU 2.5200
122 E. 42nd OR 9-4600
522 Fifth ot 43:d MU 2.4939

415 Lesington at 43rd MU 7.7377
730 Fifth at 57th PL 70333
4 W. 58th P: 9-8050
370 Lerington at 42nd MU 9-2424
400 Madison at 47th  PL 3.0900
10 E. 44th M1} 7.0204
10 Rock. Plaza at 49th JU 6.5400
405 Lexington at 42nd MU 6.6400
2 W 50th PL {-2200
480 Leaington at 47th PL 5-2516

Sherman & Margquette (see Bryon Houston}

Silberstein-Goldsmith
Raymond Spector

St. George & Keyes

SSC&B

J. Walter Thompson
Warren, Jack:an & Delaney
Warwick & Legler E
William H. Weintraub
Weiss & Geller

Young & Rubicam

487 Park at 58th MU B-BB66
16 E. 40th OR 9.3100
445 Pork at 56th MU B-4407
250 Park at 46h PL 5-1180
437 Fifth at 39th OR 9-2500

420 Leungton at 43¢«d MU 3.2000

45 W, 45th JU 6-0350
230 Park ot 4bth MU 45800
488 Madisan at 54st  PL 1-0900
b E. 45th OX 70414
285 Madison ot 40th MU 9-5000

Advertisers

Adom Hat Stores
American Airlines
American Chicle
Americon Home Productst
Americon Safety Razor
American Tel & Tel
American Tobacco

B. T. Bobbitt

Bayer

Benrus

Best Foods

Hazel Bishop

Bon Ami

Bond Stores

Borden

Breakstone
Bristol-Myers
Bymart-Tintair

Bulova

Conodo Dry Ginger Ale
Carter Products
Celancse Corp of America
Chescbrough

Cities Service

Cluctt, Pcabody
Coca-Cola

Colonial Airlines

665 Bdwy at Chambers GR 3-1500

100 Park at 40th MU 3.9000
Long lsland City ST 4-8900
22 E. 40th LE 2-8000
380 Madison at 47th  OX 7-3030
195 Broadway EX 3-9800

I Fifth at 15th AL 4-4900
385 Fourth LE 2.8273
1450 Bdwy at 4Ist LA 4-6400
200 Hudson WA 5.5500
t E. 43d MU 7-8408
445 Pack at 5bth MU 8-7370
17 Battery Place WH 4-0089
Fifth 3 35th WI 7-6550
350 Medison at 44th VA 4.4100
45 Hubert WA 5.3500
630 Fifth at 50th PL 7.8500
270 Park Ave af 47th MU 8-0006
630 Fifth at 50th Cl 5.7720
100 Park at 40th LE 2-4300
53 Park Place CO 7-6400
180 Madison at 34th MU 9-4000
17 Stoie WH 3.9800
70 Pine HA 2-1600
10 €. 40th MU 3.5383
515 Madison at 55th;  EL 5.5475
230 Park at 4bth MU 9-8400

Advqrtisers

Continental Baking
Corn Products Refining
CBS Columbia
Doeskin

Dolcin

Esso Staridard Qil
Ethyl

General Cigas

Good Humor

Robert Hall

Hudnut .
Hudson Pulp & Paper
International Latex
Lebhn & Fink

Lever Bros.

Liggett & Myers

P. Loriflord
Longines-Wittnguer,
Melville Shoe

Philip Morris
National Biscuit
Natianal Doiry
Nationol Shoes
Necchi Sewing Machines
QOakite

Pacific Coast Borox
Poper-Mate

Pan American World. Airways,
Penick & Ford
Pepsi-Cola

Reverc Copper & Brass
Revlan

Richfield Oil

Riggio Tobacco
Ronzoni Macaroni
Jacab Ruppert

Sceck & Kade
Seeman Bros:
Seruton

Shell 0il

Sinclair Oil

Singer Sewing

Snow Crop

Standard Brands
Standard Oil

Steeling Drug
Sylvania Electric,

The Texas Co.

Tide Water Assoc. Qil
United Fruit

. US Rubber

US Tobacca

Yick Chemical
Webster Tobocco
Whiteholl Pharmacal

BROOKLYN

Brillo

Ehlers Coffee
Ex-Laox

Fred Fear & Co.
Garrett Wine
Good Humor
Griffin

Howord Clothes
Lo Rosa Macaroni
Licbmann Breweries
Monarch Wine
White Rock

WHITE PLAINS
General Foods
Nestle
HOBOKEN
Lipton Tea

JERSEY CITY

Block Drug
Colgate-Palmolive
Lambert Pharmacal

630 Fifth at 50th
17 Battery Place
34.00 47th {LI.C.}
1 W, 42nd

683 Fifth st 55th
15 W. 5ist

100 Park ot 40th
119 W. 40th

46-B1 Metropolitan
1241 Bdwy at 30th
113 W, [Bth

505 Park at 59th
350 Fifth at 34th
445 Park al 5&th
390 Park at 53rd
530 Fifth at 50th
119 W. 40th

580 Fifth ot 47th
25 W. 43.d

100 Park at 40th
449 W. 14th

260 Medison at 39th
595 Gerard. Bronx
164 W, 25th

19 Rector

100 Park at 40th
752 Broadway

135 E. 42nd

420 Lexington at 43rd

3 W, 50h

230 Park at 46tk
745 Fifth at 57th
542 Fifth ot 44th
Orinoco Dr. {L.I.

Cl 6.23%5
WH 4.0880
EX 2.3000
LO 40521
MU 8.3100
PL 7-1200
OR §-2000
PE 6-2700
EV 6.4600
MI 9-0900
WA 4.7700
PL 97733
LO 3-5000
PL 5.6100
MU B-6000
CF 6-0500
LO 3.7000
PL 7-B200
LO 5.6500
OR $.1800
CH 3-8000
MU 6-6100
MO 5.9000
WA 4.7604
WH 1-0940
LE 2.5919
AL 4.4300
MU 6.7100
LE 2.8162
MU 8-4500
MU 9.6800
PL 5.8B00
MU 7.1852
BA 7.6100

)
50-02 Northern [L.1.C.} SA 2-6789

1639 Third &t 93rd
440 Washington
121 Hudson

711 Fifth ot 55th
50 W. 50th

600 Fifth ot 48th
149 Broadway
445 Pack at Sbih

595 Madison at 57th
30 Rock. Plaza at 49th

1450 Bdwy at 41t
1740 Bdwy at 54th
135 E. 42nd

17 Battery Place
Pier 3. North River
1230 Sixth af 48th
630 Fifth at 49th
122 E. 42nd

486 Fourth

22 E. 40th

60 John

1300 Flushing
423 Atlantic
Foot of Joralmn
882 Third

46.81 Mbstropolitan
410 Wiloby

40 Flatbush
473 Kent

36 Forrest

4500 Second
200 Van Dyke

250 North
2 William

1500 Hudson

257 Cornelison
105 Hudson
930 Newark

TR 65000
WA 5.3B64

UL 2-4700
EV 6-2000
TR 5.9040
MA 47320
ST 8.3494
EV 6-4600
UL 5-3232
TR 5-5000
EV 7.7484
EV 6.6600
ST 8.2340
MA 5.0300

WH 6-2500
WH 6-6400

BA 7-4050

HE 4.3000
RE 2-1400
CO 7.7010

USE THIS LIST OF PHONE NUMBERS AND ADDRESSES AS YOUR DESK-GLASS LISTING. POCKET-SIZE BODKLETS ARE ALSO AVAIL-
ABLE TO SUBSCRIBERS, WRITE TO SPONSOR AT 40 E. 43TH ST, NEW YORK 17, N. ¥, FOR YOUR FREE COPY

Advertisers
NEWARK
Ballantine 57 Freemen
Phormoceuticals Inct 290 Jelliffe
Ronson | Aronson Sq

Vitomin Corp of Amef,

Advertest Rezearch

Adv. Research Foundation
American Reseorch Bureou
Broadcast Advertising Bureau
€. E. Hooper

Richord Manville Research
A. C. Nielsen

Alfred Politz Research
Psychological Corp.

Pulse

N. C. Rorabaugh

Schwerin Research

Std. Audit & Meas. Servc.
Doniel Starch & Staff
Station Representatives Assoc.
Trendex

Videodex

Research & —Surﬁeys

274 Lafayette

New Brunswick. N. J.
Il W, 42nd

551 Fifth at 45th
270 Park at 48th

10 E. 40th

230 Park at 45th
500 Fifth at 42nd
270 Park at 47th
522 Fifth at 43rd

15 W 46th

347 Medison at 44th
1775 Bdwy at S7th
89 Broad at Bdwy
Mamaronect, N Y.
101 Park at 41st
347 Madison at 44th
342 Madison at 44th

News Services

Associated Press
International News Service
E.A.

NANA
Reuters

Telenews Productions
United Press

'Music & Transcription Services

ASCAP-
Associgted Programi Servied
BM1

Capitol Records

Columbia Transcriptions
Harry S. Goodmon
Lang-Worth Fcature Programs
C. P. MacGregor

Charles Michelson

Muzok

RCA Recorded Program Svce.
Sesac

World Broadcasting System
Frederick W. Ziv

MI 3-3000
Bl 8-1005
MA 2.0608
CO 7-8570

CH 7-1564
LO 3-5100
MU 7-3787
MU 5.4020
LE 23000
OR 9-2435
PE 62850
PL 9-5200
MU 22145
U 83316
MU 62192
JU 24690
WH 13.8390
MA 9.5400
MU 54141
MU 44328
MU 7-8837

50 Rock. Plaze at 50th PL 7-1111
235 E. 45th MU 7.8800
46! Eighth LO 3.5160
229 W. 43d CH 4.16%0
220 E. 42nd MU 2.0400
630 Ninth st 44th JU 6-2450
229 W. 43d BR 9-B55B

575 Madison at 56th
221 Fourth at 18th
589 Fifth ot 48th
1730 8dwy ot S5th
799 Seventh st 52nd
19 E. 53rd

113 W. 53th

34) Madison at 43rd
i5 W. 47th

229 Fourth of 19th
630 Filth et 5lst
475 Fifth at 415t
488 Madison at 5lst
488 Madisor at 5ist

MU B8-8B00
OR 4.7400
PL 7-1800
PL 7.7470
Cl 5-7300
PL S.6131
JU 6.5700
Tw 8.0017
PL 7-0695
OR 4.7400
JU 2.5011
MU 5-5365
MU B-4700
MU 8.4700

m Commercials

American Film
Audio Prodns

George Blake
Caravel Films

Chad, Inc.

Charter Oak
Cinemait International
Thomas Craven
Shamus Culhane
Depicto Films

Peter Elgar

Elliot, Unger & Elliot
Walter Engel Studios
Poui }. Fennell

Film Creations

Film Graphics
Filmwright

G-L Enterprises

1600 Bdwy at 48th
630 Ninth at 43:d
1600 Bdwy at 48th
730 Fifth at 57th
18 E. 56th

846 Seventh sf 54th
322 E. 44th

35 W. 53d

207 € 37th

254 W. 54th

1§ E. 53rd

130 W. 57th

20 W. 47th

40 E, 40th

&1 W. S6th

345 W. 55th

3 E. 57th

270 Park st 47th'

PL 7-5915
CO 5.6771
Ci 7-2264
Cl 76111
PL 1-0711
Cl 6.2509
OR 9-4430
Cl &-8388
MU 2.-8243
CO 5-7621
MU 8-5626
JU 6.5582
LU 2.3170
LE 2-2384
JU 2.3824
JU 61922
EL 5-6038
EL 5-9473

| NEW YORK

Film Commercials

Harry S. Goodman
Gray-O'Reifly

Ben Harrison
Hortley
Hankinsaon

IMPS

Jom Handy
Kenco Prodns
Herbert Kerkow
Lolley & Love
Robert Lowrence
Vernon Lewis
Michael Lippert
Loucks & Norling
MPO Prodns

Owen Murphy
National Sereen Svce.
Ted Nemeth
Porsonnet
Pathescope
Princeton Film Center
Regency

RKO Pathe

Lezfie W. Roush
Sarra

Science Pictures
Screen Gems
Fletcher Smith
Sound Masters
Wilbur Streech
Bill Sturm Studios
TV Films

TV Screcn Pradns
Telomerica
Tempo Productions
Tronstilm
Unitilms

Yan Proag

Video Varieties
Yidicam Pictures
Roger Wade
Wilding Pictures
Willord Films

19 E. 53rd PL 5-6131
480 Lemngton at 47th PL 3-1531
12 W, 39¢h SU 7-1657
20 W. 47th JU 2-3960
15 W 4éth JU 6.0133
515 Medison et 53rd  EL 5-6620
1775 Bdwy at 57th JU 2.4060
333 W 52nd PL 7.8466
480 Lesington at 4b6th PL 1-1833
3 E. 57th EL 5.1382
418 W, 54th JU 2-5242
71 W. 45th LU 2.1322

525 Lesington at 48th MU 8-0013
245 W. 55th CO 56974
15 E. 53rd CO 8-7830
723 Seventh at 48th PL 7-Bi44
1607 Bdwy st 48th Cl 65700
729 Seventh at 49th Cl 5.5147

45.02 Fifth [L.I.C.| 5T 46163
580 Fifth at 47th PL 7-5200
300 Park et 48th PL 5-0322
112 W, 48th JU 2.0274

425 Medison at:59th  PL 9-3600

333 W. 52nd CO 5-6430
200 E. S6th MU 8-0085
5 E. 57th PL 9.8352
233 W. 49th Cl 5.5044
32} E. 44th MU 5.6626
165 W. 46th PL 7-6600
1697 Bdwy of 50th  JU 2-38i6
723 Seventh at 48th  JU 6.1650
155 W 46th JU 2-3407
17 E. 45th MU 2-8877
270 Perk at 47th EL §-1422
588 Fifth af 47th PL 7.0744
35 W. 45th JU 2-1400
146 E. 47th MU 8-9325
1600 Bdwy at 48th PL 7-2857
41 E. 50th MU 8-1162
240 E. 39th MU 6.3310
15 W 43th Cl 7-6797
385 Medison at 47th  PL 9-0854
45 W 45th LU 2.0430

TV Film Program Sources

ABC Film Syndication
Aszociated Progrom Service
Association Films

Atlos Television Films
Zoch Boym

George Bognoll

Bengal Pictures

Blinkey Prodns

British Information Svce:
Byron
CBS TV Film Sales
Cincma Svce.

Comet TV Films
Commonwealth Films
Cornell Film X
Cloyton W, Cousens Prodns.
Demby Prodns.

Du Mont Film Syndication
Dynamic Films

Film Network

Flaminge Films

George F. Foley

Fortune Features

Allen A, Funt

Generol Televideo

Harry S. Goodman
Greatest Fights

Guild Films

Hoffberg Prodns.
Hollywood TV Svce.
Hygo TV Films

INS Tclencws
Internotionol Tele-Film
Interstate TV

Kagron Films

Bernard E, Karlen

7 W. bbth 5U 7-5000
237 W. 54t PL 7-7700
347 Madison at #3rd MU 5.-8573
15 W. 44rh MU 7-5535
13 E 37th MU 9.4175
25 Venderb t MU &-7542
550 Fifth at 45th JU 6-8856
106 West End TR 31411

30 Rock Plaza at 49th Cl 6-5100

550 Fifth at 45th Cl 5-8188
485 Madison at 52nd  PL 1.2345
106 West End TR 3-1411
625 Madison ot 59th  PL 5-8200
723 Seventh at 48th  Cl 5-6458
1501 8dwy at 43rd W] 7-6650
333 W. 78th TR 3.5870
34 E. Sist PL 9-2495
515 Madison at 53rd LE 5-1000
112 W. 89th TR 3-6221
853 Seventh ot 53rd JU 2-3026

509 Madison at 52nd MU 8-4800

625 Madison at 59th  PL i-1840
1501 8dwy sf 43rd  LO 4.5592
100 Centrsl Pt S, JU 6-5227
1440 8dwy at 40th LO 4-8000
19 E. 53d PL S-6131
9 E. 40th LE 2-1717
420 Madison at 48th MU 8.5365
362 West 44th Cl &9031
1740 Bdwy &t 55th JU &-1700
40 W, 46th Cl 6-4347
235 E 45th MU 7.8800

33t Madison at 44th MU 2.9116

1560 Bdwy at 47th PL 7-3070
4 W. 58th MU 8-0585
270 Pack at 47th PL 9-3107

Kiing Studios

Lakeside TV

Major TV Prodns
Monsfield Enterprises
Marathon TV Newsreel
Masters Prodns

MCA TV

Charles Michelson
William Morris Agency
Motion Pictures for Television
MPO Prodns

NBC TV Film Division
Natianal Telefilm Assoc.
Official Films

Olio Video

Paramount TV Prodns
Radius Films

RCA Recorded & TV Film
Richard H. Rogers

Sack TV Enterprises
Walter Schwimmer
Screen Gems

Station Distributors
Studio Films

Sterling

Telecast Films

Telefilm Enterprisés
Telescene

TV Progroms of America
TV Screen Prodns

TV Snapshots

J. Walter Thompson
Times Square Prodns.
Twentieth Century-Fox TY
Unitilm

United Artists TV
United Press Movietone
United TV Progroms
United World

Unity

Vitapix

Winik Film

Ziv TV Programs

Algonquin
Ambassador
Astor
Barbizon-Plazo
Barcloy
Belmont-Plaza
Berkshire
Biltmore
Carlton House
Chatham
Commodore
Drake

Essex House
Glodstone
Gotham
Hampshire House
Lexington
tombardy
Madison

New Weston
New Yorker
Park Lane
Park Sheraton
Pierre

Plaza
Roosevelt

St. Regis
Savoy-Plaza
Shelton
Sherry-Netherlond
Stotler

Taft
Vandzebilt
Woldorf-Astoria

PLEASE SEE OTHER SIDE FOR CHICAGO
LISTING AND LOCATION OF SPONSOR'S: OFFICES
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IN CATTLE THE

HEREFORD
IS THE CHOICE
OF OKLAHOMA

IN TELEVISION
KWTV

IS THE CHOICE

OF OKLAHOMA CITY |

KWTY ASSISTANT NEWS DIRECTOR

A “nose for news” coupled with broad radio,
television and newspaper experience adds up
to make a seasoned, sound reporter. That's

Mark Weaver! Mark came to KWTV from . % ' | W
KLRA Little Rock where he won the Arkansas ‘ ) ray - pa—
Press Association Award for outstanding KWTV-’

journalism in 1953, He is known to many for
his news feeds to CBS and Edward R. Murrow.

Yes, Mark Weaver is another reason why .
KWTV newscasting is choice in Oklahoma - 4

City,

AFFILIATED MANAGEMENT K OM A CBS
REPRESENTED BY AVERY-KNODEL, INC. .

EDGAR T. BELL, Executive Vice-President
FRED L. VANCE, Sales Manager

KWTV goes to 316,000 watts ERP with a 1572-foot tower in early fall 1954,
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means...

WBZ-WBZA —Boston, Springfield—51,000 Watts
K'Y W —Philadelphia—50,000 Watts

KD KA—Pittsburgh—-—50,000 Watts

WO W O —Ft. Wayne—50,000 Watts

KE X —Portland, Oregon—50,000 Watts

WBZ-TV —Boston— Channel 4

WPTZ (T V)—Philadelphia—Channel 3

WBC means sales ... WBC means audience ... WBC means audi-
ence-action . . . because WBC stations dominate their areas. Contact
Eldon Campbell, National Sales Manager for rates and availabilities.
Phone PLaza 1-2700, New York.

WESTINGHOUSE BROADCASTING CO, INC.

Exclusive National Representatives: Free & Peters, Inc.
444 Madison Avenue, New York 22, N. Y.
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WHICH.~ ™,

DO YOU LIKE?

We've Got
‘em All!

CBS NBC ABC
DUMONT

Yes, for over o year,
WAFB-TV hos furnished
the only TV programing
to the rich BATON ROUGE
TRADE AREA. Thig rich
petro-chemical market
responds to your sales
messoges over WAFB-TV
becouse the viewers are
among the highest paid
workers in the country,
with ample free time to
spend their money os you
tell them to! To cover
olmost o holf million
potentiol customers, buy
the only TV stotion in the
capitol of Louisiono . ..

WAFB-TV

Channel 28

Boton Rouge, Lo.
TOM E. GIBBENS

Vi e Pres dent & General Manager.

ADAM ]. YOUNG, |i
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out of the medium of tv. Echo chambers and the other audi-
tory devices which we worked =0 hard to develop in radio
are all but forgotten. I can remember many times asking my
enmplovers for money to experiment with ~ound effects—no
product or advertiser in mind, no specific commercial prob-
lem either.

The management. thinking we were crazv but for ~ome
reason willing to humor ux, would invest in several hours of
studio time and a small group of us would hie ourselves to
the studio with a cound man. We would put microphones in
the sounding board of the piano. have an announcer talk into
a glass of water. through the reverse end of a megaphone or
into what is known as a flutter box. One ~ound man I worked
with got so interested in the creative possibilities of pure
sound that he went home and invented a new electronic de-
vice that would play with highs and lows of various musical
mstruments. From this was developed a new set of instru-
mentations: Pyrrhic victory indeed.

All this aetivity, mind vou. merely to come up with zome-
thing that would set apart one commercial announcement
from another. Don’t get the idea that we were only mechani-
cally minded. We realized that if anyvthing were to come of
our sound seszionz, it would have to be relevant ax well as
allention-getting.

But, as I say. it seems we have gotten awayv from much of
this in television. Sound is almost a lost art. =0 powerful
(or time consuming) is the video side of our copy. Mavhe
this is a good thing as far as adverti~ing goes. However. the
early complaint about tv writers—that they were far too con-
cerned with technique rather than advertixing content—ecan
hardly be the caze todav. Our present copy is quite straight-
forward. Our demonstration~. similar to tho=e done on the
sales floor. Our optical~. ~imiple and ~parsely u~ed.

[ regret that we spend so little time todayv to attract ears.
Mayvbe we are mi~~ing ~omething. *ox %

(Continued from page 106)

Letters to Bob Foreman are welcomed

Do vou always agree with the opinions Bob Foreman ex-
presses in “‘Agency Ad Libs”? Bob and the editors of spox-
S0R would be happy to receive and print comments [rom
readers. Address Bob Foreman. c, o sroxsor. 10 E. 49 Si.

SPONSOR




1. V. story hoard

A4 column sponsored by one of the leading film producers in television
SARRA

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

“Four-hour energy from two Hostess Cupcakes” is the theme of a new series of
60-second cartoon commerdials for children’s programs. "Therc’s plenty of excite-
ment for small fry as engaging cartoon characters compete in childhood games . . .
plenty of sl for the product as the extra energy supplied by Hostess Cupcakes turns
defeat into victory. Appetizing live-action shots of Hostess Cupcakes, with a reminder
to ask mother 1o buy them, wind up an action-packed, salessminded minute. Pro-
duced by Sarra for Continental Baking Company, Inc, through Ted Bates &
Company.

HOSTESS
Creamed-fillag

CUP CAKES |

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

In a merry minute of full animation the Cat-'T'ex trademark comes to life and
proves to be a real “hep” cat at selling the sole that’s ““not rubber, not leather, not
plastic.”  This frisky feline sings the praises of the product in a catchy jingle,
demonstrates its virtues with amusing antics and provides strong product identifica-
tion throughout. A visual and vocal delight created by Sarra for Cats Paw Rubber
Company, Inc., through The S. A. Levyne Company.

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

To dramatize the theme—“the first floating close shave”—in a new series of 60-
second TV commercials, Sarra floats the new Custom Schick Shaver into view on a
lily pad . . . floats it through the air on a feather . . . floats it up and down on a man’s
tace. ‘The photographic magic carries over into live-action shots of a man shaving
and leaves the viewer with the desired impression—that the Schick Shaver “floats in
your hands . . . floats over your face.” Produced by Sarra for Schick, Inc., through
Kudner Agency, Inc

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

No dull scientific explanations or lengthy laboratory demonstrations confuse the
viewer in Sarra's series of l-minute spots for Sylvania Television. By comparing
such things as Photo Power and horse power, Halo Light and reading light, Sylvania’s
outstanding features are made crystal-dlear . . . and so quickly that there is time left
to close each informative minute with an tmpressive array of beautiful cabinets.
Created by Sarra for Svlvania Electric Products, Inc.. through Roy S. Durstine, Inc.

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

AUTO PAINTING

SPONSOR: Valles National Bank A\GENCY: Jennings &
Thompson
CADPSLLE C ASE HINTORY After sponsoring liberace
for seven weeks in the spring of 1933. the bhank an-
nounced that those opening savings accounts of more
than S10 would get a Liberace record. At the end of
three programs niore than 3730.000 in new deposits had
come n with the average deposit over $750. Last Au-
gust the bank renewed the Guild Films Co. show for 78
weeks. Sinee beginning sponsorship, the bank reports
more than 82 million in deposits has come from Liberace
viewers —-at u time and film cost of 35143 weekly.

KPIIO-TY. Phoenin PROGRAM: Liberace

LUNCHEONETTE

SPONSOR: B&IH Automolive AGENCY: Direcy

CAPSULE CASE HISTORY : The first of 52 one-minute
Class A announcements costing $3% each produced seven
automobile paint jobs for the sponsor—a firm specializ-
ing in this service for car owners. The announcement
was telecast Sunday just before a local sports show. It
used a locally produced film showing operations involved
in painting a car while a booth announcer described the
action. A slide with the firm’s name, address and phone

number 1cas shown at the end of the film, and no special
prices or inducements were offerel.

WREX-TV, Rockford. 1ll. PROGRAM: Announcements

JAR LID

SPONSOR: Peter Pan Peanut Butter AGENCY: Needham,

Louis & Brorby, Inc;
CAPSULE CASE HISTORY:  On 18 February, Ruth Ly-
ons, femcee of the 50-50 Club. told her viewers that they
could get a plastic refrigerator jar lid free. All they had
to do was send Miss Lyons a self-addressed stamped
envelope. The next day 1.207 requests for the Peter Pan
lids came into the station: the following Monday there
were 3.411 requests and by the first of March 5.269
people had written in for the plastic lids. A one-minute
live participation on the show s telecast over WILW'T,

WLIWC and WLWD, costs $230.

WLWT, Cincinnati, WLWC
Colummbus, WLWD, Dayion

PROGRAM: 50-50 Club

CANDIES

SPONSOR: The Grabeteria AGENCY': Direct

CAPSULE CASE HISTORY : This small Salt Lake quick-
hinch restaurant advertised a special “Old Times Day™
litems priced the way they were 50 years ago). The firm
bought six spots on KSL-TV on the two days preceding
the “Old Times Day” for $360. When the day rolled
around (it was 30 March). the Grabeteria served nearly
6.000 people. 1t sold 600 pounds of beef, 660 meat pies
and nearly 1.000 half-pints of milk during the ilay.

KSL-TV, salt Lake City PROGRAM: Announcements

SPONSOR: M&M Candies AGENCY': Roy S. Durstine, Ine.

CAPSULE CASE HNISTORY : Last November M&M Can-
dies bought Johnny Jupiter. « half-hour Saturday morn-
ing children’s film program. for national spot sponsor-
ship. Seven months later M&M business is up 2507 in
the Nashville area. with jobber orders up as much as
06007 in some cases. The film program is telecast between
9:00 and 9:30 a.m The station’s Class C 20-time rate
(tnot including talent. film and so forth) is 8114,

WSM-TV, Na-hville PROGRAM: Johnny Jupiter

GOLF CLUBS

E

MEN’S SUITS

SPONSOR: Schindler’s Jewelry  Store AGENCY: Direct

CAPSULE CASE HISTORY : Schindler's promoted a spe-
ctal golf chub offer using KI'TI as its only advertising
medium. The offer: A five-club special set priced at
821.95. The promotion: Five announcements on Al T1.
The results: Sale of 120 golf club sets—including sales to
YO members of KI'T1 s staff who fell for their own com-
mercials. After three weeks. sales are still booming. Cost
of the announcements was 3230,

N V. Sioux City PROGRAM: \nnouncement-

_‘k

¥
SPONSOR: Sears, Rocbuck & Co. AGENCY: Direct
CAPSULE CASE HISTORY: The Reno Sears store used
one 10-minute commercial showing a man being mea-
sured for a tailor-made suit in the store. As a direct re
sult of the commercial, 19 suits were sold. They averaged
875 in price; the cost of the commercial was $82.50. The
store reports. loo. that a number of ready-to-wear suits
also were sold to riewers. The adrertising-to-sales ratio
for the tailor-made suits was about 18 to 1.

KZT\. Reno PROGRAM: \nnouncement 5
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AM +FM - TELEVISION

BROADCAST

EQUIPMENT

AUDIO catalog for Broadcasters

AM
FM
TV

THIS 146-PAGE CATALOG contains “straight-
to-the-point” information about all RCA
audio equipment and accessories designed for
broadcast and television station operations. The
book covers more than 200 professional audio
items . . . and includes data, specifications, re-
sponse curves, typical station equipment lists,

and studio layouts. It's authoritative. It’s com-
plete.It’s the only book of its kind in the industry.
For your copy of the RCA Audio Caralog,
ask your RCA Broadcast Sales Representative.
Or write Dept. XX, RCA Engineering Products,
Camden, N. J., on your station letterhead. In
Canada, write RCA Victor Ltd., Montreal.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DIVISION

CAMDEN. N.J.
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SMOOTH YOLUR

WAY 1'[0
SALES WIH

FOUR BIG PLUSSIES.
é?;
|

4+ TO FILL IN THE GAPS

Mutual has 328 affiliates in markets where no

network has a station, where other media strag

+ TO OBLITERATE DISTANCE

Mutual is the far-largest of all networks, with 570
stations, closest to the most people —and the most
dealers and distributors —in the most markets.

MUTUAL BROADCASTING SYSTEM.

a



There's no obstacle between you

and 48-state sales that net-

| work radio can’'t smooth out best
/ —and no network can smooth
your way to sales with earthier
advantages than Mutual's. Examine
fhe four special plusses shown

here...Mister PLUS at the controls.

' 4+ TO BROADEN THE BASE

Mutual's unique combination of programs and stations

draws more out-of-home audience than other networks

— and in-home audiences that all media miss.

!, has engineered new ways to use radio for
um flexibility and multiple impact—

| “Top Ten"-sj
ces regularly delivered at rockbott -

Oom cost.

w. . the ALL-America network for radio ... PLUS
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a foruwm on questions of current interest

to air advertisers and their agencies

What was the best *piteh” ever wmade to you
by «a radio or television salesman

THE PICKED PANEL ANSWERS

By JAMEN MORCENTH (L, account executive,
Grev Advertising fgency, “Yew York

The impression |
et when some-
one makes a
“pitch”  depends
on whether or
not 'm  buying

or in the mar-
ket to buyv—the
network. market
or stations that

Mr. Morgenthal the salesman 1s

selling.

If I'm in a receptive mood for sales
information because of a particular
campaign I'm working on. then al-
most any kind of presentation that fits
into my plans interests me.

But if I'm not working on a cam-
paign at the time for whieh the presen-
tation is appropriate. then it is only a
pitch.

Time salesmen who have impressed
me most are those who find out what
I’'m working on and what P'm looking
for. Then they show me how their
ideas will help miy campaign.

On the other hand. Fve heard salex-
men start their canned pitch like this:
“This i~ a natural for . . . (they look
up from their book and say ‘NYZ
Product” and look back down again)
. .. and so von should buyv our net-
work.”

The =alesmen who hase made the
most <cnse are tho-c who have realh
~tudied the account and who didn’t
make any ill-advised recommendations.

Actually. one of the best pitches |
ever heard came not from a radio or
tv salesman but from a trade paper
salesman.

We had decided on a campaign and

62

called up the salesman to come down
and bring along a blank contract: we
wanted to sign up with him.

But when he arrined. he said *le
that all you want?” Then. since he
was familiar with bhoth the account and
hi= own paper, he told u~ when using
his paper would be most productive.
lle told us when we should use half
pages instead of full pages. We were
actually a little amazed at how much
this man knew—and the way he out-
lined his recommendations. As it
turned out we made a few changes in
our original campaign in order to fol-
low the suggestions of this salesman.

Po-sibly I'm net typical, but I get
fewer calls from radio and tv salesmen
than from space salesmen. Perhaps
the time salesmen concentrate more on
the radio-tv department. while space
salesmen seem to call on account exec-
utives.

There is one pitch from a time sales-
man that [ particularly remember.
however. First of all it was made by
a man who had made «everal calls be-
fore. Like the space salesman 1 re-
ferred to before. this man knew both
the product and thie media he was sell-
ing.

Because | knew the man, I called
him; I told him we were planning a
spot barrage for a Mayv-June gift
event. What did he suggest?

Ile came back with a very carefully
worked out schedule of time. ratings
and a good overall plan. We ended
up buying much of what he was sell-
Ing.

Now it 1=u't unique for a time sales-
nan to come up with a schedule once
vou tell him vou're about to buyv: but
thi~ man had made calls hefore and
he made an intelligent pitch.

I would think that when a time sales-

man found out that a certain advertis-
er was actually a logical prospeet for
radio or tv, or was planning a cam-
paign, he would see the aceount execu-
tive. As | said. however. my personal
experience is that very few time sales-
nten do this.

By JOHN McC ORRLE, timebuyer, Sullivan, Stauf-

for, Colwell & Basles, New York

A good pitch
should be like the
old story of the
man who took a
swipe at another
man with a razor.
The victim jeered,
“*You never
touched me,” and
the attacker
erinned and said.
“Yeal. just shake
vour head.” A pitch iz most efleetive
when it is not too obvious. Because of
this it is difficult for me to recall any
one outstanding sales job.

What makes a good pitch? As a
buyer 1 would like to think that I am
influeneed only by the comparative
values of stations and availabilities and
by their suitabilits for my client. The
best pitch from my standpoint is the
one with the most information.

No timebuyer can know all there is
to know about every station and every
market, Yet to do an eflective job the
buver should have as much data as
possible at his fingertips or in his head.
His best sources of information are the
media representatives who call on him.
A xalesman who presents pertinent in-
formation is giving a good pitch. Com-
petitive situations ehange. Stations
change programing and talent. Audi-
ences shift. Many sales are made when
<uch changes are pointed out to buvers.

Mr. McCorkle

SPONSOR




When a salesman can present good
“reason why” material he is usually on
his way to an order. And the best pitch
must obviously be the one that gets the
order.

By JOAN STARK, chief timebuyer, William H,
Weintranb

& Co., New York
Many a radio and
tv sales “pitch”
has been made
and sold, and
many a radio and
tv sales “pitch”
has been made
and lost!

The latter can
be attributed to
certain  failures
on the part of the
salesman; namely: (1) failure to sup-
ply the buyer with a complete picture
of ratings and audience composition,
including comparisons with competi-
tion, (2) failure to pitch the right type ‘
of schedule for the prospective client,
(3) failure to give a clear idea of the |
local picture, and (4) above all, fail-
ure to look into the long-terin aspect
of the schedule whether it be for sta-
tion breaks, participation or programns.

True, a salesman’s job is to sell his
station’s time, but to sell (or try to
sell) the wrong schedule to the wrong
advertiser defeats his purpose. Also a
lack of faith or belief in what is being
pitched usually passes on from the
salesman to the buyer.

Frankness on the part of the sales-
man who feels he does not have the |
right vehiele to sell, or currently avail- |
able, does pay off in the long run. By
doing this, the buyer learns to trust the |
salesman’s knowledge and sincerity on
future proposals. Many times I have
asked the advice of these salesmen who
have displayed this frankness and sin-
cerity, and I have been aided and
sometimes guided by their knowledge.

When a salesman has an established
program to sell and sells it, that is one
thing; but, when he has a new pro-
gram with a brief history or none at
all, and he sells it. he’s done his job
and done it well. Such was the case of
a pitch made to me over two years ago.

Tv program availabilities were re-
quested from all the stations in one
of our Kaiser-Frazer Dealer Associa-
tion’s markets—and this was a highly
competitive market in respect to the
number of stations as well as the type

(Please turn to page 114)

Miss Stark
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Passing lures don’t take away our listeners. We stack

up . . . for we carry the 20 top-rated programs, day
And for faithful listening, WBNS has
lasting appeal — a greater tune-in than all other local

and night.

stations combined!

| ASK
' JOHN BLAIR

io

COLUMBUS, OHIO

CBS for CENTRAL OHIO |
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Firm

City

Name

| -

For the Photographer

$780
$390
$220
$150

SLUNEUH 40 EAST 49TH STREET

(one-time rate)
(one-time rate)
(one-time rate)
(one-time rate)

State -

NEW

For the Ballplayer

For the Journalist

YORK 17

Please reserve following space in SPONSOR’s 195t Fall Facts Issue.

double-truck
full page
half-page
third page

frequency
discounts

apply!

FPor the Violiniet

\ For the Laborer

Advertising deadline 28 June

Extra press run!
Extra merchandising!
Extra readership!
Extra practical use!

Extra long life!



|
|
|

[
|
' fall and winter are different and how to cash in on the difference. They get

1l

W e're not stretching it. The Fall Facts Issue (this is our
| eighth) is invaluable to timebuyers, account executives, ad managers,
radio and TV directors, station executives. Nowhere else can they get

best-buying tips, costs, trends, directories. Nowhere else can they get

1954 Radio Basics, TV Basics, Film Basics. Nowhere else can they learn why this

this (and much more) while they'vre burning midnight oil making fall and winter
decisions. The 1954 Fall Facts is all meat. It's 1009, geared to buyer use.

Anything that doesn’t fit the use requirement is out.

That's why your advertising message should be in.
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73.0060 viewers enter WEFIL-TV contest in 30-day period

\ contest condneted by WFIL-TV
Philadelphia. drew a total of 75,000
letters and cards from viewers in a one-
nouth period. the station reports,

I'o enter the competition. viewers
had 1
g scaled container. and fimsh the

e~timate the namler of heans

<entence. ' proud 1o be an \meri-
can because. . . .77\ new Nash Metro-
politan was the prize.

The  contest  was<  publicized  on
W EFIL-T\ s Stop, Look: and Listen au-
dience participation show with Tom
Moorehead. telecast across-the-board.
Constant visual and aural promotion
of the new Naxzh built up local demand
for the model.  Acecording 10 ], k.

Lamy, Philadelphia zone manager for
Na=h. the contest helped local dealers
<ell all available Metropolitans with-
in three dayvs,
W FIL-TV
m entries from more than 40 counties
i the four-state WFIL-TV coverage

mail tabnlators checked

area. The winning entry was submit-
ted by a Pitman. N. J. housewife. Mis,
William Quigley Jr.. who was just two
short of the actual number of beans
in the container.

The contest was promoted by news-
paper ads. announcemeuts and a series
of non-televised versions of Stop. Look

and Listen in the station’s coverage
area. * ok k

WOWO stays up all night broadeasting high school prom

About 200 teenagers recently kept a
30 kw. radio station on the air all
niglt.

Reasoun for the dusk-to-dawn stanza
was the Columbia City (Ind.) annual
junior-<enior high school prom. Broad-
casting a prom attended by 200 teen-
agers (Columbia City has a population
of 5.0001 might seem to lack news sig-
nificance to =ome people. But Carl
Vandagrift. generalinanager of WOWO,

Fort Wayne, which broadcast the pro-
gram, said, “You must be a Hoosier
. . . to be able to understand the Co-
lumbia City party.”

The Rural Electrical Membership
Corp. understood it well enough to pay
5800 to sponsor the show. During the
program- -which ran from 10:00 p.m.
Friday to 5:30 a.n. Saturday-—each of
the 200 teenagers at the prom had a
chance to ~peak on the air. R

Announcer Cal Stewart interviews high school senior. Each of the 200 teenagers was on air

66

FCC 20 years old 19 June,
regulates 5.8308 stations

The Federal Communications Com-
mission celebrates s twentieth birth-
day this week (19 June).

In Junuary 1935, a few months af-
ter the FCC began operations. there
were 623 commercial radio stations
and 30,000 licensed engineers. Today.
there are 5,808 am, fm and v opera-
tion~ and 713,000 engineers which
come under its jurisdiction, A total
of 1.100 eniployces and an annual bud-
zet of 571 willion are required today
to conduct FCC business: i 1935.
233 employees carried out its work
with an annual budget of 1.8 willion.

The FCC is composed of seven com-
mi~~ioner> named by the President and
approved by the Senate. In the realm
of broadcasting the FCC's work is:

o Setting aside groups of channels
for the various am, fm and tv services
and assigning specific channels for the
transmissions of individual stations,

o \Making and enforcing rules and
regulations and engineering standards
as well as selting up new policies as

new developments occur. * k%

Johun J. Gillin Jr. in
Radio Pioneers Hall of Fame

The late John J. Gillin Jr.. pioneer
radio broadcaster. former president
and part owner of WOW. Omaha. re-
cently wa= awarded membership. in
the Radio Pioneers Hall of Fame. A
scroll citing his “lifetime of devotion
to the development of radio and tele.
vision in the public interest” was ac-
cepted by his =on. John J. Gillin 111,
al a special dinner.

John Gillin Jr. began his radio ca-
reer at the age of 19. gpent 21 of his
20 vears in radio at WOW. Starling
out as an announcer. he advanced to
program director. commercial man-
ager, and in 1934 hecame general man-
ager. In Januvary 1943 he Lecame pre--
ident as well a< general manager. He
hecame a member of the Radio 1’io-
neers in 1949,

At the age of 29 he was elected to
the board of directors of the National
Association of DBroadcasters and wa-
reelected for successive terms totaling
14 years. During his tenure in oflice
e worked to establi-h ~ound husine-s
principles and high ethical standards
in hroadcasting. * ko

t Please tarn to page 79)

SPONSOR
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Stack displays in 43 big

* .
supermarkets serving all of
metropolitan Los Angeles.

Advertiser’s product will bear special
shelf or stack markers identifying
it as “A KMPC Value.”

Posters throughout all 43
markets publicizing KMPC
as “The Food Station.”

Easel boards featuring KMPC
personalities who will be airing the
advertiser’s commercials.

Special KMPC badges worn by all
market clerks and check-out girls.

Special reference to KMPC in all
newspaper advertising and Special
Value Sheets of all 43 markets.

Food Special banners featuring KMPC
throughout all of the markets.

Investigate today!

“The One-Station Network”

710 ke - Los Angeles

50,000 watts days « 10,000 watts nights
GENE AUTRY, President « R. 0. REYNOLDS, Vice-Pres. & Gen, Mgr

*Available to only 13 advertisers having a product already carried Represented nationally by A. M. RADIO SALES COMPANY
by Thriftimart Food Markets New York » Los Angeles « Chicago
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WEED & CO., National Representa

The 10 county

Coffeyville trade

territory is a major

market of 271,300

people. 50% larger f

than Wichita or .

Tulsa. Check your

sales potential in

the Southeast Kan- |
sas-Northeast kf"
Oklahoma market b
and you will be

truly amazed. ( f
KGGF has served

this hometown area -
for 24 years. With |
10 KW on 690 KC, |
KGGF delivers a

primary coverage of

87 counties in Kan-
sas, Oklahoma,
Missouri and Ar-

kansas, with a

.

population of

2,750,000.

690KC  ABC

COFFEYVILLE, KANSAS

tives
2

F. Kenneth Beirn

President
Biow Co., New York

agency profile |

Ken Beirn. president of Biow. say~ that he got into advertising
through chemistry.

“When I was a chemistry major at Yale I was impressed by the
seedy appearance of my prof’s assistant—a meek. shabby little man
i a worn grey suit who might have been making $25 a month!”

Horrified by this prospect, Beitn quit chemistry and got into ad-
vertising, only to see a picture of the “shabby little man™ in the
papers a couple of vears ago: “lle'd ju:t discovered plutonium!”

Philosophically Beirn draped his large. athletic frame over the
arms of a deep. print-covered armchair in his office. “l guess I'm
doomed 1o be a hairshirt,” sighed the executive head of Biow, “T'm
the worrier of this organization.’

Beirn’s worry is steering an agency with more than $30 million
in billings. Biow Co.. with 607 of its total billings in tv. ranked
fifth highest among air media agencies in 1933 hillings. (For 20
top radiotv agencie= see SPONSOR. 28 December 1933.)

“The purpose of Biow management,” Beirn explains. “is to adapt
agency management to the creative men who're essential to our
business. giving themn all the freedom they need. but channeling it.

“Until about six vears ago VMilton Biow might have said ‘the
agency in the last analvsis is the length and breadth of niv shadow.”
Since then he got around him<ell a fairh strong group of opera-
tors. a group of characters. let us< say. who have track records of
their own. This group has helped us keep the balance between
showmanship and sound husiness.”

Beirn walked over to his desk. picked up a pack of Philip Morris
and ripped off the cellophane with a ~weeping gesture. The silver
foil suapped open. Beirn giiuned.

“We're heavy in tv Decau.e this ageney helieves in hard sell—
and demonstrating a product on tv is probably the most eflective
hard sell. Not that oue medium can replace another. but todayv e
national package goods advertiser can afford to stav off tv.

“Color will make tv even niore indispen=able.”

Beirn walked over to the window and ~pun the globe resting on the
sill. [Us there as a reminder to him of his abortive carcer a~ a deck
hand on an Isthmian Steamship freighter that took him around the
world right after he qnit being an undergraduate chemist. % * *
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GREENVILLE, NORTH CAROLINA

LHANNEL 9
Primary [:BS Affiliate

The only VHF station covering the rich Eastern Carolina
market FULL TIME (7:00 A.M., through) with 100,000 watts.

RETMA SET COUNT, MAY 1, 1954

57,032

. « . and growing every day!

Indicating important audience — and advertiser — acceptance, WNCT
was one of the Nation’s fastest stations to go on full-time operation.
3 months after opening, WNCT was able to start full-time schedule
beginning at 7:00 A. M.every day.

Its 874 ft. tower is the tallest in the Carolinas.

WN':T GREENVILLE, N. C.

A. Hartwell Campbell, General Manager

JOHN E. PEARSON CO., NATIONAL REPRESENTATIVE
JAMES S. AYERS CO., SOUTHEASTERN REPRESENTATIVE
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4 ways you can use this

valuable SPONSOR feature

In every issue of sPoNsor you will find the handy,
up-to-date listing of new tv station grants which appears
below. llere’s how this compilation can help you.

1. You can plan campaigns far in advance by check-

v TV

W

ing on-air target dates given in chart.

2. Names of permitee, manager and rep for each
new c.p. and station make it easy to get additional data

3. List of all stations newly on air with commercia

I. New stations on gir¥®

)

programing during two weeks preceding issue is handy
reference list to update timebuyers.

4. Box score at bottom of page is succinct summary |
of t’s status. Includes total number of U.S. stations.

i ON-AIR | _POWER (Kw)™* | e S SETS IN d
-Al NS. :
CITY & STATE LeftRs | SRS DATE VISUAL | AURAL I AFFILIATION | ON ATR | MABKET! |PERMITEE & MANAGER REP
CORPUS CHRISTI, TEX. | KVDO 22 15 June 20 N 1 7vhft  Galal Bead Tv Co Youn
A. 0. Lerma. vo.
E. E. Mireies, sec.
M. L. Rsmirez, treas.
ENID, OKLA. KGEO-TV 5 10 June 100 50 ABC 1 40 vh¥ SG‘:::;: gt‘:::{:"‘;:u et Pearsen
Br‘{uee’: l'»:“NWAllan. v.0.
Robert M. Greer, set.
W. P, Schefle, treas.
GRAND JUNCTION, KFXJ-TV 5 30 May 1.3 0.7 ABC, Du M, 1 NFA \:‘I::toé'n Ha?lf ’B"cs‘.lc. Hoiman
coLo. NBC Laura Howelil, v.p.
Ruth G. Howell, sec.:
treas.
E. A, Thomas, exec: v.f.
II. New constraction permits*
POWER (KW)** SETS IN
CITY & STATE LeAERs PSS ERANT TARGET || VISUAL | AURAL SoNAlR MABo) T [PEAMITEE & MANAGER e
OAK HILL, W. VA’ WOAY.TV 4 2 June 1 Sept. '54 25 15 0 NFA  Robert R Thomas Jr.t
III. Addenda to previous listings

Since sroxsor’s 17 May 1954 list, four
more television station grantees have left
the air but retained their permits. Eleven

OFF THE AIR

ELMIRA, N. Y., WECT, uhf ch. 18 (began operat-
ing 30 Sept. 1953; suspended operations 26
May).

MONROE, La., KFAZ, uhf ch. 43 (began operat-
ing 11 Aug. 1953; suspended operations | May].

PHOENIX, Ariz., KOY-TV, vhf ch. 10 (share time]).
Station merged with KOOL-TV (began operat-
ing 19 Oct. 1953; authorized to merge 5 May).

PUEBLO, Colo., KDZA-TV, vhf ch. 3 (began oper-
ating March 1953; suspended operations 21
April).

C.P.'s VOIDED
BECKLEY, W. Va., WBEY, uhf ch. 21 (FCC can-
celled c.p. for lack of prosecution).

more stations have had their c.p.’s voided
by the IFCC. This raises the numnber of
stations which have returned c.p.’s to the

COLUMSBIA, Miss., WCBI-TV, uhf ch. 28 (grantee
requested c.p. cancellation).

GOLDSBORO, N. C., WTVX, uhf ch. 34 (grantee

requested c.p. cancellation).

GREENWOOD, S. C., WCRS-TV, uhf ch. 21

(grantee requested c.p. cancellation).
MARSHALL, Tex.,, KMSL, uhf ch. 16 (FCC can-
celled c.p. for lack of prosecution).

MERCED, Calif., KMER, uhf ch, 34 (FCC can-
celled c.p. for lack of prosecution).

NEW BRUNWICK, N. J., WDHN, uhf ch. 47
{(grantee requested c.p. cancellation).

PADUCAH, Ky., WTLK, uhf ch. 43 (FCC cancelled

c.p. for lack of prosecution).

U. S. stations on air, incl.
Honolulu and Alaska (V June

'54) 376
Markets covered 231

BOX SCORE

FCC to 80. During May six tv station
went off the air: only five stations bega
operating during the month.

PHILADELPHIA, Pa., WIP-TV, uhf. ch. 29 (grantes
requested c.p. cancellation).

SPARTANBURG, S. C., WSCV, uhf ch. [7 (grantet
requested c.p. cancellation).

TRENTON, N. J., WTM-TV, uhf ch. 41 (FCC can,

celled c.p. for lack of prosecution).

CORRECTION
Under “New construction permits™ in SPox
sor, 19 April. page 120, WUSN-TV &
listed with the tv representative incorrect
Iv. Southeastern representative for the sta
tion will be James S, Ayers Co.. Atlanta
No national rep has been appointed.

¢

Post-freeze c.p’s granted (ex-
cluding 30 educational grants:

4 June 34) o 46°
Grantees on air 268

Tv

’54)

homes in U'S. (1 April
.. 29,495,0005

U.S. homes with tv sets (1

April '34)

H2048§

“Both new c.p."s and stations going on the air listed here are those which occurred between
21 May and 1 June or vnp win h intermetion co id be obialned in thal pertiel  Staljong are
ronsidered L0 be on the alr when commercial operstion starts, °**Power of c.p.’s s thst recorded
in FCC applications and smendmenis of individual grsntees. tInformation on the number of sets
In markets where not designated as heing from NBC Rcsearch, concists of estimsies from the
stations or reps and must be deemed approilmate. §Dats from NBC Research and Planoing.
Percentages on homes wilh seis and homes in v coverage aress are considered approximate %ln
most cases, the representative of a radlo station which is granted a c.p. also represents the new
tv operstion. Since at presstime it 1s generally too early to confirm tv represenialions of most
eraniees. SPONSOR lists tha reps of the radio statlons in this column (when s radio siation bdas
been given tha tf grant)., NFA: No figures avatlable at presstime on sets in market

70

INoturee 1

Walter Thompson Co  genorl on ty hovsebolds in the U R as of 1 Jan. 1954

“Ren’s cstinate hased on set sales and RETMA figures.

R, ¢

Beckler W Ya.

1Grant made possihle by dismissal of competitive appliceiion of Joe L. Smith Jr, Inc., wherebl

it pavs mith firm $5.000 to reimburse 1t for actual expenses in prosecuting
sppilcalion. Smith firm alsu recelves oplbg fur four years to purchase 0%
utstanding simk o oration to he formed Ly Robert
ouid be tealoner Frieda Hennowk

Hsimntssed

ed a
“hich t

% (oA
ir la

) heves
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Basic Affiliate Harrington, Righter & Parsons, Inc.
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They Sing A Prosperous Song

Msseprappes

i ——_
By
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Dovetail bits hum about payrolls and profits as they work for the
growing furniture industry in the South's Prosperous Piedmont.

Industry and agriculture team-up to make the mighty Piedmont
section of North Carolina and Virginia one of the fastest comers in
the nation. And WFMY-TV is the Prosperous Piedmont’s most
viewed station.

The 1,700,000 people in WFMY-TV’s 31-county area have over 2 bil-
lion dollars to spend . .. and they're ready, willing and able to spend it.
Let your H-R-P man tell you the success stories of flourishing products
sold over WFMY-TV in the Prosperous Piedmont.

Team your product with WFMY-TV and you'll sing a prosperous
song, too. Call your H-R-P man today.

. <'\

uwsm%!

f e n

GREENSBORO,
Represented by

New York — Chicago — San Francisco

mv i stosrue ‘

§ wmsrou su(__l’my h+ _'J[- v
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A WILSGION  DUSHAM
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$100,000 PROMOTION
- FOR CROSLEY GROUP

e
s ADVERTISERS!
A X I 1
i ." = it o= o, e, oSGl iy, dep ]
e
e iiie, - i ;
.n«-g: r : :1:;,11
122 assases
:I’.r { - .
Dynamite summer sales! With a
] steady barrage of hot programming, dynamic
N contests, a great new merchandising plan, that
makes every summer day a sizzling selling
~ . . = \
day for Crosley Group advertisers.
l 7
4 —3 ’ S
,Jr é ‘é‘_ e
. /// \ 2

Capture Summer Audiences!

Intensified programming retains top shows right through the
summer, builds fresh, new shows. Exciting, electrifying contests
loaded with irresistible prizes—stimulate viewer-listener

- incentive, make ‘em watch, listen, go out and buy!

Move The Product!

An unusual boxtop-label premium offer will promote all

Crosley Group advertised products. And only those advertised
products will be eligible for the special offer. Each identified @
merchandised as the key to an exciting Operation Sunburst
premium—in all major retail outlets, including super

markets, drug, hardware and jewelry stores,

leading department and variety stores! |



Write, wire, call your Crosley Group representative.
Get all the facts about Operation Sunburst for 1954. Hop to it!
All.SELL is going to break loose any day now!

L—

| Radio

the CROSLEY GB-O"P | Atlanta

Columbus |
Dayton
Cincinnati

EXCLUSIVE SALES OFFICES: New York, Cincinnati, Dayton, Columbus, Atlanta, Chicago




[o]
D SH ratings of top s
Chart covers half-hour syndicated film prira
- - e — . ——— |
i Top 10 shows in 10 or more markets | 1
fan Put Period 1-7 April 19541 Averags WARKETS | 4-STATION MARKETS 3.STATION MARK B
TITLE., SYNDICATOR, PRODUCER, SHOW TYPE U N, LA | Bosten Chl.  Mpls.  Seattle St L. wash | Atlants  Bait Bufale Cf o
| 13.4 8.4 2
. . vis B ireisc . P . - 19.3 9.9 20.3 16.8 44.3 6.5 80 19.8 53.0 3:
1 H ' L« ‘, T'Il’( ¢ "'L( S Ziv ‘D) ‘30'7 wnbt kahe-ty | wnac-ty  wgen-tv kstp-tvy  ktnt -ty ksid (v wtop-ty wiw-2  wbal-ty when tyv wil
E a — 1‘0:30pm 9.30pm [ 7:00pm 9:I§Opmi00p_m 7:30pm 10 00pm 10:30pfn 10-30pm 10:30pm 9:30pm BQO"L
| ) L . v = 1704 99| 205 183 210 203 448 11.2 |53
2 ‘ 1 Farorite 's"’ry’ Liv ‘D) =gl wnbt kit fwnac v wohq  weeo-tv king-tv ked-ty - wtop-tv |y o0, o
10:30pm B:00pm | 10:00pm  9:30pm  5:00pm < 0tpm 9 30pm 10 80()_m' 7-00pm 1
) 14.7] 14.5 22.3 30.5 ! i
317 Kit Carson, MCA, Revue Prod. (W) 21.5 . 16.8 10.5 26.5
abe-tv § wnar-ts king tv ked-tv wiw 2 wmar-ty wben-tv
7:30pm | 6:00pm 6:00pm  2:30pm 6:00pm 6:00pm 3:00pm )
I 1.0 139] 165 154 9.3 183 333 124|128 153 23
-1 3 Cisco Kid, Ziv (W) 20.. f“-‘bnbl kabe-tv § wnac-ty  whkb  weeo-iv  komno-tv ksd-tv  wmbw Boaoaiv abal-ty o
3:00pm 7:00pm | 5:30pmn 4:30pm 5:00pm 7:00pm 4.}!0111: 6A809mv 7:00pm 7:00pm 811
| 15,5 1s5.7|17.0 17.2 83 235 288 135|225 17.0 41.0 1!
{ | .1} Supermian, Flamingo, R. Maxwell (K} 20.: wnbt  Kabe-ty | Whac-tr abkb wero-tv king (v ked-ty - wabv B oaih i wbal-tv wben-tv wkr
6:00pm  5:30pm 6:30pm  5:00pm  5:00pm 6:00pm  5.30pm 7:00pm 7:00pm 7:00pm T:00pm 6
O ) ) 45 115|188 5.5 153 203 9.5 9.8 40.3 2.
G 3 City Detective, MCA, Revue Prod. (D) 19.9 S wat | Bl SR o B weanilh wmarte ity T
l B 7:30pm 10:00pnd 10:30pm 8:30pm 10:00pm 10:15pm __-1:309|;n' 11:00pm 10:30pm 94
| , , 107 17.7] 14.5 120 30.3 20.2 |15.3 18.8 I
7 I 10 Badge 7'4’ NBC Film (D) 19.8 wor-tv kttv wnac-tv  wgn-tv king tv wnbw || wlw-a wbal-tv wi
9:00pm 7:30pm { 2:00pm 8:00pm 9:30pm 7:00pm [ 9:30pm 10:30pm 10:
) . 15.9 521 20.3 157 21.0 158 200 13.5 103 6.5
89 Foreign Iutrigue, JWT, Shel. Reynolds (A) 17.7 wnbt  knbh | whz tv  wnba  kstp-tv King v Ksd-tv  wnbw ] wega-ty Tty
20.30pm  7:00pm | 10:30pm 9:30pm  9:30pm  8:00pm 11:00pm 10:30pm L'I:OOpm X:00pm
o __ |17 107 18 8.3 18.8
8| 8 Range Riders, CBS Film, Flying "A" (W) 17.7 knbt  daxt | wisr-te T KomT
] 6:30pm  7:00pm J 6:30pm 5:00pm 7 :60pm
l N 6.0 104 9.3 11.2 153 9.3 30.0 10.7 8.3
10 Ramar of the Jungle, TPA, Arrow [(A) 16.4 wpix ktty | wbz-tv  whbkb  weco-tv  ktnt-tv  ksd-tv  wtop-ty ‘whul-tv
i 6:00pm 6:30pm } 12n00n  4:00pm  2:30pm  6:30pm 2:30pm  6:30pm 5:00pm
Sank PR Top 10 shows in 4 to 9 markets e )
1.9
1| .2 Craig Kennedy, L. Weiss, A, Weiss (M} 20.9 —
7:00pm
8.4 16.3 48.3
2 Vietory at Sea, NBC Film (Doc.) 19.9 knbh P —
10:30pm 6:30pm  8:30pm
9.7 7.4 ]
3 Mr. Distriet Attorney, Ziv (A) 18.1 § .. " 4
7:00pm 10:30pm 10
1 ] 10.4 1051 13.3 29.8 16.5 15.5
4 1 3 | Hopalong Cassidy, NBC Film (W) 18.0 | vt kv | worets T St
I Ji1:45am 7:00pm J 6:30pm 6:00pm 6:30pm 7:00pm
| ) . 1.5 12.5 37.0
3| 2 | Your All-Star Theatre, Screen Gems (D) 17.5 wiar-te i i
I 7:00pm 10:30pm 4:30pm
I . 1.5 1.
' Heart of the City, UTP, Gross-Krasne (D) i16.8 Komo-ty wk
l 9:00pm 9:¢
1 - 2.9 12.0 28.8 1.
i !I 6 Cowboy G-Men, Flamingo, United Arfists. (W) 1i.6 ‘;a;)gp: xa\'cggp:; ll;sgogn -]u:
7 I N_‘ - s 13.0 17.7 11.0 23.8 6.5 11.5
# a | Awos Tt Andy, -G8 Fim (C) B G B o
| o . S T — — | -
I , tool h B 3.0 2.9 11.8 12.7 23.0
oe¢ Palooka Story, Guild Films (A 3. - komo- t b ben-
” | ! i Jdhon 611 R
T . 129 3.7 19.0 39.0 6.2
10 Waterfront, UTP, Roland Reed (A) 13.7 Kuty whkb king-tv  ksd-tv  wtop-ty
: ¢ 7.30pm 10:00pm 9:30pm 10:15pm 7:00pm =
Show type symbols: (A) adventure; (™) comeds: (Doe) documentary; (12) drama; (K) kid show; sbove. lank space Indicates Slm not broadcast in this market 1.7 April 195§, Whi

(M) mystery; (W) Western. Fllms listed are syndieated, half hour Iengih, broadeast in four or
wore markets. The average rating 1 an ynwotghted sverage of indivtdusl market ratings listed
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e true to much lesser extent with syndicated shows.

shows are fairly steble from one month to another in the markets in which they are '#
This should bs borne in mind
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A
3-STATION MARKETS 2-STATION MARKETS
1
u;gytvn Detroit Milw'kee Phlla. 8. Fran. Birm. Charlotte New 0.
77.8 158 47.0 150 22.0 | 32.5 57.3 52.3
)
fo-tv wibk-tv wtmj-tv wcau-tv Kkron-tv wabt whtv wdsu-tv
4 0(1’)111‘7 10:30pm  9:30pm  7:00pm 10:30pm J 9:30pm 8:30pmm  8:00pm
N 15.0 6.3 57.0 50.8
wibk-tv kgo-tv whiy wdsu-ty
101:300m 7:00pm 9:00pm  9:30pm
173 11.8 38.0 17.0 20.8 | 27.5 35.3
‘l“’~é wjbk-tv wtmj-tv wptz kron-tv wabt wbtv
Mpm 6:00pm 5:00pm 6:30pm 4:00pm § 6:0ipm 5:30pm
3 25.0 38.0 21.7 34.5 27.0
. wxyz-tv  wimji-tv wean-tv whty  wdsu-tv
GI 7:00pm 3:00pm 7:00pm 11:00am 5:00pm
.3 17.0 27.5 27.4 12.8 } 28.0 34.0 25.0
wed  wxyz-tv wtmj-tv weau-ty  kgo-tv wabt  whtv wdsu-tv
Jopm 6:30pm 4:0Upm 7:00pm 6:30pm | 6:00pm 5:30pm  5:00pm
1.0 103 383 22.3 57.0
o-tv wjbk-tv wtmj-tv wabt x.vhtv
;4 :0pm 10:30pm Y:0Upm 9:30pm  8:00pm
]
-
uy.O 22.3 19.0 21.2 27.0 | 225 52.3 15.0
v-d  wwj-tv  wean-ty weau-tv  kpix ‘whre-tv \‘vbtv wd'su—tv
m' 0pm 7:00pm  9°30pm  6:30pm 9:0?111 9:30pm 10:00pm 11:30pm
12.3 9.3 ] 23.0 58.5
'jbk - kzo-tv wbre-tv - whtv
‘;)Jsllfpg 4:30pm [ 9:30pm  9:00pm
16.0 14.5 16.3 27.5 42.3
wxyz-tv wean-tv wptz kpix wdsu-tv
T:)upm 7:0Upm 6:00pm 7:0Upm 6:00pm
[
T 153 278 103 11.8 | 31.0 368
wiyz-tv wtmi-tv wfil-tv  kgo-tv wabt whbtv
I 6:30pm 12:3Upm 6:00pm 6:3upm B 6:00pm 6:00pm
10.0 17.0 54.5
wibk-tv wcau-tv wdsu-tv
71:00pm 6:00Dm 9:00pm
T 125 345 12.2 17.0
wwi-tv  wtmj-tv  wfil-tv  kron-tv
6:30pm 5:00pm 7:00pm 7:.0upm
1.0 175 21.3 8.2 54.5
w-d wwj-tv wtmj-tv wptz wbtv
'F)pm 10:30pm 10:3Upm 10:30pm 8:00pm B
1 9.3 18.3 38.3
wfil-tv wbre-tv whtv
5:00pm t:upm  5:30pm
12.3 17.3 39.3
i WIyZ-tv kron-tv wdsu-tv
I 7:00pm 10:30pm 10 :0Upm
12.5 9.0
wibk-tv kgo-tv
1:30pm 6:00pm
16.8
kpix
7:30pm
36.8 6.3
wtmj-tv kpix
5:00pm 4:30pm
8.8
kgo-tv
9:00pm

e
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rends, from one month to another in this chart, *Refers to last

o 1(1)(’ blank, show was not rated at all in last chart or was in

Precision
Prints

YOUR PRODUCTIONS
BEST REPRESENTATIVE

CLOSE CHECK ON
PROCESSING
Picture and sound results are held
to the closest limits by automatic
temperature regulation, spray devel-
opment, electronically filtered and
humidity controlled air in the dry-
ing cabinets, circulating filtered
baths, Thymatrel motor drive, film
waxing and others. The exacting
requirements of sound track devel.
opment are met in PRECISION’S

special developing machinery.

YOUR ASSURANCE OF
BETTER 16mm PRINTS

16 Years Research and Specialization in every phase of 16mm processing,
visual and aural. So organized and equipped that all Precision jobs are of the
highest quality.

Individual Attention is given each film, each reel, each scene, each frame —
through every phase of the complex business of processing — assuring you of
the very best results.

Our Advanced Methods and our constant checking and adoption of up-to-
the-minute techniques, plus new engineering principles and special machinery
enable us to offer service unequalled anywhere!

Newest Facilities in the 16mm field are available to customers of Precision,
including the most modern applications of electronics, chemistry, physics, optics,
sensitometry and densitometry —including exclusive Maurer-designed equip-
ment — your guarantee that only the best is yours at Precision!

= b ]
Precision Film Laboratories —a di- ’ ) B
vision of J. A. Maurer, Inc., has 16 d ] 1

years of specialization in the 16mm

field, consistently meets the latest de- , J !

mands for higher quality and speed. i :

HLm LABORATORIES, INC.
21 West 46th St., |
New York 36, N.Y. :
U 2-3970
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TEA COUNCIL

(Continued from page 13

creased sales, it ntay far esceed that.
Of itc total enrreut funds tabout
&1.600.000), the Conucil spends ap-
proximately 757 on advertising  all
in spot v and the remaining 25
on merchandising. sales  promotion.
publicity, research and operations.
Before plunging wholeheartedly into
spot tv in the fall of 1952, the Council
had tried other media. 1ot Tea was
promoted via full pages in Life plus

newspaper supplements on the local

level; leed Tea also had Life sapport
plus billboards in 33 key markets. But
the Council wasnt satisfied. It was
looking for a less expensive mediun
that would meet its specialized needs.

It was during the 195152 ot Tea
season that the Council hacked a spe-
cial tv advertising test in Syracuse. It
wa~ conducted by Dr. Hans Zeisel, then
rescarch director of the erstwhile Tea
Bureau (now Tea Council research di-
rector) m cooperation with the lLeo
Burnett rescarch department. The ac-
tual field work was done by the Fimo
Roper research organization.

&

IIIII””“HIIII

11— -

LR

X W Attiliated with
NBC—DUMONT

Full Time
Network Facilities

PROCRAMS OF OTHER NETWORKS
ACCEPTED ON THE BASIS OF AVAILABILITY

*ARB Marcn-April UHF-VHF Penetration Re-
port states that Tulsa is the first dual
market in any ARB study to have a con-
version as high as 17.7% before going
on the air. Also the first market to have
a conversion as high as 25% after less
than one month’s operation.

KeEE | 23

Represented By

THE BOLLING COMPANY

New York

- Chicago — Boston — Los Angeles — San Francisco

76

The test ran 20 weeks from 15 Oc-
tober 1951 through 15 April 1952, A
saturation schedule of 15 announce-
meuts a week bhased on the themne
“Take tea and xee” appeared on
WHEN (now WHEN-TV) and WSYR-
I'V. The object was to measure the
actual tea consumption of two groups,
one of which wax exposed to tv adver-

and another

tising, control  group
which was not.
Among the results recorded at the

end of the test: lu tv homes. tea con-
increase  of
12.37 ; in non-tv homes, a decrease
of 6.37%.
was up 20.297 in tv homes. up only
0.2% in non-tv homes,

This was enough for the Council.
It was tv full steam ahead—with no
less than 10077 of the advertising bud-
get. And it’s been that way ever since.

sumption  showed an

At dinner only. consumption

The Council considers ot Tea and
Iced Tea as two separate products re-
quiring two different campaigns. It
found that people drink an iced bever-
age for entirely different reasons than
they do a hot beverage; in fact, the
two compete. Of total tea consumption
in the U.S.. 657 is consumed as Hot
Tea. 359 as Iced Tea.

Under the new vear-round policy.
the Iced Tea commercials will run for
as long as the weather stavs warm.
and as the weather turns chilly in in-
dividual markets the Hot Tea pitches
will be substituted.

The Hot Tea approach i= aimed at
educating people to brew tea properly
and at developing more people who
drink tea as a matter of habit. The
Council found that 40% of people
never drink hot tea. 5177 drink it
sometimes and 19 ¢ drink it every day
as a matter of habit. This 1977 uses
5% of the tea.

The Council’s theory is that when
tea is made properh—with one hag or
spoon per cup and not less—it leads to
greater liking and satisfaction and pro-
motes tea-drinking. especially in com-
petition with coffee.

There is no question of the availa-
bility of tea in the home. It is on 867
of all pantry shelves. The problem is
to get it off the shelf and into the tea-
pot. The Hot Tea commercials lure
viewers to take such action by promis-
ing a real “pich-up” and stressing the
“hot and hearty ™ qualities of the bev-
erage. The copy in a typical 20-second
animated-cartoon commercial runs:

tPlease turn to page 80)
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Here are the newspapers carrying
our weekly TV schedules in the

M
Land of Milk and Honey

WISCONSIN

Denmark Press

Berlin Shopping News
Berlin Journal

Plainfield Sun

DePere Journal-Democrat
Markesan Herald
Clintonville Tribune-Gazette
Marion Advertiser

New London Press-Republican
Weyauwega Chronicle
Antigo Daily Journal

New Holstein Reporter
Waupaca County Post

Kiel Record

Oshkosh Daily Northwestern
Oshkosh Shop-O-Gram
Green Bay Press-Gazette
Green Bay Farmer's Friend
Door County Advocate
Algoma Record-Herald
Sheboygan Press

Manitowoc Herald-Times
Oconto County Times-Herald
Oconto Daily Reminder
Stevens Point Daily Journal

Wisconsin Rapids Daily Tribune L

Marinette Eagle-Star
Shawano Evening Leader
Waupun Leader-News
lola Herald

Milwaukee Sentinel
Milwaukee Journal i‘lﬁ
Ripon Press

HAYDN R. EVANS, Gen. Mgr.
Rep.: WEED TELEVISION

14 JUNE 1954

Twin City News-Record (Neenah)
Portage Daily Register.

Plymouth Review

Little Chute Tattler

Montello Tribune

Wausau Record-Herald

Ripon Commonwealth

Fond du Lac Commonwealth Reporter
Green Lake Reporter

Vilas County News-Review (Eagle River)
Beaver Dam Daily Citizen .
Wisconsin State Journal (Madison)
Baraboo News-Republic

Princeton Times-Republic

Mauston Star

Brillion News

Marshfield News-Herald

Rhinelander Daily-News

Waushara Argus (Wautoma)

Fond du Lac Times

Sheboygan Co. News (Sheboygan Falls)
Appleton Post-Crescent

MICHIGAN

Iron Mountain News
Frankfort Patriot

Traverse City Record-Eagle
Escanaba Press

Cadillac News

Manistee News-Advocate
Menominee Herald-Leader
Petoskey News Review
Benzie Record (Beulah)
Ludington News
Muskegon Chronicle
Manton Tribune-Record
Hart Journal

Crystal Falls Diamond Drill

Marquette Mining Journal

Stephenson News
Gladstone News
Benzie County Patriot (Frankfort)
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Pulse Again Proves (February, 1954)
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hvoln IS YOUR BEST BUY
in Oklahoma’s No.1 Market

THE PULSE, INC. 100% YARDSTICK THE PULSE OF TULSA
Radio Station Audiences by Time Periods February, 1954
MONDAY-FRIDAY
Station 6 AM - 12 Noon 12 Noon - 6 PM 6 PM-10:30 PM
KVO0O 33 38 45
""B" 2] 18 23
i o 20 21 15
“p* S 5 5
i 9a 10a *
i 9 5 é
Misc. 3 3 - l
Total Percent 100 100 100 1

Average V4 hour
Homes using radio 17.9 20.4 20.0

a Does not broadcast for complete six hour period and share of audience is unadjusted
for this situation

* Not on air

By every measurement of audience size, audience response, audience loyalty, KVOO always leads.
Since 1925 KVOO has been the dominant Voice of Oklahoma and this latest Pulse report shows KVOO

still in front.

KVOO alone blankets the important Tulsa Market Area, which is the No. 1 Market in Oklahema by
all factual ratings, and in addition provides concentrated coverage in the rich adjoining counties of
Kansas, Missouri, and Arkansas.

See your nearest Edward Petry & Company office for details of time availabilities.

RADIO STATION KVOO

NBC AFFILIATE
EDWARD PETRY AND CO.., INC. NATIONAL REPRESENTATIVES

OKLAHOMA'S - GREATEST STATEO_N

%

TULSA. OKLA.

50,000 WATTS

SPONSOR |
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ROUND-UP
(Continued from page 66)

WRGB, GE, honor Reagan
with reception, dinner

WRGB, Schenectady, recently held
a reception and dinner for movie star
Ronald Reagan, who will host a new
dramatic series, the General FElectric
Theatre, beginning next fall.

The program will be telecast over
120 stations on the CBS TV network.
according to the sponsor. GE an-
nounced its forthcoming sponsorship

The-Ma—yo? (1) and Hanna with Reagan (c.)

of the show at the dinner, given by
WRGB, GE’s tv station in Schenectady.

Above, Archibald C. Wemple (left),
mayor of Schenectady, and Robert B.
Hanna Jr., GE’s broadcasting station
dept. mgr., congratulate Reagan, * * *

Music and interview format
ou WPEN’s all-night shows

WPEN, Philadelphia, has revamped
its nighttime programing schedule to
provide for an all-night music-and-in-
terview block 10:00 p.m.-6:00 a.m.

The all-night lineup begins at 10:00
p.m. with the station’s new Mambo
Dancing Party, with M.C. Art Ray-
mond. The Steve Allison Show, a pro-
gram of commentary and informal dis-
cussion, comes next. Allison also acts
as co-M.C. of the After Hours show.
which begins at 2:00 a.m. Bob “Biff”
London, theatre and night club singer,
is the other M.C. on the show. After
Hours, which runs until 6:00 a.m., in-
cludes interviews with show people
and talent, as well as romantic music.

The new all-night programing block
is part of WPEN's expanded opera-
tion. The station has enlarged its phys-

ical setup to include a studio seating
300 people. * % K

Briefly . . .

There are 469,120 radio families in |

the Washington metropolitan area, ac-
cording to Sales Management 1954,
(Please turn to page 116)
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=rTexas!
CBS AND DuMONT
TELEVISION NETWORKS

Wichita Falls elevision, Une.




TEA COUNCIL

Conttnued from pa i (

/ TEA

{falke P

Wake it hefty, hot and hearty

Take Tea and See!

The one-minute commercials

also

ypen with a cartoon sequence, but in-

lude brewing instructions (live ac-
tton) a~ well. The four “Golden

Rule™ for tea which the
Council also stresses in its supporting
are:

brewing.

promotion and publicity.
I. Always u-e a teapot.
2. Use one tea bag or teaspoon of
tea for each cup and one for the pot.
3. Use fresh, furiously boiling wa-
ter
1. Brew three to five ininutes by the
clock. Stir and serve.
The llot Tea commercials will run

WOW—T\I;

. DOMINATES -
THE IMPORTANT

‘?

L= 3
n*‘ ".‘"

T we

Of the 196 weekly quarter hours
between 5 p.m. and 12 p.m.
WOW-TV places ahead in 106*.

WOW-TV also has eight out of
the top ten multi-weekly pro-
Five of these eight
programs are local.**

grams.

* American Research Bureau, Feb. 1954 ,
**Pylse Inc., March 1954

OMAHA ¢ MAX. POWER * DUMONT * NBC-TV Aff. N\

A MEREDITH STATION — BLAIR TV, Rep.

Afflliated with “Better Homes ond Gardens' ond *'Successful
Farming'* Megazines.
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in a dozen markets during the 1954-°55
scason. The 10 that are being used by
the Council on a 52-weck basis are:
Baltimore. Boston, Chicago. Cleveland,
Detroit, Los Angeles, New York, Phil-
adelpliia, Pittsburgh, Washingion, D.
C. The two additional markets that
will carry Hot Tea pitches are San
Francisco and Providence.

With lced Tea, the over-all ohjective
of Council advertising is to position it
in the consumer’s mind as “The Great
" The
two major themes which form the copy
base are the promises of a “pick-up”
tagain) and “refreshment.” The basic
slogan of the camnpaign is, “The sum-
mertime refresher that doesn’t leave
vou thirsty.”

\inerican Summertime Beverage.

The six different one-minute com-
mercials, each adapted to 20-<econd

versions, also have a cartoon open-
ing and “live” instructions, Sample:
0” a ]I()l surnner (Iﬂ)' o i’llO

Jlamnes he'd burst!
Then she served him Iced Tea .
really quenched his thirst!
What a pick-up!
You need the summertime refresh-
er!
A glass of Iced Tea!
Doesn’t leave you thirsty.
Refresh with Iced Tea!
Ihere are two versions of brewing
instructions, a Northern and a South-

* * * * * * * *

§6We don’t helieve in sranding on our
heads to get attention.  Neither do we
believe in hiding our light under a
bushel of stodginess, when it comes to
spending advertising dollars. Undistin-
guished advertising is poor adsyertising.
Dull advertising i~ wasted advertising.®*®
CARLTON R, ASIER

Adrvertising Manager

James Lees & Sons

Bridgeport. Pa.

* * * * * * * *

ern. in deference to the popularity of
tea bags in the North and loose tea in
the South. The commercials also stress
the points that lced Tea is: non-flling,
non-fattening. economical.

These commercials will he telecast
an average of 119 times this summer
in 29 cities. They will be seen on an
average of more than 15 times by each
tv family. according to calculations by
Leo Burnett. In addition to the 10
hasic 32-wech markets (mentioned
above). these 19 cities will carry lced
Tea me~sages for seven weeks: Atlan-
ta, Birmingham. Buffalo. Charlotte,
Cincinnati. Dallas-Fort Worth. Greens-

SPONSOR
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boro. [louston, Indianapolis, Louis-
ville, Memphis, Miami; New Orleans,
Norfolk. Riclhimone, San Antonio. dan
Diego, St. Louis. Providence.

The Dbetween-meal beverage market
in the summer is dominated by colas
and soft drimks (479¢) with tea com-
ing in fifth. However. the Council
feels that Iced Tea. once it's properly
positioned. has a “boundless sales ho-
rizon.”

The Council points to the fact that
iced tea sales in rcstaurants have
climbed 239 in the past five years.
This is largely due, says the Council
to the introduction of a special for-
mula to restaurants enabling them to
make and handle lced Tea casily.

Whicli brings us to a mention of the
out-of-horme market for tea. This mar-
ket acconnts for 20 to 259 of tea
sales. Of the out-of-home market, near-
Iy 60% is made up of restaurants and
cafeterias (other outlets include hospi-
tals, clubs, camps, hotels).

Restaurant enthusiasm for the serv-
ing of Iced Tea far outstrips that for
Hot Tea. The reason is that the aver-
age restaurant finds hot tea more diffi-
cult to make and serve than hot coffee
and other beverages. Tea is a produc-
tion, with bags to be fumbled with.

pots, hot water jugs, lemon to be han-

dled, and personnel don't like to serve
it. As a result, restaurant consump-
tion of tea is half what it should be,
according to the Tea Council.

In order to solve the big restaurant
problem—that of making tea more
available to customers—the Tea Coun-
cil has made a research grant to the
National Restaurant Association to
work on the development of a tea urn
for installation in restaurants. When
experimental urns were set up in 12
cafeterias making tea easy to get. tea
drinking increased an average of 897 .

Possibilities of tea in vending ma-
chines are also being investigated and
look promising. Tts success here de-
pends on the developient of a stable
concentrate of good quality.

All in all, the Council feels that half
of tea's Dbattle in every situation is
competing for attention. Tv is the
most powerful weapon in its all-out
effort to make people think more about
tea. The Council’s theory is that more
people will drink tea if they think tea.

* Kk %
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MEDIA STUDY

(Continued front page 41)

and accidental factors which shape ad-
vertising decisions apart from the rule-
book, and even apart from unconscious
motivations like fear and imsecurity.
To the extent that we recognize the
existence of these mnon-rational influ-
ences on our own thinking, I think it
becomes more nearly possible for us to
select niedia ohjectively and wisely,

MARION HARPER JR.
President
McCann-Erickson, Inc.
New York

11.

Media buying called
not as haphazard as

article implied

Mr. Schachte

The third article on the psychology
of media (sronsor, 3 Mav 1954, is,
I think. dangerous.

You are presenting quantitative in-
terpretations of qualitative research.
Relatively fcw agencymen were inter-

{ Please turn to page 85)

Vic

L()ts of perfcctly respectable ad men learn show
business from the office copy of Tariety. But not
Vic Seydel, Anderson & Cairns’ Vice-President 1n
charge of Radio and Television. Vic learned show
business tn show business. .. as performer, director,
producer. Vaudeville, Hollywood, Broadway and
dozens of big cities, where he directed Junior
League shows, were stops along the way. (He even
spent a year at Macy’s, teaching demonstrators
how to demonstrate.) When Vie got into radio via
the old Blue Network, nobody had to tell him
what Americans will laugh at, cheer for, like and
buy. He’s a big reason why radio-TV is the fastest-
growing wing of our business.

If yvou’re in the market for an advertising
agency, dial Mrs. Street at MU 8-3800 and

arrange a visit to Anderson & Cairns.

ANDERSON & CAIRNS, INC.
ADVERTISING

488 Madison Avrenue « New York 22, N. Y.

Canada: Anderson, Smith & Cairns, Lid., Montreal
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wHO SUBSCRIBES T0 SPONSOR at TH

[f HAS been proven that a handful of advertising agencies place
about 90% of the national spot radio and tv billing.

But within this handful of agencies (generally numbered at
20) are hundreds of important timebuyers, account men, and other |
key executives who make the individual decisions vital to vou. :

Several vears back SPONSOR checked and discovered that it
averaged 10% paid subscribers at these leader agencies.

In 1954 we have just completed a similar analysis of SPONSOR
subscribers at top advertising agencies—but with a difference. The
difference: included are (1) the top 33 ad agencies in radio and tv
billing, (2) the names of individual subscribers at each agency.

Today SPONSOR averages 17 paid subscribers among the top
20 agencies; 135 among the top 33. Even more important, yvou'll
find virtually every decision-maker (for vour station) included*

The 33 advertising agencies are: Aver, Bates, BBDO, Benton
& Bowles, Biow, Burnett, Campbell-Ewald, Cecil & Presbrey, Comp-
ton, Cunningham & Walsh, D-E-S, D’Arcyv, DCS&S, Erwin Wasey, ‘
Esty, Foote, Cone & Belding, Fuller & Smith & Ross, K&E, Kudner, |

¥Play this fascinating game. Jot down 10 names

of the most important (to you) ad agency

decision makers. Then check the SPONSOR list. If you

find more than 2 names missing SPONSOR will pay you $10.




B TOP-BILLING ADVERTISING AGENCIES?

Lennen & Newell, Maxon, McCann-Erickson, MacManus, John &
Adams, NL&B, Ruthrauff & Ryan, Sherman & Marquette, SSCB,
JWT, Wade, Warwick & Legler, Ward Wheelock, Weintraub, Y&R.

SPONSOR — the use magazine — stands alone in the field it
serves. It 1s the one and only magazine 100% devoted to radio and
tv while pin-pointed at key agency and advertiser readers. 7 out
of every 10 copies of SPONSOR go to the men who foot the bills.

Every magazine has a story to tell. But only one magazine can
top your trade-paper list. Consider these facts. SPONSOR is (1)
exclusively devoted to air-advertising, (2) exclusively edited for
key agency and advertiser readers, (3) the accepted magazine that
agencies and advertisers use, (4) the magazine of minimum waste
circulation, (5) read not only by timebuyers, but also by account
executives, agency principals, ad managers, and company heads,
(6) number one 1n paid circulation among radio and tv buyers.

If the foregoing interests you with respect to your 1954 trade-
paper planning, please write and ask for a full look at SPONSOR’s
subscribers at the 33 leading advertising agencies.

Sa ] ——

F 0 N S 0 R the magazine that radio and tv advertisers use



AND IT ALL BELONGS TO ME!”

ALL OUTDOORS—

WDAY-TV is the only TV station in Fargo, North
Dakota’s TOP market.

In fact, in all the fabulous Red River Valley,
WDAY-TV is the only television station. (The
nearest on-the-air station is more than 200 miles
away—the nearest grant for a station-to-be is more
than 50 miles away!)

1 L

£2)

84

FARGO, N. D. « CHANNEL 6

Aftilioted With NBC » CB3% ¢ ABC * DUMONTY

-FREE & PETERS, INC., Exclusive National Representatives

SPONSOR
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viewed, and from this general--and
rather damning — conclusions were
drawn.

The agency business—Ilike business
generally—is not a democracy. All
votes do not have equal weight. It is
obviously wrong to give the same im-
portance to opinions about media, re-
eardless of their source. If the pur-
pose of your article, as seems the case,
i| is to show what really controls media
i buying. you must find the people
whose opinions actually decide media
problems and interview them.

Since the first part of the article pre-
sumes Lo outline problems and the sec-
ond part offers solutions. perhaps then
this second part offers solutions to
problems that don’t really exist.

Your general conclusions seems to
be that media men (and copywriters,
too) don’t base their thinking on what
1 the product will do for the user.

I contend that they do. and have for
years. and that it is not a new idea just
because you now call it “emotional
involvement.”

This idea 1s at least as old as John
Caples’ first book — probably much
older.

Some vyears ago Tony Geoghegan
wrote a book on media (for Young &

Rubicam’s internal use), and the very
first idea he expressed was—approxi-
mately. since I'm working from mem-
ory: “The basic fact that controls all
media selection is—how can we most
forcibly bring the promise of the prod-
uct to those most likely to buy?”

I think you do advertising a disserv-
ice by talking about the preoccupation
of agency people with “numbers— cov-
erage—ratings” without first admit-
ting:

1. That. belore any media work is
done. good advertising starts first with
research to find the strongest. the
broadest appeal justified by the prod-
uct that will turn potential users into
actual users.

2. That the media assignment is to
bring this strongest storyv most effec-
tively and least expensively to the mar-
ket, whether it be the total present
market or the heavy users or the in-
frequent users or the never users.

3. That. after basic media decisions
are made. such facts as dealer influ-
ence are valid considerations when re-
garded in proper perspective.

I am not pretending that media buy-
ing is perfect or unbiased.

But I certainly will never agree that
it’s as dark as you make it.

Adapted from the outstanding best-seller of our time.
Eagerly awaited by millions of fans.

THE ADVENTURES OF ELLERY QUEEN

In its 25-year existence, Ellery Queen has proved itself a success in every mass

medium—in print, on the screen, on the radio and on TV live. The new series

of half-hour programs especially filmed for television, will write a brilliant new

chapter in this unbroken success story.

dramatic programming.

This is a series that can’t miss. It has the commercial
impact of mystery . . . the prestige of rich drama ... a
history of box-office. While markets are still
available, call, write or wire for complete details.

14 JUNE 1954

Production is in keeping with the property. Edward Small, whose sure
instincts for mass entertainment have given his features a gross of over
$100,000,000, has over-all charge of production. Scripts are supervised by
i Ellery Queen. And all down the line—direction,
casting, settings—the series carries the quality of fine

For the show has a ready-made audience of millions. These, plus the Marlowe
fans won by his work on stage (Voice of the Turtle) and screen ('I:welve
0’Clock High and other great pictures) assure a tremendous audience
“core” for the sponsors of this new TV series.

If it were as< unrea~oned and ill-
planned as you indieate, how could ad-
vertising have become the most elli-
cient, most elfective means vet devised
to move goods, as it has?

So, please don’t make media buying
sound so haphazard-—hecause it isn't.

HENRY SCHACHTE
Senior Vice President

Bryan Houston, Inc.
New York

12.

Ratings are not
cnough by which to

judge advertising

Mr. Cole

Should excellent and higher-than-
average readership ratings create con-
tentment in evaluating the effective-
ness of advertising? Not always! In
carefully watching the results from
keyed and couponed magazine and
newspaper copy. we find a wide varia-
tion between readership ratings and
actual coupon returns.

Copy which rates well in the “read
most” and “read all” columns of read-

{ Please turn to page 93)

[

starring
¥ HUGH MARLOWE
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Here is a <imple buving and merchandising plan
which has been proven successful by just about
every profit-making store in the USA!

Perhaps the best way to examine it is in the words
of the President of one of America’s largest and
most successful stores.

tle stated recently:

“We recoguize the many advantages of ... brands

in our day-to-day merchandising.

The consumers of America favor manufacturers’
brands by eight to one. Need e say more?

“We know that it is much easier to sell branded
merchandise because the advertising has pre-sold
the product to the consuiner.

“We know that self-service and self selection are
possible with brands. thereby cutting selling costs.

“And in a business with a close margin of profit,
we are constantly looking for just such ways to
cut selling costs without changing the character
of our operation.”
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“It Is Amazing” .« « «

WPEN's sales results constantly make new advertisers
react as if they’ve discovered a new Klondike.
One of the latest™ had this to say:

"Gentlemen:
IT IS AMAZING!

I would never have believed that a radio
program in such a short period of time could do so
much business as Steve Allison has done for us
in the past two weeks.

on Wednesday morning, we had a 1ine of
ptople waiting to come in our store from the
announcement Steve made on Tuesday night akout
our dress sale.

&
" On Friday of the same week, the reaction
toward our suit sale, from just one announcement
on the previous night, was well beyond our

expectations.”
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MEDIA STUDY

(Continued [rom page 85)

ership studies at times shows a small-
er direct return than other copy which
does not rate as high in readership.
Often there is no direct correlation.

Catching people at the right time in
the right mood makes a big difference
in gaining actoal motivation as against
mere altention and readership. Moods,
habits and processes of planning
change with periods of peace, war, in-
flation and high taxation. In travel
advertising, for example, what worked
successfully in 1947 couldn’t be a pat-
tern for 1950, and by 1953-54, an-
other set of conditions had to be taken
into consideration.

Readership studies alone could, un-
der certain circumstances, give com-
fort to an agency and advertiser when
they are the only measurement being
used. In the case of keyed and cou-

poned advertising an opportunity ex-
ists to measure not only direct returns
but “total sales” as well as readership.

Surprising things come to light in
the process.

A. E. COLE
President
Cole & Weber
Portland, Ore.

MULTIPLE
IMPACT

to TV sponsors:

for the sponsors of

THE ADVENTURES OF ELLERY QUEEN

This is a new first-run series of half-hour
programs specially filmed for television.
It’s a series that will write a brilliant
new chapter in the success story
Ellery Queen has established in its
rich 25-year existence—in print . . . in
. on the radio and in TV.

This is a show that can’t miss . . .
show you don’t want to miss. For full
details, call, write, or wire.
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the movies . .

WEEKEND RADIO

(Continued [rom page 37)

programing heamed at listencers today
Networks are busily airing multi-hour
blocks of music and news designed to
appeal particularly to the out-of-llome
andience, such as ABC Radio’s ligh
way Frolies, CBS Radio’s On a Sun-
day Afternoon, \NBC Radio’s Road
Show and Weekend. Statious are also
concentrating on music and news. plus
commercially sponsored “service” fea-
tures which range from traflie bulletins
to apartment-hunting tips.

Here is the weekend radio research
picture in greater detail:

national
basis, the Nielsen Radio Index shows
that weekend in-home listening usual-
Iv amounts to 757 or more of the
Monday-through-Friday NRI level.

Last August—before the NRI sam-
ple was adjusted to reflect the correct
proportions of multiple-set radio homes
in the U.S.—the picture shaped up
like this:

1. In the morning (6:00 am. to
noon) on weekdays the "Homes Using
Radio” figure in the U.S. was 104.

For the same time period on Satur-

In-home listening: (On 3

Here’s audience power with force and volume seldom available

A name that’s familiar to everyone an advertiser wants to reach
—Ellery Queen. A program format with proved commercial
appeal—mystery. A star whose performance on Broadway (Voice of
the Turtle) and Hollywood (Twelve O’Clock High and other great
pictures) has won him millions of fans—Hugh Marlowe. A producer
whose master showmanship and knowledge of mass taste have given
his pictures a gross of over $100,000,000—Edward Small.

These are the elements that can’t miss building audiences and sales

starring

it’s a

HUGH MARLOWE

day. the figure was a 9.8; for Sunday
it was 0.7,

2. In the afternoon (noon-6:00
p-ni.) during the week the “Homes
[ sing Radio” figure was a 15.4. The
Saturday afternoon in-home figure of
listening, according to NRI's Aungust
report, was a 11L3; for Sunday it was
a 13.2

the weckday average.

only a point or two less than

3. In the evening (6:00 pan.-mid-
night) on weekdays the “Homes Using
Radio” figure was a 12.1. On Satur-
day evenings in the samme time period
the figure stood at 10.8 in U.S, homes;
for Sunday 1t was 8.3, Agam, the fig-
ure was lower than weekday averages.

The weekend radio position is bet-
ter in the height of the winter radio
season, according to Melsen- -partic-
ularly now that the sample has been
adjusted to reflect more of the listen-
ing done on multiple-sets. Iu the Jan-
vary-February 1954 \NRR1 report. latest
available study as thi< issue went to
press. the situation shaped up this wayv:

1. On weekday mornings in Jan-
nary-February the “Homes Using Ra-
dio” figure (corrected for multiple-set
homes) stood at 13.9. On Saturday
mornings the comparable home listen-

93
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COUNTS MOST!

WAVE-TV Delivers:
66.7% GREATER COVERAGE AREA

than any other television station
in Kentucky and Sauthern Indiona!

36.1% GREATER CIRCULATION

than the area's leading

NEWSPAPER!
761.0% GREATER CIRCULATION

than the aorea's leading

NATIONAL MAGAZINE!

Newspapers in dozens of cities 80 to 120 miles
from Louisville carry WAVE-TV program
schedules— proof that WAVE-TV really "gets
through” to fringe areas. Here's why:

WAVE-TV's tower is 525 feet higher
than Louisville's other VHF station!

WAVE-TV is Channel 3—the lowest
in this area!

WAVE-TV's 100,000 watts of radiated
power is the maximum permitted by
the FCC for Channel 3—is equivalent
to 600,000 watts from our old down-
town tower on Channel 5!

Ask vour local distributors about WAV E-TV’s
superior coverage, here in Kentucky and
Southern Indiana.

RN _:'. V4
N\,

*e -

3

According to FCC curves, WAVE-TV LOUISVILLE’S
1 now effectively reaches 85.5S; more

W square miles than previously . . . ¥ ) y
Iy 54.690 more people . . . 51.59 J A ’ - : y
Vym more Effective Buying Income — . ;
gives yow far greater coterage than ! ,

any other TV station in this area!
FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

NBC Spot Sales, Exclusive National Representatives
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ing figure was 11.0; for Sunday, 7.0.

2. In the afternoon 17.67 of the
L.>. radio homes were using their ra-
dios during this winter period. On
Saturday the figure was 15.9; on Sun-
day the level stood at 13.8.

3. In the evenings weekend radio
again showed real strength when
matched against the Monday-through-
Friday figures. On weekday evenings
the “Homes Using Radio” figure was
14.7. On Saturday in the same time
period the figure was 13.4; on Sunday
it was 12.6.

When combined these figures show
that in January and February of this
vear the “Homes Using Radio™ figure
for Saturday and Sunday amounted to
87% and 74% respectively of the
morning-to-midnight average through-
out the rest of the week. Even dis-
counting out-of-home listening these
figures by themselves show a good au-
dience potential for radio on weekends.

Another not-to-he-overlooked factor:
According to Pulse, the number of
listeners-per-radio-set jumps noticeably
on weekends from an average of 1.0
listeners during the week up to 2.0
listeners on Saturdays and Sundays.
This means a 257 average increase

in the number of people listening in
cach U.S. radio home on weekends.

Out-of-home listening: According
to Pulse, which has been measuring
outdoor and out-of-home listening
since 1949, this form of radio listening
lhas been getting bigger every vear and
is becoming a more important adver-
tising factor. During the winter of
1954, for instance, out-of-home listen-
ing was 14% higher than it was in the
same period in 1952. a 21-market study
by that research firm showed recently.

Stated Pulse’s Dr. Sydney Roslow:
“1f these results are projected nation-
ally, the out-of-home audience during
the past winter added an average of
1.750,000 families to the listening au-
dience in any given quarter hour.”

This out-of-home audience. however,
isn't spread evenly throughout the sev-
en days of the week. It rises to a peak
on weekends.

According to Nielsen Coverage Ser-
vice, which checked out-of-home listen-
ing patterns in the spring of 1952, the
largest out-of-home audience occurs
on Saturday and Sunday afternoons
in the 3:00-4:00 p.m. slot.

The figures: For Saturday and Sun-

day combined. NCS showed that the
out-of-home listening for the above af
ternoon slots amounted to 3157 of
the level of in-home listening done
during these time periods. In other
words. for every 1,000 people who are
counted as listening on Saturday and
Sunday afternoons an additional 315
people are listening outside.

lHow this compare« with the rest of
the week can be judged by the fact that
on weekday mornings the out-of-home
listening tabulated by NCS represented
157 or less of the level of in-home ra-
dio dialing, or about 150 people for
every 1,000 in homes. On weekday
nights it dropped as low as 67.

This upswing of out-of-home listen-
ing on weekends. according to Pulse,
has been building every year for the
past several seasous.

A series of winter-season checkups
by Pulse (for details, see chart, page
37) show that the out-of-home week-
end gain is independent of the calen-
dar in many ways.

In the New York metropolitan area
during February 1951 for instance.
the out-of-home “plus™ (the percent-
age of homes reporting out-of-home
listening) was noticeably higher on

As a radio show, Ellery Queen established some audience
records that indicate the basic appeal of this famous
detective.
Item: In March ’43, Hooper found that Queen
amassed a 46.77 share of the audience . . . had a
rating that topped a long varied list of programs.
Among the shows that Queen out-rated were:
Milton Berle-Elsa Maxwell Show . .. Gene Autry . ..
Mr. District Attorney . . . Gangbusters . . . Duffy’s
Tavern . . . Ralph Edwards . . . National Barn Dance
. .. elc., etc.
This performance on the radio is a sample of what’s in
store for the TV sponsors of

THE ADVENTURES OF ELLERY QUEEN

BIGGER
THAN BERLE...
BIGGER

THAN EVER

£
&
starring

HUGH MARLOWE

This is a new first-run series of half-hour
programs specially filmed for television.
It’s a series that will write a brilliant
new chapter in the success story
Ellery Queen has established in its
rich 25-year existence—in print . . . in
the movies . . . on the radio and in TV.

This is a show that can’t miss . . . it's a
show you don’t want to miss. For full
details, call, write, or wire.
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personalities

who put the “SELL” in Chicago’s WBKB'!

Let these nationally known signatures sell
your products. It’s tantamount to money
“in the bank” in the nation’s number two
market—Chicago, Illinois. Personalize your
sales message with Chicago’s outstanding
programs and personalities on Chicago’s out-
standing station ... WBKB, CHANNEL 7!

Get full information from...

WBKB

CHANNEL

7

BLAIR

20 North Wacker Drive, Chicago 6, Ill.

ABC

Telephone AN d ]
elephone over 3-0800 TELEVISION’S FIRST EXCLUSIVE

TELEVISION NETWORK NATIONAL REPRESENTATIVE

—— =




Saturday and Sunday afternoons aud
evenings, as compared with weekday
afternoons and evenings. Average
New York out-of-home gain, week-
ends vs. weekdays: about 15%. This,
remember, was during February when
the New York climate is hardly balny.

The same pattern holds up in other
Pulse-checked markets, like Miami.
San Francisco, New Orleans and St.
Louis. In some cases (as in St. Louis)
the weekend gain in out-of-home lis-
tening over a comparable weckday pe-
riod ran as high as 307%. It seldom
drops below a 10% gain, and rarelv
falls behind the weekday level. At the
time of the study (January-February,
1954) climatic conditions in these
markets ranged from bitter cold to
subtropical warmth, and the socio-eco-
nomic picture from busy metropolitan
areas to vacation areas.

Anto radio listening: \Why the big
spurt in out-of-home listening on week-
ends? The chief reason—apart from
the fact that people often spend week-
ends at the beach or country where
they are in reach of radio, but not tv
—1is that a large part of the radio au-
dience takes to the roads on weekends.

AUDIENCE

builder
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A READY-MADE

OF MILLIONS

In the NCS study mentioned above.
some 237 of the weekend out-of-home
listening was done m autos. In some
market studies. Pulse has found that
as much as 50% (or more) of the out-
of-home listening is done in autos.

Although the NCS study is now two
years old. tliere’s no reason to feel that
the figures have dropped off. Reason:
There are more autos equipped with
radios now on the highwavs than ever
before. and the nmumber grows daily.

By BAB’s latest estimate (an infor-
mal projection of their earlier figures.
based on installation figures) there are
now some 283,500,000 radio-equipped
cars in the nation today. Last year,
that figure was estiinated by the Joint
Network Committee (the research de-
partments of the four big radio net-
works) 1o be 26.200,000. Back in
1946, by way of coutrast, the NADB
(now NARTB) estimated the number
of cars with radios to be only 7.500.-
000.

In fact, auto radios are one of the
biggest single factors in the whole ra-
dio retailing business. Last year, ac-
cording to the Radio, Electronics &
Television Manufacturers Association

a total of 12.409.000 radios were sold.

Few programs come to the TV screen with the ready-made
audiences provided by Ellery Queen.

Consider this: In print, Ellery Queen is the outstanding best seller
of our time . . . one of the all-time best sellers in publishing
history. Over 30,000,000 copies of Ellery Queen books have been
sold . .. 12 titles are well over the million-mark in sales.

In addition, Ellery Queen magazines, comic hooks, and
anthologies have also developed sales reaching into the multi-millions
These book-buyers and readers are the substantial audience core
which awaits the sponsors of

THE ADVENTURES OF ELLERY QUEEN

This is a new first-run series of half-hour
programs specially filmed for television.
It’s a series that will write a brilliant
new chapter in the success story
Ellery Queen has established in its
rich 25-year existence—in print . ., . in
sales 7/ the movies . . . on the radio and in TV.

This is a show that can’t miss . . .
show you don’t want to miss. For full
details, call, write, or wire.

it’s a

Of this figure, according to Hugh
M. Beville, chief of NBC’s Research
and Planmng  Departinent, some 5.
165,900 <c1s were car radios. That
means that nearly 42%7 of the total
U.5S. husiness in radio receivers Is in
auto radios.

These radio <ales, by the way, are
by no nmreans confined to areas with
Again ac-
cording to \BC Radio. which prepared
a special analysis of the annual
RETMA figures last mounth, in areas

partial or no tv coverage.

where the tv saturation was over the
5% level. some 29.27°7 of the total
homes in the area purchased new ra-
dios. In areas where the 1v saturation
was 507 or less, only 2237 of the
homes purchased new radios. In both
cases, the ratio of auto radio pur-
chases to total receiver purchases was
essentially the same (see P.S. page 24).

Further evidence of this boom in
radio set sales in general, and in auto
receivers in particular. can be found
in a recent study, Keeping Tabs on 14
Major Markets, pnblished by CBS Ra-
dio Spot Sales. All of the 1.4 markets

~which range froin Birmingham to
Washington. D. C.—are big tv mar-
kets. In each of them. CBS Radio Spot

starring
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My Ideal Rep™

says MAC DUNBAR of TED BATES CO.,
ivers avatlabilities promptly ad always
ides pertinent data such as ratings, costs and,

11O 1 \|||-::lx:°'l\llt. "“!;.“'l'.!“‘." ;““llli\lll'

(i SRS

1 JEPCO

silesman knows

what his stations have
o offer. When neces-

ary, vou can count

7

on hmm to come

through with

<pecial data

Last

»
"“”""Q'!‘I«.yvg’.

John E. Pearson Compa

RADIO AND TELEVISION STATION REPRENSENTA

NEW YORK * CHICAGO * MINNEAPOLIS * DALLAS » LOS ANGELES * SAN FRA



Sales represents a leading radio outlet.

Aceording to the CBS study, there
was an increase of 25.3% over-all in
the total number of radio sets sold (1o
dealers) between 1953 and 1952 in the
14 markets. The total figures: 3.849.-
169 for 1953 as against 3,070,948 sets
in 1952, including both auto and home
sets (see 25 January 1954 article, page
30).

However, the increase in auto sets
alone was striking. Between 1952 and
1953 dealer orders for car radio sets
in the 14 CBS spot markets went from
990,164 up to 1.342,005 per vear—an
increase of 30.5%.

(As might be expected, the increase
in the nunber of radio-equipped cars
on the roads has meant a series of
striking changes in the weekend radio
program philosophy of both networks
and local stations. For details of these
new programns and a discussion of the
latest trends in weekend radio pro-
graming see Part 11 of this study which
will appear in the 28 June 1954 issue
of SPONSOR.)

Other weekend factors: 1, addi-

tion to the substantial amount of in-
home audience, the greater number of

AUDIENCE
APPEAL

SELF-POWEREDR

listeners-per-set, the increased amount
of out-of-home listening and the boom
in auto radios, there are several other
factors worth noting about weckend
radio:

1. Weekends are the time to reach
men and women just after they’ve col-
lected their weekly pay checks and en-
velopes. A study prepared a few sea-
sons ago for the National Industrial
Conference Board, and quoted in a
1951 Petry study called The Pay-off's
on the Day Off, showed that 527 of
the nation’s salary earners and 767
of the wage earners are paid on Fri-
day. Most of these families proceed
to do the bulk of their weekend food.
drug and household shopping oun Sat-
urdays, often commuting to the mar-
kets in their cars. And, there’s a de-
cided trend toward the huge “‘shop-
ping center” in the suburbs where fam-
ilies can shop for all their weekly needs
and have no difficulty parking their
cars.

2. You can reach more men per
1.000 homes with radio on weekends
than you can during the week—often
al considerably less expense. Last sea-
son. an 18-market Pulse study for the
Katz agency showed that the peak pe-

Ellery Queen is a magnet that literally pulls audiences out of thin
air—regardless of market . . . regaidless of type or popularity of
the programs which precede it.

Here’s the record written on a small DuMont hookup as reported
by Videodex in 1951. In New York in June, it won a 16.9 rating

in October, Queen’s 41.8 was more than double the “inheritance”
from a leading comedy show. In Washington, in February, it’s rati
1 of 25.9 was 12 times that of the preceding mystery.

' These records are the assurance of big audiences, fast, for the

sponsors of

* 'THE ADVENTURES OF ELLERY QUEEN

This is a new first-run series of half-hour
programs specially filmed for television.
It’s a series that will write a brilliant
new chapter in the success story
Ellery Queen has established in its
rich 25-year existence—in print . . . in
the movies . . . on the radio and in TV.
e This is a show that can’t miss . . . it’s a
show you don’t want to miss. For full
detalls, call, write, or wire.

14 JUNE 1954
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—30 times the rating of the preceding musical variety. In Cleveland,

AVENUE « N
NGA BLVD"

r.od for the entire week in male rad
listening was—not weekday morning:
but Sunday nights at 8:00 p.n. This
weekend time slot attracts 437
male listeners than does the Monday-
through-Friday 7:00 aan, slot.

3. You cauw reach ahnost as many
women i terms of sheer numbers with
weckend radio as you can with radio
during the week. The Pulse study men.
tioned also showed that the
number of women listening to radio
on Sunday nights (8:00-9:00 p.n.)
was 90 of the number tuning to ra-
dio during the week at the peak listen-
ing period of 10:00-11:00 a.n. In ad-
dition, there are several million work-
ing women and career girls who can-
not be reached during the usual work-
ing week with radio, and who are
available for the most part only on
weekends. Food. drug, toiletry, cos-
metic and other advertisers who ap-
peal largely to women with their radio
commercials, however, seldom attempt
to build weekend radio schedules. **%

nore

above

Part 1l of “Weckend Radio’ in the 28
June issue will explore weekend pro-
graming on local siations and the net-
works, Article will be based on an ex-

iensive survey of network officials, re-
and slation execulives.

searchers, reps

ng

starring

99

HUGH MARLOWE



=

MILK COOPERATIVE

(Continued from page 11)

King for a prestige show with a
loyal audierce. Shaw, news director
of WCAL since 1932 and a slation
commentator for eight vears, had built
up <ucl a following over the years.

2. General messages about the farm-
er’s role in the American community
would fit smoothly into a program
which discussed such topics as com-
munisi - and  democracy,  Abraham
Lincoln’s philosophy and the meaning
of religions freedon.

Ask

it takes only 2 S Tl

to reach ’/2

SAN ANTONIO, TEXAS

9000 WATTS
ON 630

the Walker Repreéeﬁiatior{ Co., Inc.

2

3. Since milk drinkers are found

virtually every age group, Inter-State

wanted to reach a general audience.

Shaw’s show had the general appeal

needed 1o attract every member of the
family,

The connnercial portion of the show,

about two and a half or three minutes:
in each quarter-hour program, uses
what Hoffman calls the “reverse Fng-
lish™ approach. That is, the messages
have public service themes; avoid hard

sell. e reports that listeners rate the
commiercials as  highly  informative.
very superior to the general run of

the sets

AN

BRI SRR
HOWARD W. DAVIS, Pres.
GLENN DOUGLAS, Mgr.

HOUSTON, TEXAS

5000 WATTS
ON 610

conmnercials. The messages are planned
to acquaint listeners with the daily ac-
tivities, commumity spirit and commu-
nity value of Inter-State’s 7,000 pro-
ducer-members,

Commercials also help explain dairy
industry developments of community
interest as they occur, price changes,
for example. Price fluctuations are
ammounced on the program before they
are actually put into effect. Explana-
tions are given for increases due to
seasonal fluctuations or other factors:
in the case of decreases, the public is
reminded that milk is now a more cco-
nomical buy than ever.

Shaw’s promotion of goodwill for
the rural population is not always lim-
ited to the commiercial portions of the
show. however. He places the farmer
—and agriculture generally—in a larg-
er context of local, national and global
aflairs, emphasizing their role in so-
ciety today and especially in Ameri-
can democracy.

For example. in discu~sing the prob-
lems of a Communist as against a {ree
society Shaw told the following story:

] talked with a Greek Communist
and tried to convert him to democracy.
‘Democracy?” he asked. "Can vou eat
it. can you wear i, can it give you
shelter?” What he was asking was
whether democracy was the product of
agriculture—was it food that comes
from our farms, clothing that comes
from animals and plants, houses that
come from our woods?

“*No.” I replied. “You cannot be
physically fed. clothed and shehered
by democracy. nor can you be by com-
nmunizm. But you will come to realize
that you can obtain more of these ma-
terial things of life—even if that's all
vou re interested in—{rom those coun-
tries in which the farmer produces
with greatest freedom and dignity’.”

Shaw has 22 vears’ experience as a
newspaperman and radio-tv commenta-
tor. His appeal is based on a down-
to-carth analysis of the news and cur:
rent conlroversies in terms of the peo-
ple involved. This approach permits
the listener to become personally iden-
tificd with the issues under discussion.
heightens interest.

The commercial~ themselves may be
devoted 1o such general topics as the
food value of milk and health henefits
derived from dairy products: or. they
may explain how Inter-Sale’s staff of
fieldwen visits  thousands of dairy
farms annually giving advice on how
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“REX’’ INCREASES SALES YOLUME FOR
BUTTER-NUT . . .

"We have just compiled our sales figures for the

' first three months of 1954 and find that our sales

volume in the Rockford-Madison area has in-

creased over 200% compared to the same period

in 1953.

It was just a little over three months ago that we
purchased the 10:00 o’clock weather show on
WREX-TY so naturally we attribute our increase
to the sales impact of your television operation.”
R. W. Jacobsen, Gen, Sales Mgr.

Paxton and Gallagher Co.
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““REX’ EXPANDS DISTRIBUTION FOR
BUTTER-NUT . . .

“We are sold on the consumer impact of TV, and
especially the "Wallop’’ WREX packs in our market
area. We find that products advertised by you
move from our shelves faster than others.

“To pin-point that statement, you may be inter-
ested to know that because of your 10 PM weather
program, sponsored by Butter-nutCoffee, we have
had sufficient demand for Butter-nut to stock it in
all of our super-markets.”’

B. P. Kramlich
Piggly Wiggly Midwest Co.

47,000 WATTS E.R.P.

NETWORK AFFILIATIONS (D))

101



o im e milk quality and thus bene-
fit the consumer. All conmiereials have
the ine. “finest possible milk at the

lowest possible price.”

[s | See It represems only two of
~haw's 18 shows a week: he does two
daily newscasts and a Saturday news-
a~<t in addition 10 his daily analysis
f The W orld Today. e has been di-

tor of WCALU’s news bureau since
952. During the war he was a CBS

reign correspondent 1913-1946.
The luter-State Milk Producers’ As.
<ociation was organized i 1916 10 Ol

the need of dairy farmers for a com-

won veice i nweeting problems cre-
ated by rising costs during World War
1. 1 1936 huer-State was reorganized
as a non-profit farmers’ cooperative to
sell the milk produced by its 7,000
members. Members are guaranteed a
market for their milk and payment for
the milk marketed for them.
hiter-State handles about 800 mil-
lion pounds of milk annually or about
three million quarts of fluid milk
daily.  Approximately another million
quarts a day of milk are sold a- cream,
ice eream and fats. Thi~ milk is mar-
keted by 75 distributors in I’hiladel-

means

IMPACT MPACT!

in the Rich NASSAU SUFFOLK Market

Within %2 Millivolt Signal
Retail Sales—$4,223,214,000*

754,215 families with spendable
income more than $4,000*

382,826 families with spendable
income more than $6,000*

Within Nassau-Suffolk
Saturation Area

More retail sales than 18th
ranking Metropolitan Market
($1,200,175,000)*

More food sales than 17 com-

plete states or the District of
Columbia ($364,062,000)*

1000 WATTS
379 NEW YORK AVENUE

HUNTINGTON, L. 1., N. Y
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4TIMES THE POWER OF ITS

——— o ————— e e———

NEAREST COMPETITOR . . .

~ The Only Long Island Station
That REALLY SATURATES
The Market . . .

WGSM—is first in morning audience**
WGSM—has more afternoon listeners than

the combined audience of 3 of
the 4 New York networks**

WGSM—is the independent with the low-

est cost per listener in the largest
“Home Qwner" market in the
world — Nassau - Suffolk - West-
chester - Fairfield, and New Haven
counties.

WGSM—rates are based on local value . .

yet the advertiser receives a
bonus coverage of over 5,000,000
New York Metropolitan market
dwellers—in Bronx, Queens,
and Kings counties.

Repiesented by
Robert S. Keller dnt.

“*Hooper

Altoona, Lancaster, I'renton. At-
lantic City, Camnden and Wilmingion.

A stafl of Inter-State fieldmen con-
sults with members on problems in-
volved in the marketing of milk. rang-
ing from how to check weights to run-
ning a 4-1 club.

])Illa,

Special deductions from Inter-State’s
conpensations to its members for their
milk are channeled into a special ad-

vertising fund,

Inter-State niembers also are taxed
to support two other public relations-
type organizations. The firsl is a na-

tional organization devoted to publi-

cizing the dair
can Dairy
radio,

industry, the Ameri-
Association. The ADA uses
tising for it= public service messages.
It continually research on
the most effective means of promoting
dairy products, niakes this research
available to members.

conducts

Inter-State also has supported the
Philadelphia Dairy Council for 34
years. The Council is an educational
organization which promotes belter
nutrition through the use of dairy
products. Representatives speak in
schools and before women’s clubs and
other service organizations, * Kk ok

BAB CASE HISTORIES

(Continued from page 35)

gratification.

The story of Tidy llouse Products
Company is the story of successful ra-
dio advertising. The two founders of
the company are ex-radio people, Mr.
Rapp being one of the really old-
timers in the business having held the
original license for K30O. Sioux Fallg,
and doing the engineering and secur-
mg the license for a radio siation at
Atlantie. lTowa, and also a station in
Shenandoah. lowa. He held every po-
sition in the operation of a radio sta-
tion and served as general manager
for 19 vears hefore resigning to devote
his full time to the growing corpora-
tion he owned jointly with Al Ramsey.

Al had been in the commercial end

of radio for but had
served as general manager of WMMN

NIany  vears,

im Fairmom. W. Va. before coming
west.
Actually. their going inmo bu-iness

at all was more or less a fluke since
the owner of one of the products which
was heing advertized on the station
developed i1l health and was forced 1o

SPONSOR
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PULSE REPORT — 100% YARDSTICK
KALAMAZOO TRADING AREA — FEBRUARY, 1953

MONDAY-FRIDAY
| 6 a.m.-12 noon | 12 noon-6 p.m. | & p.m.-midnight
WKZO 59% (a) 599, 489
B 21 14 23
C 5 (a) 4 " 6
D 4 L 4 4
E ' 3 ] 4 7 o
MISC. C 4 12

| {a) Does not broadcast for complete six-hour period and the
‘ share of audience is unadjusted for this situation.

S e Folyor Sutions

WKZQO — KALAMAZOO

WKZO-TV . GRAND RAPIDS-KALAMAZOO

WJEF - GRAND RAPIDS

WUJIEF.FM — GRAND RAPIDS-KALAMAZOO

KOLN — LINCOLN, NEBRASKA

KOUN.TV — LINCOLN, NEBRASKA
Associated with

WMBD - PEQRIA, ILLINOIS

14 JUNE 1954

YOU MIGHT GET A 141/2-LB. BROOK TROUT" —

BUT ... YOou NEED WKZO RADIO

TO LAND SALES
IN WESTERN MICHIGAN!

If WKZO, Kalamazoo. i=n’t part of your Western Michigan ad-
vertising—believe u-. you're letting the big one get away!
Pulse figures. left. prove WKZO’s dominance, morning, after-
noon and night. On a quarter-hour, 52-time basis, WKZO gets
181.09, more morning listeners and 321.4¢, more afternoon
listeners than Station B yet costs only 35.3¢, more money!

Nielsen figures confirm WKZO's superiority. They credit WKZO
with 181.2¢ more daytime radio homes than Station B!

Let Avery-Knodel give you the whole WKZO story.

CBS RADIO FOR KALAMAZOO
AND GREATER WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

#[)r. W.J. Cook caught a brook trout this size on Nipigon River, Ontario, in July, 1916.
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Yy lns busies<. e ashed the
fant of 220,000 for the busi-
ness. but finally agreed to tarun it over
to the bove for SLOOO cah and a

alty agreement for 10 vears, As

tpru

e ex-radio man myvsell. 1 have the
advautage of the two gentlemen who
are speaking with me. i that 1 have
sold their products on the radio and
therefore T ean claim a part of what-
ever success they report on their radio
operation,

Tidy House Products began ax The
Perfex Compamy just I yvears and two

mouth~ ago with no working capital
and with an item that wa~ ~old Ly mail
on radic with a few specialty salex-
man agents whowmw the owners had in-
herited nie their purchase. From the
beginning. with one radio station. it
has grown to quite a ~izable operation
in which we now use some 68 radio

stations plus several television stations.

Inasmuch as most of the people in-
volved in our company are radio peo-
ple, it is quite natural that this would
be the one medium in which we would
place our major emphasis <ince we

Some guys are always
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incLubiné WREN
CHOICE OF TOPEKA WOMEN

When you're talking about women—that's a subject

we're expert on. Year after year, WREN’s daytime

ratings surpass those of any other Topeka station—

and by a good margin.

Local and network programs,

tailored to the tastes of Eastern Kansas housewives

make WREN tops with the ladies all day long.

Rep. by Weed & Co.

5000 WATTS

TOPEKA, KANSAS
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are foolish enough to believe that we
know something about radio and how
to use it. | think perhaps that the
point of greatest strength in our or.
canization a~ far as our advertising is
concerned. is that our intimate knowl-
edge of the way radio works gives u-
this advantage over our competitors:
We do not expect miracles nor do we
expeet phenomenal results in a short
period of time. It is rather commion
knowledge in the trade that our major
advertising vehicle is our own Kitchen
Club program, a 15-minute homemaker
type thing which we have used from
the beginuing witlh what we believe to
be a certain amount of success. If
we had any secret formula for radio
advertising, 1 certainly wouldnt di-
vulge it to this group. of all people.
since | have never known a good radio
man who wouldn’t pick the brains of
anyone who wa- being successful. If
there is a secret, it probably is that
we fundamentally believe radio to be
the most economic medium we have
for reaching large groups of people.
The growth of our company has
been phenomenal to outsiders. but to
us it seems only the natural and logical

result of anticipated planning if vou

may use such an expression.

We do have a rather general yard-
stick which we use in choosing radio
stations and that is that we are more
inclined to pick a wide coverage sta-
tion which is dominant in its area.
because we are buying for the long
pull. Here is another criterion which
we use and which vou station men
should give serious thought to. We
are nearly as interested in the manage-
ment of the stations we use as we are
with their frequency and power and
their position in the market. This
dates back to our own days in the ra-
dio business because it has been our
experience that a smart radio man
with a second-rate station can do more
in a given market than the station with
better facilities but poorer manage-
ment. Rather than confuse you with
that term management. let me spell it
out a little more clearly. | think con-
trol of a radio station as to its pro:
grams and policies. its cooperation to
get a job done. its merchandising and
the standing in the community or area
as reflected by the men operating i
all add up to something which can be
as potent an adertising force as the
position on the dial. In other words.
we like to do bu<iness with our kind

SPONSOR
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of people and we are more inclined to
judge a station by its management
policies and results rather than by its
ratings alone. Ratings are ju-t fine
and dandy as a standard to judge an
andience or to resolve your expendi-
tures in terms of cost-per-1.000 listen-
ers, but we have founrd that we can
do an excellent job with a 3 rating
against a competing station’s 8. In
other words, we develop with the per-
sonalities of onr homemakers a type
of listener loyalty which many stations
do not have for their personalities, It
it because of this that we can talk o
less than half as many listeners and
get results because they do what they
are asked to do.

We have a continuing premium pro-
motion on our program, one during
each quarter of the year on each of
the four products we have in general
distribution. We have always used
self-liquidating premiums for a couple
of very sound reasons. In the first
place, we feel that we can attract new
users to our products by offering an
attractive premium. and secondly. our
old users look upon our premium poli-
cy as a bonus for their good judgment
in using our products. Our sales de- 2
partment, consisting of approximately . p
68 men on the road, merchandise each N
of these premiums as they come up )
with point-of-purchase material. with KSL-TV is now five years old!
tie-in ads and with special displays.

We are getting back to the days when /

During the past five years we’ve really \
our salesmen are now selling our ad- ; .
vertising instead of our products in grown. So has the vast Intermountain market
most of our marketing area because
our products themselves are well /
known.

The results of premium response |
are kept by radio stations and are
broken down very carefully by cost-

we serve. So have our ratings and billings.
In fact, we have the lion’s share, with 73% of the

average daytime audience and 62 of the total

ey eoiiabased oumthe cost of the TV spot advertisers using local facilities.

station itself. There are at least 10

stations I could name for vou who To get the lion's share of sales, use '
told us flatly that they could not draw ' R /
mail at the time we put our program

on. I could also tell you that two of

these stations now rank among the : KSL-'V SALT LAKE CITY /

first 12 on our list in total number of

returns. In other words, we have y
proven to them that they can be mail serving 39 counties in four western states {

stations if they program for it. \
A year ago when many of you sit- Represented by CBS-TV Spot Sales \

ting in this room were willing to sell

radio short because you began to be- AN
lieve the press notices of competing / \\-7

media. particularly television, we at
///.\ / *sources upon request

Tidy House were expanding our mar-
keting operation with the addition of b

14 JUNE 1954 105
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1), HOOPER!

We've been told your
recent Hooper-rating
says KIFN has many
English-speaking
listeners, too!

Of <ourse, we knew KIFN
was reaching 85,000 Span-
ish-Speaking people . . .
but it was a happy surprise
to learn that KIFN‘s good
programs and lilting, toe-
tapping music have such a
' big English-sp2aking aud-
ience, too! A “’bonus aud-
ience’’ our advertisers get

)

"for free’’}

This “bonus audience’” ‘we dedicate to our
honored friends, our roster of clients!

Si, Senor Businessman
. . . your advertising
over KIFN should now
be still more profitable!
Your sales message will
be reaching a wider,
more varied group of
potential customers.
You'll share in a better.
than-520,000,000 market
by using

KIFN Central Arizona’s only full-
time Spanish-language station!

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

SALES AND ASSOCIATES
17 E. 42nd St. 672 Lafayette
New York, Park Place
New York los Angeles, Calif.

860 Kilocycles = 1000 Watts
REACHING PHOENIX AND
ALL OF CENTRAL ARIZONA
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radio ~tations hecause we believed in
the medivm and we believe in it today.

We do not use. nor have we ever
u~ed. radio on a ~hort-term basis, Qur
conlracts are 52-week contracts and
when we find a station that will do the
kind of supporting job we feel is nec-
essiry to establish and develop our
program, we don't change. You might
be urterested to know that the first sta-
tion we ever had on our list is «till
on the list 14 vears later.

We believe that this countinuity of
our advertising i~ a part of the answer
to  whatever marketing
liave achieved.

success  we
This personality type of selling
whick we u<e is dependent in large
measure on the personalities selected.
We have two of the best women in
radio and | make no exceptions. . . .

We also have used with some suc-
cess local personalities on radio sta-
tions which have established themselves
and have built their own andience
over a period of years. We also use
and have used quite successfully news-
casts,

We are inclined to make personal
friends of all people who handle our
commercial copy and give them a com-
plete fill in on our products and what
they do. We believe it is as true of
radio sales people as of any salesman
that if they don’t know their product,
they can’t sell.

Now 1 would like to take you to
task somewhat for your failure as a
group to keep abreast of the change in
marketing which has come about in
food store merchandising. You are
not doing your medium a bit of good
among the influential people in the
grocery business when you fail to call
ou them personally to tell them your
story and to demonstrate the successes
vou have in their field. Believe me.
centlemen. the newspapers are in there
every day selling their successes to the
men who count in the large chain
operations and the cooperatives. 1 am
in a unique position in that T can
niake sales callz on all of our accounts
and talk with the buyers in their own

language. Whenever | go into a mnar-
ket. my first coutacts are with the

buvers. merchandising men and adver-
tising men of the outstanding food
outlets in that market. I continue these
contacls because I can learn more
from the buvers and the merchandis-
ing men ahont a market than | can
learn from talking with media people

)0
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and this [ think is wrong. ] bave vet |
to ask for suggestions from these mer-
chandisers and buyers and have them
recommend a radio station. 907 of
them will suggest the dominant news-
paper as the best medium. about 10/
will recommend television. Your pub-
lic relatious in this field neced some
serious attention. You are going to
say that they recommend newspaper
because that is the medium they them-
selves use and can check its effective-
ness in moving merchandise. Whose
fault is that? {1 can remember in my
own radio days when we sold a small
grocer on the advantage of using spot
radio and saw him develop into a 12-
store chain which dominated his mar-
ket and his advertising was in radio
10077,

This I can tell you—radio is less
effective now than it was in the old
days. By the old days 1 refer to the
period immediately preceding World
War II. Not only do you have more
radio stations competing for the listen-
er’s time, but with the growth of tele-
visio, you have other competition.
But, gentlemen. you still have the
greatest mass medium of them all aund
it is up to you to work all of the angles
to increase its effectiveness by what-
ever means you can. Perhaps it is a
sign of old age, but I do not believe
the old college spirit is in evidence in
your stations today to the extent it
used to be before World War II. In
those days the station personnel took
a personal pride in getting a job done
and done well and there was still the
old fascination and novelty that never
quite wore off. Too many of your
staffs look upon their job as just an-
other job and seem to get little or no
personal kick out of being a radio per-
former. If this is true in your own
station, you had better consider it a |
serious problem because if a person
has no enthusiasm for what he is do-
ing. he is certainly not going to impart
any enthusiasm to the sales messages
he is putting out to influence people,
and I believe very firmly that the pub-
lic is still smart enough to spot a
phony by the sound of his voice or
the manuer in which he handles him-
self in front of a microphone.

Instead of worrying so much ahout
what television is going to do to vou,
why not put your house in order and
make sure that you are doing every-
thing you can to make your station
the best in every department. You
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TAKES TOP TV RATINGS
OVER TOUGHEST RIVALS!

Joe Palooka Show
Immediate Success

April VIDEODEX ratings in New
York, San Francisco and Washington
establish JOE PALOOKA as the high-
est rated TV program in its time slot —
in some cases topping established net-
work favorites.

But there’s more than ratings to earn
PALOOKA a place at the top of your
“spot TV buy list” — results, too,
have been out of this world. Happy
PALOOKA sponsors in nearly 40 mar-
kets have found that JOE is the buy
to “move the goods.”

Check now and discover how this great
all-family impact show can go to work for
you! Many choice markets still available . ..
but only if you hurry. Write, wire or phone
GUILD FILMS today!

GUILD FILMS

Company, Inc.

420 Madison Avenue New York 17, N.Y.

Producers & Distributers. of
LIBERACE LIFE WITH ELIZABETH
FRANKIE LAINE  FLORIAN, ZABACH

WBEN
is now basic
CBS RADIO

in Buffalo

Buffalo’s No. 1 radio station. WBEN., has proudly

joined the nation’s No. 1 radio network. CBS.

to serve and sell New York State's

sccond largest market.

@D

GET THE FULL STORY from HENRY 1. CHRISTAL

New York o Detroit ®

BUFFALO

HOTEL STATLER -

Chicago

EVENING NEWS
BUFFALO 2, N. Y.

Boston e San Francisco

RADIO STATION
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' HWEST V!RGINIA’S ﬂm RADIO STATIOI\

ost people in Western Virginia listen to
WDBJ NEWSCASTS because we employ:

e Two competent, full-time News Editors

e Direct AP AND UP presswire services

e Tape recorders, police and fire department monitors, tele-

phone “beep” system, etc.

e Full reportorial services of both morning and evening
Roanoke newspapers (including some 50 string corre-
spondents in our coverage area)

e 46 complete, locally-produced, practically spaced news-

casts weekly

e 11 complete farm shows weekly

AND, we've been steadily serving, steadily improving,
steadily promoting these services for almost 30 years.

Established 1924 « CBS Since 1929
AM . 00O WATTS . 960 KC
FM - 41,000 WATTS . 94.9 MC
ROANOKE, VA.

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

WANT TO SELL
CANADA?

One radio station
covers 40% of
Canada’s retail

sales

(TRE

TORONTO
50,000 WATTS, 1010 K.C.

CFRB cavers aver 1/5 the homes in
Canada, cavers the market area that
accounts far 407 af the retail sales.
That makes CFRB yaur Na. 1 buy in
Canada’'s No. ! market.

REPRESENTATIVES
United States: Adom J. Young Jr., Incorporated
Conada: All Conoda Radio Foclllhn, Limited
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should do it a~ a point of pride; you
must do it because of conipetition.
You can't do it if you don’t believe in
your medium yourself. If there were
a revival meeting being held for radio,
I would earnestly recommend you all
attend it and get your faith restored.

A. H. (Cape) Caperton
ad manager, Dr. Pepper Co.

Kevin Swecney invited me to tell
vou. mr about 15 minutes, why and
how Dr. Pepper is using radio as our
most important advertising mediun
this year. He mentioned in his invi-
tation that if I would accept. he would
see to it that my trip up to Chicago,
except for the 15 minutes on the plat-
form. would all be fun. Well, I would
like to make this 15 minutes fun too
because any successful program is fun.

The first thing he asked nie was
how Dr. Pepper seasonal sales patterns
varied throughout the country. Well,
about three-fourths of our Dr. Pepper
business comes out of an area south
of a line from Baltimore to Albuguer-
que. and a- is the case with any soft
drink. the June. July. and August vol-
ume is about double the December.
January, and February volume.

Norm Nelson also asked. “What is
vour radio formula?” Qur regional
distribution does not permit us to
make the best use of any network. Our
experiences we have had with regional
networks or special hook-ups of affili-
ated stations have not been as success
ful as local spot radio. So our formula
is one of laving down a spot satura-
tion coverage over areas where we
have adequate availability of Dr. Pep-
per and where actual sales today. and
potential sales of the future. justify
such an investment.

Another question was. "How do you
tie-in your adh ertising with vour mer-
chandlcmﬂ’ Here's a good example:
T'his spring we had our third annual
free offer of a 15¢ packet of Vaughn's
Flower Seeds on each carry-home car-
ton of Dr. Pepper. Il was announced
to the public on a special series of ra-
dio spots . . . followed by a straight
pitch by the familiar voice of Del Shar-
butt, teling about this free flower <eed
offer.

To Nelron's question. “Do you tie-
in radio with any of vour other adver-
tising?”". the answer iz—yes. with all
other advertising. even point-of-sale.

Another question. “How often do

SPONSOR
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YOU TOO

CONQUISTADOR . . .
‘‘conquering” Spanish

sales in forly five counties of

Texas with a population

of over 690,000 Spanish

speaking consumers

We have over forty other
“conquistadors’ daily on

R. 4. Cortez, President
|
SAN ANTONIO, TEXAS

Represented by i
Richard O’Connell, Nat'l. Adv. Dir. l

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

LOS ANGELES — SAN FRANCISCO

S e ]
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you change copy?” The pre-cnt theme
was introduced in January of 1933
and we are hitting it harder today
than ever. We propose to keep doing
it <o long as it keeps selling more
Dr. Pepper.

Another question, “Have you ever
conducted tests to evaluate sales effec-
tiveness of various media?” Yes in a
limited way.

Bui—these are more important
things I’d hke to mention as to why
radio is our number one medium. One
of these is that we have a primary
market—the Youth of America! |
mean that group under 20, that con-
sume. per-capita, about twice as much
as any other age group. Such a mar-
ket is always on the move, and as all
of you know, a moving target is harder
to hit. We picked radio so we’d be
sure to hit ‘emn and here’s where the
increasing millions of portable and
automobile radios add to the impor-
tance of the radio medium in reaching
this market that we want.

Another important consideration in

our choice of radio to do the major
job for Dr. Pepper is the lady of the
house. We believe that if we can sell
her on picking up cartons of Dr. Pep-
per. it will find its way into her family
refrigerator. Once it’s there and thor-
oughly chilled. everyone in the family
will be drinking Dr. Pepper; so we
try to reach her as she does her work
by concentrating our schedules on
Thursdays, Fridays and Saturday
mornings. We believe that if we talk
to her often, on these days. we will
have a better chance of getting her to
refill those empty Dr. Pepper bottles
and perhaps pick up some extra car-
tons or cases of Dr. Pepper.

Another important reason why we
like radio (as has been reported in

the trade press) is the enthusiastic co-

operation we get from Dr. Pepper
bottlers across the country. These are
our local distributors—our salesmen.
Our program was presented to our
bottling organizations in a series of
meetings in January of this year. Our
heaviest spot schedules began in early
February. Local bottlers immediately
began supplementing our saturation
schedules with radio spot schedules of
their own, not only on the stations
which we had selected but on other
stations in their franchised territory.
As of this date a record number of
Dr. Pepper bottlers are investing a

" record number of their own dollars in

RADIO STATION

HUNTINGTON, WEST VIRG!NIA
SERVING 3 STATES

ANOTHER
EXAMPLE
OF TOP

WSAZ

PROGRAMMING

“LITTLE
LEAGUE
BASEBALL"

MONDAY
THRU

SATURDAY
8:55 PM

*

SCORES AND LEAGUE
INFORMATION OF ALL
LITTLE LEAGUES IN THE
AREA  SERVICED BY
WSAZ-RADIO . . .

*

WITH SPORTSCASTER
COLEY COWAN

NATIONAL REPRESENTATIVES
THE KATZ AGENCY

5,000 WATTS DAY
1,000 WATTS NIGHT
930 KC

TELEVISION AFFILIATE
WSAZ-TV
Represented by THE KATZ AGENCY
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IT’S

WRKJF-TV

CHANNEL 53
PITTSBURGH

Looking for an economical way
to sell the rich 214 billion dollar
Pittsburgh market—America’s
8th largest trading area? If so,
it will pay you to know what
WKJE-TV has to offer. For the
complete story, contact our na-
tional representatives, or write
us today.

OUTSTANDING
PROGRAMS

Your Show of Shows
Hallmark Hall of Fame
Mr. Peepers—Kraft Theater
Dinah Shore —Milton Berle
Kate Smith—Boxing
Bob Hope —TV Playhouse
—and many others

_t
WRJF-TV

CHANNEL 53
PITTSBURGH

NA?. REP.,— WEED TELEVISION

| e L L.
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thi~ same radio spot saturation idea.
This combination of Dr. Pepper bot-
tlers” dollars and Dr. Pepper Co. dol-
lars invested in radio is providing a
frequency of competitive. hard-hitting
~pot copy. This fact alone is reason
enough for our enthusiasm for radio.

There i1~ another good reason why
we like radio. We want to have an
ab~olute minimum amount of terri-
tory where we cannot effectively reach
on=uniers to remind them theyv should
~witch from that ~ame old thing to
Dr. Pepper. No other medium ceemed
to reduce these “not covered” areas
to- that minimum like radio.

So, if vou will get out yvour Geiger
counter as vou “WAKE UP YOUR
TASTE.” yvou'll find Dr. Pepper is
really “Radio Active!”

(A case history on Dr. Pepper ap-
peared in the 5 October 1933 ijssue of
SPONSOR.)

TVAB
(Continued from page 33)

a way of standardizing station billing
procedures. Others asked for specific
studies on how many homes an adver-
tiser could reach in a typical campaign
in the top 25, 50 or 100 markets.

While tv coverage information and
complete rating data pre-suppose the
existence of an accurate set count, a
number of those queried by spoNsor
specifically pinpointed the need for a
periodic set census.

The question of what information
agencies and advertisers will actually
get from TvAB is another matter.
sPONSOR asked admen what they want-
ed from a TvAB. not what they ex-
pected to get. In giving admen free
reign to discuss what kind of tv infor-
mation was badly needed, spoNsor felt
it could pinpoint the needs of the ad-
vertiser as well as elicit suggestions
which might guide TvAB’s formative
plans. TvAB itself can’t be sure ex-
actly what it will do first so far as
service to the advertiser is concerned.
\t the NARTB Convention the few ad-
men present were buttonholed by Tv-
\B people for suggestions along this
line.

’robably the best way to guess what
IvAB will do for the advertiser is to
take a look at the BAB. The latter’s
history will no doubt provide a num-
ber of precedents for the young tv or-
ranization.

* Kk K

San Francisco Bay Area's
3,000,000 people are
ForeignLanguage Speaking!

They multiply, add, subtract and
divide; THEY THINK! THEY BUY!
in their own language! Sell them
with KLOK, the station that reaches
them all. KLOK's specialized pro-
gramming guarantees your message
attention-getting IMPACT!

£ SACRAMENTO!

SAN k¢
FRANCISCO

T Sen rrancisco Studios
P. O. Box 967 Hotel Lankershim
San Jose, Calif. San Francisco, Calif.
Represented by John E. Pesrson Co.

San Jose Studios

MEMO FROM DEE RIVERS —

o Al time-buyers

Please call
Bernie Howard
Stars National
400 Madison Ave.
Plaza §-0555
so that he can

tell YOU-ALL what
and its new
50,000 .+

Westinghouse transmitter
on its same old frequency
with its same old
non-directional antenna
is going to do in
on

AUGUST 1, 1954
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Here are some of the activities BAB
has been carrying on in the way of
service to the advertiser (For further
information, see “Are you getling the
most out of BAB’s aids to advertis-
ers?”’ SPONSOR. 25 January 1951):

Information supplied to advertisers
by BADB can be grouped under two
headings, ready-urade and tailor-made.

Much of the information is in the
form of presemntations to advertisers
and agencies. During the fiscal year
ended March 1953 BAB made 860
major presentations. Besides this it
filled 1,650 requests for information.
(Keep in mind that BAB by then was
spending about 507 more than
TvAB’s projected budget.)

The ready-made information con-
sists of such material as research stud-
ies, success stories, digests, a news-
letter, reprints, product information
sheets. BAB’s 1953 index of its mate-
rial listed nearly 6,000 reports on ra-
dio’s audience and its ability to sell.

For example: BAB’s cumulative au-
dience studies show the advertiser what
size audience he can expect over a pe-
riod of weeks with disk jockey shows,
soap operas and newscasts. The prod-
uct information sheets are one-page
summaries containing highlight facts
about such products as toothpaste and
electric blankets. While they were made
up for station salesmen, agencies out
for new business have found them
helpful.

While TvAB has mushroomed into
being, it still has a way to go before it
will be in BAB’s league. Here’s where
it stands at present:

It is functioning under the leader-
ship of a temporary executive cominit-
tee headed by Richard A. Moore, gen-
eral manager of KTTV, Los Angeles.
Aside from members that’s about all
there was to it at SPONSOR’s press time.

Moore was authorized by the execu-
tive committee to appoint three work-
ing committees to carry on necessary
activities until a permanent Board of
Directors is elected. Now working on
this is Richard P. Doherty, who
served as a consultant to TvAB’s or-
ganizing committee and will be re-
tained in that capacity on a permanent
basis. Doherty is a former vice presi-
dent of the NARTB.

SPONSOR sought Doherty out at the
headquarters of the TvAB in the New
Weston Hotel, New York, in between a
busy schedule. He explained he is
rounding up people to serve on the
three working committees.
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In New York ... /

An address of traditional distinction between
\ Fifth Avenue’s smort shops and
Broadway’s gay white woy.
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Choice of particular —=
travelers as the ideal
home-away-from-

home! Singles from
$4.50 per day. Also, =
doubles and suites. i

Many suites
have kitchen-

ettes.

Celebrated
“International
Room”
Air-Conditioned
“Fiesta Bar”
Tel. Circle 7-1900 %

*Stan E.
Johnson
LOVES

Says Mr. Johnson
. many interest-
ed inquiries as a re-
sult of your adver-

tising.”

See FORJOE for de-
tails of how to sell
$16,000 homes by
use of radio.

*\r. Johnson is
President of Stanton
Construction Co.,
Kansas City,
Mo.

KUDL—~Kansas CiTy
KOKO—LLmTON

KupDL . —Kansas Crry

NOW FOR THE FIRST TIME
HOME TOWN COYERAGE FOR
. GREATER KANSAS CITY.

for extra coverage
MKDKD CLINTON

—IN THE GREAT KANSAS CITY MARKET
i = o A . .

codadna

Xy

:@ﬂ" :

500 Rooms,
all with bath
Television
if desired.

118 WEST 57th STREET * NEW YORK

SAN ANTONIO

250,000 Milliwatts

Kiww

National Time Sales—New York

Gene Grant & Company
Los Angeles — San Francisco
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KWBB News z
Director 1 4 Y é
\ 1 ?
* AIRS 13 NEWSCASTS 7
DAILY 7
/ Monday thru Saturday /
Z f, News on the hour, every hour. //
7 % KWBB NEWS BUREAU %
7/ Assisted by 5 KWBB staff /
7“4 cars equipped with shoit wave /
,/Z transmitlers and receivers. %
7, * KANSAS ASSOCIATED 77
~ PRESS NEWS 7
//' COVERAGE AWARD %
7 An award cach month for the /
last 6 months. First place /
/ three of these months, 2nd and /
/ 3rd place two other months. /
/ * UNPARALLED LOCAL 7
7 NEWS COVERAGE /
% Ceorg R\:/’ Clyk In- /
Z co-ge ark In /
2277 ~c.a _— ) //
/:l‘ P _Q\\ / /

EM ‘
o
(Bistes

I GIVE
MOSTEST

—

JIM WOODRUFE JR GEN. MGR.

(OLUMBUS, GEORGIA
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The three cominittees are: (1) a
planning  and  organizing  commiltee.
which is expected to meet thic week,
(2) a2 member<hip commnittee. con-
cerned. of course. with the all-imper-
tamt task of getting wmore stations to
sign up and (31 a sereening commit-
tee,

The last
names of wmen suggested for the
bureau.

connmttee will examine
posi-
tion of executive head of the
The group will probably reduce the
number of suggested names to two or
three, one of which will be named by
the Board of Dircctors.

Member stations have been invited
to submit names of eligible directors.
A nominating committee will choose a
slate from among these names and a
ballot by mail will be conducted by a
certified public accounmtant.  All sta-
tions who are members as of 30 June
will be eligible to vote.

The <late will be chosen so as to as-
sure representation from cities of va-
rious sizes. The 15 directors to e
clected will be distributed as follows:
five from stations in cities of more
than 500.000 population. five from «ta-
tons 1n cities of 150,000 10 500.000
population and five from stations in
cities of le~s than 150.000 population.

Doherty said a skele'on staff is ex-
pected to be operating by the middle
of July. The ultimate size depends. of
course. on the number of members
and the money collected for running
The hope is that by

the organization.
the organization

the end of the year,
will be spending money at the rate of
$500,000 a year.

The present plan is for dues based
on the station’s highest Class “A”
quarter hour rate in the regular edi-
tion of SRDS. There ha- been some
talk, however. of basing dues on sta-

tion income. * kX

49th & MADISON

1Continued from page 12)

ADMENS’ MOTIVATIONS

The article. “11L, Psychology of me.
dia: Why adimen buy what they do”
3 May 1954, page 31], was hoth pro-
vocative and much-ado-about-nothing.

It wa~ provocative in that it re-
minds copywriters and researchers to
pay attention to the message. It is
thi= advertising message that fathers
“the psychologically evoked reactions
of the reader or listener.”” These re-
actions result in the sale. h is pro-
vocative, furthermore. in emphasizing
that choice of media based on cover-
age alone. or budget alone, and so on,
ignores the best medium for the cor-
recl 1mmessage,

I find Dr. Dichter’s analysis much-
ado in the following quotation: The
average adman “tends to neglect the
deeper appeals of his product and the
real needs of his customers. ‘data’
which no statistics and no convention-
al tests can reveal.”

Here is the crux. The advertiser has
endeavored to junk such intangible
methods as “let’s just be creative in
this next campaign.” But have Dr.
Dichter’s “deeper appealQ of the prod-
uct” and customers’ needs been sus-
ceptible to indisputable investigation?
Dr. Dichter would admonish the ad-
man to rely on depth psychological
research. 1 am sure no alert adman
is anti-depth research. But how pre-
cise, how practical is depth research
at this point?

The whole article was
overstated. Any copy or media person
who follows one or two mechanical
rules-of-thumb—and is blissfully satis-

fied—is obtuse. On the other hand.
one cannot ehminate cost-per-1,000,
of competitors, and so on
some extreme examples of

somewhat

experience
because of

SWITCH FROM STILL SLIDES!

1331 So. Wabash

Start 'L(.amg

ANIMATED TV
| SLIDES o~ FILM

\r " FULL OF ACTION! THEY ZOOM,
FLASH, SPIN, ROLL and BURST! [

FILMACK STUDIOS

SEND Us 4
48 TR“" ORDER;
Hou bER\'lcgg

Chicago. ill.
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misuse thereof in this article. It seems
hard to believe that a client exists,
given reputable agency services. who
would “buy an hour-long network ra-
dio show, whereas hc needed local
impact.” If such people do exist, and
they spend money, they should un-
questionably read Dr. Dichter!
Otherwise. the overstatement in this
article was less instructive than it was
much-ado,
GEoRGE TicHENOR
Assistant Buyer
D’Arey Advertising
New York

Can you send me a copy of SPONSOR
containing the article, “Why admen
buy what they do”? If there is any
charge for this, please let me know.

Joun J. Scuwep
Advertising Manager
Kinsey Distilling Corp.
Linfield, Pa.

® Extra copies of the 3 May 1931 issue con-
talning the article, *IIl. Psychology of media:
Why admen buy what they do,” cost S0c¢ each.
The article is part of the All-Media Evaluation
Study which will be reprinted in book form this
summer,

OPTIMISM ON RECESSION

I recently ran across a copy of the
reprint, “Why sponsors believe the re-
cession is over” [19 April 1954, page
38]. I'm very much interested in
spreading this word around among
our clients and prospective clients.
I’d appreciate your sending me about

100 copies of this folder.

RicHArD B. Lone

O’Leary Advertising
Rockford, Ill.

® Reprints of
cession is over”

“Why sponsors believe the re-
cost 10c¢ each.

REPRINT PERMISSION

We are interested in reproducing the
article published by you on page 31
of your May 3, 1954 issue, “Psychol-
ogy of media.” Your publication will
receive full credit ou the reproduction.
We would appreciate your authori-
zation to o this. Also, would you be
good enough to send us two copies of
the same article.
LiLLian BENJAMIV
Sande Rocke & Co.
New York

® SPONSOR permits repraduction of material

which appeared in thhe magazine providing per-
mission is asked in writing and credit is given,

Our sincerest thanks for permission
o reprint the sroxsor article. “The
agency wife” [9 March 1953, page
34]. Enclosed are several copies of
the issue containing this reprint.

S. A. WATERMAN
Editor
Publishers Digest
Chicago

WBAY-TV STUDY

Was very much interested in the
story in your May 3 issue about the
survey the University of Wisconsin is
doing for WBAY-TV [“How far out
does a tv station =ell?”" page 38]. This
type of survey, if it proves out, would
be very helpful to a station such as
WMT-TV.

To reach lowa’s 2.7 million people.
coverage is all-important, and we must
prove in some such survey the effec-
tiveness of our WMT-TV coverage
which is the greatest of any TV station
in the state.

In talking to prospects in the agen-
cies back East, we find practically all
of them think of tv markets in terms of

ify

NOW...
You NEED
KRBC-TV

Represented nationally by
JOHN E. PEARSON TV Inec.
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ou need salesj

ABILENE
e

“”\U"'l"‘“"'

There’s more to Wisconsin
than Milwaukee

Cover the Doiry State with your sales
message through the low cost medium
of Wisconsin’s most powerful rodio sto-
tion. WKOW'’s 53 county mail-response
area accounts for 61% of the stote’s
totol income and 63% of the stote’s to-
tal retoil soles. Call your Heodley-Reed
man for the focts.

A \J A
MADISON, WIS.

Wisconsin’s most
powerful radio station

. Represented nationally by
Headley-Reed Co.

That's our business. Buying radio time is
one thing — Getting results is another.
WJIPS maintains a planned Merchandis-
ing Service that guarantees RESULTS.
WJPS has a plan to fit any potketbook.

Our Merchandising and Promotion De-
partment won 2nd PLACE in THE BILL-
BO.ARD competition this year — How
good can you get?

&

Let us prove our-worth 1o you..

Robert J. Mciniosh, General-Manager
REPRESENTED BY
The George P. Hollingbery Coripany

“A RADIO IN EVERY ROOM”
Evansville, Indiana
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of ALL Of The

Temple-Waco

and Central Texas

Market

* Maximum 100 KW On
VHF Channel 6

% 833-Foot Antenna Height
% NBC-TV Interconnected

For More Information Write

KCEN-TV
P.O. Box 188, Temple, Texas

Natienal Representotive:
Geerge P. Hellingbery™ Co.

Texas Representative:
Clyde Melville Co., Meliba Bidg., Dallas

WHBF-TV

CBS FOR THE QUAD-CITIES
is now operating
on 100,000 watts

L
This maximum power
the Quad-Cities
and the surrounding trade
area . . . a total of 264,-
800 TV set owners.
Les Johnson, V.P. and Gen. Mgr,

covers

WHBF -

FM

Ty

TELCO BUILDING, ROCK ISLAND, ILLINOIS
Represented by Avery-Kaodel, fnc.
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hig citics. This is to be expected, for
in nearly all states one or two or three
large c¢ities control a great majority
of the biving power. Not <o in lowa.
The wmetropolitan area of the six larg-
¢<l cilies accounts for only one-third
<tate. Bnt Cedar Rapids and Waterloo,
in the minds of the gnys back Fast,
ren’t big market< even though the
huving power in the area compares
very favorably with siueh cities as Tul-
a. Nichmond and Mianii.

WiLLiaar B, Quarrox

General Manager

WMT-TV

Cedar Rapids. lowa

RADIO ARTICLES

I read with a great deal of interest
the article by AHred Jafle in the April
19 issue of your magazine, “The New
Radio™ [page 31]. [ found it to be
very informative and thought-provok-
ing. In fact, I thought so much of it
that I clipped excerpts from it and
have them here before me now.

[n the article. a passing reference
was made to an article that appeared
in an carlier SPONSOR issue. ] missed
that earlier article. and would like to
get a reprint of it if it is available.
The article was entitled, “What 44.000
listeners told a station about radio.”
This appeared in the March 22, 1954
issue of sPONSOR [page 48].

Will you please send me a reprint
of the article or the entire March 22
issue, which ever is more convenient.

WirLiam R Barcu
Radio Program Director

KFEQ, St. Joseph, Mo.

® [Lx'ra ropies of the 22 March 1954 {ssue
cast 30¢ each. No reprints of the article cited
above are available.

SCRIPT INFORMATION

I need hists of sponsors who want
fantasy, domestic situation, mystery or
horror tv scripts and their specifica-
tions as to program length—and ta-
boos, if out of the ordinary. If “they
are short of scripts” I hope to be able
to help them out. Please send me any
information that you can. If there is
any charge | will gladly pay it. Time
1s important.

RoBerT L. GERGINS
Director, CARE
Pittsburgh

® SrONSON‘s Tv Comparagraph, published al-
ternate  dssucex, glyves spansors and ageneles for
all ometwark pragrams. Mare <peelfic Information
ran he obtained by wrlting to the agencles ine
valved,

SPONSOR ASKS
(Continued from page 63)

of client product. 1 was 1ot only at-
templing to associate our client with a
male-appeal show. such as newscast,
sportscast, and/or the like. but also
with an endorser, whether it be in the
forin of a personality or the show it-
scl. | had to find something that 1
could really sell to the client.

Pitches were made on all the sta-
tions, but only one had been sold to
me. It was a live sportscast. Although
the personality was rather newly estab-
lished in the market on the local pic-
ture hut doing quite well, this new pro-
gram and time that was pitched was
virtually unestablished, having only a
three-month history—during the sum-
mer months of June, July and August.
liven though the time period wa- at a
slightly earlier hour than is usually
considered good for male listening, the
short rating history showed merit. Rat-
ings had grown consistently through
this three-inonth summer period as had
the male portion of the audience.

The cost factor was naturally of
great importance. The cost-per-1.000

KHOL-TV’s

SIGNAL

[EXCLUSIVELY,

BLANKETS THIS AREA

SOUTH DAKOTA

THE ONLY SINGLE MEDIUM
TO REACH 128,300 HOMES
IN THIS RICH RURAL MARKET

Channel 13

" DUANE L. WATTS, STATION MANAGER |
Operated by BI-STATES C€O., Haldrege

SFONSOR




KEDD

WICHITA KANSAS
NBC-:-ABC

7% OF THE
WICHITA TV
AUDIENCE SEE

TELEVISION AT ITS
BEST ON KEDD

KEDD

-
CHANN‘EL

ETArEY W, SuNwBna
Fruider

HEPRESEHTED 8Y

Edward Petry & Go., Inc.

14 JUNE 1954

had grown lower, while the time and
program remained uuchanged. (But
not for long, as is usually the ca=e.)

The commercial aspect of this buy
also showed good promise. Not only
vnuld film commercials be integrated
ito this show, but the live commercial
picture of openings and closings, to-
acther with the personality endorse-
iment, were what we were looking for.
I'his was the type of show that could
he promoted well by the dealers in
their showrooms.

All the information necessary to a
good sales pitch was given, not only
in the facts and figures above, but
also with respect to future value and
acceptance of the program.

In September I bought this show on
a 13-week contract, which was later
renewed for 26 weeks.

That is, in my estimation, a good
pitch. sold well by the salesman.

Any questions?

SPONSOR welcomes questions from
readers for use in this feature.
Suggested questions will be eval-
uated for their interest to other
readers and, if found suitable,
will be submitted to the most ap-
propriate authorities for answer-
ing. Upcoming questions include:
“How do you use cumulative rat-
ings in considering radio buys?”
and “How can the local advertis-
er use tv successfully?” Answer-
ers of these questions will in-
clude advertisers, agency person-
nel, station representatives and
specialized consultants. Frequent-
ly readers submitting questions
have found the answers are help-
ful guides in the solution of in-
dustry problems. Questions can
be either of general interest, or
related to some specific air ad-
vertising problem.

The next issue of sPONsOR will
feature this question:

“How can advertisers best use
radio and television abroad?”
This discussion will be part of
SPONSOR’s annual international
radio and tv section. Answerers
will include experts in interna-
tional marketing and advertising.

| I "7

0 50% E‘J

SATURATION

in Central

KANSAS

YEs...5l4 out of every 10 families
within KTVH’s .01 mv. signal own
TV sets. KTVH advertisers enjoy a
concentrated loyal viewing audience,
established by well-planned proino-
tional efforts and top programming.

See Your KTVH Sales Representative Today!

CHANNEL VHF
12 240,000
WATTS

CBS BASIC—DU MONT — ABC
REPRESENTED BY H-R TELEVISION, INC.

COVERS CENTRAL KANSAS

THIRSTY FOR A

SALES BOOST?
Look!

BAYSHORE PRODUCTS CO.
Traverse City, Michigan
WWTV April 27, 1954
Cadillac, Michigan

Dear Sir:

The results of the Mogen David
program, “A Dollar a Second”, has
been plhienomenal already. Our April
sales are 300% over last year and the
ball has just started to roll. We are
gelting new accounts daily and should
have 100% distribution in a short
time.

People who never drank wine be-
fore are trying Mogen David. This
certainly proves the =ellm0 power of
WWTV.

Many thanks to all concerned for
this unexpected and greatly appre-
ciated sales boost.

Very truly yours,
(SIGNED) JAMES B. BENNIGAN
OWNER
JBB:jb

3 i
YAV, =

CADILLAC, MICHIGAN

SPARTON BROADCASTING €O,
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The

“RESULTS”
STATION

in Washington

|\ ); s
éba}‘chTwen’rg Homes
“ifor a Pennyon |
Regional Radio WOW

WOW:'s cost per thousand
homes reached is the lowest in

the area.

8 Sec. Chainbreak Minutes
Radio WOW  $ .17 $ .48 $ .59
B Station .51 1.01 1.00
C Slation 1.17 2.33 2.33

For more informalion contact John Blair,
Rep. — Bill Wisemon, Sales Mgr., 200 In-
surance Bldg., Omaha, Nebraska, or Phone
WE. 3400.

REGIONAL RADIO

“®MAHA 3590-NiC AR
A Moredih Siatien
JOHN BLAR & CO., Rep.
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ROUND-UP

(Continued [rom page 79)

the Washington Radio  Circulation
Committee has announced. This rep-
resents a 6.17 increase of 23.050 ra-
dio homes over last vear's metropoli-
tan area figure,

% % »

WMCA. New York. has resumed
round-the-clock  broadcasting after a
five-year hiatus. Its new Night Watch
show is Deing hroadcast Tuesday
through Saturday from 2:00-6:00 a.m.
It features Ray Carroll with records.
weather, news, time checks. daily fish-
ing reports.

. e

The Alaska Broadcasting System re-
cently celebrated 30 years of broad-
casting during which it has grown
from a $§2.000 gross business annually
to a $4.5 milhon enterprise. ABS in-
cludes KFQD, Anchorage; KFRB.
Fairbanks; KIBH, Seward; KINY, Ju-
neau; K'TKN, Ketchikan, and KIFW,
Sitka. William J. Wagner is president
and founder.

» »* »*

Over 40 products have used WNBC’s
“Chain Lightning” merchandising ser-
vice since the system was first nau-
gurated three years ago. according to
Max I2. Buck. director of merchandis-
ing for the station. The merchandising
plan provides point-of-sale displays in
1,600 super markets in Metropolitan
New York.

* * *

WGIHL. Galesburg. 1L, lets its teen-

age listeners donble as part-time d.j.’s.

By virtue of membership in the sta.
tion’s 1400 Club” (named for the
station’s  frequency). high schoolers
can appear on the hour-long after-
noon d.j. show and spin a few records.
Among the club’s special activities: a

Balloons with WGIL call letters were favors

jam session hekd in a Galesburg hotel.
featuring top mnsicians and broadcast
aver the OO Club program. High-
licht of the ses<ion was the mtroduc-
tion of “The Wiggle.” a <pecial dance
step composed for the occasion. First

service In

Concert Music
Typical of BMI “eervice” s
the complete kit of “Concert
Music”  material used by
broadeasters daily . . . scripts
and data which help solve
many music programming
necds,

Included in BMI's Concert

Music Service are:
CONCERT PIN-UP SHEET—

A monthly licting of new re-

cordings, contemporary and
standard.
YOUR CONCERT HALL—A
ceries of half-hour scripts for
use with phonograph records
of contemporary and standard
claseice,
TODAY IN MUSIC — Dates
and facts about the important
music cvents of the nonth.
BMI-licensed stations —
AM, FM and TV—can be
depended upon for com-
plete service In mustc.

NEW YORK = CHICAGO ¢ HOLLYWOOD
TORONTO = MONTREAL

YOUR erooucr

)

% =

CARVED ON THE CUSTOMER'S MEMORY

/ [t

Carve your product on
the consumer’s mind
with o Song Ad like
Paper-Mote Pens—Sea-
boord Finance — and
Mode O’Day Dresses.
They started with our
sensible $75.00 audi-
tion plan. Coll or write
today.

COMPA nka_;
7 6000 Sunset Blvd..
Suite 203 .
Hollywood 28. Calif.
HOllywood 5-6181

mu-sic  for

Adeorer-tis-ing  set lo
ra-di.a and T.1'!

SPONSOR

' BROADCAST MUSIC, INC.

W

§1
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prize winners of a contest to determine

who had learned the step best were
awarded clock radios; runners-up got
eold mike pins engraved with the sta-
tion’s call letters.

#* * #*

The Charles 1&. Hires Co. is helping
its 300 frauchised bottlers buy radio
and tv time for co-op announcements
with a new eight-page booklet, “Hires
Tv and Radio Time Buying Guide.”
Hires recently made one-minute and
20-second radio and tv announcements
available to local bottlers. The book-
let is designed to help bottlers utilize
these announcements to the best advan-
tage. The booklet advises: (1) ask
stations for local and package rates;
(2) get competitive bids and availa-
bilities from all stations in town; (3)
see that coverage conforms to sales
areas; (4) spot 20-second announce-
ments before high-rated network tv
shows; (5) use diversified schedule;
(6) ask station for merchandising
help.

* * *

For its “‘outstanding public service
in fire prevention during 1953” WBZ-
TV. Boston, won first place award
from the National Board of Fire Un-
derwriters. It’s the second consecutive
year that the station has received the
award.

* * *

Sponsors now can get their com-
mercials recorded in 3-D. Stephen F.
Temmer. vice president of Gotham Re-
cording Corp., New York. says his
firm’s new studio is “the first true
stereophonic sound recording studio
in New York.” The studio, recently
renovated at a cost of $20,000, is
equipped with a control room console
capable of mixing 14 microphones and
two echo chambers. Equipment can
be placed in any combination. in two
general groupings, and recorded on
two separate sound tracks to repro-
duce 3-D sound. The new Gotham
studio is large enough to accommodate
a 70-piece orchestra or band.

* * *

When WTAR-TV, Norfolk, switched

CLOCKS ARE SET IN THE
NEGRO MARKET
EVERY MORNING WHEN

CHUCK MITCHELL
HITS THE AIR VIA

WSOK

NASHVILLE, TENN.
1000 WATTS

>

14 JUNE 1954

to vhf Channel 3. WVEC-TV, Norfolk-
Hampton, sent out jumbo post cards
to all appliance dealers in the Tide-
water area. “When you’re changing
sets to Channel 3. the post card said,
“sell all-channel or converters to Chan-
nel 15.” It worked, too. According to
WVEC-TV, a spot check shows “a big

increase in uhf sets.”
“* * *

A bright Navy-blue tie (with three
brilliant sunbursts on it), a recorded
tape message and poetry are all being
sent out to advertisers and agencies by
the Crosley stations: WLW and
WLWT, Cincinnati; WLWA, Atlanta;
WLWC, Columbus and WLWD, Day-
ton. The poetry goes:

Tie the tie and pull the string

And you’re sure to know about

the zing

In the all out attack to increase

those sales

While summer’s hot and all else

fails.

That’'s Operation Sunburst the

greatest we’ve created

To make selling sure and not de-

bated.

You’ve got the point so let’s wind

up this ditty—But

Remember, it’s not the heat—

IUs just the tmidity.

* * *

Phonograph records which “plug”
commercial products or services can
no longer be played on WNEW, New
York. Richard D. Buckley, owner-
manager, doesn’t think listeners ap-
preciate hearing records over the sta-
tion which contain lyrics referring to
commercial products ranging from a
shave cream to cough drops. From
now on, Buckley said, WNEW plans to

avoild excess commercialism. * K K

Got a yen to sell
space for SPONSOR?

®

Like to travel down South?

Do you know stations—
and have a proven sales

record?
®

If the answer is ‘'yes" write

SPONSOR, 40 E. 43, NY 17

|

The only
r . »
station in the
rich KANSAS
CITY metropolitan

exclusively to
KANSAS CITY’S |
118,000
Negro
WETLG

1,000 Watts "4
1590 Ke —

KANSAS CITY, MISSOURI

Represented Nationally by
JOSEPMH HERSHEY McGILLVRA, INC.

They're going
FISHING

in WESTERN MONTANA
Now!

ARE THEY USING YOUR

e TACKLE
July e BOOTS
KGVO-TV | o camp.
60 kw GEAR?
in the
Heart of

93%

ALWAYS LISTEN TO

- A.M.—Radio
- 125

vacation land

- —
KW Ddy & hhght

MISSOULA, MONTANA
Reps: GILL-PERNA—NY, LA, SF & Chi.
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KOWL'S

4 1\
N cnumﬂ\\s:w
3,000,000 *¥

Must be good reasons why

27 national advertisers like
Coca-Cola—01d Gold —
Wildroot —Carnation Milk —
General Mills and Folgers use
KOWL regularly. One main
reason is KOWL's loyal
audience of over 1,000,000, ..
the Negro, Spanish,
Mexican-American listeners.
Don't overlook KOWL'’s
selling power...ask for
our ‘“sales pitch’’

RADIO

KOWL
Sales Office: 4128 Wilshire Blvd., Los Angeles

NATIONAL REPS:

FORJOE & CO., INC.. New York, Chicago,
Dallas, San Francisco

DORA-CLAYTON. Atlants, Ga.

KWJ)

CIVIUM ADVERTISER
BIG BARGAIN

“How” you say to KW]J, Chief of
Northwest Independents . . . and
he tell you “how”. He trade you
whole Oregon country for little
wampum . . . with plenty strong
smoke signals. He show you how to
scalp competitors . . . with no reser-
vation! Join Chief KW]||'s tribe of
happy warriors.

National \\ /
Representative \\ P

BURN-SMITH CO., INC. \§

1011 S.W. bth Ave. N
<

IR,
PORTLAND 5,3 e
_ OREGON .. "rili
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J. F. Wolfram, v.p. of General Motors and
general manager of Oldsmobile Div., on 2 June signed
with NBC TV as first sponsor of next fall's color tv
“spectaculars” (as first predicted in ~poxsoRr, 31 Vay,
“Detroit’s big auto race,” page 32)., Olds will spon-
sor 13 shows (one out of every four) Saturdays, 9:00-
10:30 p.m. Following contract signing, Wolfram told
SPONSOR that “Oldsmobile, which prides itself in set-
ting the pace in auto styling, is delighted to be first
to become associated with the ‘spectaculars, which we
feel sure will set the pace for future tv programing.”’

Raymond Dioz, national program director of
ABC Radio, is changing the network’s nighttime
programing from a conventional network-type of op-
eration to a pattern highlighting the new concept of
music and news produced with network showman-
ship. Last month ABC launched Just Easy with Jack
Gregson, Monday-through-Friday evenings. Early
this month he announced another change empha-
sizing net’'s music-and-news programing: Jimmy
N\elson’s Highway Frolics Sunday evenings. Coupled
with news shows, Frolics will run 55 hours.

Johu F. Meagher. general manager of KYS\M,
Mankato, Minn., tomorrow (15 June) formally joins
NARTB to fill the new post of rice president in
charge of radio. The position was created at last
January’'s NARTB board meeting. Meagher is serv-
ing his third term as District 11 director on the
trade association’s board—a post he has held since
1947. 1lle’s chairman of VARTB's Standards of
Practice committee and one of the best-known radio
station managers in the countryv. Ille will report
directly to NARTB President larold E. Fellous.

Robert K. Richards. administrative vice
president of NARTB, is leaving the association to
buy into two radio stations and establish his own
public relations firm. Richards joined NARTRB (then
NAB) in 1947 as head of the public relations de-
partment. Bejore that he was assistant to J. Harold
Rvan, assistant director of censorship for lLroad-
casting, during World War IF and, later, was edi-
torial director of Broadcasting. Richards and Walter
Patterson, general manager of W KI{\M, Jackson,
Mich., are buying WKYR, Keyser, W. Va.. and
WHAR, Clarksburg, W'. Va., from Glacus G. Merrill.

o = - = g e —_— e

SPONSOR
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NATIONAL
REPRESENTATIVE

Yowre on the verge of a decision, and a problem.

What business papers to pick for your station promotion?

It's no problem to kiss off, for your choice can have a telling

effect on your national spot income.

But where to get the facts?

The answer is simple. Ask your national representative.

He knows. His salesmen get around. They learn which business

papers are appreciated, read and discussed by buyers of broadcast time

His is an expert opinion. Don't overlook your national representative.

SPONSOR

¥ The magazine radio and tv advertisers use



SPPONSOR
SPEAKS.

TvAB and the moon

WV hat would advertisers and agencies
like to get from the now-being-organ-
ized Television Advertising Bureau?

Each adman has his own list. sSPON-
sor found in rescarchiug the subject
tsee page 311. But Leo Bogart, Me-
Cann-Erickson’~ manager of media re-
search, sumnmed it up possibly as well
as amvone could. Here's what Lev sug-
gests the TvAB give HHEM:

1. Estimates of how and how much
spot tv is used by different sponsors.

2. Up-to-date coverage (circula-
tion) data.

NARTB Convention Highlights

The 1954 NARTB Convention in
Chicago was unoteworthy not only for
its record-shatlering atiendance, re-
markable displays of tv equipment
(especially color). big turnout of time-
buvers. numerous corridor clinics on
uhf, network spot carriers, color tv
and other hot topiecs. High on the list
of evenls to remember tand com-
mend) were the following:

1. TvAB meeting—a well-planned.
fast-moving session attended by a full
house. It explained the fledgling tv
bureau designed to promote and sell
the concept of national spot and local
advertising on television; helped bring
well over 100 <tations mto the fold.

2. Talk by Alfred Stanford—this
perceptive former head of the Bureau
of Advertising of ANP\ gave high-
lights of the Politz <tudy. pointed out
that radio’s job today fas was news-
paper’s 13 vears ago) is to umprove
the medium via creative selling and

120

:’lpA lause

3. Far more detailed data on the
kinds of people who make up particu-
bar tv audiences. “Broadceast media lag
far behind magazines in thi=.”

4. Qualitative studies of tv viewing.
Zxample: “\What 15 the relative value
of a spot announcement and a com-
mercial on a sponsored show?”

5. More real research on tv’s sales
effectiveness, compared with other me-
dia  “not just case histories.”

*“l know it's reaching for the moon.”
Leo says.

sPONSOR doesn’t think so.

* *

Weekend radio: forgotten medium?

SPONSOR has just spent a month ex-
amining all aspects of weekend radio
(see article page 36). lts several find-
ings and conclusions can be boiled
down to one main point:

To many advertisers and agencies,
if not most. weekend radio has become
the forgotten mediuin. Yet it has such
powerful arguments in its favor that
no wide-awake adinan should overlook
it. For example:

1. Rates are cheaper weekends, for
the most part.

2. In-home listeners-per-set figures
are swelled by an average 25% because
more people are at home,

better programing—nol cutling rates.

3. BAB sales clinic—featuring fac-
tual talks by six advertisers who have
profited with radio, this “results™ ses-
sion was a real highspot.

4. Sports clinic—a big contribution
to sane thinking on the subject of
<ports rights. George J. Higgins,

chairman of NARTB Sports Commit-

tee and managing director of KMBC

and KMBC-.TV, read a statement by
Bert Bell. National Football l.eague
Commissioner, stating that press, radio
and television coverage had made a
15% increase in NFL paid attendance
since 1915 possible. The Reverend Fa-
ther Edmund P. Joyce. executive vice
president of Notre Dame. said it was
lii= contention that television sells foot-
ball. contrary to the NCAA concept
that radio stimulates iuterest and tele-
vision satisfies interest.

5. Labor clinic—a practical and
highlty useful exchange of ideas on
“llow to negotiate a labor contract”
moderated by Robert Swezev., WDSU

3. Out-of-hvme audiences, mostly

on wheels, are bigger weekends than |

during the week,

4. Networks and stations are now
programing specially to weekend listen-
ers. especially out-of-home.

And don’t ignore these other points:
You can reach more men weekends
than you can during the week. You
can reach almost as many women.
And both groups have more 1noney
weekends because of Friday paydays.

Moral: Reexamine your weekend ra-
dio schedule.

* ¥, *
Judgment and Time Buying

Morris Hite, president of Tracy-
Locke Co., Dallas. says in this issue's
media article tsee page 40):

“In advertising, as in all business.
good judgment is the greatest asset to
success. Today’s trend attempts to re-
place judgment with slide-rule formu-
las. Many executives scurry to the
protective shelter of these formulas
when asked to stick their necks out.
We have learned that the time spent
with the lowest cost-per-1.000 fre-
quently results in the highest cost-per-
inquiry on premium write-in offers.”

Don’t abandon judgment when buy-
ing time.

and WDSU-TV, New Orleans.

6. FCC roundiable—frank commen-
tary by FCC commissioners revealing
the thinking that goes on behind closed
doors regarding radio and tv broad-
cast regulation.

7. Keynote talk by William Paley—
in an impressive, thought-provoking
address the CBS chairman spoke out
courageously on the responsibility of
the broadcaster in guiding public
thought along right lines: he conclud-
ed that if the industry expecls to gain
the freedom and prestige of the press
it must speak out forthrightly in “‘the
significant field of news and public
affairs.”

8. Television Code Review Board
report—Chairman John Fetzer. WKZO-
TV. reported that the Television Code
has received some 600 comments on
television programing and advertising
practices: has acted on many. llis re-
port stressed the urgency for an en.
lightened program of self-regulation
by component parts of the industry.

SPONSOR
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GRAND RAPIDS

ZUL N

President, SYgh Furnit
Board, National Asso

es and Chairman of the
M

tion o "Manufacturers, says:

“We've always Deen proud of Grand Rapids’ achievements:
furniture capital of America . . . among the nation’s highest in
home and car ownership . . . one of the top ten in general Dusi-
ness increase. And we're also proud of our television station,
WOOD-TV . .. now one of the country’s most powerful . . .
which renders outstanding service to the entire greater Grand
Rapids area.”

CITY . LIMIT

il SRR o I .

00Dland-TV is big territory!

In the prosperous \WWOODIland TV area, you'll
find the finest furniturc manufacturers of
America, of which Sligh Furniture is typical.
But the furniture industry is just one of the
many industries which make YWWOODland TV
the rich manufacturing, industrial and agri-
cultural center that it is today. In metropol-
itan Grand Rapids alone, there are 694
plants with an estimated annual payroll of
$182,000,000.

And your rich, WOODIland-TV market in-

*April 17, 1954

WOO

S
' A)

GRAND RAPIDS, MICHIGAN

cludes all of Western Michigan: the primary
Grand Rapids market, plus Muskegon . . .
Battle Creek . . . Lansing . . . and Kalamazoo.

All of these markets are expertly served by
WOOD-TV . .. first television station in the
country® to deliver 316,000 watts from a
tower 1000" above average terrain.

For tops in coverage, technical equipment,
local and network programming . . . select

WOOD-TV, Grand Rapids’ only TV station!

3

GRANDWOOD BROADCASTING COMPANY -

WOOD-AM, WOOD-TV, REPRESENTED BY

NBC. BASIC; ABC, CBS., DUMONT, SUPPLEMENTARY. ASSOCIATED WITH WFBM-AM AND TV, INDIANAPOLIS, IND
WFDF, FLINT, MICH., WEOA, EVANSVILLE, IND. *

AGE
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. s The purchase of Midl
7‘ n a n s c t Broadcasting Company, opera

;, ‘ . y g ¢ &8 @ of KMBC-TV, by the Cook Paint and Varr}

Company, operators of WHB-TV, has been approved by &

Federal Communications Commission. The two stations have bf

sharing Channel 9 and the CBS-TV network in Kansas City. The 1§
single-station operation has adopted the call letters KMBC-TV. The chan’

will continue to be the full-time CBS-TV basic affiliate in the Heart of Amert

6 ) THE BIG TOP IS
GOING UP!

The tallest tower in the Heart of
America is under construction. From
a heighe of 1,079 feet, KMBC-TV will
transmit  with  full 316,000 waus
power by late summer. Newest type
RCA rransmiter equipped for color,
using BIGgest power and TOP-height
Ay g . tower, will make KMBC-TV the Big
PARA e e Top Station . . . dominating the na-
' tion’s 18th largest metropolitan arca
by its top coverage of the rich Kan-
sas City market.

STARRING THE CBS-TV NETWORK!

Full CBS-TV network programming—the big, top television shcl
of America, carried exclusively on KMBC.TV, basic CBS-TV stat

f M‘ THE “COLOSSAL-COVERAGE
RADIO TEAM—KMBC-KFRM!

Now under “Big Top” direction is also the great radio team, KM
KFRM, covering the Kansas City and Kansas radio markets as no ¢
Kansas City station can. It's CBS Radio, of course, on “The Team!"

DON DAVIS

Vice President

FEATURING KANSAS CITY'S (7,
GREATEST TALENT! e

The biggest personalities, the top local ‘i 4
programs of the two stations are now ex- ]
clusively on the Heart of America’s Big "ii
Top Station, KMBC-TV! I

JOHN T. SCHILLING
V.P. & Gen. Mgr.

DICK SMITH
Director of Radio

KMBC Building
11th ond Centrol Sts.,

¥ )Represenfed Nationally by FREE & PETERS, INC.

C-TV

GEORGE HIGGI.S“
Sales Manager "5'1

MORI GREINER, % ;
Director of Televistn

Kansos City, Ma. HENRY GOLDENBERG, Chief Engineer 0




