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& mming to the mass audience of 4 million, in-
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You wouldn’t harness an elephant
fo a lawnmower, would you?

You don’t need 50,000 watts: or 10,000 or
even 5000 to cover the compact Baltimore
market!

W-I-T-H will do the job for you—uwithout
waste! Network stations overlap areas covered
by their own affiliates . . . their effective coverage

is limited to just about the area W-I-T-H itself
covers.

IN BALTIMORE
> 3 -

TOM TINSLEY, PRESIDENT [

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

In Baltimore City and Baltimore County
W-1.T-H leads every other radio and television
station -network or independent—in weekly
daytime circulation.

Let your Forjoe man give you all the facts in
this amazing Nielsen Coverage Service Survey.
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Will TvAB
be ""federated’’?

TvAB planners
meet 4 August

Campbell testing
frozen soups

Times’ Gould
switches to CBS

Taoni starts 2nd
product via air

Media executives
debate fear

Admen who wonder "what's the problem" in setting up TvAB have to bear
in mind television (like radio) is 3 media—not one. Stations depend
on 3 sources for revenue: (1) networks; (2) sales to national and
regional clients via national representatives; (3) sales to local
clients. Latter 2 are vital to pay high operating costs. That's why
as time nears for 5 August meeting in Washington to set up all-indus-
try TvAB you hear of stations which want bureau to concentrate only
on all-important spot and local sales. Possible solution: federated
bureau with separate branches for network, spot, local. See edi-
torial page 108.

-SR—
At special meeting in Washington 4 August (day before 10-man TvAB
organizing session) 4 prime movers in projected tv bureau will hammer
out agenda. Men are: Clair McCollough, Roger Clipp, Cam Arnoux, Dick
Moore.
—~SR—
Watch for a major tv-radio splash by Campbell Soups this fall to pro-
mote new line of frozen concentrated soups. Product is currently
being test-marketed in 3 Eastern cities, including Philadelphia
(right across Delaware river from Camden home plant). Extensive tv
spot campaign, plus daytime radio announcements, combined with large-
space newspaper ads is current formula. Agency: Leo Burnett, Chicago.
~SR—
Jack Gould, radio-tv editor of "New York Times" and freguent critic of
over-commercialism in air advertising, has been named Information Ad-
viser to CBS, Inc. He'll report to Frank Stanton at policy level.
—SR—
Toni launched Viv, lipstick, with 35 million first-year budget in
May—most of it going into radio, tv. Next month "largest ad appro-
priation ever placed" for facial cleansing lotion will kick off "Deep
Magic," again with radio, tv carrying brunt of campaign. Firm had 19
shows, will carry 22 radio guarter hours weekly, 21 on tv by October.
Agencies: Weiss & Geller, Tatham-Laird, Leo Burnett, all Chicago.
—~SR—
Edward B. Pope, media director of James Thomas Chirurg Co., Boston,
says he not only has no fears regarding his job or future, but he
does not use PIB data in making media selections, challenges authen-
ticity of rating services for all types of media and says of SPONSOR's
3 May article, "III. Psychology of Media—why admen buy what they
do": "Should be read by evervone who really wishes to be an_adman in-
stead of an accountant." For debate on "Are YOU afraid?" see page 31.

Bernard Platt SPONSOR general manager; Miles David named editorial director

In two major staff promotions, SPONSOR announces elevation of Bernard Platt,
for the past five years Business Manager, to General Manager; and Miles David,
for the past four years Managing Editor, to Editorial Director. The Editorial

and Mr. David. 1In addition Mr. Platt will supervise all departments.

AIMANEOR, Volume 8, No. 15,

26 July 1934, Published biweekls by SPONSOR Publications, Inc., at 3110 Elm Ave.. Baltimore. Md. Execuiive. Editorial. Advertizing C'--

culntion Offces 40 E 49th St., New York 17. $% a vear in U. S. $9 elsewhere. Entered as second class matter 29 January 1949 at Baltimore, Md. postoffice under Act of 3 March 1879

BEoard of SPONSOR will consist of Norman Glenn, Editor and Publisher, Mr. Platt I
|
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REPORT TO SPONSORS for 26 July 19518

Mogul, SRA in
rate battle

Kent goes king
with radio, tv

and local, surges

NBC shows why
you need radio

Uhf moves goods
for many lines

|
|
I
|
|
'
I
I
l
l
l
l
l
|
l
l
! Farm radio, spot
l
l
l
I
I
I
|
I
I
I
I
!
|
|
I

Round 3 in current battle between £mil Mogul Co. and Station Reps.
Assn. will be fought 28 July at Biltmore in New York when Emil Mogul,
at SRA invitation, will discuss reps' "imperfections."™ Round 1 was
SRA letter to members accusing Mogul of trying to skip reps and deal-
ing directly with stations to get lower, local rates for Rayco account
and of sending timebuyers on road to make "deals." Round 2 was Mo-
gul's reply at Waldorf Astoria before 60 reps and press in mid-July.
He said Rayco was local, not national account, offered 810,000 to any
charity if someone could get station to testify under oath he tried

to break rate card.

—~SR-
Credit cancer scare and massive use of network, spot tv, network
radio for major share in doubling Kent sales (P. Lorillard) first 5
months this year. Cigarette stresses "Micronite" filter. Kent went
king size this month with no increase in price. Regular Kents will

also be continued. To pave way commercials were revised on these
Kent radio, tv shows: "The Web" (CBS TV}, "Monday Morning Headlinés"
(ABC Radio) and "Kent Theatre" (was in 30 tv markets, now 6). Young
& Rubicam is the agency.

—SR—
Phil Alampi, WNBC (NBC) farm & garden, radio-tv director, reports na-
tional spending for farm radio has risen in spot radio from $2.7 mil=
lion to %6.0 million (up 119%) and in local radio from $7.7 million
to 811.6 million (up 50%) past year. Alampi is chairman of Natl.
Assn. of Tv and Radio Farm Directors committee which just issued di-
rectory of all members, farm radio programs (compiled from SPONSOR's
"Program Guide") and firms interested in farm radio.

—SR—
You can get free Nielsen analysis of your tv advertising, combined
with recommended complementary sked over NBC Radio, by writing to
Howard Gardner, director NBC Radio Network sales development group.
Latest NBC Radio promotion booklet says your tv show, if watched by
every tv home in country, would still miss 17.1 million homes or 37%
of total,

—SR—
Can uhf sell? Furniture dealer spent $86.34 on single minute an-
nouncement on WKNX-TV, Ch. 57 in Saginaw-Bay City, Mich., sold 32,364
worth of "Television Rockers." For other remarkable sales stories
see uhf piece page 42.

New national spot radio aud tv business

SPONSOR

Anahist Co, Yonkers

Crove Labs, St. Louts

Lydia Pinkham Co,
Lynn, Mass

Picree’s Proprictaries,
suttalo

Wheatena Corp,

1
I Anahist Co, Yenkers
l Rahway, Nj

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Super Anahist Ted Bates, NY Over 100 radio stns thruout Radio: early-morn min anacts; 20 Scp;
i country 26 wks
Super Anahist Ted Bates, NY Abt 40 tv mkts thruout country | Tv: dayti min anncts; 20 Sep: 26 wks
Varicd prods Harry B. Cohen, NY JSO or more radio-tv stns thruout Radio-Tv: anncts; 4 Oct-11 Oct; 20-22

) country wks
Lydia Pinkham Harry B. Cohen, NY East. Southcast mkts Radio: min anncts: 15 Sep; 16 wks
Dr. Pierce’s prods | Kastor. Farrell, Chesley 100 stas thruout country :Radio: min anncts; 27 Sep: 13 wks
& Chtford, NY
Wheatena Brisacher, Wheeler & 25 radio stns Radio: S-min carly am necws progs: 7
Staff, NY Sep; 26 wks
SPONSOR
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WESTERN
ROUNDUP pays off

for the FISCIHER BAKING COMPANY

“There’s something about a Western ori TV that’s intriguing. You know
the marshal will ‘get his man® for law and order must prevail. And still
you look, and children look, and mothers look. The result — good results.

That's why we recommended to our client, the FISCHER BAKING COM-
PAN‘Y, that Westerns on-TV sell merchandise; and we’ve proved it.

fz;;he last five years WATV’s ‘Western Roundup’ has been used with

good effect, and we plan to increase the schedule right after Labor Day.

Keep shooting with your Westerns, but shoot only the bad hombres.”

Scheck Advertising Agency, Inc.

WESTERN ROUNDUP:

with Ranger Lyle Reed — Monday thru Sunday 4-5 pm
TELEPULSE: 4.1 quarter-hour average January — June

channel WGfV

covering metropolitan new york-new jersey

TELEVISION CENTER, Newark 1, New Jersey Rep: Weed Television Corp.
26 JULY 1954




ARTICLES

ire YOU afraid?

SPONSOR's media study findings that fear plays a big role in admen's selec-
tion of media brought a brace of controversial opinions from agency heads

Net radio helps build the State Farm name

The State Farm Automobile Insurance Co. wants to hit prospects repeatedly
during the short time of their periodic interest in auto insurance. Two network
radio shows achieve this purpose, get one-third of firm's budget

TIMEBUYERS: I. The group approach

This is the first in & series of three articles explaining the organization of three
different types of medis departments in top 20 agencies. Detailed this issue is
the setup at Bentcn & Bowles which represents the “group approach”

Local food chain battdes the giants with radio

Barber's. & supermarket chain in Albuquerque, sperds 60% of its ad budget
on local radio shows and weekend saturation announcements to compete in its
area with the retail giants of the grocery industry

10 ways to put wmore sell in gour (v commercials

Irving Settel, tv consultant and educator, analyzed some 400 video pitches with
the aid of & student panel, comes up with some basic do‘s and don'ts in making
commercials on television more effective

How well can ulif sell?

Recent headlines have been painting an often-dreary picture of uhf. SPONSOR
takes a peek behind szenes, comes up with a fistful of solid results stories
from advertiser use of the medium

Rotisseries ou the air

In f.he one year between 1952 and 1953, national broiler sales leaped from $13
million to well over $72 million. The use of tv, largely for demonstration pur-
poses, had much to do with this phenomenal sales rise

URf i a status report

A follow-up to the eye-omening uhf results stories appearing in this issue [see
above|, will highlight the problems of uhf in timebuyer terms

Why 1009, of Doeskin's budget is in radio-tr

This tissue manufacturer associates its name with Kate Smith on tv and Robert
Q. Lewis on radio, both network efforts: uses no other advertising
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49TH & MADISON

NEW & RENEW

MR. SPONSOR, Albert Plaut
P. S.

NEW TV STATIONS

NEW TV FILM SHOWS
ROUND-UP

FILM NOTES

RADIO RESULTS

SPONSOR ASKS e
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poNT"PICK BLIND”

IN SHREVEPORT!

ook ar KWKH's HOOPERS!

JAN.-FEB., 1954 — SHARE OF AUDIENCE

KWKH’s radio competition consists of TIME KWKH | station 8 | station ¢ | station o | station g
three network affiliates, plus one inde- MON. thiy FR). 38.1 s .2 oo s
pendent. But look at the Hooper-proved 8.00 A.M. - 12:00 Noon ) ' ' N
dominance of KWKH in Metropolitan 200 B | 44,3 2.2 9.2 6.1 19.4
Shreveport — morning, afternoon and SUN. thry SAT. EVE. " " s "o
uig])t! 6:00 P.M. - 10:30 P.M. * ’ ’ ‘
. 19 28
: ARKAN
ook ar KWIKH's SAMS AREA! Ay VLY
i $0 p{-2 T "
j sz\—\, 8% | & 18
. . \
50,000-watt KWKH obviously gives you far more than the ~*

Metropolitan area. KWKH is heard in 22.39, more daytime
homes than all other Shreveport stations combined, and at

the lowest cost per-thousand-listeners!

! A Shreveport Times Station The Branham Ca.

SHREVEPORT, LOUISIANA
=]  ARKANSAS

50,000 Watts ¢« CBS Radio

Henry Clay
! TEXAS Representatives General Manager

Fred Watkins

Cammercial Manager
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Your Golden Opportunity a )

to put this profitable pair Yo work for you y

EXCLUSIVELY in your market ! / |

4 o
‘/4 ’ )’y




PROGRAM COSTS FOR WORLD-AFFILIATES!

A FULL HOUR SHOW

(ON COMPLETE OPEN-END TRANSCRIPTION)

FIVE DAYS A WEEK

A NEW SHOW EVERY DAY, 52 WEEKS A YEAR

A Variety-Filled musical treat sparkling with \ W
“star-talk’’ of music, movies and show people. At&szpg,,,
/! '

Y \
Ny >~ 7/ \ et / MusiC! .
0 )) D AME BANDS! NCHANTING M2
: ' - BIG-N NG 4 E / N f;v'—\f\{ = e
= / "
) I~ ; ﬂ‘“’ / STAR VOCALISTS! \\ / ) ore than
e I 5 FASC -3 dy ™ .
9 =328 LCens
. . : . ‘ haV STATI
e Never in the history of library service has anyone dared to \____ » WORLD COMET |

make an offer like this. Mail Coupon below for full details.

WORLD BROADCASTING SYSTEM, INC.
488 Madison Ave.
New York 22, N.Y.

Rush money-making details of your
NEW COMET PLAN.

K

—

vl '
3

| SALES'AND
PROGRAM:SERVICE
AL e S T I A /A

WORLD BROADCASTING SYSTEM, INC.
488 Madison Avenue, New York 22, New York

;
.
& s,

(YOUR NAME AND TITLE)

> (COMPANY NAME)
1

\ p

CINCINNATI . S // HOLLYWOOD I

CANADIAN REPRESENTATIVES . . . ALL-CANADA RADIO, I [COMPANY ADDRESS)
FACILITIES LIMITED, VICTORY BUILDING, TORONTO ijup mm mw wem & 5 n G55 IS BN TS0 5D B R & =S =9




for a yecar-old station to win

A 1953 TOP AWARD

Now it's headline news as . . . KBIG
AGAIN WINS NEWS AWARD.

The Radio and Television News Club
of Southern California judges the
hourly five minute strips “Listen to
Lisser” to be

“The Best News Reporting of
any non-network radio station.”

KBIG and the John Poole Broadcasting
Company are grateful to the News
Club, to United Press, to program di-
rector and newscaster Alan Lisser,
news director Larry Berrill, writer
Margee Phillips, the entire Hollywood
and Avalon announcing staffs, to the
advertisers and their agencies who
make it all possible.

“Music, news, time all day long™.

STUDIOS IN AVALON GIANT

10,000 WATTS
a1 740

AND_ HOLLYWOOD ECONOMY
PACKAGE OF

SOUTHERN
CALIFORNIA

AmAﬁtﬁiﬁxwww

RADIO

The Catalina Station

John Poole Broadcasting Co.
KBIF e KBIG
4540 Sunset Blvd., Hollywood 28, Calif.
HOIllywood 3-3205

Not. Rep. Robert Mecker Assoc., Inc.

Dauntel 8. Heath., media directar, Hazard Adver-
tisiag Co., New York, handles the media strategy
and planning for accounts speading some §3 million
« year. At the same time, he acts as all-media
buyer, choosing jrom among availalbilities aad actually
placing orders. “Recently [ put most of Bridgeport
Brass Co.s budget into radio,” he told ~ro~~ok.
“As a mal:er of insecticides this firm was iaterested
in cheap nativaal coverage throughout the summer.
Ve wanted to reach people at the same time as
the mosquitoes do, so we bought aighttime radio.”

Donna Quigley. radio-tv director, Caytoa, New
York, has become a boxing expert from her work ia
placing Greatest Fight~ of the Century, a 15-minute
v film show, in some 60 marlets for Chesebrough
V'aseline Products. “We jound that the best time
for us is right after live boxiag ar wrestliag
matches,” Donna told spossor. “At these late-eveaing
times we get the audieace we waat for our product
tmainly male, but some womea). aad we fiad the |
audience keved to our messaze.” This psychological
jactor is also vital ia slottiag anaouacemeats.

Douald Foote Jr.. Beatoa & Bowles. New
York, feels that nighttime spot tv aanauncemeals
are an excellent medium for putting across short-
term sales promotioa plans or for the iatroduction
of new products. “They doa’t replace aetwark tv
programing, with its prestigc value,” he added.
“Rather. they supplemeat i1. Because af spot (t's
ilexibility aa advertiser can completely tailor
his frequeacy impact to the special aeeds ia

a particular marlet, or he caa vary his cop)
theme by regions or marker conditioas.”

Jack McCarthyy. Ted Bates, New York, looks
forward to the day whea all the (v stations ia the
country will get together ta spansar an unpartial
survey about themselves. “A truly objective
survey.” savs Jack. “Today it's still difficult to
zet a single relialile source far a station’s coverage
area and set counts within its market. Aad,

even if a buver feels he has a reliable source of _
information far ene statian, he may fiad it hard |
to campare this data with that provided by a com-
peting station because the two use different surveys.”

SPONSOR
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Covera ge

Jhai counts !

... in rich, industrial, outstate Michigan

T m ary
< \x\%\“@ - 540 ”’4/;/

eI

Delivering America’s greatest trademarks
in America’s 36th Market....



WENATCHEE
WASHINGTON

million
fefail

S000 WATTS
560 Kl Cn
WENATCHEE
WASHINGTON

Reg.Rep.- Hugh Feltis, Seattle, Wash.
Natl. Rep.- Forjoe & Company, Inc.
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by Bob Foreman

Even the most inten<e research hater among u~ would have
to. in all fairness, admit there are a few pearls 1o be pried
from the common shells laid at our feet by the practitioner-
of Statistical Wisdom and Second Gue--ing.

Not the least of the-e is the fact that the very pre-ence of
the Numbers Merchants keeps a writer on hi- toes and force~
those who O.K. copy to be more alert than perhap~ might be
the case were no one keeping tabs.

The presence of researchers al~o causes us to review the
rules of the obviou- as we look over a <toryhoard or piece of
radio copy—a chore that can onlv ~erve a good purpose for
what i< obvious i~ more direct and that u~ually make=x for a
better commercial.

On the other ~ide. statistical evidence gives u= a little more
~trength with which to ~tand up and argue again~t the merelv
novel. the bizarre for bizarre’s purpo=e, and the too-too-clever
which miens are bound to creep into our work becau<e copyv-
writers and commereial artistz are so inhibited by the fact
they mus=t be businez: men.

Despite all these pluses it iz still distressing to see how
much reliance is placed upon the edict: of research folks and
how rigidly copy 1= being held up to them and their criterja.

Having been =ubjected to this painful proce<s for many
vears a~ a copywriter. I have come up with =ome conclu-
~ions on how to assure any adverti-er that his commercial
will rate high in Playvback. Recall. Believability Quotient or
whatever word game he may be plaving at the time. It doesn’t
matter which of the techniques i~ applied against it—my
Jiflv Ad-Kit will assure vou of connng out well.

[t i necessary to state here. however. that 1it'’s possible a
high rating on the chart will have no bearing on whether the
commercial will do the job it iz suppo-ed to—i.e.. ell the
produect.

Got paper and pencil?  All right—first. get one <~imple
thought for vour commercial. Now-—expre=< this thought in
the <implest of terms and the =hortest of phra-e~. Avoid the
catchyv if it 1~ at all ervptic. Be straightforward to the point
of dullne<~ and a~ direct a~ the man in an Esquire cartoon.

In radio——expres~ it with a ~ound gimmick. In tv—u-e
~ome vi~ual device to <et up thi~ thouglt—perhap~. <craich-
ofl or a wipe on or mavbe unscrambling animation.

t Please turn to page GO

SPONSOR




OW TELECACTING

CI.LOUIS

100,000 WATTS
i OVER 600,000 SETS IN THIS AREA
ANTENNA HEIGHT 563 FEET

f

Represented Nationally by
THE KATZ AGENCY, INC.

™

TELEVISION

NETWORK
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Il sources on

Use Colimbia Pacific Radio and

REDISCOVER THE WEST!

Westward bound? Team up with the Columbia
Pacific Radio Network. You'll discover CPRN
carries the most weight throughout today’s
$20-billion Pacific Coast market. And there are

four sound reasons why:

RADIO IS EVEN MORE POPULAR ON THE COAST
than it is nationally. Westerners spend an
average of 17.37¢ more time with radio than the

national average.

CPRN MATCHES POWER TO POPULATION. Only
CPRN
Coast’s spread-and-cluster pattern..

has the Balanced Coverage to match the
.maximum-
power stations where population is spread out
(example: the L.os Angeles market covers

an area the size of Connecticut) and moderate-

j0st.

Al

proME

power stations in areas where population is
concentrated in smaller clusters. As a result of
this Balanced Coverage, day and night more
families listen to CPRN, in total, than listen

to any other West Coast network.

CPRN HAS THE LARGEST SHARE of the radio
audience in the West year after year. And
CPRN’s audiences are more than 6°¢ larger
today than in 1948, before television.

ADVERTISERS ARE AWARE OF THESE FACTS.
As a result, CPRN carries more business than
any other West Coast network !

Give you a lift to the Coast? Call CBS Radio
.. THE COLUMBIA
PACIFIC RADIO NETWORK

Spot Sales or

Vo

" A
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Want to reach
the “people” in
the Dakota area?

INAVIINAND

- N, IDAI6,

Buy KXJB-TV

FARGO—VALLEY CITY, N. DAK.

Station 8
Comparel  KXJB-TV  “Fargey
Seca level 1410 f1. 950 ft.
Antenna 1085 f1. 433 ft.
Above sea level 2495 ft. 1383 ft.
1’ower 100 KW 65 KW

Sig., “B" area App. 75 mi App. 52 mi
RBase “A” rate $200 hr, $200-hr.
Channel 4 6

Channel 4, the state’s choicest channel,
wus allocated to Valley City making it
possible for KXJB-T'V with maximum
swer and 1085-ft. tower to cover
argo-Moorhead, Grand Forks, Devils
Lake, Jamestown, Valley City, Wahpe-
ton, Breckenridge and érookston with
a goad solid 100 microvolt signal. 7 mar-
kets for the price of one. (See map),

~

MARKET DATA: Over 135,000 urbuan
and rural families within 50 M V M
line. Average retail sales per houschold
$4272 per yr. (urban and rurab. Aver-
age retail sales per houschold $6794
(Fargo trade area) better average
than such cities as Boston, Los Angcles,
Detroit, Minneapolis,

PROGRAM POLICY: Scrving the pre-
dominant Dakota agricultural arca
with true “Farm Programming”,
KXJB-TV is ably assisted by a pro-
gram advisory board of the North
Dakota State Agricultural College.

REPRESENTED BY WEED TELEVISION
SALES OFFICE: BOX 626, FARGO, N. D,
PHONE 446-1
NORTH DAKOTA BDCST. CO., INC.
KSJB-600 K.C. JAMESTOWN, N. DAK,
KCJB-910 K.C. MINOT, N. DAK.
KCJB-TV CH. 13 MINOT, N. DAK,

mxélB-tV

CHANNEL 4§

100,000 warrs

14

VALLEY CITY-FARGQ N,

il and

- MADESON

SPONGOR (nvites letters to the editor.
Address 40 E. 49 St., New York 17.

MILK COOPERATIVE

In your June 14, 1954 issue you had
a wonderful story about the Inter-State
Mitk Producers” Cooperative and their
suceessful aclivities on radio [“Radio
makes big-city friends for dairy farm-
ers.” page /.

Please send me two issues of tha!
mmagazine as I would like to send them
to people who wonld bhe most inter-
esled.

Evaxs G. OLwELL Jr.
Gundlach Advertising
Cincinnati

[} Fatra copies of the 17 June issue containing
the ~tory on the milk cooperative’s use of radio
cost 30 apicee.

RATINGS

We would like 1o get permission to
reprint the arlicle by J. B. Ward on
page 10 of the Mayv 31 spoxsor [*]
sav ralings are opinions’ |,

This is a story that we have always
preached and Mr. Ward’s comments
could be of help to us locally.

Kexxern M. Coorer
General Manager

WORC, Worcester

® Material which ha~ appeared in SPONSOR
may bhe reprinted provided permfssion is requested
in writing and credit is given.

PROGRAM GUIDE

We would appreciale yvour sending
us two copies of the Program Guide.
We did not receive our copy and
would like to use them in the planning
of our new adverlising campaign.
Sanm Ressick
D'Franssia Laboratories
Los Angeles

In borrowing a cliche from Waller
Winchell. T would like 1o toss a dozen
orchids vour way.

Since SPONSOR's inauguralion 1've
made no ~ecret of the great admiration
I've held for vour publication and
sPoNsoR's slafl. This feeling has grown
with each information-packed copy of

sPONSOR through the vears,

Today’s orchids are sent for your
magnificent 1951 radio and tv station
Program Guide. It represents a pains-
taking job of reporting classified ra-
dio and v narkets and will remain a
treasured picce of research matenal 1o
be used with great relief by all mem-
bers of the broadcasting industry.

I shall recommend its use most
highh.

Dexter D. TTALLE

I'ice President & Director

Cambridge School of Radio
and Tv Broadcasting

New York

My hat’s off to vou for the new 1954

radio and tv station Program Guide,
just received. It’s 1he first inlelligent
approach | have ever seen to our par-
ncular type of specialized program-
ing.
ROBERT N. PINKERTON
XEO-XEOR

Brownsville, Tex,

®  SPONSOR's 1958 Program Guide i~ available
friee 1o subseribers, Fxtra coples cost §2 each.

SPONSOR REPRINTS

I am a faithful reader of ~ro\sor
which arrives al our office regularly.
It seems there is never enough time to
devote to each issue and many times |
have allowed an issue to get out of my
hands before | have been able to fin-
ish particular articles.
Therefore, 1 would like to take ad-
vantage of the offer by sPoN=0R in the
May 17 issue [“Can you use these
SPONSOR reprints?” page 54]. | am
histing helow the material that [ would
like to have.
Jack OwEN
Radio and Television
Foote. Cone & Belding
Chicago

® For a compléte list of reprint availabilities

and prices please refer to the 17 May 19538 e
sne, page 3L,

ALL-MEDIA BOOK

Could we please reserve a copy of
vour All-Media Study which is to be
published this coming summer? We
have found these articles very inter-
esting and would like a copy of the
hook when it is ready.

S. RusseLL
The Baker Advernsing Agency
Toronto

SPONSOR
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Anybody with that much wealth could buy all kinds of

= things. And, as a matter of fact, it just happens that the
_J o 1 people who do have it do buy prodigiously. Their golden
_r' J L hoard is represented by its equivalent in green U. S. dollars

—nearly four billion of them — which 1s the buying
potential you’ll find concentrated in an 116-county mint

served by WSAZ-TV.
A S’ The particular brand of alchemy practiced by nearly a
i | million busy families who live in WSAZ-TV’s area is

called industry. Many of America’s largest, best-known
manufacturers keep our Ohio Valley communities
humming with productivity. Heavy industrial production
makes good profits...good profits make bigger payrolls
...and bigger payrolls make people more buying-minded.
As an advertiser with something to sell, you can take

it from there.

But you can take it faster (and in greater amounts) with
the unique help of WSAZ-TV. Across this industrial heart
of the nation...in over 400,000 TV homes...WSAZ-TV
is the only single medium able to reach so much of

this golden potential (and with a persuasive power that is
paying off handsomely for dozens of happy advertisers).
If this prosperous prospect intrigues you, the nearest
Katz office can stake out all the facts.

Huntington-Charleston, West Virginia

Channel 3—-100,000 watts ERP

NBC BASIC NETWORK-affiliated ABC and Du Mont

Also affiliated with Radio Stations WSAZ, Huntington, and WGKYV, Charleston
Lawrence II. Rogers, Vice President & General Manager, WSAZ, Inc.
Represented nationally by The Katz Agency

-
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Prestige stations with but
a single thought . . .

RADIO!

R \DIO is everywhere. Radio i~ in every room of the hou-e . . . in most automwbiles
traveling the highways and city streets . on tractors in the fields . . . in garages. stores,
barns . . . in fact. wherever people work, rest or play! PEOPLES BROADCASTING

CORPORATION s going to buy more radio stations, because we believe in the future of radio
as the greatest. most effective of all advern<ing media.  Today, PBC boasts four <tations

in four rich American markets. Each is progiammed 1o reach substantial citizens

W money to spend in the market it serves. They are leaders all . . . prestige

stations that sell effectively because they iepresent the finest in radio.

PEOI’I.ES BROADCASTING CORPORATION is owned by the three million ‘policyhioldeér-
owners of the Farm Bureau Automobile Insurance Company, Columbus. Ohio. All PBC
~tations Lroadcast timely. interesting public service features. Each station has won an impressive
number of public service awards. Besides fulfilling its obligation to act in the public interest
with -uch programming, each station retains its regional leadership by constantly artracting
public attention. PBC stations act on the principle that there is no distinct separation between
comniercial and public service radio . . . that to sell. a station nust also serve. The siature

f all four ’BC stations would :eem to prove that principle valid.

PEOPLES BROADCASTING CORP. oo incow rowen

[=] o] [}

CBS FAIRMONT, W, VA, REP. H.R,
w M M N - e A. G. FERRISE. Gen. Mgr.

FIRST since 1928. In North Central West Virginia. WMMN i< FIRST in coverage, power. penetration
and FIRNT in audience. WMMN i the ONLY station that deliver~ thi~ vital market.

w NBC TRENTON, N. 1. REP. FORJOE
T T M . 1,000-920 FRED L. BERNSTEIN. Manager

Covering Central New Jersey and the Delaware Valley.  Trenton i< the Hub in this va-t industrial area
W population of 300,000 in the retail trading zone, pius 16000 new homes n Levittown. Pa.. and
4,000 new liomes in Fairless lills, Pa.

R IND. WORTHINGTON, OHIO  REP. GEO. GLARK

= | 5.000-880 |  JOSEPH D. BRADSHAW. Manager
WRFD's primary signal dominate~ 72 of Ohlio’s 88 counties, WRFD is programmed for rnrai and <mall
town hsteners who aceount for 16% of Ohio’s total retall food sales . 107 of the retail drug <ales,

WGA CBS CLEVELAND, OHI0, REP, CHRISTAL
R' 5€,000-1220 CARL L. GEORGE. Gen. Mgr.

serving ' million friends 1n Northern Ohio with the best in radio, Cleseland ranks No. 1 among
metropalitan market< in the nation for consumer ~pendible income with §7.492 per household.  (Censumer
markets, SDIS, 954

SPONSOR



Jusl a note to say that, on all counts,
vours 1= oue of the best publications
of its type in the field. Would you
please put my name down for the All-
Media Lvaluation Study book as soon
as il comes out.

Gobrrey Tupor
Horace N. Stovin & Co.
Winnipeg
¢ SPONSOR's All-Media Exaluation Study will
he published in book form this summer. Price

prr copy is $t. You may reserve a copy now by
writing to 40 East 49 St. New Yark 17,

—

RADIO/TV DIRECTORY

1 note vour offer for a free copy of
a pockel-size Radio/Tv Directory.
How are clances of gelling three
copies? 1'd like to present the other
iwo to a rouple of my bosses.
CarL E, BEHR
Business Manager
Radio-Tv Department
Needham, Louis & Brorby
Chicago

Thanks lor a copy of the latest
“Radio/Tv Directory” of New York
and Chicago. 1 could use a couple of
extra copies of the latter if you have
then.

Harorp Essex
WSJS, Winston-Salem

@ The New York and Chicaze Radio Tv Direc.
tary Is available to subscribers as a SPONSOR
service. Extra copies are furnished on request
while available.

WEEKEND RADIO

Congratulations on an outstanding
service to the radio industry through
your publication of the series on week-
end radio [“Weekend radio: are you
missing a good bet?” 14 June 1954:
page 36, Part I; 28 June 1954, page
33, Part 11].

Advertisers and the medium alike
have for many vears overlooked the
possibilities of radio during this peak
listening period. I must take excep-
lion lo your statement that stations of-
fer announcements and programs on
weekends at discounts up to 45%. An
analysis of Seattle radio indicates that
independent station rates remain con-
stant—network stations do have dis-
counts.

Your article prompted KOL to ana-
lyze its weekend audience as compared
with the Monday-through-Friday pe-
riod (KOL is a strong independent

26 JULY 1954

during this period in Seattle). lLook at
the results:

OUT OF HOME

Saturday
6 am-12 noon 509 increase
12 noon-6 pm 64.3%% increase
6 pin-midnight 15.7¢, decrease

(PULRE)
Sunday
1009 increase
1074 increase
G4.8% decrease
IN'-HOME (PULSE)
Saturday

6 am-12 noon 25%% increase
12 noon:6 pm 50¢, increase
6 pm-midnight 11.1% increase

Sunday
150% increase
25% increase
41.1%0 increuse
IN-IIOME (1IOOPER)

Saturday
124% incrense

Sunday

6 am-6 pm 2209, increase

Thanks to your article, the KOL
sales stafl is now telling the story of
the value of weckend advertising to
clients. To help us do so, please send
us 75 copies of reprints of the series
on this subject. Keep up the good
work!

BiLrL SivpsoN
KCIL., Seattle

® Reprints of the two-part “Weekend radio™
series eost 23¢ upiece. Quantity prices on request,

AIR IN FRANCE

Subscribers to sPONSOR since nearly
three years, we have appreciated very
much its dynamism, its efficiency and
the thorough fashion in which all ques-
lions are presented and examined,

“Programmes de France” of which
1 am the manager is the most impor-
tant European enterprise concerned
with the recording of sponsored radio
programs.

Sponsored television, although it is
just starting in Furope (Tele Luxem-
bourg will broadcast its first television
programs next November)
claiming all our attention.

is now

In this early stage, and wishing to
avoid as many pitfalls as we can, we
must try and profit from the experi-
ence that your country must have ac-
cumulated in nearly 10 years of tv ex-
perience,

That is why we have decided to take
a trip to the United States.

Could it be possible for you to send
me a list of the most important agen-
cies and slations concerned with the
elaboration, recording and/or direct
broadcasting of tv programs and pub-
lic shows. '
JEAN D’AcosTINO
Manager
Les Programmes de France
Paris

e SPONSOR's Radio/Tv Directory lists major

agencies and stations in New York and Chicago.
It is available frce to subiseriliers.

|

Maryland's Most Honored

Television Station

I (3

CHANNEL
NOW!
maximum
power

6,000
IS

ADDED
To The Finest Studio
and Production Facilities
in Baltimore

Have You Seen
the WAAM Story

P,

represented nationally by

HARRINGTON, RIGHTER
& PARSONS, INC.

W3

CHANNEL

TELEVISION HILL
I BALTIMORE, MD.
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SURE TO BE THE HOTTEST SHOW
SINCE DRAGNET

NOW ON TELEVISION
...39 brand new half-hour films

Thrilling adventure. Mike Waring, The
Falcon,isanundercoverintelligence
agent for the government. His assign-
ments take him all over the world—on
both sides of the Iron Curtain. Wherever
he goes, The Falcon meets mystery and
adventure.

Outstanding production. Exciting for-
eign backgrounds add to the superb real-
ism. Inspired production by Hollywood's
Harry Joe Brown keeps the action
trigger-fast!

A great new star. Charles McGraw, as
Mike Waring, is the most dynamic person-
ality on TV since Jack Webb. His pictures
include “The Killers,” “War Paint,” and
the soon to be released ‘“The Bridges At
Toko-Ri.”

NBC

Ready-made audience. The Falcon has
proved popular during nine great years
on radio for such sponsors as Procter &
Gamble, General Mills, and Kraft.

Low cost per thousand. Nielsen says,
“Mysteries deliver the lowest cost-per-
thousand in night-time television.”* And
the best new mysterv-adventure show on
the market is THE FALCON.
THE FALCON carries with it NBC FILM
DIVISION'’S exclusive merchandising
package:
* to help bring in every possible
viewer
® to help bring in every possible
customer
For high-flying sales in your market,
ride with THE FALCON, Call, write or
wire today.

*Based on Sept.-Oct. 1953 Nielsen Television Index.
Evening shows half-hour or longer.

FILM DIVISION

SERVING ALL SPONSORS...SERVING ALL STATIONS

30 Rockefeller Plaza, New York 20, N. Y. ® Merchandise Mart, Chicago, 1l. ® Sunset & Vine $ts., Hollywood, Calif.
In Canada: RCA Victor, 225 Mutual Street, Toronto ® 1551 Bishop Street, Montreal



o matter how you look
at KTVU's market - - -
IT'S IMPORTANT!

Any one of the following three areas is

an important TV market by itself!

COMBINED = = population =~wise = = |
they total (California’s third largest

market!

i Wikduabita R THTR 119 R T TR TIS U ) . EY M PR wmoe e
SAN JOAQUIN COUNTY 1. Unduplicated coverage of San Joaquin and Stanislaus countirs
Stockion San Joagquin County 227.000 Population

92nd market out of top 100
(NBC research’

Add  Stanmslaus County 114,000 Population
Combined Counties 271,000 Taotal Population
Combined San Joaquin
and Stanislans counties

would equal a market 63rd (estimate—out of top 100
Sales Managzement)

Add
NACRAVNENTO COUNTY 2. Naeramento county 336.006 Population
Nacramento 72nd market out of top 100
(Sales Management)
Add  Alameda — Contra Costa 3. Continuous counties—partial and full eonnty coverace—
Sutter — El Dorado {3 counties pro-rated
Placer — Mereed — Solano population total over 400.000 Population

Tuoluinne - - Glenn Yolo
(alaveras  Colusa — Amador

4 L1

' y
Grand total within KTVU S effective signal areal!!!!
over 1,000,000 population!!!!
over 100,000 UHF homes to date!!!!

One-Half Million 36 NBC-TV
Watts From Half-
Mile in the Skyl Represented by George P. Hollingbery Company
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New on Radio Networks

SPONSOR | AGENCY STATIONS PROGRAM, time, start, duration
Amoco, Balt Jos Katz, Balt CBS B3 - E;ythm on the Road; Sun 4:30-5 pm; 4 July; 13
wks
Cat’s Paw Rubber Co, Balt  S. A. Levyne Co, Balt ABC 353 Modern Romances; M 11-11:15 am; 26 Junec; 8
wks
Chevrolet Div, Gen'l Mo- Campbell-Ewald, Dectroit CBS 206 Allen Jackson & the News; Sat 1:30-1:35 pm, 3-
tors, Detroit 3:05 pm; 4:55-5 pm; 3 July; 13 wks
Chevrolet Div. Gen'l Mo- { Campbell-Ewald, Detroit CBS 206 Robert Trout & Necws; Sun 9:55-10 am. 1-1:05
tors, Detroit pm, 2:30-35 pm, 5:55-6 pm; 4 July; 13 wks
Chevrolet Div, Gen’l Mo- Campbell-Ewald, Dectroit CBS 206 Robert Trout & News; M-F 9:55-10 am; 5 |July;
tors, Detroit 13 wks
Dole Sales Co, SF N. W. Ayer, SF CBS 1BO House Party; F 3:30-45 pm; 30 July; 13 wks
Florida Citrus Comm, | JWT, NY MBS 560 Fiorida Calling with Tom Moore; F 11-11:25 am;
Lakeland ' S July; 52 wks
Lemon Prod Advisory Bd, McCann-Erickson, LA MBS 495 Multi-Message Plan; M-F B-B:30 pm; 28 Junc;
Cal no. wks not available
A. E. Staley Mfg, Decatur,; YOR, NY CBS 206 Arthur Godfrey Time; M-F (alt days) 10-10:15
1] am; 19 July; 52 wks
Texas Co, NY Erwin,Wasey, [nc, NY ABC 34B Texaco Star Reporter & the Week-cnd News; Sat
& Sun 5 min on hr from 9 am to 11 pm; 3
. July; 13 wks
Wm. Wrigley jr Co, Chi | Direct CBS 193 FEI in Peace & War; W B-B:25 pm; 30 June; 6
| wks
Wm. Wrigley Jr Co, Chi ! Direct CBS 193 Gangbusters; M 9:30-55 pm; 5 July; 6 wks
1 2 Reneciwced on Radio Networks
a
SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
American Tobacco Co, BBCO, NY cBS Jack Benny; Sun 7-7:30 pm; 26 Sept; 39 wks
Lucky Strike, NY
Cl10, Wash Henry ]. Kaufman, Wash ABC 168 John Vandercook; M-F 7-7:15; 6 Sept; 52 wks
Procter & Gamble, Cinci YGR, NY CBS 173 Brighter Day; M-F 2:45-3 pm; 2B June 52 wks
Procter & Gamble, Cinci Compton, NY CBS 132 Guiding Light; M-F 1:45-2 pm; 2B June; 52 wks
Procter & Gamble, Cinci D-F-S, NY CBS 168 Ma Perkins; M-F 1:15-30 pm; 2B June; 52 wks
Procter & Camble, Cinci Benton & Bowles, NY CBS 165 Perry Mason; M-F 2:15-30 pm; 28 June 52 wks
Procter & Gamble, Cinci Compton, NY cBS 143 Road of Life; M-F 1-1:15 pm; 2B June; 52 wks
Procter & GCamble, Cinci Benton & Bowles, NY CBS 104 Rosemary; M-F 11:45-12 noon; 2B June; 52 wks
Procter & Gamble, Cinci Compton, NY CBS 160 You||1(g Dr. Malone; M-F 1:30-45 pm; 2B June; 52
wks
Radio Bible Class, Grand John M. Camp, Wheaton, ABC 235 Radio Bible Class; Sun 8-B:30 am; 4 July; 52 wks
Rapids Tl
R. J. Reynolds (Prince Al- William Esty, NY NBC 93 Grand Ole Opry:; Sat 9:30-10 pm; 3 July; 52 wks
bert & Cavalier)
Winston-Salem
{See page 2 for New National Spot Radio and Tv Business) -

National Broadeust Sales Executives

NAME

John P. Barry
lames E. Blake Jr
Jim Brown

William A. Creed )
Roy M. Danish
Edwin L. Dennis
Eugene B. Dodson
Jay Eliasberg
Dudley W. Faust
Frederick W. Florenz
Wilson K. Foster
Richard H. Cehring
Richard Gerkin

FORMER AFFILIATION

George W. Clark, NY, acct exec

KSTP, Minneapolis, sis stf

KMYR, Denver, prom dir

Bertha Bannan, Boston, slsmn

MBS, NY, dir comml opers

WHB & WHB-TV, KC, sis dept

WKY & WKY-TV, Okla City, admin asst
Foote, Cone & Belding, NY, dir adv res
CBS, NY, Eastern sis m8r

Cupples Co, St Louis, sls stf

KLX, Oakland, Cal, sportscstr

John Blair, NY, sls exec

NEW AFFILIATION

KYA, SF, Eastern sls rep (hqg WINS, NY)
Same, natl sls mgr r-tv

KBTV, Denver, natl sls mgr

Watker Rep Co, Boston, New Engl sIs mgr
Same, asst to pres

KMBC-TV, KC, foc tv sls mgr

Same, dir of ridio opers

ABC Radio, NY, dir net radio res

Same, net sls mgr

WBAL, Balt, sls stf

Same, mzr

WTVN, Columbus, O, sis rep

WNEW, NY, acct exec

)

In next issue: New and Renewed on Television (Neticork); Adrertising Agency Personnel

Changes; Sponsor Personnel Changes; Station Changes (reps, netiwwork affiliation, poicer increases)

26 JULY 1954
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Numbers after names
refer to New and Re-
new category

John T. Madigan (3)
Frank Young 3
K. H. Johnston (
Edwin L. Dennis (3
E. B. Dodson 3 )
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National Broadcast Sales Executives

NAME

Ceorge Cray
Richard G. Godon
Francis Hays
Thomas |. Henry
Ceorge ). Higgins
Ben Holmes

FORMER AFFILIATION

WKNA-TV, Charleston, gen sls mgr
West-Pacific Adv, Spokane, acct exec
WCST, Atlanta, acct exec

MBS. Chi, co-op prog sls dept
KMBC-KFRM & KMBC-TV, sis mgr
KOMA, Okla City. asst mgr

(continued)

NEW AFFILIATION

WLW-D, Dayton, natl sis rep:

KGCA, Spokane, stn mgr

WLW-A, Atlanta, acct excc

Same, acct exec

Same, vp

Tulsa Broadcasting Co, Tulsa, natl sls mgr

W. V. Hutt KLRA, Little Rock, gen mgr KTHS, Little Rock, comml mgr
Robert Hyland KMOX, St Louis, geni sis mgr Same, asst gen mgr and gen sls mgr
Herb Jaffe Official Films, NY, sis dir Same, vp & mem bd of dir

Winton H. Johnston
Austin E. Joscelyn

S. W. McCready
Clyde H. McDonald
Sherman J. McQueen
Robert Z. Morsison |Jr
Wayne Muller

john R. Overall
Anne Nelson
Richard Pack
Kenneth E. Patmore
William S. Pirie Jr
Jack Rayel

Ralph Sacks

Dean Schaffner
Robert Schlinkert
Carl R. Schutz
William D. Swanson
Milton M. Schwartz

WHB & WHB-TV. KC, sls dept

KOVR, Stockton. Cal, asstg in orep new stn for
oper (start Sep)

Eugene Tv, Eugene, Ore, gen mgr

YGR, Toronto, acct exec

Don Lee Bdcstg, Hollywood, comml prog supwvr
NBC, NY, acct exec spot sis

KBIC, Hywd, acct exec

MBS, NY, Eastern sls mgr

C8S Radio, Hollywood, assoc dir bus affairs
WNBT & WNBC, NY, dir progs & opers
Curtis Publishing, Cleveland. space slsmn
WFBR, Balt, sls dir

NBC TV, NY, prodr “Home' show
KSAN-TV, SF, comml mgr

ABC Radio, NY, dir net radio res
WKRC-TV, Cinci, sls mgr

WATV., Newark, acct cxec

Tulsa Bdcstg Co, Tulsa, gen sls mgr
Esquire, NY, prom-pub writer

KMBC-TV, KC, tv sis rep
Same, exec vp & gen mgr

- Clenn Kyker KGE, Detroit, sls dept VW], WW]|-TV, Detroit, sls prom mgé
Albert Larson Paul H Raymer Co, NY, sls stf Avery-Knodel, NY, tv sls stf
Jack Lucas WCCO, Minn, hd of acctz dept Same, acct exec on sls stf
John T. Madigan ABC-TV, NY, mgr spec events WMTW, Mt. Wash, NH, prog dir
Dick Maguire KFJI, Klamath Falls, Ore, gen mgr KUAM, Agana, Cuam, resident mgr

Same, vp

BBM, Toronto, res dir

CBS Radio, Hollywood, asst dir bus affairs
WKBH, WKBT(tv), La Crosse, Wis, sis mgr
Same, natl sls mgr

CBS Radio Net. NY, Easfern sls mgr
Same, dir of bus affairs

Westinghouse Bdcstg Co, natl prog mgr
WCAR, Cleveland, adv sls rep

WCEBM, Balt, dir sls

Same, gen prog exec

KSFO, SF, sls dept

Same, dir radio net sls dcvel & mkt res counse

Same, gen sis mgr

WNBC Radio Sales, NY, acct exec

Same, local & reg sls mgr

WNBC-WNBT, NY, adv, prom G mdsg dept

Stan Vainrib Storer Bdcstg, Birm, Ala Academy Film Prods, Chi, vp prodn, gen sls
James P. Walker KATV, Pinc Bluff, Ark, gen mgr Tulsa Bdcstg Co, Tulsa, asst gen mgr
Stu Wilson KBIC, Hywd, prod G pub serv mgr KBIF, Fresno, stn mgr

Frank Young

Natl Fdtn for Inf Paral, NY, r-tv pub

New Ageney Appointments

SPONSOR

Centaur-Caldwell Div, Sterling Drug., NY
fibre Milk Container Dept, American Can

Co,

Local Chevrolet Dealers Assn, NY
KWK, KWK-TV, St Louis, Mo ‘ Radio station and new sister vht tv station

MCA TV, Ltd, NY

Polaroid Corp, Cambridge,
Riggio Tob Corp, Brightswater, NY

PRODUCT [or service)

Scrcen Cems, NY, prcss mer

AGENCY

| Fizrin
Milk containers

Automobiles

Film syndicators

Mass | Polaroid Land Camera & accessorics

Regent cigarettes

Compton, NY
Compton, NY

Compton, NY

Mo
Paris & Peart, NY
Doyle Dane Bernbach, NY
L. H. Hartman Co, NY

Rutledge & Lilienfeld; St Lowt

Adam Scheidt Brewing Co, Norristown, Pa

Valley Forge Beer, Prior Beer, Rams Head Ale

Al Paul Lefton Co, Phila

Tri-State Flavor Co, Div Quaker State Bottoms Up (canned soft drink) Wasser, Kay & Phillips, Pittse
Coco-Cola Bottling Co, Pittsburgh burgh

Numbers after names
refer to New and Re-
new category

James P'. Walker (3)
Ben Holmes 3)
. D Swanson (3)
R. . Gehring  (3)
IWilvon K, Foster (3)
Bom. N, Pirie Jr. A
Jim Brouwn

(.l VcDonald (3
.. Huu 13
Raoloert Hvland (R3]

22 SPONSOR




21,000 Chris-Craft “Sport Fisherman”

B ovus- {gmm W WMWWT\/

LARGEST ON THE WAVES

Mt Washington’s more-than-a-
mile high TV station covers most
of the three states of Maine, New
Hampshire and Vermont. On the
air in August.

CBS-ABC

26 JULY 1954

By using Mt. Washington TV — the TV
station with the greatest coverage in
America — you can save the cost of a
$21,000 Chris-Craft “Sport Fisherman”
in 28 weeks of a 15 minute show aired
five times weekly.

tatd Baon

Mt. Washington TV, Inc.
WMTW

Represented nationally by
HARRINGTON, RIGHTER & PARSONS, Inc.

WHAT NETWORK!!

This “3-state one-station TV net-
work” covers virtually all the
families local TV stations do.
Reaches thousands of families
they cannot reach. Yet average
time costs run 51% less than the
combined cost of the three TV
stations giving next best coverage.

Channel 8

23
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Loved by thousands

A barrel of fun

Radio's "Coffeehead”

Sells everything

24

Every morning 6 to 10

Nearly everyone listens

Larsen's the name and WEMP is
the station. Milwaukeeans know
THAT combination means the
best in radio.

And so do dozens of shrewd na-
tional advertisers who recognize
Coffeehead’s leadership among
Milwaukee radio personalities.

Join them and find out how
WEMP delivers up to twice the
Milwaukee audience per dollar
of Milwaukee network stations.

CALL HEADLEY-REED!

*Hased vn latest arailuble Pulse ratings
and SRDS rates,

WEMP wemp-ru

MILWAUKEE

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

24 HOURS OF MUSIC, NEWS, SPORTS

Albert Plaut

M Spamsor

When Albert Plaut. Dorothy Gray’s advertising manager, looked
over the results of the Stewart Dougall consumer survey that his
firin had made, he found that he had the very best cosmetics narket
right in his own home: his 12-vear-old daughter.

It seems that the mmean average age for using makeup and nail
polish iu the U.S. is 12 years and two months. Dorothy Gray, how-
ever, had been particularly strong among the 30 year-and-older age
group. Plaut thought the situation over and decided that tv was the
natural medinm for making the Dorothy Gray line popular among
the 25 year-and-under group.

Here’s how he approached this medium, new in Dorothy Gray ad-
vertising history:

The mitial tv test ran in Houston and l.os Angeles hetween 1 May
and end of July 1953 (through Lennen & Newell). It consisted of
minute announcements, scheduled during the day and evening. Sales
results coupled with reaction of retailers in those markets proved
the pull of the medium.

Dorothy Gray’s second tv test was a more comprehensive one
running from 1 March through 20 June 1934. It included minute
announcements in these 10 cities: New York, Boston. Atlanta, De-
troit. Chicago, Washington, Cleveland. Dallas. San Francisco, Los
Angeles. The firm used an average of eight minute announcements
a week to advertise three products out of Dorothy Gray’s line of
cosmetics ranging from a $§1.00 lipstick to a 83.50 hormone cream.

“We fclt that this test was conclusive,” Plaut told sroxsor. “The
results were =atisfving not so much in terms of sales. but rather in
demand for the brand by retailer accounts we had previously not

arried.”

In 1951 roughly 65S¢ of the total national budget will go into tv.
Dorothy Gray has signed a 52-week contract with ABC TV for co-
sponsorship of The Ray Bolger Shoic with Lysol over a 67-city hook-
up. The program, a half-hour musical situation comedy, will cost
about $32.000 a week to produce. lts major purpose will be to popu-
larize the Dorothy Gray line among young women under 25.

Be<ides contributing one actual and one potential customer to the
Dorothy Gray line in his own family. Ilaut guarantees that both

his 12-year-old and his nine-yvear-old danghters are Rav Bolger fans.
* A K

Advertising, Promotion, Merchandising Manager
Dorothy Gray, New York

SPONSOR




We're proud of the results 33 years experience

enables us to give to you, our sponsors—and
we're proud of the 92% consistent listenership

within WSPD’s 16 county, billion dollar market.

Let us show you what outstanding results you
can get by taking advantage of WSPD's experience
and WSPD's loyal listenership. Call your nearest

Katz representative or ADams 3175 in Toledo.

" TOLEDO, OHIO

Represented Nationally
Storer Broadcasting Compony by KATZ

TOM HARKER, NAT SALES DIR, 118 £ S57th STREET, NEW YORK
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Newest Southeast

! Oklahoma survey

| covering 11

% / county Coffeyville
A trade area (256,000

people) reports:

{© ) KGGF HAS BIC-
g ) GEST AUDIENCE

, | IN 45 OUT OF 52
| ) MONDAY THRU
/' FRIDAY % HOUR
' STRIPS! (6:00
' AM. to 6:30 P.M.)

KGGF with 10
KW on 690 KC

delivers primary

p—

I . coverage to a total

lf | of 87 counties in

Kansas, Oklahoma,
Missouri and

Arkansas.

690KC  ABC

COFFEYVILLE, KANSAS

CO., Natioral Rpres

Kansas—Northeast {‘

New developments on SPONSOR stories

See: *Hucksters: what you cin do about
1hem™

Issue: 31 Miay 1951, page 29
0 0 Subject: 4A° Advicory Councili takes new

steps to reduce objectionable ads

Any member of 4A%s guilty of objectionable advertising now

faces the possibility of loss of membership in the organization.
Before amy agency charged with objectionable advertising is ex-
pelled, however, the 4A’s Advisory Council will mmeet with agency
representatives to discuss the infringement. The Council will then
report on the outcome of this meeting to the 1A« Board of Directors.
Following receipt of the report the Board may, if it so decides,
proceed to annul membership of the offending agency.

The Advisory Council is composed of all former chairmen of the.

board and presidents of the association who are connected with
member agencies and the current chairman. Advisory Council chair-
man is Earle Ludgin. president of Earle Ludgin & Co.. Chicago.

Advisory Council action in expelling members would be under-
taken only in cases where agencies were clearly felt to be at fault
in sugge-ting or eneouraging objectionable advertising. Says Earle
Ludgin. “In cases where the agency is trying to restrain a client and
is not isell aiding or abetting objectionable advertising, AAAA
would clearly want to assist the member concerned.”

The 4A’s also deals with objectionable advertising through the
monthly Iuterchange of Opinion on Objectionable Advertising. Par-
ticipating member and non-member agencies report examples of ob-
jectionable advertising to the Interchange. Complaints received are
passed along by the 4A’s to the agency which had originated the
advertising, without identifying the source of the complaint. No
pre:sure is brought to bear. and the agency can take whatever ac-

tion it sees fit. * ok &
Sce: *Iuternational Radio, Tv Section™
Issue: 28 June 1931, page 41
o o Subject: First commercial tv <ation opens
in French Morocco

The first commercial television station in Africa was opened re-
cently in Casablanca. chief seaport of French Morocco.

The station is the first of a planned television network linking all
major cities of the protectorate and covering an estimated popula-
tion of eight million. A second station i~ planned in Rabat,

The Casablanca station began experimental telecasting 22 Feb-
ruary. televised some 20 liours of weekly programing through April.
It has just upped its weekly total to 30 hours. plans to programn 40
or 50 hours a week after October. ’

Among the problems faced by this pioneer tv station in Africa is
one of programing. The French Morocco population iz divided into
three groups with different economic and cultural backgrounds and
different native tongues: the Arabic population. the French settlers
and colonial officers and a large number of Aniericans. The station
originally planned to divide its programing hours among Arabic.
French and English shows. It now lopes to develop a technical so-
lution to the language programing problem whereby two sound sig-
nals are radiated simultaneously with the vision signal: one in
Arabic and one in French.

Owner of tlte station. the Compagnie Marocame de Radio-Televi-
sion. predicts there will he at least 50.000 tv sets in the area within
the next four or five vears. This figure represents one-quarter the
prerent number of radio =ets there. LM




Sources on request
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KNX NEWS IS
200D NEWS IN
LOS ANGELES!

Twelve of the thirteen top-rated daytime
Los Angeles radio programs (according to Pulse)
are KNX programs!

Six of the twelve are KNX news programs!

Five of the six are KNX Jocally produced
news programs!

And these five quarter-hour local KNX news
strips command an average rating of 5.6...
deliver an average of 238,670 in-and-out-of-home
listeners per quarter-hour every day!

For details about top-rated news programs on
the most listened-to station in Southern
California, call KNX or CBS Radio Spot Sales.

CBS OWNED ¢ LOS ANGELES « 50,000 WATTS KNX
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The New Amos’n’ Andy Music Hall
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You’d never suspect it from their offhand
manner, but they’re the most legendary
salesmen in the land. One of them is Ireeman
Gosden (Amos). The other, Charles Correll
('n’ Andy). And all four of them put together have
had Americans coming back for more, day after

day, week after week, for 25 years.
Beginning this fall CBS Radio will present them
Monday through Friday evenings in one of the
a y L ﬁ most exciting new formats in all radio: ““The Amos

h S = S 'n’ Andy Music Hall.”*

o i Through a special arrangement with The King-
v fish—Vice-President in Charge of the Whole Busi-
ness—the show originates from the Grand Ballroom
of the Lodge of the Mystic Knights of the Sea.
And next to the bandstand, Amos’n’ Andy will be
joined by the kind of guest stars that only two

-
\

lifetimes like theirs could command. All the great
names from radio, the stage, and from every kind
of screen you can think of.

What’s more, Gosden 'n’ Correll will personally

“ tell the commercial stories of America’s biggest

advertisers—with all the irresistible candor and
% charm that makes whatever they say the last word.
\ o ' ‘ This great big nightly ‘sociable’ promises to
) - attract a more~loyal following than any other

program in radio: the vast number of friends who

just wouldn’t know Sunday without Amos 'n’

\ ";‘2‘ ¥
/ %\ f \ Andy. And the millions of new friends they’ll gain
g from CBS Radio’s huge weeknight audiences.

Will advertisers who want to make the most of

& 3 . . . .
’ ”“ d radio’s great cumulative audiences also please

%Ivjq %?‘ "{N‘ note: the costs of the Music Hall, section by

: : LA iy ‘~;gh 2 VAN section, reflect the sort of advertising economy
I = " lrivg%] , m 'L;[ ,:\Lé that only radio offers today. And when it comes
' “l'EST Y ! @r % ,44(' to Amos 'n’ Andy—buy one, get the other one free.

y § ’H——_\\\IL S
ST%&R 3 4 ;/ '/r{’ ’1"}‘7‘3’ L % *The regular Sunday night Amos'n’ Andy show will continuc on the air.
3 4L [l ngw TV enIN SN
7 AWl ﬁww | =
Mgy e CBS Radio
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eaamaqel‘a/”cfc/zf/w/ﬂ'fm&f

Represented Notionolly by CBS Radio and Television Spot Soles

7 The Radio-TV Services
of the Jefferson Stondord
Life Insuronce Compony

CHARLOTTE,

N.

C.

N
A'\
b1
The signs of Charlotte are signs of a market
bigger by far than city population indicates.
Take air traffic, for example:

In air passengers per thousand population, Charlotte

ranks fourth in the nation, surpassed only by Miami, Dallas
and Atlanta —surpassing such air travel centers as '
Washington, Kansas City and San Francisco-Oakland:

Charlotte’s bulging, pre-war air terminal gives way
to a plush, new $1,500,000 terminal building due for

dedication this spring.

Such busy-ness cannot be accounted for alone by the fact
that there is no rival commercial airport for 60 miles ‘-
in any direction but only by the additional fact thot l
this 60-mile area is densely populated with prosperous
people who depend upon Charlotte for air travel

and myriad other services, including—

—Radio and television. Charlotte's great area stations, .
WBT and WBTV unite hundreds of populous textile
communities into one intggrated market ranking
in the first 25 markets of the nation.




HOW FEAR PUNISHES RADIO AND TELEVISION

The finger painting shown here was drawn by a frightened person
undergoing therapy. had the putiemt
make the finger painting to help them analyze his inner fears. This
““projective’’ psychological technique and other psychological tests,
coupled with depth interviewing, have now Dbeen applied to admen.
Result? 1t has been discovered they are often motivated by fear.
According to psycliologists like Dr. Ernest Dichter, fear penalizes

psychologieal Psychologists

radio and television in two ways:
L. It perpeluates the media status quo. Air media are newer, harder
to use, intangible. Adman’s fear makes him want lo dcal with lhe

old, the easy and the tangible like newspapers and magazines.

2, It perpetuales the program status quo. Beeause of high cost of
failure, adman ofien spends his time trying to copy formatl of suc-
cessful show—or commereial—instead of uncovering basic appeals.

““Fear,”* says Dr. Dichter, ‘‘results in imitative use of media.”’

times and in different places, hoth Dr.
Dichter and sPoNsOoR uncovered some
startling psychological facts about how
admen select the media they do.

Are YOU alraud?

Studies show fear plays major role in media

Dr. Dichter heads his own Institute
for Research in Mass Motivations. Cro-
ton, N. Y. sproNxsor’s findings were
uncovered during the course of its two-
vear All-Media Evaluation Studv. (The
last of the 26 articles was published
28 June 1951: all 26 are now being
reprinted in hook forin. You may re-
serve a copy by writing direct to $POX-

selection. Here’s what top agency heads think

by Ray Lapica

The psychologists say:

# If you’re not driven by fear—at

least part of the time—you won’t

read this.

s If you are, you'll not only read

it, but you’ll disagree—vehemently.
For the secure adman, whether agen-

cy or client, accepts the fact that fear

plays a vital role in all functions of

life, including advertising, whereas the

26 JULY 1954

insecure ones show the typical signs of
“escape.” And these are to argue as
follows:

1. “Your findings apply to others.
but not to me.”

2. “Your analysis is incorrect.”

3. “Yes. but—."

At least that is what psychologists
like Dr. Ernest Dichter say.

Working separately. at different

sor. The price is $4.)

The basic finding was this: Unable
to measure advertising’s results, the
average advertising man—afraid of
failure and woriied about job security

00

contfroversy
0

31



Dr. Ernest Dichter

President of the lustitute for Re-
scarch in Mass Motivations, Dr. Dich
ter is knowu as a pioneer in use of
depth interview a new approach to
opinion research. He holds a
national reputation as the solver
of iutricate problems for industry,
advertising and civie groups.

frequently resorts to “crutches” or
stratagems Lo do his thinking for him,
And these, according to Dr. Dichter,
are:

Reliance  on  cost-per-1,000, the
drive toward mass coverage, making
campaigns fit the budget, seiting “pres-
tige” instead of products for the cli-
ent and for oneself, depending on some
sensational aspect of the product to sell
it. a firm belief in the effectiveness of
“just keep drumming” and practicing
expediency or following the leader.

sPONSOR, on the other hand. discov-
ered that five conscious or subcon-
~cious factors often influence admen
in choosing media. None has anything
to do with selling the product. These
are: the adman’s hackground, his job
security or insecurity, his personal
bias, his desire to impress and his and
the agency’s desire to get new busi-
ness,

Both  studies  Dr. Dicliter’s  and
SPONSOR's —involved interviews with
some 200 persons cach, Dr. Dicliter's
were depth interviews,

When the findings of both stndies

32

DO YOU BUY MEDIA FROM FEAR?

SPONSOR found in its 2-.year All-Media Evaluation Study that five
conscious or subconscious factors often influence admen in

choosing media. None has anything to do with selling product:

1. Adman’s background. 1e tends to stick with what he knows best.
2. Job sccurity. Insecure adman takes no chances, follows leader.

3. Personal bias. Adman who hates commercials may boycott air media.
d. Desire to impress. Adman may plan big splash just to get attention.
3. Desire to get new business, Ageney may do same to win new elients.

somecone is bound to hear.’’

i R]

6. ‘‘Just keep drumming.

were published in “I1I. Psychology of
media—why admen buy what they
do,” sproNsoRr, 3 May 1954, they
aroused more interest than any other
single article of the 26-part media se-
ries. The American Weekly asked for

The 26 articles comprising SPONSOR's All-
Media Evaluation Study will appear shortly in

book form. You may reserve your copy now by
writing to SPONSOR, 40 East 49 St., N, Y, I7.

Dr. Ernest Dichter found agencymen are often driven by fear and
insecurity because they can’t measure exact results of advertising. As

result they fall back on these substitutes for creative thinking:

1. Drive toward mass corverage. ‘“1If you shout lowrd enough,

2. ““Unit-circulation-cost’’ concept (cost-per-M). Buy the cheapest.
Make your competitor outspend you.

3. 3Make campaigns fit budgct instead of aceomplish specific objeetives.
4. Sell ‘‘prestige’’ instcad of products for elient, as well as self.

3. Depend on some sensational aspect of product to scll it. Look

for ‘‘seals of approval’’ from media giving them.

The mathematical eoncept of repetition.
Depend on size and frequency to get your message across.

7. Ezpediency: Stick to a suceessful combination. Follow the crowd.
Please dealer and let I1IM sell the goods. Don’t risk a new medinm.,

For complete analysis, see ‘‘1fI. Psychology of Mcdia: IWhy admen
buy what they do,’’ SroxNsor, 3 May 1954.

permission to reprint it for its em-
ployees. A direct mail organization
wanted copies to send to all its mem-
bers. A radio station asked for re-
prints to be mailed to each of its spon-
sor prospects.

As comments poured in, SPONSOR
decided to send copies to leading agen-
cy executives and ask them, “What do
YOU think?” This article is their an-
swer. Of the 21 agency executives
polled, only five disagreed with the
basic findings: most of the others
agreed in whole or in part. Of those
who disagreed, one called the article
“dangerous.” One said he had been
counting numbers too long to start
“nursing at the breast of Mother Dich-
ter.” One described advertising’s “cur-
rent flirtation with modern psychol-
ogy” as a trend. Aud still another
pointed to the growth of all media as
refutation of the finding that radio and
tv were being penalized.

In this article vou'll find not only
their views in detail but also Dr. Dich-
ter's answer aud finally the opinions of

(Please turn to page 78)
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DOES F-E-A-R INFLUENCE MEDIA DECISIONS?

Some agency executives disputed psychological findings indicating irrational factors like fear

affect media decisions, but most agreed. Here are some sample quotes from SPONSOR survey

26 JULY 1934

YES

James M. Cecil, president, Cecil &
Presbrey: "I find Dr. Dichter's views
provocative and interesting. | think most
old hands in advertising will agree that
an imaginative approach to media buy-
ing is highly productive and that ineffi-
ciency lurks in the adoption of a con-
ventional and traditional approach. Me-
dia buying can be creative and should
be creative. The more creative the ap-
proach the more productive the adver-
tising, whether it is media or copy."

Faoirfox M. Cone, president, Foote,
Cone & Belding: "l don't think | have
any disagreement with Ernest Dichter's
findings. . . . | am assuming that when
Ernest says often, he means sometimes.
And that when he says agencymen, he
means advertising people generally. . . .
To be sure, there is a great deal of tra-
dition in the buying of media. There are
also fads and fancies. But if most me-
dia men are anything like our own, they
are a pretty objective crew."

Leo Burnett. president, Leo Burnett
Co.: "l am not silly enough to argue
Ernie Dichter's points. My own approach
to advertising, including media, is very
simple. |t starts with an idea. If possi-
ble, it should be an idea that will cause
people to talk over the back fence. . . .
(Then) one is forced to look at the bud-
get. (Finally media) selection revolves
around experience, common sense, facts
«. . other things which are supposed to
add up to good judgment.”

Marion Harper Jr., president,
McCann-Erickson: “There are certainly
many fortuitous and accidental factors
which shape advertising decisions apart
from the rulebook, and even apart from
unconscious motivations like fear or in-
security. To the extent that we recognize
the existence of these non-rational in-
fluences on our own thinking, | think it
becomes more nearly possible for us to
select media objectively and wisely."”

Edward 1. Weiss, president, Weiss
& Geller: "The reluctance of some ad-
vertisers to accept the relatively novel
idea of using motivation research as a
practical means of improving advertising
will be overcome, we believe, as the
realization spreads that most advertising
activities . . . can be defined in terms
of human feelings. That is why we have
been able to successfully apply our
knowledge of human motivations beyond
copy to media. . . ."

NO

Henry Sehacehte, senior v.p., Bryan
Houston: "The third article on media
psychology is, | think, dangerous. . . .
! am not pretending that media buying
is perfect or unbiased. But | certainly
will never agree that it's as dark as you
make it. If it were as unreasoned and
ill-planned as you indicate, how could
advertising have become the most effec-
tive means yet devised to move goods?
So, please don't make media buying
sound so haphazard—because it isn‘t.”

Williomm R. Baeker Jr.. board
chairman, Benton & Bowles: ""Both SPON-
SOR and Dr. Dichter overloock an im-
portant fact in modern advertising prac-
tice. Today's successful advertiser and
his agent have outgrown ‘decision by
whim and caprice’—and learned to di-
lute even subconscious domination by
any one person, Decisions are usually
made these days by groups, not indi-
viduals. . . . There is little chance for
individual bias to control their decisions."

Harry Schneiderman, president,
Harry Schneiderman, Inc.: 'l want to ask
if Dr. Dichter's thesis that all will be
well if admen begin to use the tech-
niques of psychiatry may not replace
one dogma with another. | do not mean
to belittle the enormous contributions to
human happiness made by psychiatry
since Freud, nor do | mean to deny the
value the use of all the social sciences
may have for advertising. . . . (But)
how valid are these techniques?”

Warner S. Shelly, president, N. W,
Ayer & Son: "It is quite possible . . .
to follow a trend too far. Only recently
the trend was to advertising research of
a mathematical nature. . . . Your article
about Dr. Dichter's work strips some of
the glamor from mathematical research
and reminds us that we are dealing with
real people, rather than numbers. How-
ever, advertising's current flirtation with
modern psychology is also a trend."

Sherwood Dodge, v.p., Foote, Cone
& Belding: ""You can go too far on the
psychology of media. It has to be re-
garded as just one more yardstick, to be
used jointly with circulation and audi-
ence figures of all kinds, instead of re-
placing them. As for the fear element,
fear is a part of human nature, and |
don't suppose it can be entirely re-
moved from any phase of life but |
disagree that it influences media se-
lection to the extent you implied."”
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INSURANCE

\ed riadio helps build {

State Farm name

‘-‘ pro-pective custoiner has a mo-
thating intevest in State Farm Mu-
“product”™ only one month a
vear. But State Farm makes sure that
it strikes several times while the in-

tere<t is hot.

.
tnale
u-ul s

The product: auto insurance.

The striking medium: network ra-
dio. which gets nearlv one-third—or
$300,000—of State FFarm’s total ad
hudget. Though the company puts the
rest of its current $950,000 ad outlay
wto magazines, it depends on radio te
get its message across with the “great

quency it needs in order to reacl
the eve

angi ches of “eligible”
rustomers at the right time,

Anto insnrance - generally  par-
chased or renewed annually. The State
Farm Mutual \ntomobile Insnrance
Co. of Bloommgton. 1., has found
34

that a car owner’s interest in insurance
1= most apt to blossom around his own
renewal time and the interest span,
the company estimates, is about 30
dayvs

In the course of these 30 days a car
owner has ample opportunity to be ex-
posed to State Farm’s message. If he
doesn’t hear it on Cecil Brown’s news
commentary program over the Mutual
network on Sunday between 5:50 and
6:00 p.m.. he may catch it on Jack
Brickhou=e’s sports show on the same
web Jaturdav 3:45-35 p.m.

State Farm <ponsors both of the:e
10-minute programs each week. each
on about 185 VMBS stations. The com-

B
case history

N

TG I

Leading auto insurance eompany

puts 309, of its budget in radio

pany chose the programs with the ani
of reaching a primarily male audience.
based on its knowledge that men make
the decision in buying automobile in-
surance.

All State Farm'’s media decisions are
made with the aid of the company's
advertising agency, Needham, Louis §
Brorby of Chicago. William H. Ohle.
a vice president of the agency, is ac-
count executive.

Kev executives at State Farm Mu-
tnal who have most to do with the
firm’s advertising efforts are:

Adlai H. Rust. president of State
Farm Mutual and chief executive of all
three companies (auto. life. fire).

Thomas C. Morrill. vice president of
State Farm Mutual and executive in
charge of national advertizing and
public relations efforts of the firm.

SPONSOR




A. W, Tompkins, agency viece pres.
ident of the State Farm lIisurance
Companies: he is the firn’s chief sales
execulive, guiding the activities of
Statc Farm’s more than 7,000 agents.

State Farm has been enjoving a
boom since the end of World War 1.
Safety respousibility laws passed Dby
many states since the war. making it
advizable for auto owners to be ade-
quately insured, have been a factor in
this prosperity. Sales grew from a
premium volume in 1949 of $86.000,-
000 to a volume in 1932 of $111.000.-
000.

Between 1952 and 19533. sales leaped
ahead by $50 million. Dbringing the
firm’s income in 1953 to a high of
$191.000,000—a gain of 35% in vol-
ume over the previous vear. The $50
million increase alone was almost twice
the company’s total premiums back in
1942.

And this year’s sales, according to
State Farin spokesman, R. D). Bischoff.
are running ahead of 1953, reflecting
the firm’s constantly accelerating
growth rate. In fact the company's
main problem right now, says Bischofl.
is to build and staff administrative of-
fices fast enough to handle burgeon-
ing sales.

State Farm has 7,000 local agents
in the U.S. and in Ontario. Canada;
eight regional offices and 315 claim
offices. It boasts over three milhion pol-
icyholders and states that it insures
one out of every 14 passenger cars in
its entire operating area. This area

State Farm aims message primarily at male audience. Firm uses two |0-minute programs each
weekend on MBS: Cecil Brown {above) news commentary, plus sportscast by Jack Brickhouse

covers all of the U.S5. with the excep-
tion of New York. New Jersey and the
New England states. (All figures here
apply to State Farm's auto insurance
company only. not to the Life and
Fire divisions. The auto insurance is
the parent company and the one on
which consumer advertising emphasis
is placed.)

What part has advertising played in
State Farm’s almost explosive growth?
To put this question in its proper per-
spective, Bischoff explains that insur-
ance is not sold directly by advertis-
ing: it is sold by individual agents af-
ter a thoughtful approach and a per-
sistent sales effort. Therefore the pri-

mary purpose of the advertising is to
make the State Farm name readily
known and to smooth the agent’s path
by eliminating the need for him to
identify himself. Association with a
well-known company is generally iden-
tification enough.

The firm’s over-all advertising ob-
jectives are threefold:

1. To conscerve the present husiness.
In the insurance business, the initial
sale is merely the first step. It is also
neces:ary to keep the insured sold on
the value of his protection and his
company. This is a continuing battle.

2. To stimulate and encourage the

(Please turn to page 96)

KEY EXECUTIVES CLOSE TO FIRM'S ADVERTISING EFFORTS ARE (L. TO R.) A. H. RUST, T. C. MORRILL, A, W. TOMPKINS
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AGENCIES USING GROUP APPROACH DIVIDE MEDIA BUYERS LIKE B&B TIMEBUYERS ABOVE INTO THREE OR MORE ACCOUNT UNITS

TIME BUYING

The group approach at

Part of a series on the varied ways

agencies organize air media buying

T

Here's how B&EB buys time: Buyers werk in acceount groups. each headed

by allemedia executives.

..Gm(l God. man. what's wrong
with owr Media Department?” is a
question that was asked with increas-
ing frequency by top-ranking agencies
<horth ALLE. tafter lifting of the
freczen

Last November the 1V Eastern \n-
nual Conference included a ~eries of
~pecchis on media organization. Rep-
re-entalives of <everal of the Big 20
azencie~ al that time disens<ed media
department organization within their
own agzencies as well as current trend-
in revamping these structures,

Thi~ general concern with media or-
becane

canization widespread alter
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Many top agencies now use this approach

by Evelyn Konrad

ifting of the freeze. At that time it
became apparent that the growth of
the air wedia had made manyv views
on media department organization ob-
solete. 1t was abont two yvears ago
that most major agencies hegan this
soul-zearching with a view to accom-
plishing one main objective: bringing
the media buyver into a position where
he can function most effectively i ser-
vicing his various accounts.

\ sponsor survey of the top 20 ra-
dio-tv agencies shows that three main
syatems of organizing media depart-
ments have emerged from this reeval-

uation of agency media-hnying setups:

tlre non-integrated. the ~emi-integrated
and the integrated systems.

L. The non-integrated or traditional
system is the type of media department
in which the buving functions are dis-
tincth =eparated by medium. This is
the organization of the media depart-
ment at J. Walter Thomp:on. Foote.
Cone & Belding and many other agen-
cies.

2. In the semi-integrated media de-~
partment. the buvers are =till separated
by the media they specialize in. but
theyx're assigned to account groups.
These account groups. which may num-
her anvwhere from two 1o five to an

SPONSOR




TOP AGENCIES USING
GROUP S5YSTEM

- BBDO
Dancer-Fitzgerald-Sample
Ted Bates
Leo Burnett
McCann-Ericksan
Lznnen & Newell
Kenyon & Eckhardt

i Compton
Cunningham & Walsh

RGN k]

agency, are supervised by one or two
all-media men. Benton & Bowles, Me-
Cann-Erickson, Leo Burnett, Kenyon
& Eckhardt, Lennen & Newell as well
as several other major agencies have
organized their media departments
along theze lines during the past two
years. (See box above.)

3. The integrated system is the fur-
thest in evolution from the original

one or more accounts. e acts, in ef-
fect, as a virtually autonomous media
director for these accounts. Young &
Rubicam is one of the few ugencies
among the top 20 major leaguers
which is using this systenu.

sPoNsor will analyze each of these
systems by showing how they operate
in three agencies. Beginning bhelow,
the first of three articles will discuss
the functions of the media people with-
in each system and the time or all-
media buyer’s scope and responsibili-
ties within these systems.

There is. of course. a certain degree
of overlap between the three systems.
During the past two years, however. a
strong trend toward the semi-integrat-
ed media department (the second sys-
temr outlined above) has become ap-
parent among the major agencies.
Benton & Bowles, as one of the leaders
of the semi-integrated or “group ap-
proach,” furnishes a typical example
of the way this particular method of
organization functions.

At Benton & Bowles Charles A. Pool-
er is senior v.p. in charge of market-

B&B TIMEBUYERS

Frank Carvell
Lee Currlin
Danald Foote Jr.
Arthur Hemstead
Bernard Kanner
Helen Kowalsky
Thamas Mahon
William Murphy
Grace Porterfield
Jack Sinnott
Thomas Tilson
Richard Trea
Sam Zitt

ing and the Departments of Media, Re-
search and Merchandising report to
him. DPavid P. Crane is v.p. in charge
of media. Below this top level the
media department is divided into three
operational and oue media services
group. (See chart below.)

At the head of each operational
group there are an associate and an
assistant media director. These men

Purpose of B&R's semi-integrated system is to pro-
vide more individualized media planning for each account. B&B
accounts are divided among three operational groups in media de-
partment. They're divided not by category of accounts, but rather
by workioad. Within each operational group timebuyers and space-
buyers are assigned one or more accounts to buy for. At the head
of each of these three groups there's assistant media director and
associate media director. These are all-media men. The associate
media directors actually do creative media planning for their par-
ticular accounts, in cooperation with account people and with the

tially, esch associate media director acts as media director for an
account group billing approximately one-third of the agency's total
billings. However, he has at his disposal the resources of a media
services group provided by the agency's media department for its
three operational media groups. Within each operational group, the
timebuyers report to the assistant media director, who is also an all-
media man. His and associate media director's recommendations
are based directly upon market and specific media knowledge of
buyers within their group. During past two years more than half of
top 20 radio-tv agencies have reorganized media departments into

over-al! med’a director and senior v.p in charge of marketing. Essen- this group system.

-

Benton & Bowles

group system

Nentoe ¥ice Pessiden:
in Charge of
Marketing

]

Vice Prosident
in Chargr nf
Media

Trend toward greater integration continues.

LRI e )

Direetor of
Feent Planning

Qpreabonnd Lroup qunlmnal GLeoup
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are |‘(~‘~|un]<il,: fnl' l!.(‘ phnmin;' ol
the media ~trategy and the supervision
of the actual buving o several ac-
counts,

“We divide the accounts into three
eroups by workload.”™ Dave Crane
told stossor. “It's not the category
of accout nor the amount of hilhing
that determines the group to which a
particular account i< assigned. In oth-
¢1 words, our three operational groups
are divided stricthy for control and
adinini=trative purposes 1o give onr
chents more ~pecralized attention.

Here's how this theory works out:

Prior to the changeover to the group
svetent, only one man at Bemton &
Bowle<. the media «divestor himself.
was an allmedia man. That is, one
man was responsible for making me-
dia ~trategy  recommendations for 30
or more accomnts, with some 360 mil-
hon in annuoal billings. In Janoary
1052 BAB changed o the gronp sys-
temn. Now three as ociate media direc-
tor= and their as<istants are all-media
men in charge of planning and execut-
mg media strategy in cooperation with

Dave Crane.

“Each associate media director s
actually acting as media director of
his= own group— the equivalent of an
agency  nlthng aboat S20 million a
vear.” Crane explained. At the same
time he has at hi< disposal the research
and analvsis facilities of a far larger
organization.”

The assistant media director i also

an allnredia man. but his function~

are more supervisory than those of the
a~sociate media director, Under each
assistant media director meach of the
three operational groups there are a
nmmber of timebuver- and spacebuy-
ers who buy for the accounts in their
particnlar group.

A group associate media  director
head~ the media services group. which
further sul:divides into three depart-
ments lLeaded by three department
managers. The departments are: me-
dia analvsis and evaluation. outdoor
and transportation buvers. contracts
and  esthnates.

This media services group act: as a
pool for the accounts in the three op-

erational groups. No accounts are as.
signed to the services group itself.

“Many of our space and timebuyers
came originally out of media services.”
Crane told sroxsor. “They were then
made assistants to space or timebuyers
and eventually became timebuvers or
spacebuyers themselves.”

Benton & Bowles™ policy i to train
assistant and associate media directors
from among the timebuyers and space-
buyer~ in the media department. To
give them all-around media exper-
ence. Crane hegan a system of inter-
locking assignments some time ago
that is. giving space assignments to a,
timebuyer or hroadcast assignments 1o
a spacebuyer.

Within this group framework. the
timebuyer’s function is that of a spe-
cialist in air media. Here's the work
for whicl he is responsible on a typi-
cal 13-week spot campaign:

First. he gets a market list from the
client or account supervisor. This mar-

( Please turn to page 98)

B&R timebuyers make 600 contacts* in national I13-week

Ass't aud or assoe. media dir.

At leaxt 3 daidy

Broadcast aualysis

At deast 2 bhotore coeoime ndation

V.op. iu charge of wedia

Bttt of plarwing 5 times

Client

fnfregqurr !t

e r «l{d eI bicdigpn

Aevonut group

Atleast da'ty

The word “‘tontact’™ Ja

kere to rete to
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-

Reps

At least 69

campaign. Here's breakdown:

Other buyers in ageucy

At least 1 daily

Estimators and coutract people

At least 60 il after campaian

Station people

Tufrequently. 3 4 for over-all canipaign

Acconnting departmerit

Some 6050 fimes
tdl two months
afler campaign

Traffic
J? {"ﬂ.\f -3

timebuy r s discus.ions with various perople. either in percon oc cver the phone: il doesn’l include mall or memos
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Just two years ago, radio salesmen
made little impression on the thriving
Albuquerque, N. M., grocery chain

known as Barber’s Supermarkets.
But today:

e Barber’s spends six out of every
10 advertising dollars on either radio
announcements or radio programs on
four Albuquerque stations. The bal-
ance of an ad budget just under $100,-
000 is spent in newspapers and other
local media by the seven-store chain.

e According to B. Alan Brower, the
chain’s advertising director, since using
radio, “No month has passed without
showing a substantial increase over the
preceding month’s volume, and no
month has failed to show an increase
over the corresponding month of the
previous year.”

Barber's executives map air strategy. L. to r.:
John R. Williams, general manager; Alfred L.
Mclane, assistant; B. Alan Brower, ad mgr.
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| Tood cham hattles

he arants with radio

A 609, -radio budget has built 3009, sales

inereases for BBarber’s in Albuquerque

¢ Barber’s now competes strongly
with such national and regional groc-
ery giants as Safeway, Piggly Wiggly,
Big Bear and Furr’s, “If the present
rate of growth continues,” Barber’s
officials state. “gross sales will exceed
the $10 million mark in 1955.” This
will make Barber’s a “Class A” chain—
no mean feat for a local firm.

What caused Barber’s to break with
the let’s-not-bother-with-radio philoso-
phy held by many of the country’s
grocery firms? What radio formula
has produced such an eye-opening pic-
ture in the face of competition from
local newspapers and three Albuquer-
que television stations?

Barber’s first big test of radio came
about in September of 1952 as the re-
sult of a local crisis: the clerks and

e

case history

00000

butchers in Albuquerque’s
stores went out on strike. To keep sales
rolling while a settlement was made,
Barber’s bought a weekend saturation
announcement package ou KOAT. lo-
cal ABC Radio affiliate. Somewhat to
Barber’s surprise, although the chain
had used radio briefly once before, it
did the trick. >ales levels held up,
strike or no strike.

At this point, adman Al Brower en-
tered the scene. having been hired by
Barber’s to supervise advertising and
promotion. DBrower soon made a bold
move. “If radio works.” he suggested,
“let’s use a lot more of it.” Barber’s
executives gave Brower the green light.

grocery

I i aithinm TR0 N g

Weekeud saturation splash

supplements regular shows

- K. Week-long ““softening’’
of audicnee is done by two
daily shows on KABQ, KOAT.

2. On weekends, 130 radiwo
announcements in 2V days
are used on four outlets,
tie in with print ads.

3. Of total budget, about
60% goes to radio. Balance
goes to print, promotions.

bl

d. Krtcnsive use s made

of both co-op funds and
co-op radio aids. About 25%
of ad spending 1s eo-op.

S

The weekend saturation announce-
ment schedules were expanded in June
1953 to include Albuquerque’s other
three network affiliates: KABQ (MBS),
KGGM (CBS) and KOB (NBC).
Store managers began to report that
the radio drives were having a notice-
able effect in hoosting weekend sales—
an important shopping period in a city
which has a large Air "orce and gov-
ernment population. in addition to
tourists and ranchers from the sur-
rounding counties.

But still Brower wasn't completely
happy. Some form of pre-selling. he
felt. was needed to “soften up” the
city’s housewives and homemakers be-
fore he fired off his weekend spot
bombardment. In August 1953 Bar-
ber’s moved into radio prog

( Please turn to page 101
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[0 wavs to put more sell m yor

by Irving Settel

h
l’ requently television advertisers are urore concerned
with inproving program ratings than with improving the

.

ratines" of their ~ales messaves,  This 1= unfortunate.

Fyery busines<smman knows that the value of the dollars
spent on television is onlv as good as the resulting ring

of cash registers in retail stores.

From a practical poimt of view. program ratings are
tmportant. Pragram content and resulting audience listen-
ership determine the nmmber of potential persons sub-
jected o the sales message. However. what happens at
the point of “now here’s a message from our sponsor?™
This question i< dramatically answered by resnlts of @
vecent stuthy which indicated that. in television areas. con-
sumption of water nereases <ubstantially during “com-
merctal time period<””  In other words, we are losing
lighly rated program andiences for poorly rated com-
mercials!

With these fact~ in mind. obvious gnestions arize. How
can we wel more viewers to watch our commercials?
low can we get them to remeniber our sales mes<ages?
How can we get them to buy onr products?

Here are 10 stmple “common sense” principles which
may help vou to arrive at suceessful conclusions. I've
developed these as a result of a study I did at Pace College.
1 had a panel of 54 students anahvze about 100 commer-
crals.  Reactious of the students together with my own
conclusions are the fonndation for the points below. It is
to be rememberced that these are not “tricks™ but practical
tv teclmiques whiclr have been tried and proven effective.

Irving Settel: he
doubles in brass as
New York tv adman,

college educator
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1. Demonstrate
wherever
possihle

One of the most effective television techniques is denon-
stration. It i= almost unbelievable how many current
advertisers ignore this obvious principle. Psychologists
indicate that people are more likely to watch and remem-
ber claims of product performance if they see that per-
formance demonstrated and proved. A\ good rule to re-
member then, is to describe . . . and demonstrate every

sale~ claim made in the copy.

2. Correlate
audio with
video

An appeal to the eve a~ well a~ the ear creates a double
sensory impression. Television commercials are most effec-
tive when sound and =ight are coordinated into a single
dynamic message.

Television's most significant sales asset is its ability to
combine sight plus sound in a commercial message. The
advertiser who neglects appeal to one sense and concen-
trates onhy on the other i~ missing out on tv's most power-
ful persuasive force.

| 2. Keep
commercials
simple

One of the most contmon errars i the making of televis
ston conunercials i~ to take the “slam-hang™ approach.
Frequenth . one-minute commercials hecome virtual “pro-
ductions™ with everyvthing in but “the Kitchen sink.” This
concept is a sure wav of driving your listener out of the
room i despair tor for a glass of water).

The commercial <honkd make it easy for the viewer w0
arasp the =ales points. A simple commercial with a lini-
ited nnmber of elements and presenations will increase
listenership and “recall”™ of sales points,

SPONSOR



commercals

6. Use

4. Repeat and
repeat and
repeat

The well known aflter-dinner speaker’s formula to “tell
‘e what you're going to <av, say it. and then tell ‘'em what
kd 1 . Y
vou've said” is a good rule of thumb in television. Re-
membrance can be increased substantially by recapitulat-
ing and summarizing the <ales points.

5. Avoid
 trick
devices

There is an overwhelming temptation among producers
to use trick shots. montages and the hundreds of other spe-
cial television effects available. Frequentl- | these are forced
and misused and there is the inevitable lo s of recall
quality so necessary to effective selling.

appropriate
salespeople

Compatibility with the product must be your announc-
er's most important characteristic. He or she must look
the part. feel the part. act the part of the product repre-
sentative. The over-all feeling of sincerity should prevail
at all times. The “pitchman” attitude is suilable only to
a limited number of products.

7. Use
appropriate
testimonials

I your commercial calls for the use of testimonials. try
to select “real” people. There is nothing more disconcert-
ing to an audience than to view a glamorous actress taking
the part of a typical housewife. To represent “average”
people, use “average” looking actors with sincerity, not
beauty as the most important attribute.

26 JULY 1954

Tips based on study of 400 commercials

give yon some bhasie do's and don'ts

8. Avoid
distracting
presentations

In printed adverti~ing. the “eternal” female frequently
supersedes the product itself. This can be di-astrous on
television. Scantily clad models take a‘tention away from
the product being =old. When a photogenic model i< used
to show product, she should be fully clothed <o that there
will be little or no distractions from the sales message.

9. Use

Set your stage lor the commercial as authentically as
j ossible. Housewives should be in the kitchen. business-
men in an office. Every background elememnt should con-
tribute to the =ales itmpression which the commercial is
trying to make.

10. Sell the
“sizzle not
the steak”

More than ever on lelevision. Elimer Wheeler’s famous
slogan becomes important. Food producis are particularly
subject to this type of selling. Show the foods in such a
way that thev look “good enough to eat.”” Wherever pos-
sible. show them being made. heing eaten in enjoyvment.
Favorable sensory impressions of a product make the
viewer feel that he can “ahmost smell them cooking.”
This 1= what sells merchandise.

0000000000000 00000000000000000000000000¢

It is possible to increase the effectiveness of vonr
television commercials with creative thinking
and intelligent application of simple selling
techniques. The 10 principles mentioned aborve
will not automatically produce perfect commercials.
Horwever, adherence to these principles plus
common sense will raise the performance levels
of the sales messages and eventually sell more

merchandise over the connter. * Kk
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Ford dealer in Wilkes-Barre

news show

recently sold 32 used cars

as a result of weekly

total) on WBRE-TV, Ch.

25 Customiers saw show

cost: $14s

as far as 70 miles away

Smele minute announce-
nment on WKNX-TV,
Ch. 57 in Saginaw-Bay
City, Mich., sold $2.364
worth of “‘Television
Rockers’ at a cost to the

furntture dealer of $56.34

How well can uht sell?

In many markets the only television is uhf, but even in mixed

vhf-uhf areas advertisers on uhf have gotten 30-to-1 sales returns

The case listories ia this
report indicate just how
effective your tr adrertising
can be on ulif television
stations.  They give tangible ervi-
dence of suceess by many rvaried
types of spoasors.  Next issne
will coatatn a report on the
present-day  status of ubf.
weluding data on number of

stations. conyersion ﬁgurm. type

of competition. marlket sizes.
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’n recent weeks headlines out of
Washington have painted an often-
dreary picture of ultra-high-frequency
television.

Admen exposed to these stories
about uhf problems often wind up
with this impression: Uhf 1= itself the
problem.

But the real problem which faces
uhfers and the one which concerns
admen the most is actuallv not one of
“frequeney™ or “eonversion” or “pic-
ture qualitn.”  \s stations themselves
see it. uhf’s biggest headache today
centers around the sort of competitive
sitnation in which uh{ station opera-
tors find themselves. How uhf ~tations
sohe  competitive

problems  within

their markets, if they face them. is
often the key to that station’s useful-
ness in a tv station hneup.

As far as advertisers and agencies
are concerned, the present hassle over
uhf can be boiled down to just four
main points:

Point One: There's nothing “wrong™
with uhf as a medium of tv transmis-
sion. It has its own special character-
istics. Some are good; some are bad.
It ix more limited in its range than
vhi. in most cases. In intermixed mar-
kets viewers must often be persuaded
to convert their sets to pick up uhf.
But uhf is just as much “television™
as is vhi.

Point Two: \s an ad manager or

SPONSOR




timebuyer youre on shaky grounds
when you make any sweeping “don’t
buy” rules about uhf. According to
the FCC, eventnally some 20,000,000
people will look to uhf as their only
form of tv. You can’t even generalize
about uhf in
Too many uhf stations are winning

intermixed situations.

their uphill battle for audiences and
high conversion rates in the face of
stifft vhi competition.

Point Three: You have a bigger
stake in ulhf than vou think. Statistics
show that competitive tv markets near-
Iy always show a lower cost-per-1,000
tv homes for advertisers than do non-
Uhf is still the

only way by which the time-clearance

competitive markets.

logjam in one-station vhf markets can
be broken.

Point Four: Few uhf operators want
special favors or expect advertising
charity. But they do ask to be exam-
ined on their own merits. The national
advertiser who fails to examine the
uhf-only and uhf-vhf markets one at a
time is taking a chance, the tv broad-
casters in the upper spectrum say, on
missing a good tv time slot or a good
“growth. opportunity.”

This is not an idle broadside on the
part of uhf operators hankering for tv
business. Uhf stations feel they are in
a good position to help advertisers like
the ones described below:

¢ The lately arrived network adver-
tiser who has had to take some bad
time slots on jam-packed vhi outlets in
what used to be big one-station mar-
kets.  Advertisers will often fin¢
that their network tv ratings in these
markets, due to the fact that they are
on the air in margin slots because of
general crowding of network shows,
are barely as good as the national av-
erage rating. Sometiines they are sev-
eral notches below the national level.
Uh{ stations in these intermixed mar-
kets can sometimes offer time slots with
a better audience potential-—and at
lower cost.

o The national spot advertiser who
wants to establish good franchise slots.
It was the willingness to pioneer, back
in 1948 and 1949, that enabled adver-
tisers like Bulova, Benrus, General
Foods and the cigarette companies to
move in on nighttime Class A tv spot
periods and stay there. As network
programs next to these slots grew in

(Please turn to page 94)
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Winston-Salem, N. C. (WTOB-TV; Ch. 26): Twin City Pack-
ing Co, bought a 15-minute segment of locally produneed tv
opposite CBS TV's

Show boosted sansage sales 609%. over-all

barn danece show, “Hocdown DParty.™
*Jaekie Gleason.”

sales 309,

No other advertising was nsed.
¥ % ¥

Wilkes-Barre, Pa. (WILK.TV; Ch. 34): This ontlet. one
of two uhf outlets in city, does strong loeul program job in
addition to ABC TV, DTN service. Grant Tool Co. averages
150 orders for Gay Blade per announeement. Popular
“Carousel” show sold 1.000 pairs of socks in one week
for Hub store. Tv drive for “The Robe” bronght second

biggest day’s gross in loecal Paramonnt theatre’s history.
¥ * ¥

Columbia, S. C. (WCOS.TV ; Ch. 25): This ABC TV afhliate
competes with both a uhf and a vhf station in its area, but
has racked up some good sales results. Last winter, one spot
announcement for Hillman’s Sporting Geeds store sold 18
English bicyecles at $64.95 apiece. Winter business for the
firm was generally 109 higher. Hillman’s now rates uhf

over newspaper, direct mail media.
* * %

Baton Rouge, La. (WAFB-TV ; Ch. 28): Although market is
due to become intermixed in September, uhf outlet has had
a good chance to establish itself, build an audience. Local
Admiral dealer used a full-page ad in local paper, sold one
range. Then, he tried one five-minute show on WAFB-TYV,
sold 14 ranges. Dalton’s Department storc used one live
minute spot, promptly sold 400 dozen scts of glassware to

uhf viewers. Kean’s Laundry sponsors filmed “l Led 3

ki

Lives,” soon rolled up 20% increase in fur storage business.

* * *

Muncie, Ind. (WLBC.TV; Ch. 49): Station serves over
71,000 uhf homes in its market, is afliliated with all four
networks, says *‘there’s nothing wrong with uhf technically.”
Uptown Tire Sales, sponsor of late news show, showed third
highest percentage of inerease in sales of Armstrong tires
in entire U.S. Chevvolet dealer sold six new cars as the

result of one 15-minute d.j. telecast.




Rotisseries on the ;

Television demoustrations help bring haby industry

into 872 million annuually elass within a year

‘ n the fifth century AD. Hungarians
rode meat ~oft amder the saddle. Culi-
nary refinements progressed until 16th
{ entury Fran e where one hef claimed
the only way lo cook an egg was to
place it inside a pigeon, put the pigeon
inside a duck. the duck iuside a pig.
the pig inside an ox. roast the o slow-
l) on a .s'pit. throw away the oa. pig.
duck and pigeon Lut. mmm. boy
what an egg.

During the past two years rotis-crie
manufacturers have heen using televi.
sion to persuade \merican housewives
that the onlv wayv to make an egg.
duek, cutlet, or even pie, for that mat-
ter. is on one of the many brands of
roti=seri*~ currenth flooding the Unit-
ed States marnel.

Roto-Broil's locally placed cooking show,
housewives on

"“Roto Magician,” sells
versatility of firm's electronic coocking appliance.

had Dbeen sold earher

vears

Rotisscries

than two ago,  Some pioneer
broiler manufacturer- <ay a< long as
15 years ago. But it was not umtil
1953. when Broil-Quik and Roto-Broil
took their story to television, that

housewives in large numbers realized

AR
round-up
T

the rotisserie is an electronic wonder
they canaot do without. This sudden
fad in electrical home appliances rep-
resented a national broiler sales jump
from $7.200.000 in 1951 to $13.172.-
000 in 1952. The Dbig jump was in
1955—to 272.4 million. (Figures from

Electrical ~ Merchandising,  Januar
1954

The two leaders in the broiler field.
Peerless  Electric  (manufacturers of
Broil-Quik ) and Roto-Broil Corp. of
\inerica (manufacturers  of Roto-
Broil) call their products *“television
babies.”

According to industry sources Broil-
Quik and Roto-Broil together account
for over 00"¢ of total national rotis-
serie sales. Nine other electric appli-
ance manufacturers produce broiler-
rotisseries. but none of these promotes
roti-series with either the aggressive-
ness or the budget of the two indepen-
dent= who're the giants in this field.

Here. then. ix how these two rotis:

serie giants 1 Broil-Quik  and Roto-

Lester Morris, star of this 15-minute film show, gives in-store demon-
strations, as shown below, in major markets where film series is telecast



Broil) made America rotisserie-con-

sclous.

Broil-Qnik yas introduced by Peer-
Until

1952. however. advertising was mostly

less Electric in January 1951,

local newspaper advertising in New
York. BroikQuik’s first and major
market. Despite the modest advertis-
g effort through Zlowe Agency un-
til 1953, the firm claims to have
grossed $2 million in 1951-—then, as
result of expanded distribution. $4

mtillion in 1952.

When Broil-Quik entered production
in 1950, the firm had ounly three com-
petitors in the infra-red broiler line.
By 1953, some 10 other firins had en-
tered the field—one of them, Roto-
Broil Corp. of America. which had a
particularly aggressive advertising pro-
gram. To hold its Number One sales
position against the increased compe-
tition, Broil-Quik stepped up its own
advertising.

Broil-Quik’s budget for 1953 was
$500,000. In the beginning of the
year Max Steinbook, Broil-Quik’s pres-
ident and advertising strategist, leaned
heavily toward full-color page ads in
such national magazines as Saturday

Evening Post, Good Housekeeping. La-

Peerless Electric Products sells its Broil-Quik
shows like NBC TV's "Home' show. Below, J.

The rotisserie husiness: a quick look at its history and advertising

History: A step child of the eloctrical appliance industry for 15 years,
rotisseries began showing siles strides in 1951 and 1932 as o result of ag
gressive advertising on the part of newcomers DBroil Quik and Roto Broil.

Joth firms fight over New York, country’s most luerative rotisserie mavket.

Adrvertising: Until Roto Broil's entry into the race in 1953, Broil Quik
was Number One. Budget was split hetween magazines, newspapers and tv.
Then Roto Broil put over S04 of its hudget into spot tv programing uand
rose to Broil-Quik’s sales level within a year. Droil-Quik fights back with tv,
Preblems: Decause its owners sire mdependents and newcomers in electri-
cal appliances, the rotisserie Dusiness laeks the distribution outlets to grow
smoothly with inereased demand. Price cutting by New York discount
lhouses and a priee war between the two ginnts cut deep into their profits.

dies” llome Journal. His idea at that
time was to build Broil-Quik as a pres-
lige product with class-appeal adver-
tising.

By mid-year, however, it became
apparent that Broil-Quik’s major com-
petitor, Roto-Broil. was throwing the
entire weight of its advertising budget
into tv. Broil-Quik reexamined its
budget.

At the beginning of 1953 Broil-Quik

via woman-appeal tv

sls. mgr., Arlene Francis,

had planned to split the $500,000 bud-
get this way: 40°% for national maga-
zines; 207 tv; 2077 for newspaper
ads; 209 point-of-=ale.

By summer 1953 Steinbook became
convinced that tv should come in for a
larger share of DBroil-Quik expendi-
tures. In New York alone Broil-Quik
bought into four tv shows: the first
half of The lerry Lester Show, WABC

(Please turn to page 90)

star of "Home." H. J. Holbrook, Peerless

Lanigan, NBC Eastern v.p., and Max Steinbook, pres., sign for Broil-Quik participation
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As captivating ... as beguiling ., .as irresistible today on television
as she has always been on stage, screen and radio.

As hostess and often star of Crown Theatre,*

Gloria Swanson consistently outdraws her competition
—including top network shows in many major markets.

And as the fascinating focal point of a complete

merchandising follow-up, she has the kind of appeal |

that makes her public a buying public.

To assure your product an enthusiastic welcome,

make an entrance with Gloria Swanson. f

We’ll be happy to introduce you. "

CBS TELEVISION FILM SALES
in New York, Chicago, Los Angeles. San Francisco,
Dallas. St. Louis. Detroit, Atlante and Boston.
Distributor in Canada: S. . Caldwell Ltd.

*20 original half-hour Jdramas
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I. New station on air*®
CALL CHANNEL ON-AIR | _FowER LKW NET STNS SEVS IN L §
CITY & STATE LETTERS oy DATE | VISUAL | AURAL | AFFILIATION | ON AlR | MARKET' |PERMITEE & MANAGER REF
MISSOULA, MONTANA KGVYO-TV 13 T July 60 30 CBS 0 NFA :l“},.y,;ir:s't‘:y'. . c“P'e’"“
Dlek Coon. prog. dir.
ENID, OKLAHOMA KGEO-TVY 5 15 July 100 50 ABC 0 50 Stracts Electronics. lnc. John
George Streets, sec'y & Pearson
P.mfall.-‘ Banta. pres.
Tom Beicher. commi.
mer.
INDIANAPOLIS, WISH.TY 8 1 July 316 158 basic ABC 1 427 Universal Bdeste Bolllng
INDIANA primary: C.prBe:ucu McConneli, Co.
NBC, DuMont, Robt. McConnell. v.p. &
CBS gen. mgor.
DECATUR, ALABAMA WMSL-TV 23 4 July 21.5 12 0 NFA Tennessee Valley Bdestg waiker
Frank Whisenant. pres,
Bill Guy. genl. mor.
TERRE HAUTE, WTHI-TY 10 20 July 316 158 CBS, DuMont 0 101 w“cboa-"h Valley Bdcsto B°é';'"°'
INDIANA Anton Hulman Jr.. pres. [
Jim Hlgelns. genl. mor
II. New construction permits*
: | POWER (Kw)** ‘ I ]
CALL |CHANNEL DATE OF | . IsTAaTIONS | SETSIN : ! RADIO
CITY & STATE ek s NES l A ‘ OuAIR ViSuaL | AvmaL ON'AT M,?ga(os'n PERMITEE & MANAGER' REPY
DOTHAN, ALABAMA 9 2 July 55.6 27.8 NFA A
J. T. Thrower. v.p.
HENDERSON, NEVADA 2 2 July 10.96 5.48 NFA gc{'\:‘tah‘\;eswl:nnl':x;zblg:. i
A."Es.‘ Catahan, vp.
Theodore Nelson, sec'y.
DAYTONA BEACH, WMEJLTY 2 8 July 1.26 .72 NFA  JIiont Eseh pres.  MeGilives
TULSA, OKLAHOMA 2 8 July 100 50 NFA  Coniral Plaini Enter.
wm. Skelly, pres.
1HI. Addenda to previouns listings

Since spoasor’s 28 June listing. three
more television stations have gone off
the air but retained their permits. An-

OFF THE AIR
PRINCETON, Ind., WRAY-TV, uhf ch. 52.
Began operating 6 Dec. 1953, ended 15
July 1954,

DULUTH, Mich., WFTV, uht ch. 38, began
operating 31 May 1953, ended 15 July 1954,

other station has suspended operations
temporarily.
relinquished their c.p.’s (raising the

HOUSTON, Tex., KNUZ-TV, uhf ch. 39, began
operating 10 Oct. 1953, ended 25 June

1954,

PITTSBURGH, Pa., WKJF-TV, uhf ch. 53, be-
gan operating 14 July 1953, ended 2 July
1954

Two more stations have

number of ¢.p.’s returned to the FCC
to &1y, All ix stations mentioned be-
low are uhf outlets.

C.P.'s RELINQUISHED

CHAMPAIGN, Ill., WCUI, uhf ch. 21 [FCC

cancelled c.p. for lack of prosecution).

PITTSFIELD, Mass., WBEC-TV, ch, 44 (FCC

cancelled at request of grantee).

BOX SCORE

U. S. stations on air, incl,
Honolulu and Alaska (18
Ju 5 1)

Markets covered

377

235

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

18 July °531) . ool
2

)
~
w

Grantees on air

Te homes in (., §.

(1 June
30.111.000%

U.S. homes with tv sets (1

June *34)

_—
619,

*Both new e.p.’s and statlons golng on the sir llsted here are those which occurred hetween
1 e et " 5 LR A .

0 he | ope

ot en o
It
in

Ma
Per Iy
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tv nperstion
$ le Rrantees.

{ 8¢ been  given tne v
C the IThis n
Re Planning had them volded by
i te. fln HINYIT

NFA

most cases, the representative of a radlo statlon which Is granted a c.p also rcpresents the &
Since a1 presetime [t 1s generally toa early 1o confinn tv representarinns of

SLONSOR lsts the reps of the radio statlons In this column when a radlo station
rant)
ot Includes grants to permitees who have

r¢s  ava lable &t preéssiime on  sets In mar
nee surtendered thelr ep. s or who ¥

No  4f

SPONSOR
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TrICkS llke thlS ® o o are sure-fire. They lift TV audiences right out of their

seats—especially when spotted in "live” shows.
Eoasy to produce, too—entertainment or commercial
—when you USE EASTMAN FILM.

For complete information—what film to use,
latest processing technics—write to:

Motion Picture Film Department
EASTMAN KODAK COMPANY
Rochester 4, N. Y.

€ast Coast Division Midwest Divisien West Coast Division

“‘- 342 Madison Avenue 137 North Wabash Avenue 6706 Santa Monico Bivd.
jo! » ' : 4 New York 17,N. Y. "Chicago 2, illinois Hollywood 38, California
il
» A, Aigiats for the diswibution and scle of Eastman Professional Motion Picture Films}
- * o « 5 e W. J. GERMAN, INC.
i ' | — Fort Lae, N. J., Chicago, lil., Hollywood, California
af“.‘ b *
W

HERE'S A TIP. Do it in COLOR.
Chances are, you'll be needing it.
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His viewers think he's the

SMARTEST MAN IN
SAN FRANCISCO

(his local sponsors think they are!)

Time isn't always available on “*William Winter and the News,” San Francisco’s
longest continuously-sponsored program (one segment by the same
sponsor for over five years).

As this is written, it is, and it's worth checking for William Winter means
sure-fire penetration of Northern California.

Consistently among the top ten multi-weekly TV programs since 1952 (something
no other local origination can boast), *William Winter and the News,”

with Winter’s startlingly accurate analysis of world and national events, has
an almost fanatically loyal and responsive audience of thinking Californians.

Ask your Katz man about this "open Sesame” to sales.

kpiX,

SAN FRANCISCO, CALIF.
... affiliated with CBS and DuMont Television Networks
...represented by the Katz Agency

SPONSOR
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Programs issued since March 1954. Next chart will appecar 23 August
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Tv film shows recently made available for syndication

L)

OG0T 4 QIO OO ORI BRI IIIERE - it ([ ol b
Show name Syndicator Producer ‘ Length ' No. in series‘ | Show name Syndicator Producer ' Length | No. in series
ADVENTURE EDUCATIONAL
Jet Jackson, Fly- Screen Gems ‘Screen Gems 30 min, 26 This is Charles TeeVee Gregory-Harris 15 min. 26
ing Commandos Laughton
RInAGiajTint Sereen Gems Screen Gems 30 min. 26 Walt's Workshop Reid Ray Reld Ray 30 min, 26
Storles of the Hollywood Tv Studle Clty Tv 30 min. 26
Century Service Prod. - -~ — N
HILLBILLY
CHILDREN'S o ) - -
e . Juniper Junction, Essex Fiims Fotovox 30 min 26
Playtime with Sterling Jerry Bartell 15 min. i3 U.S.A.
Jerry Bartell
v . Town & Countr Officlat FII Byron Prod. n,
Telscomics Natl. Telefilm  Nat. Comles 30 min. 52 e &l i yro P som 2
15 min. 168
The Amazing Tales Interstate Tv Interstate Tv 30 min. 26
of Hans Chris. i Ea D — =
tlan Andersen MUSIC
— L y — Florlan ZaBach Guild Flims Gulld Films 30 min. 39
COMEDY S "
Meet Corllss 2iv 2iv 30 min. 39 Frankle Laine Gulld Flims Gulld Fllms 30 min. 39
Archers Show!
Meot the O'Brlens Officlal Stuart Reynolds 30 min. 39 Horace Heldt Consolidated Tv Geo. Bagnall 30 min. 28
Showt
The LMtle Rascals Interstate Hal Roach 20 min. 100
10 min. Nickelodeon Geo. Bagnall 15 min. 28
Series
DOCUMENTARY The Guy Lombardo MCA MCA 30 min. 52
_ Show
Impact © Nati, Telefitms Herbert Breg- 60 min. 25 This Is Your Jan Prod. Barrett 30 min. %
stein
Musle2
Tenth of a Nation Essex Flims American News- 15 min. 26
reel B —
NEWS
where Were You? UTP Bing Crosby 30 min. 26 — —
Adventures I[n Sterling Telenews 15 min 26
DRAMA, MYSTERY el Newss
Douglas Falrbanks Lnterstate Ty Dougfair Prod. 30 min. 39 o - e
Presents SPORTS
Fablan of Scotland Telefiim Trinity Prod. 30 min. 39
Yard Great Guys and United World Zach Baym 3 min. 18
Man Bohind the  MCA Procktor 30 min. 39 Goats
Badge
jalopy Races from HarriScope HarriScope 30 min, 26
Mayor of the uTe Gross- Krasne 39 min, 26 Hollywood
Town!
Parls Precinct MPTy Etoile Fred. 30 min. 39 Post Time, U.S.A. Tel Ra LY LI e
Sherlock Holmes MPTv Sheldon Reynolds 30 min. 39 Sports  Mirror Geo. Bagnail Witkham Flims (3 min. 28
Tales of Tomorrow TeeVce G. Foley 30 min. 26
) The Blg Playback> Screen Gems Screen Gems 15 min. 26
Tho Eddle Cantor Ziv Zlv 30 min. 39 Telenews
Theatre
The Ethel Barry- [Interstate Tv Interstate Tv 30 min. 13 This Week in INS Hearst- 15 min. 52
more Theatre Sports Metrotone
The Falcon NBC TV Film Federal Telefilms 30 min. 39
The Heart of Jul- MPTv Charles Irving 30 min, 26 ) VARIETY
let Jones N .
The Lone Wolf United Tv Pro-  Gross-Krasne 30 min. 39 ) o
" nglr:ms Oate with a Star+ Consolidated Tv  Geo. Bagnall 15 min, 26
The Star and the Official 4-Star Prod. 30 min. 39 . N ) ¢
tory! Movie Museum Sterling Bloaraph 15 min. 2
The Whistlers CBS TV Flim Leslie Parsons 30 min. 39
Vitapix Feature Vitaplx Princess Plcturer 53 min. 26 WOMEN'S
Theatre 65-80 min., NS R __- NS I
i Pro. Roland Reed 30 min. 26 )
T United Tv Fro oran Tv Kitchen Kling Studies Kilng Studios 30 min. 26

grams

1S0ld to Rheingold in California.
Washington and ©Oregon.

the markets not covered by Ovaltine.

Other wmarkets available to local

26 JULY 1954

Spon>ors.,

(See film notes, page 50)

Arthyl Corp. (1as show in 535 markets
A separate series is available [ur st

N. Y. C., New IHaven and Ringhamton. Other markets available for sale to local sponsors. 2x0id to Pacific Telephone In Californ a
3jcailable in color. tAvailable 1 Neptember. '
sponsors. 8The \Wander Co., Chicago (Ovaltine) is sponsoring the show nationally under the title., ‘'Captain Mitniglic.
SPONROR invites all tv film syndicators to send information on new filus.

Best ay bl

51
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DAVID BRIAN

in the powerful roleof . . .

~ P MYSTERY ON THE AIR

YOUR GUARANTEE OF
SUCCESS !

Champion of the
people, defender
of truth, guardian
 of our fundamental
rights to life, liberty
and the pursuit o
happiness.




i | TESTED und‘PROVED — ¥ ‘
Nol MYSTERY on the Air! G ated Yiridl
Qe o hon

the nation’s top- roted shows
*Notional Hooper ond local Pulse ings o

LONG-TERM RENEWAI.S'

Renewed for 12 consecutive years by one of the
largest firms** in a highly competitive field.

| SENSATIONAL SALES RESULTS!

During this 12 year period, the sponsor’s annual

sales incredsed neorly 300%***
**Frém $171/; million fo ¢ $45 mitlio

FULL-LENGTH SELLING COMMERCIALS!
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Now/)f 25,000 WATTS'

TOWER POSITION.........HIGHER!
WATTAGE . ...............TRIPLED!

MARKET COVERAGE...SATURATION!
—and a big plus!!1!!

Fantastic is the word —the word for the way viewers
of the Rochester arca have, during these first eight
months, welcomed Channel 10 into their living
rooms. It's the word, 100, for the way local, national
and network sponsors have gobbled up our ume

. that, of course, is what top programming does
for a station!

Just look up the Rochester Spring "Hoopcr"* your-
self—check rates—study our coverage map above—
then consider this new Channel 10 up in power! ...
We'll wager you'll be asking us for availabilities!

*
DAYTIME ON CHANNEL 10.—The strong CBS dayume
shows plus our own smash local participating programs
offer many 15 to 20 ratings, some adjacencies 1o ratings
21 up to 29—yet at our low, low class (" rartes.

VHF

ciannet 10

cCBS BASIC d AFFILIATE

ROCHESTER,N.Y.

WHEC.TV « WVET-TV

EVERETT-McKINNEY, INC. « NATIONAL REPRESENTATIVES o THE BOLLING CO: ; lﬁC.

WPEN goes all out to
promote Miss Uuniverse

Radio ~tation WPEN in Philadel-
phia undertook to introduce. promote
and air the judging of the local run-
ofl of the “Miss Universe” countest re-
cently —and did the whole job in les
than 100 hours. 1t was the sole medi-
um through which the contest—for
“Mis< Eastern Pennsylvania™ was
promoted.

WPEN executives made plans for
production and promotion of the con-
test in conjunction with the Patricia

Steve Allison with Miss Eastern Pa. finalists

Stevens Finishing School for Models
and Carveer Girls, completed them on
Tuesday. 29 June. First announcement
of the contest was aired that night on
the Steve Allison Show. a late-night
gabfe-t on WPEN. By early noon on
Wednesday. the first entrants arrived
at the Patricia Stevens School and the
screening was on. By Friday. six
jndges were named. On Saturday at
12 noon. the finalists were selected.

The finals of the contest were sched-
uled for midnight airing in the WPEN
studios on the Stere Allison Show.
Crowds started to arrive at 6 p.n..
filled the ~tudio to capacity by 9:45
By 10:15 p.n.. police had to be called
to control the crowds wanting to enter
the stndio.  Considerateh. the station
supplied street amplifiers so that the
overflow outside could at least hear
the goings-om.

The contest began at 12:05 a.m. and
Mis~  Eastern Pemnsvlvania  (Llaine

DuFeen. 22) was picked at 1:40 a..
* x %

SFONSOR

]



i

WSLS *Sidewalk Radio Stadios® attract public, aid sponsors

Radio station WSLS in Roanoke.
Va., has moved its studios to a
street corner in the heart of that city’s
downtown district. Object: to exploit
itself and to bring its operation closer
to the public. Result: greatly hypoed
public interest and upped sales for
Sponsors.

The WSLS studios (which opened
Memorial Day) are set up and dec-
orated with a view to being eye-catch-
ing and appealing to passersby. Offi-
cials of the station estimate that dur-
ing 18 hours of each day, some 24,000
persons pass by the corner (First
Street and Church Avenue) on which
the studio is located.

Siuce the opening, thousands of peo-
ple have visited the studios, the station
reports. Spectators are invited to par-
ticipate on local shows and inspect ra-
dio equipment. Each guest is given a
map illustrating WSLS air coverage.

Sponsors are profiting from the new
setup, too. Merchandise of advertis-
ers using the station is on display in
the large windows of the studios as
well as within. These displays are en-
hanced by the carnival atmosphere of
the studios. promoted mainly by a red-
and-white striped canopy which covers
the entire ceiling. Sponsors exhibiting
products include Singer Vacuum Clean-
er, Hammond Organ. General Tire,
Sunnyside Awning Co.

Pedestrians looking in the windows
can learn the latest in weather, news
and sports, as well as the program on

Carnival air of street studio stops passersby

26 JULY 1954

the air at the moment. A\ large ther-
moineter, a clock and weather fore-
cast dial, a sports scoreboard, an As-
sociated Press teletype machine and an
easel with title cards of programs make
this possible.

One-third of the studio space is oc-
cupied with a rccord and transcription
library for the convenience of disk
jockeys. The walls feature pictures of
local and network air personalities.

Since it has established the new
“Sidewalk Studios.” WSLS reports. it
has found “fresh vitality” for opera-
tion. * kK

Crosley stirs summer air
with “Operation Sunburst”

“Audiences and sales are like plants
- they wilt when not watered with
good programs, strong advertising, po-
tent promotion, meaty merchandising.”
This is the philosophy under which the
Crosley Broadcasting WLW radio and
tv stations are running their $100:000
summer promotion, “Operation Sun-
burst,” for the fourth year.

“Sunburst” revolves around three
major efforts (in addition to a public-
ity barrage through a variety of out-
lets) :

1. A “Famous Face” contest, which
started 1 July. One section per day of
a jigsawed face of a famous person is
flashed on the tv screens. Each day, a
new section of the face is added, as is
an additional prize. The first 10 view-
ers to identify the face receive prizes,
then compete against each other to
identify a second “Famous Face.”
Winner gets a huge jackpot.

2. A premium package to move
products. This is a set of six 15-ounce
glass tumblers, decorated with pictures
and signatures of the leading WLW
radio and tv stars. It is available to
persons who mail in S1 and proof-of-
purchase of any product advertised on
one of the Crosley outlets. This wide-
spread merchandising program has
over 20,000 outlets; some 220.000

pieces of point-of-sale  display mate-
rial have been distributed hy WLW
merchandising field forces, marking
“*Sunburst” ftems which can be used
to procure the glassware.

3. Building mterest in programs In
putting shows on tour, strengthening
talent tics witlt audience. Shiows toured
(in studios at Dayton and Columbus
as well as Cincinnati) include: Ruth

Lyons™ 50-50 Club, Midwestern Ilay-
ride, Walter Phillips Shouwe. B

FIuzalk offers broaldcasters
first crack at rights

In a new, large-scale expansion, the
Muzak Corp. is offering established
broadcasters first chance 10 obtain ex-
clusive franchises to the firm’s back-
ground-music library. This applies in
virtually every U.S. market of 50.000
or more.

Sparking this move is a new mag-
netic tape playback instrument, which
practically runs itself. It automaticaily
starts, stops, pre-sclects specialized mu-
sic as desired, reverses itself and
changes tracks, rewinds. shuts itself
off. even switches on a conipanion tape
machine to start the process all over.

Heretofore. due to economic factors,
including the high cost of maintenance
of manual dizk turntable operation,
Muzak has restricted franchise opera-
tions almost entirely to markets ot
200,000 or more. But the new high
fidelity mechanism has so reduced ba-
sic costs that franchises can now be
supported in 1arkets of 50.000 or
more.

Muzak’s background-music library
currently embraces over 7.000 selec-
tions. Restaurants, banks, hotels, fac-
tories, offices, supermarkets and other
organizations in major markets have

been using Muzak’s svstein for 20
years. * K %

Briefly . ..
WSAZ-TV, Huntington, W. Va., is-

sues a small folder to aid lady and gen-
tleman program guests in their tv ap-
pearances. It suggests proper apparel
and makeup, points out meanings of
cues and hand signals, gives general
instructions on before-camera behav-
tor. Ladies, for instance, should wear
plain pastels or greys, no white dresses,
no large brim hats, shiny jewelr
eye shadow. Gentlemen should
(Please turn to page 105
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- for a

BIG selling |

jobuse the

RE-TV

n the Wheellng

operating with 316,000 watts,
¢hannel 7, the most powerful
TV station in W, Vo, Sauth.
western Penn. ond Eastern Ohijo.

IN PROMOTION

WTRF.TV program schedules
are published regulorly in more
than 55 newspapers, including
J daily ond 2 Sunday Pittsburgh
papers. Consistent pramation
for oll clients has won for
WIRF-TV top prizes for out-
standing efforts,

IN
PUBLIC PREFERENCE

Lotest Telepulse survey in 6
1 counties adjacent to Wheeling
<e. gives WTRF-IV 15t 25 mast
popular ane-a-week shaws and
15t 15 most papular multi-week-
y shows—plus audience pref.
erence in every time cotegory.

WITRF-T

NBC Primary . ABC Supplementary
represented :sy Hollingbery
0 )50 & Gen gr.
Radi UIF-FM
A A s 50 00 T e s A 28 0 et m e A
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Color tips: Tu New York earlier thi-
month. Dr. Alfred \. Goldsmith, con-
sultant to RCA and board chairman of
the National Television Filin Council.
relayed to an aundience of agencymen
and film producers several key tips
\TIC has learned through experiments
witl color film connnercials on closed-
circuit colorcasts:

1. Shoot “balanced”
Dr. Goldsmith:

to begin with.

color.  Says

“Make the film right
Don’t worry about try-
ing to unhalance deliberately in order
to correct for any shortcomings in the
tv color equipment. 1f the colors look
right on film. they’Il look right on the
air.”

2. Sereen ander tv conditions. Don't
have your commercial run-throughs
and critical sessions in a projection
room with a big screen.  Project it on

a 19-inch screen, or from Dbehind
ground glass about the same size.

You'll get a better idea of how your
colgrs will look, and will be able to tell
if you're crowding in too much.

3. Shoot in closeup.
should be as brief as possible in color
commercials. N'TFC feels. Reason: In
long shots. colors tend more to merge:
details and contrasts are lost. .\ red-
and-white checked tablecloth. for in-
stance. looks properly checkerboard in
closeup. but blends to over-all pink
long shots.  Flesh tones are far better
Makeup is about the same
as for amy standard color filin ~hooting.

1. Use optical sound. Color film
projectors aren’t vet developed to han-
dle the magnetic sound trachs now he-
coming popular in much filnr work. al-
though they probabh will be in the fu-
ture. Plan all sound for standard opti-
cal sound tracks.

Long shots

in closeup.

5. Get expert opinion: Network film
men and engineer< have now reached
the degree of familiaritn with color
film  problems. Dr. Goldsmith feels.
where they can view a regular project-
ed colar ~creentng and then tell vou

how it will fook on color tv. It =0t

necessary to wait for closed-circuit fa-
cilities, which are in great demand for
other test work.

Who buys ‘em?: \ recent ABC Filin
Svadication sales analysis of three of
its syndicated tv properties sheds some
light on whether the heaviest buyers of
film shows are stations,
clients.

agencies of

The <ales breakdown was computed
for three of ABC Film's properties,
Racket Squad, The Playhouse and
John Kieran’s Kaleidoscope.

Out of a total of 83 sales of Rackei
Squad at the time the analysis was
done 10, or 187 |
made to stations:

of the sales were
38, or 40% were 1o
agencies. and five. or 6% were to ad-
verlisers,
An analysis of The Playhouse indi-
cates that 20 out of a total of 30 sales.
07%. were made to agencies: 10
sales, or 33¢/. were to stations and.
none were made direct to advertisers.
For Raleidoscope, the sales Dreak:
down showed the majority of sales
were made to the stations, Of a otal
of 11 sale< 9. or 827, were to sla-
tions, 197¢) 1o
(99%)

There was one sale

an advertiser and one fo an

agency.

“Lone Wolf* United

Television Programs has just launched

premotion:

a “showmandising™ campaign for its
Lone JIolj half-hour tv film series
which permits sponsors of the show to
tie in items ranging from beer glas-es

to cufl links,

UTP has made available a wide
range of display material as well
film trailers and slides. bumper stream-
ers and Lone Wolf stationerv. ltems
which e in include
tie clasps.
earrings and lighters.
Winn Nathan. sice
president in charge of sales for UTP.
promotion and
paigns

with the =how
beer and cocklail
cufl hinks,

\ccording to

glasses,
£

merchandising  cam-
similar to the one outlined
alove will be an integral part of all
new  svoadicated  film products in the
future. lle emphasized that sound mer-
chandising can help bring the local of
regional spousor inte direct. eflective

competition with a national =ponsor.
* Kk
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BQ-1A Turntable, For “‘fine groove”
33Y3 or 45 rpm's

for every
studio set-up

RCA offers the most complete line of profes-
sional 45 RPM equipment in broadcasting,
including: turntables, conversion kits, indi- !
vidual components—everything required to
meet the specific plans of your station.

® For fine-groove 45's and 33'%'s (exclusively)—up to
12/, Specify RCA’s “studio-proved’” BQ-1A turn-
table. Only 28" high, 20" wide, and 1614” deep, this
unit is designed specifically for 45’s and 331!4’s—
up to 12" diameter. Complete with lightweight
tone arm, filter, 1.0 mil pick-up, and a cabinet.
Order MI-11808/11806/11874-4. (Without cabi-
net, order M1-11806/11874-4.) Immediately avail- 22
able from stock.

® For 333, 45, 78-transcriptions. Specify RCA’s de-
A luxe BQ-70F Turntable—newest edition of RCA’s
famous 70-series transcription equipment. This
high-quality unit includes a lightweight tone
arm, a filter, a 1.0 mil pick-up (for fine-grooves),
and a 2.5 mil pick-up (for standards). Order
MI-11818/11885/4975/11874-4/11874-5. (Without

f
Fw BQ.70F 3-Speed Turntable. For

ghest quality reproduction 33Vs,
bior 78 rpm's | .

pick-up and filter, order MI-11818.) Available in
30 days.

® For “45's’'—on your present RCA 70C, 70D, or 70E

Turntable. To play ““45’s”’ on 70C, 70D, or 70E turn-

tables, you simply install the RCA 45 RPM

Conversion Kit that fits your set-up. Check here
oy for the kit you need. Available in 30 days.

(1) Complete 45 RPM Madificotion Kit,including recardadaptar plote, tone
arm, | mil pick-up, ond filter. MI1-11883 11886 11885 /497 5,11874-4,

(2) Far 70C, 70D, and 7 OF turntables alreody equipped with MI-4975
filter—specify kit MI-11883 11886,11885,11874-4,

{3) For 70C, 70D, and 70E turntables already equipped with MI-4975
filter ond MI-11874-4 pick-up—specify kit MI-11883 11886,

RCA professional 45 RPM equipment can be
ordered direct through your RCA Broadcast
Sales Representative. In Canada. write RCA
Victor, Ltd., Montreal.

Pioneers in AM Broadcasting for over 25 years

do
Av
0% o™
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RADIO CORPORATION of AMERICA gavP g C A -
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BODY WRITES TO WEBC

n the first five months of 1954 . . .

0,094 people wrote to WBZ-WBZA, including 15,000
who requested a snowfall map offered in just six an-
mnouncements.

8,830 wrote to WBZ-TV. And last year a sponsor got
71,759 responses to one of 1ts amateur shows.

2,229 wrote to KYW . . . 2,024 of them for health booklets
in just two weeks.

3,122 wrote to WPTZ. And during this time, in addition,
one sponsor heard from 35,467 listeners to his show.

5,723 wrote to WOWO. One week brought $2,320 in $5
orders for a garden product.

45,749 wrote to KDKA. In six wecks, 8,816 of them from
131 counties, 19 states and Canada sent quarters and
boxtops for gladiolus bulb premium offer.

39,610 wrote to KEX. A two-week Valentine Day contest
drew 5,511 entrants.

You see. People don’t just tune to the WBC stations.
They do something about what they hear. That’s
Audience Action! If you want to hear more, call your
nearest WBC station or Eldon Campbell, WBC National
Sales Manager, at Plaza 1-2700, New York. Ask about
substantial multiple station discounts on the Audience
Action stations, too.

VESTINGHOUSE BROADCASTING COMPANY, INC.

WBZ-WBZA * WBZ-TV, Boston; KYW ¢
WPTZ (TV), Philadelphia; KDKA, Pittsburgh;
WOWO, Fort Wayne; KEX, Portland, Oregon

Represented by: FREE & PETERS, INC.
444 Madison Avenue, New York 22, N.Y.




in the afternoon!

in the evening!
N
Winston-Salem

NORTH CAROLINA

. the hub of a rich, fast-
growing 15 county market in
1he industrial heart of the . ..

State in the South

Whatever your product or serv-
icec-——you will sell more of it
faster to more people when you
use the . .. ...
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iContinued from page 10

Next=-put thi~ device up front in vour copy (which i
probably a minute’s length or more). Then in the body test
superimpose the phrase at least once. Then at vour ~ign-off.
reierate.

You are now assured of “plavback™ for yvour major point.
Start practicing taking bows<. You're in. Your copy ~ings—
1t is “proven’ elfective.

Now there are a few more trick< to master. Have vou ~ec-
ondary copy idea~ to register. 1oo. like it i~ al~o beautiful™
or “movie stars use 11 or “there’s a new low price.” Choo-e
from these research-~ure techniques.

lf yours i~ a food product, ~omeone ha~ to be seen (in tv)
cating 1t and grinning! This say~ “Yum-Yum™ which would
not be apparent to our public no inatter what the word~ are
hke. People don’t seem to understand that food i- edible
until the act unfolds before their eves. But don’t forget that
simle!

Is your pitch to be done by Mrs. Average Housewife?
Then avoid having her wear a mink stole in the Kitchen. Re-
search tells u~ thi~ is atypical. Al~o——=he should not have a
Briti~h accent. You ~ee mo=t American~ don’t. Her choice of
words zhould be reminizcent of the N. Y. Daily News—not
The Harvard Law Review.

More precept=: Don’t have many change~ of ~cene or <¢i—
mavbe jusl two —because you leave the viewer dizzy and
dizziness i~ nol a conducive condition to =alesx.

Voice-over i=n't good-—except when u~ed correctly. (A
learned man once told me this!)

Well—these are a few world-keating principles. There
are more but let'~ not try to digest too many in the first le-
son. Start using them todav—and vou’ll find they mav not
onlv rate high on the Research Chart but b’gosh vou may
even turn oul real good commercials! * Ok

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 sPON-
~OR would be happy to receive and print comments [rom
readers. Address Bob Foreman. c¢;o sroxsor. 40 £. 19 St.

SPONSOR
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'What can you do

with $73.587

For $73, you have lots of choices. You might buy a case

of good Bottled-in-Bond Bourbon. Or a genuine,

woven-under-water Panama hat. Or maybe treat

150 neighborhood kids to a spree at their

favormte soda fountain!

WOAY, Qak Hill, is West VYirginia's second most

AN WOAY, $73.58 will buy 13 one-minute spots!

WEST VIRGINIA STATION COVERAGE DETAIL

powerful station!

Its 10,000-watt signal covers 2| counties —

delivers a total Nielsen audience of 102,200 radio
homes —

delivers an average daily Nielsen audience of 51,320
radio homes!

rite direect for availabihities.

Radio No. of DAYTIME

Homes NCS Area Coun- | 4-Week Cum. Weekly Average Day

in Area ties  INCS Circ. % ¥ INCS Circ.] % * [NCS Circ.] o *
20,370 § FAYETTE 1 18,490 90 18,220 | 89 10,150 49
18,190 § GREENBRIER 3 15,490 85 15130 | 83 6,720 36
66,940 KANAWHA i 10,310 15 7380 10 4,410 08
14,570 LEWIS 4 3,110 21 2,280 15 1,680 1
18,260 LOGAN i 2,780 i5 1960 ] 10 1,020 05
19,440 MERCER i 8,000 41 6,480 f 33 3,990 20
14,290 NICHOLAS 3 11,450 80 n,080} 77 6,620 46
23,930 RALEIGH 1 20,220 84 19,610 | 81 8,540 35
12,290 ROANE 4 [ 272 22 1,990 | 16 1,440 n
16,750 WYOMING 2 9,630 57 8610§ $ 6,730 40

225,030 10 TOTAL [ 2 | 102,200 92,540 51,320

WOAY

OAK HILL, WEST VIRGINIA

Rehert R. Thomas, Jr., Manager
10,000 Watts AM—20,000 Watts FM

*=% of Radio Homes in Area




TABLES

KITCHENS
SPONSOR l"n--al boag nent € AGENCY  Diret

CAPSULE € ASE HIESFORY { Hartford firm specializ-
g i new and remodeled hichens was a bit skeptical
about radio as a source of leads. The product cost often
ran nto four fignres and presentation was technically
diflicult. On the advice of the local station a test vehiele
was selected: a program of good. classical music heard
on Sunday afternoons. This had adult appeal and would
be heard by men as well as women. The commercials
were designed to be unobtrusue and included the ap-
pearance of the firn’s president as Litchen consultant.
Result: Shou produced many choice leads and sales.

PROGRAM: Musie of Distinetion

NDRC . Flariford

]

il ] results

Mo

O

RECORDS

SPONSOR: Blackstone Corp. AGENCY: Direct

CAPSLLE CASE HHISTORY: To announce the close-out
sale of its subsidiary, the Elite Furniture Co.. this Jamnes-
town firm decided on a speeial campaign of announce-
ments and participations over a six-weel: period. Ad Man-
ager James E. Peters selected radio “primarily to get
penetration in an area encompassed in a 50-mile radius
Jrom dll sides of Jamestoun.” The results justified the
expenditure 62 to 1: The tables sold brought in more
than $02 of sales revenue for cvery 81 spent on radio
advertising. Peters adds: “Practically all the purchases
outside of Jamestown were attracted by radio.”

WITN, Jamestown, N, Y. PROGRAM: Announcements

BANK

SPONSOR: The Northern Trust Co. AGENCY: Waldie & Briggs

C'\pSULE C\SE l”STORY The A'or{hern Trust Con[-
pany of Chicago had been using radio for 23 consecutive
years as a goodwill builder. In that time the company
had inereased tenfold. In January of this year, the for-
mat of their program was changed. The show and com-
mercials were revamped to cause people to listen more
attentively stereophonic sound was introduced with dra-
matic readings given by top actors and actresses. Wil-
liam H. Rentschler, Northern’s ad manager, says: “The
results have amazed us. We like the future of radio.”

WMAQ, Chicago PROGRAM: The Northerners

REAL ESTATE

SPONSOR: Anderson’s Record and Gitt Shop  AGENCY: Direct

CAPSULE CASE HISTORY:; When Bob Anderson, own-
er of a gift shop at the llub Shopping Center in Minneap-
olis, took his first fling at radio he was [aced with this
“beliere-it-or-not™ proof of radio’s sales ability. Anderson
had decided to try out radio via participations in Judy’s
Jukebox. heard Monday through Friday between 4:00
and 5:00 over WMIN. Oune day (soon after his entrance
tnto radio) a man came into his store and said, “I was
sttting in my car over there and heard your commercial.
I didi’t know you had records for sale.” The man then
proceeded 1o buy five albums.

WMIN. st Paul-Minncapelis PROGRAM: Judy's Jukebox

SPONSOR: Catl Moore AGENCY: Advance Advertising

CAPSULE CASE 1IISTORY: Carl Moore, a builder, had
55 new $9.000 homes to sell in Clovis, Cal. Clovis is lo-
cated 15 miles outside of Fresno. In order to reach as
many potential buyers as possible in a limited time,
Moore decided to schedule 50 one-minute spots over
KBIF within a six-day period. lle also bought eight one-
minute announcements over KBID-TV which he scat-
tered throughout Thursday, Friday and Saturday. By

the end of the week only one house remnained; 54 were

sold. The total gross for Moore was $486.000. His ad-

vertising expenditure was only $330.

KBIF, Fre-no PROGRAM: Announcements

R

AUTOMOBILES

BAKERY

SPONSOR: Homer €. Thompeon AGENCY : Direct

CAPSULE CASE WINTORY: When  Homer  Thompson
picked up 13 new 1933 Fords recently, he bought tiwo
announcements daily on Mutual's Major League Game
of the Dav over KDB. (This is a network co-op show
which is sold locally.) Game of the Day was the only
advertising he bought. Furthermore, Thompson iwas not
offering discounts as large as those given in nearby Los
Angeles for the identical model. Yet in two weeks’ time
@l 13 cars were sold. Cost: {100,

KDB, Santa Barbara PROGRANM: Game of the Day

SPONSOR: Goodeo Baken AGENCY: Direct

CAPSULE CASE HISTORY: When the Goodco B’al{er_\
decided to test radio’s ability to sell baked goods, they
bought two 30-word announcements a day scheduled be-
tiween 1:25 and 1:30 in the afternoon. The test was called
“Operation Sugar Cookie” as cookies selling for 30c @
dozen were adrertised over WKNE at 10c a dozen for the
test. The result was an unqualified success jor radio: By
Wednesday of the test week the normal sale of 13 dozen
cookies a week had jumped to 5% do:zen.

WKXNE. Keene, N, L1, PROGRAMN: Announcements
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, If your station is not yet using Associated
| Press service, your AP Field Represen-
§ tative can give you complete information.

Or urite—
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JUMPS THE CLOCK

Station WEPM is a 250-watter at Martins-
burg, nestled in the high hills of West Vir-
ginia’s eastern panhandle. It is within listening
distance of nearby metropolitan centers.

Even so, General Manager C. Leslie Gol-
liday had been able to build an attractive
and faithful local audience for his AP news-
casts. Only one—the 15-minute spot at 8
p-m.—failed to attract regular sponsorship.
Prospects were quick to point out that the
majority of Martinsburg listeners tuned in

Says Manager Golliday:
"By jumping the clock 15
minutes, we were able to
obtain— and hold —a
steady sponsor. Listeners

news.

realize there's no more de-
pendable news than AP
Thanks to AP, we
have news events in hand
as quickly as even the big-
gest station in the country.”

to a more powerful out-county station at
that time.

Golliday did some high-wattage thinking
and arrived at this solution: He moved the
program ahead 15 minutes, got the jump
on the “foreign” competition, captured the
local audience, sold the program.

That was four years ago. The program is
still sold. Sponsor is happy because Martins-
burg folks listen to the early evening news
BEFORE the “city station™ gives it to them.

Those who know famous brands . . .
know the most famous brand in news is AP
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o forum on questions 6f current fnteresg

SOOO

How can a local or regional sponsor use

syndicated film programs (o best advantage

THE PICKED PANEL ANSWERS

MERCHANDISING VITAL
By M. V. Sillerman

Executive Vice Presideat, Telervision
Prograwws of America

The firzt thing is
to realize that
with the purchase
of the right <how.
the -elling job
has just begun.
The advertiser
should merchau-
dize his show to
k- B the hilt. He
~hould u<e all the promotional and

inerchandising aids the syndicator pro-
vides. For our various programs we
include material that ranges from let-
ters Dy the star, through point-of-sale
material, to posters that <ponsors can
buy at lower cost than they can make
thenr themseles.

We do this to impress upon our cli-
ents that they are buving not only top
entertainment. but -ales builders. Obh-
vioushv. the show is the magnet which
attracts the audience. By getting be-
hind the show. the spon=or add~ impact
to extract every dollar of sales value.

Hi< ageney can be of tremendous
help in any number of ways. not the
least of which i~ integrating the com-
mercial it the content of each epi-
<odde. His our poliey to have prints
i the hands of the agency or <ponsor
at least two weeks prior to play date
to allow ample time for the most ef-
fective processing of the commereial.

The loeal station is another s<ource
of real help. both in it~ andienee pro.
motion and merchandising efforts,

The local advertiser who buvs the
right <how from the right source anto-
matically acqnires a rompetent. profes.
<stonal team whose own suecess de-

66

perids upon the advertiser’s sunccess,
e can get the most out of his film
In nsing 1o the fullest the facilities and
talents and services of the individual
niembers of that team.

CAREFUL PLANNING NEEDED
By Fred J. Mahlstedt

Director of Operations, CBS T}
Filwa Sales

Any  advertiser.
local or national.
can usc syndieal-
ed film programs
effectivelv  and
successfully by
simphy using the
same common
sense, planning
and attention that

he would use in any other business
transaction.

Many local advertizers all across the
country. in all types of markets, for all
types of products. have used and are
using film chows on television with
outstanding sales success. Others lave
had little or no success from the
standpoint of sales effectiveness,

The failures usually result from un-
planned haphazard buying of programs
and time periods. failure to promotc
or merchandise the program and poor-
Iy eonceived or produced commercials.
The <uceess of a film program depends
not only on the care with which the
film i~ <clected but also on the way in
which it is fitted into the over-all ad-
vertising campaign.

First of all. the advertiser must have
clearhy in mind just what his market
is in terms of people. Who buvs the
prodnct?  Once von know exactly the
audience vou want, consult with the
local station people as to the avail-
abilitv of a time period in the hours
when vour pro-pects are at honte and

to air advertisers aund their ageucies

O

not preoccupied with other tasks which
would prevent their watching televi-
~ion,

In  multiple-station  markets  give

some thought to what the program

competition will be on the other station

or stations in your time period. Also

make certain that yvour program does
not follow a very low rated program.

After you have settled on a satis-
faetory time period on a station cover:
ing the area you want to reach. take
plenty of time to look at the film pro-
grams available of the type you re-
quire. Do not let price be the out-
standing factor in vour selection. The
old adage that you onhy get as much as
vou payv for applies to svndicated film
as well as to anything else. The cheap-
est film series may turn out to be the
ntost expensive in the long run. More-
over, do not be afraid of second-run
programs. If a program is basicallyv
good it wil etill draw large audiences
the second time around.

When you have decided on the par-
ticular serie= vou want. do not just be
atisfied to look at one or two audi-
tion prints. Take the time to at least
look at every third picture in the se-
rics. Request a complete list of titles
from the distributor and pick the ones
that you want to screen from this list.
Insizt that vou and not the distributor
determine which titles vou want to
scrcen. The top film distributors han-
dling quality shows will have no objec-
tion to this procedure since they are as
anxious as you to see that the program
pays off for you.

With the program and time selected
the next stev is the preparation of com-
mercials. Here is one place where vou
camot stint. In the long run. vour
sales success with the programs stands
or fall~ on the quality or effectiveness
of the commereials. No matter how
large an audience vour show gets it

SPONSOR




will never zell anything if poor com-
mercials with ne sales impact are used.

The last but very important step still
remaining is the promotion and mer-
chandising of your show. Here you
will probably be able to get some help
and cooperation from the station, at
least on the promotion end. The right
kind of program promotion will help
build larger audiences for your show
and will also help get the series off 1o
a faster start.

Every possible merchandising aid
should be used at the point of sale. The
top film distributors have merchandis-
ing specialists on their staffs who will
be glad to cooperate with any adver-
tiser who wants merchandising.

In addition, completely packaged
mmerchandising material is available
with most better quality programs.

An example of an advertiser who
followed all the suggestions outlined
above. who carefully selected his pro-
gram (The Range Rider) and time

period, who prepared outstanding com-

mercials that tied in the star of the
show, and who followed up with an
extensive merchandising campaign is
the Table Talk Pie Co. through The
Reingold Advertising Agency in Bos-
ton. The results as reported to CBS
TV Filn Sales by the agency: “Sales
increase of 607 in the first six months

. . viewers delivered at the low cost
of §1.29 per 1.000.” Today, with the
series having run nearly three years
the agency reports: “The client has
continued to enjoy substantial sales
gains ever since sponsoring the show
and they are now huilding a new bak-
ery to enlarge their capacity.”

PREST!GE, PROFITS CITED
By Edward D. Madden

Vice Presideut & General Manager,
Motiou Pictures for Television
The question is
not “How can lo-
cal or regional
advertisers syndi-
cale programs to
hest advantage?”
but “Why do lo-
cal or regional
advertisers use
syndicated  film

programs?”
Prestige-wise, the syndicated film
buver is assured a place among the

(Please turn to page 103)
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We aint got no fifth amendment listeners in Central
Ohio. They listen to WBNS and they’ll tell any pollster
who ealls up and asks em. When PULSE interrogates this
area’s listeners they get answers which add up: WBNS has

more listeners than all other loeal stations combined;
WBNS has the TOP 20 PULSE-rated programs heard in
Central Ohio.

ASK
JOHN BLAIR

= -
radio
COLuUmMBUS, OHIO
67
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T0 SELL
JACKSONVILLE

(and the rich Northeast
Florida market . . .)

BUY

WIHP-TV

Channel 36

§83%

53,374 UHF SETS-IN-USE

N
o
wn

ABC <« NBC <+ DuMONT
Television Networks

AT
74
sT

For rates, availabilities, and oth-

er information, call Jacksonville
98-9751 or New York MU 7-5047.

WIHP-TV

JACKSONVILLE, FLORIDA

216,000 watts

on Channel 36

Represented nationally by
John H. Perry Associates

N
T
S
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agency profile

When Rol:ert Orr. president of Robert Orr & Associates. gradu-
ated from a Philadelphia high school many vears ago. a little old

Robert Ory

President
Robert Orr & Associates, New York

lady who lived near him asked him:

“ltow would you like to go into advertizing?”

The old lady’s pull? Her niece was secretary to the president of
a Philadelphia agency.

It was a choice between killing the summer at the beach before
college opened or earning $1 a week with an ad agency. Bob Orr
decided right then on the career that has made him. today. head of
an agency billing $8 million a year.

Heaviest of his agency’s air media acconnts i~ Jergens-Woodbury.
which spends some 307 of it= annual budget m tv. This cosmetics
firm is currently sponsoring Bride and Groom, NBC TV, 4:15-4.30
p.nn.. three days a week over more than 60 =tations.

“Jergens-Woodbury has had proof of the growth and pull of day-
time tv in it~ ~ales results during the past two yvears.” Orr <aid.

A vear-round air media sponsor. the firm has bought three-times
weekhy sponsorship of First Love. an NBC TV davtimer starting fall.

Other Orr accounts include such firms a~ Clairol Hair Preparations
(soon to go on tv). Fuller Brush Co., Parfum~ Schiaparelli. Burling-
ton Mills, Air Express Div. of Railway Express Agency and a dozen
other diversified accounts.

“This agencey doesn’t specialize in only one type of product or
service advertising.” Orr zaid.  Close to 75 of his total 88 million
billings. however. comes from cosmeties lines or other strong wonen-
appeal products,

Thiz vear the ageney is spending about $2 million. or 257 of the
total billings. in tv  expects to see a larger proportion go into air
media by 1955.

“We've seen our Bride and Groom show in color over NBC TV's
facilities.” Orr added. "and we found that the package reproduction
in our commercials wa~ extremely effective, There will be few cos-
metics firms who will he able to afford to stay out of tv once color
v becomes a national medium.”

W hen not busy planning <trategy for his accounts or supervising a
stafl of 85. Orr likes to break away for a weekend with his wife and

[2-vear-old daughter at his Southampton home. ol

SPONSOR




| EVERYONE AT WDAY-TV

WDAY-TV s THE
ONLY 1V STATION
WITHIN 50 MILES

Ordinarily you catch us billing and
cooing with the Tax Assessor about as
often as you see us playing around with
a bunch of wildecats. .

This year it’s different. In May we
asked the City Assessor if he could
check Fargo’s Personal Property Tax
rolls and tell us the number of tele-
vision sets in Fargo. Nobody lies to
increase his taxes! And 65.5% of all
Fargo families told the Assessor they

LOVES THE TAX ASSESSOR!

own television sets! And remember.
that was back in May, 1954-—less than
a year after we went on the air!

We do a pretty fancy job in the rest of
our coverage area. too. Twentyv miles
from Fargo the TV saturation is 5277
fifty miles away it’s 28%-—and seventy
miles awcay it’s almost 209!

Ask Free & Peters for all the facts on
WDAY-TV—the only TV station in the
rich Red River Valley.

OF FARGO!
WDAY-TV
Stk H 2 FARGO, N. D. ¢« CHANNEL 6
AT {(\\
E 3 cﬁ} Affiliated with NBC ¢ CBS ¢ ABC ¢ DUMONT

w FREE & PETERS, INC.. Exclusive National Representatives
o
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wn WAY

you don’t bi

YOU BUY THE TUSKS®

WAVE and WAVE alone gives you exactly what you need
in Kentucky — at the right cost.

NOT TOO MUCH — NOT TOO LITTLE.

WAVE’s 509, BMB daytime area coincides almost exactly with the
Louisville Trading Area, which accounts for 42.5%, of
Kentucky's total Effective Buying Income.

BIG-TIME PROGRAMMING — HIGH LISTENERSHIP.
WAVE is the only NBC station in or near the Louisville Area.
Plus that, WAVE invests in top local programming — employs

62 people on radio only, 44 of them for on-the-air activities

rather than management, sales, etc.

Don’t buy the elephant. Buy the tusks — bws be sure you get
ALL the tusks! NBC Spot Sales has the figures.

WAVE R 5000 WATTS
LOVUISVILLE NBC AFFILIATE
NBC Spot Sales, Exclusive National Representatives
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TV COMPARAGRAPH OF NETWORK PROGRAMS

TUESDAY

WEDNESDAY

THURSDAY

y FRIDAY
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the ONLY station that gives you

1,083,900* v HOMES
the cost of only 399,400%!

for

No other station qives you o TV buy like thisl Powerful
WSTV-TV offers you rates bosed only on the 399,400
TV homes In the Steubenville-Wheeling merket — 52nd
lorgest in the country. But you gel a banus of the 9th
lorgest market — 484,500 additional hemes —becouse
WSTV-TY beams o cleor, primory signal right inte
Pittshurghl Right into Canton, Youngstown ond many

NOW!

FULL POWER
{230.500 Worts)

othes industriat cities in the oteo, tool from our
P 881 ft.
= MOUNTAIN-TOP
WsTeTvs BIGGER than SAN FRANCISCO TOWER
coverage of (812,150 homes) 20a1k]
P (BIGGER than WASHINGTON B it

(580,000 homes)

CBS Reseoich

WSTV TV sTEUBENVILLE-WHEELING
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PULSE FOR 'DEPENDABILITY

Pulse-trained supervisors and staffg

are in démand for special assignments..
Typical of more than 170 firms they

serve between regular Pulse

Ariaour & Co.
Aldersou & Sessios
Americau Howe Foods
Atlantic Refining Co,

B.BD.&O.
Beaton & Bowles
Leo Burnett
Biow Comprny

CamphellMithin
Curnation Co.
Colgate-Palaohre
Crosley, Ine.

Fact-Finders
Foote, Con Behling
Fuller & Sacith & Ross

Gullup & Robinson
Geneval Foods Corp.,
Cillette Ruzor Co.

Goyer, Newell & Gauger

Hotpoint Electrie
Institute for Research

ou Muss Motivations
[ntenaional Research
sociates

Kewvou & Evhhardi
Kuox, Re

Kroger Company

Lever Bios,

surveys:

Ve Cann- Eriekypii
WG 1111

Wonusanto

National Analysts
Nationul Biscuit Co
Oawenylinois

Robert 12, Ore

Opinion Keseareh Corp

Puris & Peary
Alfred Politz
Pepsi-Cola
Prudeatial Insucanee
Psyehological Corp:

Qualier Outs Conipuiny;
Ehno Roper
Ruthrauf] & Kyai

Safearay Stores
Sealtest

. R, Simmays
Daniel Sturck

Stewart, Dengall

Sullivan, St ffor,
Coheell & Bayles

Swift & Compmny

J W alter T hawpson
Toni Compenry

ikl oot Connpaiiy
Foung & Rubivam

This month throughout the U.S., 117,000 homes are
being interviewed for next month's ““U.S. Pulse TY”

(—.
PULSE, /nc.,

AND URBAN COVERAGE

I3 West 16th St., New Yark 36

Telephone: Judsow 6-3316
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...like WCAU-TV  —tops in Philadelphia!

......

WCAU-TV is now transmitting to the booming Philadelphia area
from its new maximum-height, maximum-power SKY TOWER—1000 feet
tall with 316,000 watts! Reaching out into a 35-county, 4-state area,
WCAU-TV is now the only Philadelphia station operating with both
maximum height and maximum power. With the tenfold increase in
power doubling its coverage area—WCAU-TV now reaches over 6,360,000
people—2,000,000 more than before!

Ten big markets are available to buyers from this one station:
Philadelphia, Chester, Allentown, Bethlehem, Levittown, Reading, Camden,
Trenton, Atlantic City and Wilmington—an unparalleled opportunity

for advertisers.

Even before construction of the SKY TOWER, WCAU-TV enjoyed an
unchallenged position in Philadelphia. Now—WCAU-TV reaches 45%
more people than before—twice as many square miles—10 major markets!

Look at the breakdown:

Coverage. . . . . . . . . 35counties
Population covered. . . . . . . 6,360,178
Total families covered . . . . . . 2,292,300
Total retail sales . . . . . $8,935,730,000

Total effective buying income . $13,418,528,000

WCAU-TV

TRENTON

T BETHIEHEM
Arsevrean o U o)) L EtiTTOMN blanketing America’s greatest
READNG o ) industrial expansion area
® CAMPEN
PENNSYLVANIA TR o NEW JERSEY
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ARE YOU AFRAID?
(Continued [rom page 32)

those whio thonglit more highly of the
findings.  sPONsSOR does not feel this
article will settle the airgument. It is
too deep a controversy lo he disposed
of <o ea~silv. But this article should
help clear the air and get more admen
thinking abont the problem: Why do
co many adsertisers boyeott the air
(For ~ome of the astounding
“Why these 31 advertizers
SPONSOR, 10

media?
reasols, ~ee
DONTL use air media.”
November 1933.)

Five who disagreed: 'The five who
disagreed with Dr. Dichter and spox-
son raised these objections:

. The samples were too small and
the conclusions were therefore statisti-
calh inmvahd.

2. Quantitative interpretations were
placed on qualitative rescarch.

3. The implication was 1nade that
media buving aids like cost-per-1,000
fizures and others should be discarded.

4. There is just as much disagree-
ment among psychologists (and  psy-
chiatrists) a~ among admen. so who
ean be believed?

SELL THE

“ﬁolﬂm marh et
@ / 10 AMERICA’S

NEGRO POPULATION

WDIA--
50,000 WATTS

Here is a new “golden market”
of 1,466,618 ncgroes! 37% of the
total arca population . . . one-
tenth of the entire negro popula-
tion of America! And it cant be
reached cxcept with WDIA, the
first and only 50,000 watt station
to broadcast exclusively to the
rich negro market.
TOP HOOPER AND
PULSE RATED STATION
IN THE MEMPH1S MARKET!

WDIA—M[MPHIS, TENN.

REPRESENTED BY

JOHN E. PEARSON CO.,

DORA-CLAYTON AGENCY, SOUTHEAST

78

5. Psychology has its place, but too
much reliance on it may be as bad as
not enough.

The views of the various executives
follow:

V.p. of a “top 10% ageney: 1 was
very much disappointed in the great
stress given the musings of Dr. Emest
Dichter in Part 1 of the *Psvchology
of Media.” The ninplication iz much 100
strong that all we have to do is throw
away our circulation, audience and
cost-per-1,000 concepts and hire Dr.
Dichter instead to study the ‘person-
ality” differences of various nedia.

“l am sure Dr. Dichter would like
this. but if you had worked as serious-
Iy in the field of psychological research
as many of us have. | believe you
would be a little less sanguine about
the utility of the results. Dr. Dichter
is completely overboard on his hinplied
claims.

“I may still lean heavily on num-
bers. either because | have not yet been
offered a compelling alternative, or he-
cause | am. as Dr. Dichter says, ‘in-

secure.” But having worked long and
hard. and systematically, in the field

of media evaluation and recognizing
fully some fairly stupendous problems
as vet unsolved. 1 believe | have
enough security to find little solace in
nursing at the breast of Mother Dich-
ter.”

William R. Baleer Jr.. chairman o/
the board, Benton & Bowles, New
York: “Both spoxsor and Dr. Dichter
overlook an important fact in modern
advertising practice. Today’s success-
ful advertiser and his agent have out-
grown ‘decision by whim and caprice’
. . . and learned to dilute even sub-
conscious domination by amy oue per-
son. Decisions are usually made these
days by groups, not by individuals.

“Admittedly all individuals have dif-
ferent backgrounds, different likes and
dislikes and are subject to some bias.
But advertising decisions. and media
decisions especially. are now the re-
sult of
an account group.
so diverse in their backgrounds and
experiences that there is little chance
for individual bias to control their
decisions,

media group working with
These groups are

“Nor can we “stick 1o what we know
hest” sinece we. like most. are a well-
balanced mixture of many experiences

and backgrounds. And becanse our

recaphnendations and the advertisers
Ill'f.'i.‘i':ljl." I]_E‘l"l [ & ]l{""ﬂ“"“' Friﬂ_'l'p fIH'{‘.‘iﬂﬂS
thers is
Fl'il“::. [SE1] 'iu}- securit " al stake for the
il ividuoals of the group in=ofar as the
!'-L']l:\'fli”ll :'r rIlf’.[Ii:l i!'; E{}ﬂffrnf“,l.
TsraasoR  says Lhat

ane corperate responsibilities

harder-1o-use
media like radio and tv are penalized’
- & ﬂ.[]lla['l'lll]\- ]:l"p S f_’arliﬂl' trau-
mmatic expericnee of jndividuals o the
dueury busivness, spiason shonld look
@l ils owie records of expendilures by
mecha tvpes. Wil quickly see how
many healthy. non-neurotic. normal
agencies and advertisers there are”

Waraner S. Shelly, ,)rrlse'.rf{_-m. Ao
Ayer & Son, Philadelphia: “Yuour ar-
ticle lives up to its billinz as ‘one of
the most controversial we have ever
publi-hed.” T have a clear picture of
spoNsOR’s stafl rubbing their hands in
glee and telling each other: This will
get under their skins,

“] hope yvou won’t be dizappointed
if 1 do not bounce from my corner
crying for your blood or Dr. Dichter’s
Controversy of this type is good for
advertising. Anything that makes us
look sharply at our work and study
wayvs of improving it, i= fine.

“It is quite po-sible, in advertising
work. to follow a trend too far. Only
recently. the trend was to advertising
research of a wmathematical nature.
This sort of research was hailed as the
answer to a great mmany adverlizing
problems.  Your article about Dr.
Dichter’s work strips some of the
glamor from mathematical researrh
and reminds u~ that we are dealing
with real people rather than numbers
I an equation.

“However. advertising’s  current
flirtation with modern psvchology i
also a trend. Human psychology is a
fascinating subject, but I am unwill-
ing to concede that professional psi-
chologists are the only ones qualified
to interpret it. Long before gestalt
psychology was named. countless men
and women proved their ability 1o
sway people’s emotions through the
arts. literature. politics and in mans
other ways. If vour article is succes=
ful in reminding us that above all else
advertising needs creative people
whether or not they have ever read u
book on psychology—it will do a reul
service,

Harry Schuciderman, ])rcsl'(lelir.
llarry Schneiderman. Inc.. Chicage:
SPONSOR
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«h Big Mike is the physical trademark of KFAB,

Nebraska's most powerful station.

\5&\3\{\\\\“ \\\\\\ |

Big Mike gets around! . . . and he gets results! Car-
tooned he appears regularly in the trade papers
telling Nebraska's industry story. In the person of
Thomson Holtz, he is seen and heard by thousands
daily as he travels.from good job to good job in his
little car, Big Mike is proud of the attention he is
receiving from coast to coast . .. proud of the awards
that have come his way. But more important, he's
proud of the day-to-day story of results he is getting
for his advertisers. KFAB-Big Mike is constantly
building success stories. He likes to talk to people . . .
and he would like to tell 'em about your product or
service, When he tells 'em . . . he sells ’em. That’s
what you'll find out when you pick up one of the
current availabilities on KFAB. Talk it over with
Free & Peters . . . or lend an ear to General Manager
Harry Burke.

\
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“The appearance of the article on Dr.
Dicliter’s views, accompanied by a pic-
ture of the most ominous looking
Iyeud 1 have ever seen, proves that
thne has come for mnail order admen
to say their piece on this business of
testing ads aund bnyving media.

“All hail 1o Dr. Dichter for a bold
exposure of the mumbo-jumbo behind
mnech advertising mmoney. We 1nail or-
der admen traditionally look the other
way when the statistictans, researchers
and sarvey lads walk in. Our aloof-
ne~s, however, is motivated by reasons
far dJifferent from those Dr. Diehter
eives. It is simply that mail order
technmiqnes inlerently possess the ca-
pacities for finding the answers to all
the problems which plague admen with
plush clients. Since there seems to be
a real need for impressive showings
before big woney is spent, the impor-
tance of loug columns of figures em-
balmed between gold-stamped leather
covers 1s understandable. But, as Dr.
Dichter so pointedly explains, most of
them provide a convenient crutch to
support shallow thinking.

“To survive, we mail order admen
cannol relax on a soft bed of fancy

HOOPER Tells the KC

Story!
Look at these figures
of June '54 HOOPER
8:00 AM-12 N

The picture has
changed!
Net A — 25.8
Ind A — 16.0
{Negro)
KupL — 13.4
Net B — 10.8
Net C — 9.8
Ind B — 8.8
| Net D — 7.2

Let your nearest FORJOE
office show you the new

June, ‘54, C. E. HOOPER
SOON ....DENVER, TOO!!

e
KOKO—Cuinrvn
HOw SOR THi NiRST Timg

HOML TOWR COVIRAGE FOR
ORIATIN =ANIAS CTY,

KUDL . ot amtas Cite

for exlra couverage

F’\\W KDKD JcLin o

E_'N THE GREAT KANSAS CITY MARKET
. S 2

£t g

80

figures. Every penity we spend for our
clients must produce a traceable profit.
The ‘key sheet’ is our master. We
stand maked before the actual and
tangible performance of every ad,
every nailing, every v and radio ef-
fort. And long ago mail order admen
developed techniques for testing ads
and media which come closer to being
cientific than any other techniques
presently used. Perhaps that’s why
mail order advertising looks so dif-
ferent from all other forins of advertis-
ing. Perhaps because mail order test-
ing methods demand hard work, the
research departments in general agen-
cies avoid adapting them to their own
testing. And these methods are ruth-
less—inany a pet inspiration goes in-
to the wastebasket after mail order
testing. Perhaps this is why most agen-

cies are afraid to use them.

“But I want to ask if Dr. Dichter’s
thesis that all will be well if admen
begin to use the techniques of psy-
chiatry 1nay not replace one dogma
with another. I do not mean to be-
little the enormous contributions to
human happiness made by psychiatry
since Freud, nor do I ean to deny
the value the use of all the social sci-
ences may have for advertising and
selling. The laudable work being done
by Ed Weiss of Weiss & Geller is
discovering a wew world for mar-
keteers.

“I ask how valid and how scientific
are those technique<? When psychia.
try and psychoanalysis are mentioned.
nost of us immediately think of Freud,
the grandfather of both. But how many
of us know that the Freudian school
is onlv one of many. that violent con-
troversy rages constantly over funda-
mental principles, that one school’s in-
terpretation of hehavior and its causes
15 vigorously rejected by another
school which brings forth its own the-
ory? We have not only Freud and his
followers but also Adler, Jung. Mever.
Hornev. the Non-Directives, the two
Reiks. Fromm and Sullivan in addi-
tion to the Gestaltists whom Dr, Dich-
ter mentions.

“We have bitter disputes over the
behind motivations—instincts
vs. emironment, sex vs. the drive to-
wards masculinity, determinisim  vs.
free will and countless other debates.
The media buyer who looks beyond
Freud and encounters this vast and
finid ‘science’ will either be lost in
the wilderness or conclude that the

causes

techniques of psychiuatry are no more

valid than those he now employs. He
will quickly discover that even the
terninology used by each school is
diflerent,

“The fact is that psychiatry s not
yet a science but an art. Oddly all
schools. however much they may dif-
fer froin and even contradiet each oth-
er, come up with many spectacular
successes when they apply their theo-
ries in practice. They also come up
with devastating failures. The body of
valid knowledge in the field is ap-
pallingly meager. It appears that the
personal talents of the therapist more
than any other factors account for
success or failure. The same theories
applied by one therapist will cure a
patient: in the hands of another they
may make him worse. I helieve that
the alluring new broom of psychiatry
applied to advertising may result only
in a new book, a new gimmick that
will become attractive only because the
old one is worn thin.

“Yet. having said all this, 1 never-
theless believe that an awareness and
an intelligent use of the little now
known about human behavior can be
of great value to all advertising. This
knowledge can break a few dusty idols.
It can lead to fresh and exhilarating
adventuring. It can make advertising
miore interesting, more believable.
more productive.

“But it seems to nie that when all
this is said, the hig question—how to
appraise accurately the value of a giv-
en medium or ad—remains unan-
swered. One day a bright researcher
will discover that mail order testing
techniques can be adapted to finding
the answer. and then a truly depend-
able way for testing media and copy
will emerge.”

Henry Schachte, senior v.p., Bryan
Houston, Inc., New York: “This third
article on the psychology of media is.
| think, dangerous.

“You are presenting quantitative in-
terpretations of qualitative research.
Relatively few agencymen were inter-
viewed, and from this general —and
rather damning—conclusions  were
drawn.

“The agency business— like 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-
gardless of their source. 1f the pur-
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WCCO Radio’s emcee Bob Delaven
stands 6’ 2’' and weighs 240 pounds.
Yet DeHaven is no Paul Bunyan.

No comparison?

Unless you compare 'em like this . . .
Bunyan only worked a 12-hour day.
DeHaven works from 7:15 a.m. to

11 p.m., doing 23 programs a week all
told. (Every one s firsl 1n ils time
period!) Bunyan could be heard
several miles away when he shouted.
DeHaven is heard at least once

a week by more than a million differ-
ent people in WCCO’s 109-county
primary area. Bunyan made quite

an impression on everyone he met.
DeHaven makes impressions on
people he never even met — total-
ling more than 6,000,000 listener
impressions a week! (Between
broadcasts, he does his best to meet
them all, by making personal appear-
ances throughout the Northwest.)

Adds up to this. No one compares
with Bob DeHaven when it comes to
making a good impression for your
product in the Northwest. He stands
in a class by himself.

Minneapolis-St. Pawl WCCO RADIO

Represcuted by CBS Radio Spot Sules



pose of your article, as seems the case,
is to low what really controls media
buving, vou must find the people
whose opinions actually decide media
problems and tutervies them.

“since the first part of the article
presuntes [o outline problems and the
secomd part offers solutions, perhaps
then this second part offers solutions
to problems that don’t really exist.

“Your geuweral conclusion seems to
be that wmedia men (and copywriters.
too) don’t base their thinking on what
the product will do for the user.

*1 contend that they do, and have
for years. and that it i not a new
idea just because vou now call it *emo-
tional involvement.”

“This 1dea is at least as old as John
Caples™  first book - probably
older.

nruch

“Sonte years ago Tomny Geoghegan
wrote a book on media (for Young &
Rubicam’s imternal use), and the ver
first idea he expressed was—approxi-
mately. since I'm working from mem-
ory: “The basie fact that controls all
media selection s low can we most
forcibly bring the promise of the prod-
uct to those most likely to buy?’

“I think you do advertising a dis-
service by talking about the preoccu-

KWJ)

Chief of N. W, Independents
Help um Scalp Competitors!

You make friend with this
mighty warrior and before many
moon you much richer paleface.
Chief KW]] help you capture
Oregon country, plenty big hunt-
ing ground. Send smoke signal
now—and chief tell you secrets
of him powerful
strength.

National
Representative
BURN-SMITH CO.. INC

PORTLAND 5,2
. OREGON / Independeny

o tes,  Rodio Stoticny
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pation of agency people with ‘numbers
coverage—ralings’ without first ad-
mitting:

“I. That. before 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 tarn potential users into
actual uvers.

“2. That the media assigmment is to
bring the strongest story most effective.
Iy and least expensively to the market,
whether it lie the total present market
or the heavy users or the infrequeni
users or the never users.

“3, That, after basic media deci-
sionus are made, <such facts as dealer in-
fluence are valid considerations when
regarded in proper perspective.

1 am not pretending that nredia
buying is perfect or unbiased.

“But | certainly will never agree that
it's as dark as you make it.

“If it were as unreasoned and ill-
planned as you indicate, how could
advertising have become the most efli-
cient, mo=t effective means yet devised
to move goods, as it has?

“So, please don’t make media buy-
ing sound so haphazard—Decause it
1sn’t.”

Dr. Dichter's answer: Dr. Dichter,
interviewed in his manorial offices atop
I’rickly Pear Hill overlooking the Hud-
son River and the village of Croton,
said the response to the article “really
proves to me that we touched a vital
point in the professional life” of the
respondents.  “Apparently it was like
telling a man you've just conipleted a
studv whieh showed that 957 of the
times the wife makes the major deci-
sions in the home. Of course he’ll
deny this.”

When a person is suddenly confront-
ed with a statement that affects him
personally, there are only two possible
reactions—and the agencyvmen re-
sponding have taken both. Dr. Dichter
said. These are:

1. To agree. In this case the major-
ity did agree—with some qualifica-
tions.  (Quotes will follow later in the
article.)

2. To “escape” or explain the find-
ngs awas.

“The secure agencyvinen accept the
findings: the insccure ones show the
hpical signs of escape.” Dr. Dichter
satd. These are to respond as follows:

I. “Your findings apply to others.
but wot 1o me.”

2. "Your analysis is incorrect.”

3. "“Yes, but—."

*1 am more likely to find offenders
(agencymen who use crutches in me-
dia buying) in that second or ‘escap-
ist” group than in the other,” Dr, Dich-
ter said. “Our survey showed that the
insecure media buyer—and 'm speak-
ing of the decision-maker, ot just the
print or timebuyer—was the most
likaly to be using irrational techniques.
They are the ones who showered us
with formulas and rigidly
worked out schedules supposedly based

sUeeess

on their experience. The more they
tried to tmpress us and themselves with
their rationality the more they re-
vealed their irrationality.

*“The secure media buyver, we found.
was one who freely admitted the neces-
sity of flexibility, the need for reexam-
ination and the relative unpredictabil-
ity of media decisions on a long-range
basis.

“Every good salesman knows that
the man who argues most strongly that
lie does everything systematically and
only from rational motives js usually
the true sucker.

“So the media man who argues for
cost-per-1.000 and other similar con-
cepts is afraid to throw away his
crutches.

“Yet quantitative research has its
place in media evaluation, just as qual-
itative research does. I never for one
moment meant to imply that you should
not concern yourself with cost per
reader or listener. It is one of the
factors that has to be put into the total
formula for media selection. But defi-
nitely it is not an ‘either/or" relation-
ship. Use psychological data and
quantitative data. Don’t say use one
or the other.”

As for the general denial that the
influence of fear is widespread. Dr.
Dichter said:

*What of the critics of our
findings seem to Dbe saving is this:
‘How can Dr. Dichier say we are guid-
ed by fear and irrational motives when
we know very well we are rational in:
dividuals?”  This simply flies in the
face of basic. accepted psyvchological
facts. For example: A person keeps
forgetting something. You ask him
why and he'll usually tell you: “I'm
just absent-minded.” Yet the truth.
once you probe a bit, may be some-
thing far deeper. Usually he forgets
because he wants to forget. What sonme

mosl

( Please turn to page 80)

SPONSOR

- —




YOU MIGHT BUN THE MFELE IN 3 MINS.. 58 SECS. =

BIJT e ¢ ¢ YOU NEED WIJEF RADIO

CONLAN RADIO REPORT

METROPOLITAN GRAND RAPIDS

NOVEMBER, 1953

\bihers

Morning I Afternoon |  Night

WIEF | 296% | 308% | 331%
B ‘ 26.3 228 ’_ 28.6
Tar | 44| 283

WKZO —KALAMAZOO
WJEF — GRAND RAPIDS

KOLN — LINCOLN, NEBRASKA

KOLN.TV — LINCOLN, NEBRASKA
Associated with

WMBD — PEORIA, ILLINOIS

Sloe Teolver Slealions
4

WKZO-TV — GRAND RAPIDS-KALAMAZOO
WJEF.FM — GRAND RAPIDS-KALAMAZOO

TO BREAK RECORDS
IN GRAND RAPIDS!

WIJEF serves 116,870 radio homes in the Metropolitan Grand
Rapids Area. Conlan figures show that WJEF gets 9.6%, more
evening listeners than the next station. 25.27 more afternoon
listeners and 12.6Y, more morning hsteners. Yet WJEF

actually costs less than the next station. at any time — and
is CBS. too!

Let Avery-Knodel give vou all the facts on WJEF — Grand
Rapids™ top radio buy.

€BS RADIO FOR GRAND RAPIDS AND KENT COUNTY

Avery-Knodel, Inc., Exclusive National Representatives

*John Landy set this world's record in Finland, in June. 195 1.
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COMSTOER & COMPANY

344 DELAWARE AVE., BUFPFALO 2, N.Y.

s 18y 11, 1595k

.
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- hf":‘ ” ‘I‘v

“r. Robert P. Mendelson, V.P.
SPONSOR Magazine
LO East LSth St.
New York 17, N. Y.

Dear Mr. Mendelson:

You will be interested in knowing that our agency
recently conducted a survey among Time Buyers in the 32
top agencied in radio-TV billing. This group placed over
$372,000,000. in billing in 1953.

The purpose of our questionnaire was to determine
the sources of information, types of information and
publications read by this critical group., We received
replies from 53% of the agencies contacted,

While we cannot release the exact findings you
will be interested in knowing that SPONSOR Magazine was
the magazine reaching more of this group than any other
in its field and received the highest number of "most
preferred" votes,

To us this indicates the high regard the readers
have for your publication.

Cordially yours,
COMSTOCK & -COMPANY



| Why

SPONSOR is FIRST

with Timebuyers

SPoNSOR is pinpointed to the work-
needs of timebuyers, account men and ad
managers too. It’s readable. It’s a practical
aid to the busy buyer from cover

to cover. Any wonder it ranks first in
this (or any other) objective study of
radio / tv reading habits among

national agencies and advertisers?

P.S. A few months back another broadeaster made an objective survey of ad manager,

aceount exceutive and timebuwer trade paper readership. SroNsorR was the #1 choiee.

SPONSOR THE MAGAZINE RADIO AND TV ADVERTISERS USE



of the agencies are saving is, “We don
mind one bit having our advertising
criticized.” Yot within five minutes
they are on the defensive and rejecting
the critici-in.  Because they feel they
are not goided by irrational notives,
they argue that aur study revealing
that manv of thew are is wrong. A
<simiple example showing how mistaken
this reasoning cam be i< the following:

A<k someone to tell you about his
fa<t three car accidents and the aver-
1ze person will deserthe them in such
a way as to put all the blame on the
vther fellow. Which man will readily
admit that he bought a car only le-
cause his wife hked the color? s
like someone saying repeatedhy he's not
and yvou take his word for it.
I went to 100 agencymen making

jealous

decisiims and asked them bluntly what
thev  based  these decisions on, 100
would tell me: “Sound research and
thorough analvsis of the appeals of
the  product Using  psychological
techniques. we have discovered differ-
enth.”

What about the eriticism that “ad-
vertising’s current {lirtation with mod-
ern psychology is alko a trend 27

o
t

20500 R NS S N

Resteh 1hnis centiat Massouri mar-
kit with 86,3238 radio families®
and a constmer imcome of $698,-

245,000, thirty  county,
four iy, my area covered
by K1 VI

"W u1) s Manag
Nurtey

300 KC « 1000 WATTS

FULTON, MISSOURI

“H's Hke =aving that advertising’s
concern with people is a passing trend.
All we psychologists are saying is, ‘Ad-
vertising is dealing with people.  If
vou want to find out how to reach and
move people. you have to find out what
makes people tick.” h is not a trend.
It is the final discovery of the real
esscnce  of advertising—which many
genuine copywriters learned a long
tiie ago.

How about group decisions being
more rational?

“Groups can be guided irrationally
too. I'm not saying that evervone in
advertizing who is influenced by fear is
neurotic. This is a normal human re-
action. It is more normal for a per-
son to want to protect himself than to
~tick his neck out. You can ahnost
say that the insecure person is the nor-
mal one: the person who really does
what he wants to do and sticks his neck
vut has to be unconventional.

“We're not talking about extremes.
I realize it is important for a media
man to inake his media decisions on
an unbiased basis without considera-
tion for his job security. But that is
an ideal and is very difficult to reach.
Nobody can afford the luxury of going
completely contrary, il not to his own
irrationalities. then to those of his
collaborators. particularly his clients.
The luxury of integrity in the business
world is a rarity. You can count on
the fingers of one hand the agencies
which resigned accounts this past year
because the client absolutely refused to
accept their recommendations.  The
agency which flies in the face of its
clients” prejudices — irrationalities —
will not long survive.”

Can an irrational factor like fear ac-
tually hurt radio and tv?

"Yes, In two wuys:

“1. It perpetuates the media satus
quo. Air media are newer. harder to
use. intangible.  The adman’s fear
makes him wam to deal with the old.
the easyv and the tangible like news-
papers and magazines,

“2. It perpetuates the program sta-
tux quo and results in the imitative
use of radio and television. Because
of the high cost of failure. the adman
often spend= his time tryving to cops
the format of a successful show—or
commercial- -instead of unecovering its
hasic appeals and creating an entirely
new program with the same appeals.”

Eight vho agreed: \)one geency

executives who agreed with Dr. Dich-
ter and spoNsor in whole or in part
were these eight who gave reasons or
some explanation of how media deci-
sions were reached in their agencies:

President. S10 million agency:
“I became aware. long ago. that my
own attitudes to media are prejudiced
by my own emotions, conscious or un-
conscious. For example, 1 suffer from
obscure emotional resistances to Sun-
day supplements. to all Itearst publica-
tions, to billhoards and to expensive
tv shows.

“}l also sufler from obscure emotioir-
al attractions to The New Yorker, the
New York Times and Life.

“As soon as | became aware of
these irrational attitudes, 1 ahdicated
my presidential prerogative to influ-
ence our agency s media plans. T trus
that our Media Department is relative-
Iy rational in the formation of its
policies!”

Leo Buruett, president, Leo Burnett
Co., Chicago: 1 am not silly enough
to argue Ernie Dichter’s points.

“My own approach to advertising.
including media. is very simple. It
starts with an idea. If possible. it
should be an idea that will cause peo-
ple to talk over the hack fence, which
is the lowest cost. most effective kind
of advertising.

“After gelting an idea which most
closely approximates that high stand-
ard, one is forced to look at the budget.
The problem then becomes one of us-
ing the available funds to put it in the
places where it will multiply  most

rapidly.
“Toward that end selection revolves
around experience. common sense;

facts, competitive forces, seasonal fac-
tors, merchandising values and other
ihings which are supposed to add up
to good judgment.™

Fairfax M. Cone. president, Foote.
Cone & Belding, Chicago: 1 don’t
think I have any disagreement with
Ernest  Dichter’s findings on  what
sometimes influences people in buy-
ing media.

“l am assuming that when Ernest
sayvs often. he means sometimes. And
that when he =avs agencyvimen. he:
means advertising people generally.

“This i= myv way of saving that |
think vou may have oversimplified.

“To be sare. there is a great deal
of tradition in the buving of media.

SPONSOR




in ATLANTA

Your hest buy in one of America's great markets —

continues to build new sales at low cost — delivers

a vast audience devoted to the programming pioneered

by the management of WERD, 1000 watts, 860 on the dial.

% and NOW under the SAME MANAGEMENT. ..

" in BRYTOWN
GALUESTON
and HOUSTON it’ﬁs

which has hecome as important a voice in the Baytoewn-Galvesten-
Houston area as WERD is in Atlanta, Inspired by its

new leadership, KIREL will he a bigger salesman than ever hefore,
Along with popular new features it will continue to serve the
100,000 Spanish-speaking people who look to
KREL for the specialized programming they enjoy,

Don't overlook your new opportunities at KREL, 1000 watts fulltime.

Radio Division—Interstate United Newspapers, Inc.
Represented nationally by JOE WOOTTON

]. B. Blayton Jr., General JManager
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There are also fads and faucies.

“But if wmost media men are amv-
thing ke our own, they are a pretty
objetive erew. Aud if they don’tinove
as rapidhv toward new things as some
vendors think they shonkd. it may just
he hecanse they are a little bit like
other professional people who don’t
want to take chances whether this be
with other people’s rights or lives .
or fortunes,

“Perhaps | am just getting old and
~et, but I think the media people do a
pretty good jobo As items, | give vou
Life and Look and Coronet- -and tele-
vision! Also radio, from whieh adver-
tisers 1 droves were diverting before

the ageney people brought them back.”

Edward H. Weiss, president, I eiss
& Geller, Chicago: “The reluctance of
~omie advertisers to accept the rela-
tively novel idea of using motivation
rescarch as a practical means of in-
proving advertising will be vvercome,
we believe. as the realization spreads
that most advertising activities, when
reduced to essentials. can be defined
in terms of human feelings.

“That i~ why we have been able to
~ucces=fully apply our knowledge of
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*A RADIO IN EVERY ROOM"
Evansville, Indiana

huntan wotivations bevond  advertis-
lg copy to activities once considered
largely mechamical, <ach as nediaj
functional. ~uch as packaging; stalis-
tical, such a~ market analvsis. We are
even experimenting with the use of
motivation research in helping design
new products and nes packaging. he-
cause the emotions and attitudes of
human beings are the real root of
cacl of these problems.

“Such rescarch could certainly not
achieve maximum uvsefulness were 1t
conducted by professional social sci-
entists working alone with little prac-
tical knowledge of advertising. Neither
could it be done by profe-sional ad-
vertismg  people untrained in the
knowledge and use of motivation re-
search. In our own agency we lave
learned to combine and fu<e a real un-
derstanding of hoth advertising aud
motivation research. thus creating a
new technique in which the total is
greater than the sum of the parts.”

(Recenthy Weiss & Geller’s motiva-
tion departinent made a 2.500-mile trip
through 11 cities in five states and
conducted 78 depth interviews with
retailers. Weiss says: “Over and over
again we found that pricing and styl-
ing of a line were not nearly so im-
portant to a retailer as his feelings
toward the manufacturer’s representa-
tive who called on him.”)

Jawmes M. Ceceil, pres{([mu, Cecil &
Presbrey. New York: “I find Dr. Dich-
ter's article provocative and interesi-
ing. 1 think most old hands in ad-
vertising will agree that an imagina-
tive approach to media buying is high-
ly productive and that inefliciency
lurks in the adoption of a conventional
and traditional approach. Media buy-
ing can be creative and should be crea-
tive. The more creative the approach
the more productive the advertising.
whether it is media or copv we are
dealing with.

“While Dr. Dichter stresses the in-
taugibles involed in media buving
and spotlights the weaknesses of a
timidk approach, 1 am confident that
he does not mean that the media buy-
er shoukl throw awav the old vard-
sticks of physical evaluation. 1 take it
that he recommends broadening the
buver’s perspective by encouraging
him 1o disregard phyvsical measure-
ments of space luving when the psy-
chological factors in the situation en-
courage departure from tradition.”

Stephieas Dietz. y.p., Hewitt, Ogilvy,
Beuson & Mather, New York: “The
value of this article is its highlighting
of the need for en who have a total
approach 1o the problem of an account
rather than specialisis,

“This, I submit. is as much a prob-
lewn in an agency organization as it is
i1 media evaluation. It is the problein
of agency organization to bring to bear
on the problems of a client the brain
power of each individual group of spe-
cialists within the agency in such a
way that the specialists see the whole
job and study how best they can help
to accomplish the whole job.

“In tou many agencies it is the prac-
tice for the jolb to be divided into
small pieces without letting the special-
ists <ee the whole job and without let-
ting them combine their talents and
ideas with those of specialists in other
departments in arriving at a recom-
mendation.”

Viariou Harvper Ji., presf([en[’ Me-
Cann-Erickson, New York: “l found
vour last piece (Part I1I of ‘Psychol-
ogy of Media’) most fascinating, prob-
ably for the same reason that any pa-
tient is interested by a clinical diag-
nosis of his own behavior. It’s easy
for us in advertising 10 become pre-
occupied with consunier motivations 1o
the point of neglecting our own. Dich-
ter = ohservations are extremely pene-
trating. though they re put in the form
of generalizations which a lot of peo-
ple won't swallow as applicable for
their own particular case.

‘e’

['here are certainly many fortui-
tous and accidental factors which
shape advertising decisions apart from
the rulebook. and even part from un-
conscious motivations like fear or in-
security. To the extent that we recog-
nize the existence of these non-rational
influences on our own thinking. I think
it becomes more nearly possible for
s to seleet media objectively and
wisely.”

AL L. Cole. president, Cole and W eb-
er. Portland. Ore.: “In my opinion this
is one of the hest (of the wmedia arti-
cles). even though it will leave room
for differences of opinion and argu-
ments,

“There is much thought-proveking
and if we want to be

material here

honest  with  ourselves considerable
truth.” * %k
SPONSOR
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A
realistic

approach
to radio

advertisin g

Let’s be realistic—you, as a time buyer or advertiser, have a perfect
right to question the selling power of radio in any market. Let’s be
equally realistic about proof of selling power of any medium. Posi-
tive proof is difficult to obtain. Too often variables outside the ad-

vertising structure affect the sale of the advertised product.

We believe, however, that at WSM we have an indication of the
effectiveness of WSM radio that pinpoints selling results in an unusual
way.

WSM is not a mail-order specialty station. There are few mail order
accounts which can meet our specifications. However, we know that
in the mail order field, as in no other, sales results are quickly and

directly measured.

Thus our interest in the latest figures from Noble-Dury & Associates,
advertising agency for the Carter Chickery of Eldorado, Illinois. For
nineteen consecutive years Carter Chickery has been a successful WSM
advertiser with a live Saturday night program featuring Grand Ole
Opry talent. Has radio paid off in direct sales in 1954? “Using no
advertising but our WSM program Mr. Carter has sold over two
neillion baby chicks priced as high as $43.95 per hundred this season,”
teports Noble-Dury. “This is the second biggest year in Mr. Carter’s
bistory, exceeded only by 1943.”

Being realistic—radio continues to be the great mass selling medium

in this Southern market.

And WSM, as always, ranks

NASHVILLE ¢e CLEAR CHANNEL e 50.000
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ROTISSERIES ON AIR

1Continued from page 15)

1YL 2:00:2:30 pan. acrosssthe-board:
Susan ddams Kitchen Fare, W ABD.,
W eduesdavs and Fridass, TE:30-12:00
oo : weswscasts by Artlar Van Horn,
WABC TN, TH:00 T pana ae ross-

the-board:  The Ted Steele  Nhow,
W EPIN, Tuesdavs, Wednesdavs  and
Fridiovs, 1:33-5:00 pan.

Steinbook told spossonr that Broil-
Quik sales in 1953 were better than
double the 1952 gross, that 1< 10 mil-
Lon in 1933, despite increased com-
petition. Broil-Quik’s distribution pat-
tern further reflects the growth of the
finn.  In 1933 Peerless Electrie sold
its Broil-Quik mainly in eight major
cities. By spring 195} distribution had
cularged to encompass over H) major
and secondary markets.

A\t this time Broil-Quik felt that it
was ready for a more nationai adver-
tising effort. In April Hicks & Greist
was appninle(] as its new agency.

“Now the time has come for network
tv.” Max Steinbook told sroasor.

In spring 1951 Broil-Quik (through
Ilicks & Greist) decided to buy into
\BC TV's Home. with Arlene Francis

to <ell the broilers.  Originallv. Broil-

MEMO TO MEDIA
BUYERS:

WRBL Radio and WRBL-TV
I are the ONLY media in
Columbus with “AREA IM-.
PACT™”!

The only means of delivering
your clients’ messages to 92

of ALL homes by radio and

|
” to 50 of ALL homes by tele-
vision . ., . and, at lowest cost-
| per-thousand.
WRBI. AREA is IMPOR.
| TANT in the Southeast!
! Population 636,000
| Families 150.000
Radio Homes 138,000
I Car Radios 82,000
| TV Hones 74,000
Retail Sales (000) $360,500
E.B. Income (000} $670,000

COLUMBUS. GEORGI

Onik wa~ sclieduled 1o go on Home

carly in spring. but the Army-Me.
Cartln hearings delaved  the  firm’s

network tv debut. A< June rolled
around. Dick Seanlon. Broil-Quik a/e.
began to worry about the drop in
Home viewers hecause of the Senate
hearings and network plans were post-
poned until fall.  Broil-Quik will be
on the /ome <how once a week for
cight weeks starting 16 Septeniher.

Peerless  Llectriec plans to spend
about 22.3 million in 1954 advertising.
Most of the increased hudget is sched-
uled for spot tv program buvs in 20
market~ with emphasiz on New York,
In New York Peerless Electrie has add-
ed a half-hour film show on WABD
to its lineup: Life with Elizabeth. Nlon-
davs and Fridays, 8:30-9:00 p.n.

Max Steinbook 1= a relative newcom-
er in the electrical appliance field. He
cot into the broiler bu<iness in 1930
when his father. [saac Steinhook. de-
cided to turn his somewhat dormant
electrical heater business into a factory
producing infra-red appliances, By
vears end it became apparent that
Isaac Steinbook had made a money-
making decision. Max Steinbook aban-
doned his photography business and
came into the Broil-Quik business as
president.

Roto-Broil yas introduced in 1930
by the Roto-Broil Corp. of America.
The firm’s advertising effort. however.
began when the account appointed
Products Services as itz ageney in Feb-
ruary 1953. Both Albert Klinghoffer.
president of Roto-Broil. and Les Per-
sky. agency president and account ex-
ecutive. agreed to put 85°¢ of Roto-
Broil's $450.000 ad budget for 1953
into tv.

This decision vesulted from Roto-
Broil’s successful debut on WNBT.
New York. in February 1953. Roto-
Broil’s first tv effort. like much of the
firm’s subsequent tv advertizing, was a
mail-order pitch. A $1.400 weekly ex-
penditure  gave Roto-Broil nine an-
nouncements per movie in Continuous
Performance.  Saturdavs  2:00.5:00
p.m. 'hone calls to the station and to
department stores as a result of this
v participation convinced Roto-Broii
of the selling power of tv. By summer.
the firm tallied 1.000 phone calls a
weeh in New York alone.

1953 Roto-Broil
readv to increase it- v expenditures,
Products Services produced a show for

In August Was

Roto-Broil, Roto Vagician, which was
originally done live on WPIX, but
paid off <o well for the firm that it
was then filmed for use on many sta-
tions. Thi~ 15-minute cooking pro-
gram contains< a demonstration of a
eries of recipes that can be prepared
o a rotisserie. [{oto-Broil is constant-
Iy on camera. The film stars Lester
Morris, a chubby. energetic {ormer
pitchman. who is dressed like a chef:
he plays the part of a man who cooks
as a hobby.

During each of a series of 39 Noto
Magician films Lester Morris discusses
various recipe~ for entire meals and
proceeds to prepare them on the Roto-
Broil.

Some two and a half wminute~ of the
show are devoted to a straight com-
mercial pitch- -a  hard-sell message
driven home by Lester Morris. Here's
how it close-:

“All you do is call for a free 10-
day home trial of the wonderful Roto-
Broil Custom 400" complete with all
the handsome features you've seen.
If you order now we'll see to it that a
leading store in your area will deliver
vour Roto-Broil “100” right away.”

Roto-Broil's plug of the local re-
tailer, rather than a continuation of
their previous mail-order pitch is part
of their attempt to expand and solidify
their distribution.

This hard-sell approach paid off in
dollars and cents for Roto-Broil. 3aid
Les Persky. president of Products Ser-
vices: “Within a vear Roto-Broil went
from ffth place in national sales to
number one spot.”

(Broil-Quik concedes  Roto-Brail's
supremacy in New York City only:
claims number one spot in mational
sales.)

The Roto Magician show was pul o
WPIX. New York. on a test basis. once
a week 7:15-7:30 p.m. in August 1953,
Within two weeks. the agency sched-
uled the show across-the-hoard. So
satisfied was the sponsor with the sales
results of this program that Roto Va-
gician ran on four New York tv sta-
tions (WNBT. WPIX. WABD. WABC-
TVY as well as in 33 other markets.

Roto-Broil’s summer air schedule
consists of a minimum of one 15-min-
ute show a week on ecach of the fol-
lowing stations: WT'TV. Bloomington:
WBZ-TV. WTAO-TV. Boston: WICC-
TV. Bridgeport: WAYS- TV, Charlotte.
\. C.: WKRC-TV. Cincinnati: WNBK.
Cleveland: WCOS-TV. Columbia. §.
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ASK

YOUR

NATIONAL
REPRESENTATIVE

You're on the verge of a decision, and a problem.

What business papers to pick for your station promotion?

It's no problem to kiss off, for your choice can have a telling

eflect 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
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WBAY

GREEN BAY
5,000 WATTS

j/ze Oll/y

COMPLETE BROADCASTING
INSTITUTION IN

/ \OICA MOR (/

WMB G-
WCOD-»
WTVR-»

First Stations of Virginia

WTVR
WMBG The Bolling Co.

Blair TV lnc.

C.; WTVN. Columbus; WLW-D, Day-
ton; WJBK-TV, Detroit; WFTV, Du-
luth; KABC-TV, Los Angeles; KSTP-
TV, Minneapolis: KMPT, Oklahoma
Citv;  KOMO-TV, Seattle; WRGB,
Schenectady; WSPD-TV, Toledo;
W MAL- TV, Washiugton, 1), C.; WSJS.
TV, Winston-Salem.

In some instances the agency ran
into resistance to the film from tv «ta-
tions which objected to Roto-Broil's
application of the “Charles Antell”
formula— the program-long pitch for a
product. However, said Products Ser-
vices  exccutives, this objection oc.
curred rarely and u=ually only in cases
where a station’s time was virtually
completely sold and the station pre-
ferred 10 sell participations in its own
local cooking show,

Roto-Broil’s tv effort—the Roto Ma-
gician show as well as live and film
commercials—took some 857 of the
firm’s 1953 budget. To supplement
this tv effort in New York throughout
the year Roto-Broil participates in Bar-
ry Gray’s nightly radio newscasts over
WAMCA.

New York has been traditionally the
most important market for electrical
home appliances. It was natural, there-
fore. that the two most aggressive ro-
tisserie manufaeturers spent the bulk
of their effort and money on becoming
established in the New York market
first of all.

Prior to the development of the broil-
er-rotisserie, table model broilers that
cook food through infra-red heating
coils were being sold in the U.S. These
had been on the market since the late
Thirties, and here, too, the bulk of
sales came out of New York.

In 1946 Rotiss-O-Mat introduced a
larger broiler for institutional use in
restaurants and luncheonettes. This
broiler was the first to feature a rotis-
serie. Bv 1950 and 1951 several man-
ufacturers had added these larger oven-
tvpe broilers to their line and in 1952
these units outsold the old-fashioned
table models by 10 to one.

In 1952 somme manufacturers added
rotisseries to their table broilers. rais-
ing the retail price of these units by
25°¢ over the previous year’s model.
These broiler-rotisseries accounted for
the greatest portion of 1933 broiler
~ales.

Products  Services found early in
1953 that a substantial seginent of the
rotisseriec market can be reachied with
independent radio stations like WQXNR.

which prograin classical usic. The
agency is currently introducing its ra-
dio formnula, successfully tested in New
York, into other markets. Although
The Roto Magician film has helped
sell rotisseries as a necessity. Products
Services does not want to overlook the
significant portion of the population
who ean afford rotisseries as the lux-
ary item that it essentially is. Also
aimed at this class of audience is Roto-
Broil’s sponsorship of The Steve Allen
Show, WNBT, Mondays, 11:20-mid-
night.

According to store executives, Roto-
Broil’s air advertising has treinendous-
ly increased store traffic as well as de-
mand for the rotisseric by its brand
nanie. Among stores that reported a
big increase in business are Outlet
Store in Providence, R. 1.; Snellen-
berg’s and Litt Bros. in Philadelphia;
People’s Outfitters in Detroit: Jordan
Marsh in Boston and Macy’s in New
York.

As the end of 1953 came closer,
Peerless Electric hegan to realize that
Roto-Broil was rapidly becoming a
major contender for number one place
in sales. Roto-Broil’s distribution was
still concentrated in eight markets.
Broil-Quik determined to throw its
weight into New York City to beat
Roto-Broil in the most important elec-
trical appliance market.

Besides a stepped-up schedule, Broil-
Quik further fought competition by in-
troducing an improved unit (retailing
at $85.95). The price was recently
lowered to $79.95. This Ravmond
Loewy-styled “Broil-Quik Super Chef”
is scheduled to receive the bulk of 1954
advertising support.

The unit includes a “Bake-O-Matic”
electric tray. a “Pop-O-Matic” comn
popper and two “Fry-Squares™ to fry
eggs. A heavy 30-day newspaper cam-
paign started end of May to launch
this higher-priced unit in New York.
Beginning 4 June the unit was also ad-
vertised via 230
nouncements over WNBT during a
three-week period.

Before introducing it. however,
Peerless Electric cleared out its inven-
tory by putting its “Broil-Quik Robot
Chef,”” a §39.95 unit. on the New York
market in greater quantities than ever
before. Since the Broil-Quik Robot
Chef was available to discount houses.
the price on this unit began to drop.
This move was countered with further
price euts by Roto-Broil. which de-

SPONSOR

10-cecond tv an-




e

R

rived ohise Lo 000 of ils 1953 sales
F]'U‘I.]] |.[11_' \r"'"ﬁ-’ \llll'k ”I:i]’LI‘l. ‘ﬁ"‘l“ll r!'l'
bowedl was a price war which lasted
tirouzh April, and which was decp-
ened by the already-existing problem
of discoun houses in the New York
area,

Hail this price war been waged in
a deelining market. both manufacturers
cvuld have been permanently hurt by
it. However. thiree factors contributed
toward ending the trend: (1) The de-
mand for rolisseries kept rising under
the pressure of intensified tv advertis-
g on the part of both major rotis-
serie nanufacturers. (2) The price
war was wazed in New York City, did
ol spread 1o other markets and could
therefore he controlled. (3) Discount
houses, which tend to intensify any
price culting. are strongest in the New
York metropolitan area. Both manu-
facturers elaim to be fair traders and
say thal Lhey limit distribution to out-
lets that abide by the nationally set
price.

Roto-Broil Corp. of Ameriea con-
tinued to push distribution in all ma-
jor U.S, markets with spot tv program
buys and pariicipations.

Sinee sprinz 1954 Roto-Broil has al-
sao been pushing distribution into 50
smaller markets, forging distribution
with its spot tv program buys. The
pattern for forging distribution is usu-
ally the following: Live demonstrations
in department stores and major home
appliance stores. followed by heavy tv
advertising. These in-store demonstra-
tions generally tie in with the tv pro-
graming—in fact, Lester Morris often
appears himself in these stores to show
various uses of Roto-Broil.

That his salesmanship is effective
can be seen from just one write-in re-
sult: In fall 1953 Roto-Broil had put
out its own eook book to promote
cooking with a rotisserie. This book
retailed at $1 and was sold at the vari-
ous stores that sell Roto-Broil. Rolto-
Broil advertised this cook book with
announeemcnts in the Roto Magician
show on WPIX in October 1953. The
announeement produced 30,000 written
requests for the book. To date 130.000
copies have been sold.

Other rotisserie manufacturers have
not advertised as aggressively as the
two relative newcomers, Roto-Broil
and Broil-Quik. However, the consen-
sus among their ad managers points to
greater use of the air media within a
year’s Lime.
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Mariua Mfg. Co.. yakers of Black
Angus rolisseries, have been making
broilers for the past 15 years. The
firm claims national distribution. In
April 1954 they appointed llarold
Mitchell Co. agency for Black Angus.

No definite plans have been forinu-
lated for Black Angus to date, but it
is certain that New York will be the
target of the first heavy advertising
onslaught. Tv is sclheduled 10 get the
predominant chunk of Black Angus’
approximate $200,000 bhudget for 1951,
though the agency hopes to use radio
as well for greater brand name identi-
fieation.

Dormeyer Co. advertises its rolis-
series as one of its many electrical ap-
pliances through John W. Shaw agency
in Chicago. This firm, too, claims na-
tional distribution. but Dormeyer’s
New York sales manager says that the
firm is strongest in small-town markets
rather than metropolitan areas like
New York City.

In 1953 close to three-quarters of
the firm’s $1 million advertising bud-
gel for its eomplete line of electrical
produets went into newspapers. Dor-

meyer is only a sporadic user of spot
radio and tv announcements,

Rotiss-O-Mat Corp. pairoduced its
Rotiss-0-Mat in New York through the
Getschal Co. approximately eight years
ago. Without great advertising expen-
diture this rotisserie gained wide dis-
tribution, becoming «trongest on the
West Coast. However, with the entry
of the two more aggressive compelitors
into the rotisserie field. Rotiss-O-Mat
egan using spol v announcements. In
1933 the firm increased its ad budget
by 50°%¢ over 1952. Despite this ef-
fort, savs Roliss-O-Mat ad manager,
sales did not hold up against heavy-
spending  Broil-Quik and Roto-Broil.
Rotiss-O-Mat’s advertising plans for
1954 are not yet fully formulated.

There are six other nanufacturers
make broilers and rotisseries.
These. however, have regional or more
liniited distribution than the five men-
tioned above.

who

As for the two giants in the field,
there’s one thing that Roto-Broil and
Jroil-Quik agree upon: Broilers were
a relatively dormant industry until tv
demonstrations popularized rotisserie
cooking. LA g s

'

IN SINCERE APPRECIATION

to

THE ART DIRECTORS CLUB

AWARD FOR DISTINCTIVE MERIT

MICKEY SCHWARZ

director of

“Bather Narrator”—Ivory Soap Commercial
for Procter & Gamble Company—Compton
Advertising, Inc.

Only *live* filmed commercial to win the 1954 anard!
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HAROLD STORM
RESIGNS
KMBC - KFRM - KMBC-TV

9

Harold Storm. veteran radio
and television department head
has resigned his position as
Director of Promotion. KVIBC-
RURVERMBC- TV of Kansas
Gity. Storm is seeking a new
connection

In addition to a background
of 11 years of radio and 8
vears of television. Storm has
had excellent bu~iness experi-
ence. I'rior to entering radio
futhime in 1910, he wa~ di-
rector of radio and assistant
advertising manager for a chain
of grocery stores. Tle has had
experience also as an assistant
traftic manager and as credit
manager for both wholesale
and retail credits.

Station experience includes
WNANX. Yankton. 8. D., KSO
and KRNT. Des Moines. WOW
and WOW-TV, Omaha, KFAB,
Omaha and KMBC-KFRM-
RMBC-TV. Kan<as Cits.  Welt
versed in alt radio and tele-
vision sales. promotion. pro-
gram and managerial problems.
Storm i~ secking a position
that will fully utilize his talents
and expericnee. He is 43 vears
old. e s steady and moder-
ate in all things. He and Mrs.
Storm have a son and a
daughter.  Both the voung
people are in college.  Mr.
Storm is an expert at sales pres-
entations. publicity and ad-
vertising. He has produced
several industrial and docu-
mentary flms.

Among 1953 accomplishments
were ten national awards for

KMBC. Storm ix also experi-

enced in publication work and
was recenthy named “Edior of
the Year™ In the Kansa~ Citv

Industrial Fditors,

Storm can be reached at 5635
Locust, Ransas City 10, Mo.
Telephone JAckson 1213 or by
writing care of

SPONSOR,

40 E. 49 St.,, New York 17

CAN UHF SELL?

(Continued from page 13)

quatity and ratings, and as the number
of tv sets in the U.S. increased. these
sfots became the enmvy of other adver-
tirers. Uhf operators feel that a new
pioneering evele i< in operation on uhf
outlet~. Alrcady advertisers like Anseo
(film=). Fritos (a corn
Mogen David Wine are moving in on
what i~ likely to be a series of well
rated uhf <pot periods.

~nack) and

e Svndicated film advertisers who
spot their tv film shows in a number
of markets~. As film advertisers are
fully aware. networks have lately been
striving to recapture more and more
“<tation option” time in which to air
fate-night and afternoon network pro-
orams. This puts the squeeze on vhi
many With
available time in many cases than a
competing vhi outlet. uhf stations are
in a position to offer some prime half-
hour evening time slots to multi-mar-
ket film advertisers— and will guaran-
tee the slot for at leaxt a year and the
rate for at least six months.

stations 1n areas. more

VMeanwhile ax a reminder that uhf
~tations perform like other tv stations
—-that is. they can sell merchandise
and  services successfully — sPONSOR
presents several uhf tv success stories.
These reports were gathered as part of
a spoxsor survey of the 122 uhf oul-
lets now on the air.

\dmen will note the wide variety
of both advertised products and air
advertising vehicles.

Wilkes-Barre. Pa. (WBRE-TV, Ch.
281: One of the most common faults
admen like to find with uhf television
i~ usualh stated as “uhf doesnt reach
out as far as \hif and can’t really do a
job.” This. however. doesn’t take into
account the fact that the FCC has
granted ubf stations higher power to
push the signal out to lmits that re-
semble vhi. WBRE-TV, for instance.
has installed a 12.5 kw. transmitter
which gives the station (hecause of
antenna designi an effective radiated
power of 225.000 watt~ and a signal
out to about 70 miles. The station
reaches over 157.000 tv families.

\lthough WBRE-TV carries almost
all of the NBC TV commercial network
shows. it also produces manv well-rat-
One
such <how is Verws Review, <ponsored
I\) Motor Twins, a local Ford dealer.
The program costs S1I8 weekly. in.

ed shows for spot advertisers.

cluding time. talent and production.

Said Russell W. Frantz, president of
the auto firm: '

“Motor Twins News Review has
never failed to produce tangible sales
results—usually the day after the tele-
cast—and. in some instances, the re-
sults have heen amazing. Recently the
sale of 32 used cars was directly trace-
able to one Sunday evening telecast.
Many customers have come from dis-
tant points which we do not normally
serve,

“IFranklin Coslett’s handling of the
news and our advertising messages has
been “hig league' all the way. Our
customers have told us. time and time
again, that they were attracted to us
by his sincerity concerning us. Our
salesmen swear by him as a producer
of leads that are easily converted into
custonmers.”

Fresno, Cal. (KJEOQO-TV', Ch. 47):
Thi< central California market is a
competitive market—but it's all uhf.
Two other stations. KBID-TV (Ch.
531 and KMJ-TV (Ch. 21) serve be-
tween 85.000 and 125.000 tv homes.
depending on the station’s power. In
such an area, uhf is the only major
source of tv: there is really no prob-
lem of “conversion.”

Sales results are what vou'd expect
in a new tv area—striking.

On 3 May 1954, for instance. a real
estale development named Highland
Village bought uhf tv to promote a
new Fresno subdivision. First com-
mercial went on the air in the 2:30
p.m. to +:00 pam. Del Gore show on
KJEO-TV. By the following morning
Tom Roberts. general manager of the
subdivision, called the station to re-
port that the single commercial had
sold three 89.000 homes directly. To-
tal cost of the announcement on the
uhf outlet: 831. This was a return on
the advertiser’s investment of around
900 to one.

Portland, Ore. (KPTF, Ch. 27+
Portland. huly of the nation’s wealthy
Northwest section (apples. salmon:
lumber. mining and so on). was the
country s first post-freeze uh{ market
and as such has closely heen watched
h‘\ everyone from agencymen lo v
manufacturers,

Portland is also proof of another
fact: You can’t make snap judgments
about intermixed markets—particular-
k if uhf get~ on the air hefore vhi out-
lets. Two stations =erve Portland to-

dayv  KPTV. a uhf outlet. and KOIN-
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TV, a vhi station. KPTV
first. Resuliz: Siuce the station had a
head start in swhich to line up spot
aned network 1009, of the
sets 1 the KPEY market are equipped
fy et biesth ohil gnd uhf. The two sta-

went on

husiness,

tions therefore compete on an equal
hasis. cach airing about half the top
l]l‘T_'I.'L'“I'E{ PI]U“"ﬁ'.

Hr;-.;mrtw] Russell K. Olsen. nianager
of KPTY:

“Aceording to our most recent anal-
vais,  our has
more total dollar volume of business
than the vhil station in Portland. Qur
local volume, our analysis showed, is
more than twiee as much as the local
volumme on the vhf station. Thix is sig-

station considerably

nificant because it shows the strong
iﬂ'l'ﬂillﬂﬂpl: ”F Hllf b) the ]()Ca} Peo})}e
who know the situation best. Our na-
tional business lags somewhat behind
that of the vhi station. probably due
mostly to the adverse publicity that uhf
has heen gt?tliu;_? natioua“y. However,
national sponsors are gradually begin-
|1ing to realize that Portland is the
outstanding uhf exception.”

Saginau-Bay City, Mich. (WKNX-
TV, Ch. 371 : Like Portland, Ore., the
Saginaw area of Michigan (the state’s
fuurth kargest population area) is now
an interinixed market, but the uhf sta-
tion had a head start and is holding
its own against newcomer WNEM-TV.
a vhi vutlet. Acrording to the station.
there are some 100,000 uhf-equipped
homes in the WKNX-TV area. In the
near future, the station expects to go
from its present ERP rating of 19,000
watls to 207,000 watts, thus intensify-
ing and expanding its signal.

Among WRKNX-TV’s success stories
i this one [or the John Schmelzer Fur-
niture company (see photo page 42).
Late in April, the firm contracted for
three one-minute announcements fea-
turing a stork of “television swivel
rockers." A live announcement, pro-
duced by the station, was used. Re-
sult: with the first announcement the
entire stock of 24 rockers was sold
15539.50 each) and an additional dozen
rockers Tor 879,50 each were also sold.
Thus, for an investment of $86.34 the
store sobd %2304 worth of merchan-
dize.  Sales cost: about 39 of the
total salez return. The sponsor had
to shift his other two announcements
lo one-minute filims featuring Simmons
Mattresses, which in turn again boost-
el product sales. At this time. the
market was intermixed between vhf

26 JULY 1954

and uhf.

At another time, also after the vhi
station started, a local auto dealer
bought a live show featuring local
amateor and semi-pro talent. Last Jan-
uary, the first program in the series
produced 3,800 letters a< part of the
voting (it later rose to 7.000 weekly ).
On the second program, the sponsor
advertised five used cars, even though
it was the hetght of wimter. Three
hours later, all five cars were sold and
by the following morning two new cars
were sold as well.

West Palm Beach, Fla. (WIRK-T)',
Ch. 21) : This famous resort market is
stil a uhf-only area. although a vhf
station s expected soon und some
fringe vhi reception comes into the
area. Station Manager Arthur L. Gray,
however, is confident about the out.
let’s future. He told spoxsor:

“Channel Two through 82 is relevi-
sion. It should not be separated by the
trade into a giant and little brother.
Some operators opened a uhf tv sta-
tion as if they wanted to go into com-
petition with WNBT, not like a sound
business. If some operator wants to
open a tv station as a majestic symbol
to his ego. that’s ine—but don’t holler

when the dougl coming in isn't equal
to the dough going out.”™

Typical of the local saccess stories
enjoyed by the <tation i that of Hol-
ness Motors. a local Ford dealer. who
recently told the station:

“We contracted for a spot on your
opening night with a certain amount of
misgiving.  However. the tele-
phone ecalls and personal contacts that

from

we made as a result of that spot, we
are happy to be in a position to con-
tract for spot announcements that will
run for the next year. This advertising
medinm has opened a unew potential
with us for customers. Keep up the
good work.”

Pittsburgh, Pa. (WKJF-TV, Ch.
53): This important industrial me-
tropolis, home of Gulf Oil. Westing-
house and U, 3. Steel. has long been a
problem market for tv advertisers. The
one vhf station on the air, Du Mont-
owned WDTV, has been jamimed with
network shows for several vears. But
two uhf outlets, WKJF-TV and WENS,
have recently been a factor in creating
new competition in this arca.

WKJF-TV. however. recently sus-
pended tv operations (although it did
not return its c.p. to the FCC). Rea-

A. T. V. FILM

WORDS TO THE WISE

MICKEY SCHWARZ, president of A.T.V. Film
Productions, has been assigned by Compton
Advertising, Inc.,—for the Second year
—to produce and direct Procter &
Gamble’s “Fireside Theater” formats

and commercials, featuring screen star
Gene Raymond, for the 1954-55 season.

DA

PRODUCTIONS,
1600 Broadway @ New York 19, N. Y. @ Clrcle 7-6434

""Creative Motion Pictures for Television’’

INC.
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~on: not enough advertising support
from either network or <pot advertis.
ers. Mot sponsors<. it appeared. pre-
ferred 1o crowd onto the local vhi oult-
rather tahe a
even thongh the con-

301

let  ~omewhere than
chanee on nhf.
Wits GVl wmoa il

version rale

Lhon-tv-iome  area.

Not that WKJFTY  didnt produce

re~nli<. Tt did. Tlere is a typical local
SICCess
Pean Baking Co.. which yuns a

chain of eight stoves. bonght three 15-
minute ~cgnients on the locally  pro-
duced Ernie Neff show, fea-
tured organist Nefl plaving request
\fter the second et of three
the owner of the Penn Bak-

which

nunibers,
segients,
ing chain reported that his business
had doubled. with many people daily
a~hing for Ernie Neff -pecials.

Sacramento, Cal, (KCCC-TV, Ch.
401 : Operating in a uhf-only market,
KCCC-TV's general manager. Ashley

l.. Robi~on, told sroxsor of these lo-
callevel successes:

Mogen David Wine—This national
spot advertizer uses the DNollar A Sec-
ond show in >acramento. The local
distributor reported that after three

»The American
Story”

“The Awmerican Siory”
ie another important BMI
Program Series which joins
wneh features as the Con-
cert Musie ~eries, the Book
Purade, Milestones and the
other cominnities nsed by
hundreds of broadeasters
regularls.

The «1aff of BMI can
think of uwo more satisfy-
ing worh, in the midst ol a
lrunhh «d world, 1han 1o
play a part in the restate-
ment, in words and music,
ol the f.lwnl.lllnv story of
our econntry’s origin and

growth.

Sample scripts of ““The
American  Story’”  have
been mailed to all broad-
cost licensces of BMI.
Full detoils will be for-
warded on rcquest.

=N
BBOADCAST MUSIC lNc

NEW YORK » CHICAGO o HOLLYWOOD
TORONTO o MONTREAL
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months o the air sales had icrea<ed
3307¢ over the November-December-
January level of the previous year,

Skin Deep
heauty product obtained over 90% dis-
tribution in the KCCC-TV coverage
arca and sonme £5.000 i rales.

In <ix weeks, this new

KNitchen Fresh 1'otato Chips—Spon-
sors of the locally produced Casey and
StSEprogram and using no other ad-
vertising, this firm in a few weeks ex-
routes and added
two additional trucks as a result of
tv-induced salex.

tended i< delivery

The ~tation i< afliliated with all four

tv networks on a per-program basis.
* K K

STATE FARM

(Continued from page 35)

ageney force by supporting its sales
efforts.
3. To obtain new sales by acquaim-

myg prospective members with State
Farm and its advantages.
'revious to Iebruary 1951 (when

the firm started in radio). State Farm
used only magazine<. headed Ly Life
and Time and including science and
farm publications.  Feeling that it=
print schedule needed some supple-
menting and that it would also like
to get ils message across with greater
urgency and frequency than the mag-
azines allowed. the firm turned to net-
work radio. This air medium was at-
tractive because it not only offered
the opportunity to reach a large audi-
ence but it also allowed the flexibility
of “dealer cut-ins.” ‘The local State
Farm agent could break into the net.
work commercial and give hi< name,
address and phone number. Since
State Farm operates through its local
agents, this would naturally he of in-
extimable velue.

Februarv 1951 State Farm
hegan sponsorship of Cecil Brown on
Mutual on a once-a-week basis. The
firm’s total ad budget then was $150.-
000, with approximately $200.000 go-
img for the radio effort.

1951, Cecil Brown was
expanded to twice a week (five min-
utes per This continued till
March 1954 when the Saturdav night
Brown <how was ~upplanted with a
10-niinute sport~cast by Jack Brick-
on Sunday
was also expanded to 10 minutes.

o in

In December
show).
hou<e. The Brown show

In sponsoring a commentator like

Brown, State Fann is aware that he
will often express controversial views
and that it~ sponsorship might be
construed as tacit endorsement. The
company. however. looks on the edi-
torial portion of the program as al-
most separate frown the commercial a--
pect; it states that it is buying an au-
dience. not Brown's views. and thal
its only endorsement of Brown is its
approval of the size audience he makes
available for the finn’s commercial
message. “We don't presume to have
any deep-down philo~ophy on this suh-
ject,” <ays Bi~choff. “and feel that it's
a problem for the networks and broad-
casters in general to resolve.”

The company tries to coordinate
and retain a basic identity in hoth the
air and print efforts. Currently, the
copy theme is centered around careful
driving.  Print ads appear in Life,
Time, Popular Science, Popular Me-
chanics, Farm Journal, Successful
Farming and about a half dozen other
farm publieations.

Radio plugs are delivered bv an-
nouncer Ted Malley on the Brown
by Jack Brickhouse himself on
his program. Here is a tpical com-
mercial by Brickhouse:

Do you thinl your auto insurance
cost is too high? Would you like to
cut it down—cut it down perhaps as
much as 10 —without cutting down
Lenefits? Well, if vou're the kind of
driver who's careful, uses good judg-
ment and common sense when behind
the wheel, it should be ecasy for you to
do. For it should be easy for you to
qualify for membership with State
Farm Mutual—the famous “‘careful
driver insurance company.”

The cost of State Farm insurance is
lower than the cost of ordinary auto

show,

insurance- -in many areas as much as
407 lower—because State Farm de-
liberately aims to insure careful driv-
ers only. This holds accident costs to
a minimum. For full details—includ-
ing the exact amount \ou can save if
vou qualifv for nwmbvrchip talk to
any one of State Farm’'s 7.000 agents.
There's no obligation. of course. And
I'll be back at the end of the program
to tell vou how to contact the agent
nearest vou.

At the end of the program. local
agents are identified on individual sta-
tions.

State Farm has made use of this lo-

cal cut-in in another wav. When stales

were passing safety responsibility laws

SPONSOR
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TELEVISION STATION DIRECTORY
Rate digests, personnel, facilities, and other data covering all
commercial telecasting stations in operation in the United States
and Canada as of July 15, 1954,

TELEVISION NETWORKS: RATES, PERSONNEL & DATA
With inter-city hookups presently available via coaxial-microwave
connections,

TELEVISION STATIONS IN LATIN AMERICA
Operating or authorized as of July 15, 1954—with personnel,
facilities and other data,

FOREIGN TELEVISION STATIONS
Operating or planned as of July 15, 1954.

TELEVISION STATIONS OF THE U. §. BY CALL LETTERS

EXPERIMENTAL TV STATIONS AUTHORIZED BY THE FCC
Status as of July 15, 1954,

OWNERSHIP OF TELEVISION STATIONS BY CATEGORIES
Networks, newspapers, theatres & manufacturers owning or hold-
ing interests in TV stations; multiple ownerships.

SALES & TRANSFERS OF TV STATIONS, 1949-54
Including purchase prices, principals, efc.

FINANCIAL DATA ON TV & RADIO STATIONS: 1946-S3
Summaries as compiled by FCC Economics Division.

NETWORK TELEVISION & RADIO BILLINGS
Tabulated by months: 1949-54.

THE TOP 100 NATIONAL ADVERTISERS OF 1953
Listing dollar expenditures in the four major media.

NATIONAL SALES REPRESENTATIVES OF TV STATIONS
Including branch offices and lists of stations represented.

MAJOR ADVERTISING AGENCIES OF U. S, CANADA & MEXICO

TELEVISION PROGRAM SOURCES
Directory of owners, producers & syndicators of live and film
material offered to TV stations.

TELEVISION SETS-IN-USE
Lotest available statistics.

CONGRESSIONAL TV-RADIO GALLERIES

FCC COLOR TV STANDARDS
With Appendix describing operation of new system.

R 44 -
LX‘;, _ TELEVISION MAP ,

MAP OF TV AREAS & NETWORK ROUTES (Color Insert)
{43 x 29«in.)
Showing present and projected microwave and coaxial routes
{accurately drawn by AT&T engineers), time zones, oll stations
in operation, all cities over 10,000 pop. all cities with TV
applications or CPs.

NEW STATION APPLICATIONS & CPs

CONSTRUCTION PERMITS ISSUED FOR NEW TV STATIONS
List of all CPs granted and their possible starting dates.
APPLICATIONS PENDING FOR NEW TV STATIONS
Complete tabulation of all applications filed with FCC, includ-
Ing addresses, facilities sought, proposed equipment, principals
and other data.

CHANNEL ALLOCATIONS

VHF & UHF ALLOCATIONS BY STATES AND CITIES
Including U. S. Territories and Possessions.

‘VHF & UHF ALLOCATIONS BY CHANNELS
Under New FCC Rules & Regulations.

CHANNEL ALLOCATIONS FOR CANADA AND MEXICO
Assignments affecting border areas.

STATIONS AUTHORIZED, BY CHANNELS

Newly Published . ..

for Everyday Use...

Semi-annual Edition of July 15, 1954 (400-pp.)

Contains more than 50 directories, in one
convenient volume, giving you the precise
information you need, quickly, accurately,
and completely . . . saving you countless
hours of valuable time.

=

~ MANUFACTURING

TELEVISION RECEIVER MANUFACTURERS OF U. S. & CANADA
With addresses, executives, plants, efc.
CATHODE RAY & RECEIVING TUBE MANUFACTURERS
0 Including manufacturers of tube blanks, metal cones, face plates.
MANUFACTURERS OF TV TUNERS
Including manufacturers of UHF converters,
TV RECEIVING ANTENNA MANUFACTURERS
With trade names and description of products, etc.
PHONOGRAPH & RECORD MANUFACTURERS
TELECASTING EQUIPMENT MANUFACTURERS
Directory of manufacturers of transmitters, towers, ontennas,
studio equipment, theatre TV, industrial TV, community TV,
TELEVISION RECEIVER PRODUCTION
As estimated by RETMA, by months; 1947.54.
RADIO RECEIVER PRODUCTION
" As estimated by RETMA, by years; 1924.54.
FACTORY, DISTRIBUTOR & RETAIL SALES & INVENTORIES
TV and radio, as estimated by RETMA by months; 1950-54.
TV & RADIO TUBE SALES
As estimated by RETMA, by years; 1922:54.
FINANCIAL DATA ON TV-ELECTRONICS MANUFACTURERS
Year-by-year tabulation of sales, profits and dividends.

P MISCELLANEOUS SERVICES |

FEDERAL COMMUNICATIONS COMMISSION
Directory of organization and personnel.

ATTORNEYS PRACTICING BEFORE THE FCC
Specializing in TV.radio practice.

CONSULTING ENGINEERS & ENGINEERING SERVICES
Directories of engineers specializing in TV and radio, technical
services, management and planning services, station brokers,
network engineering departments, etc.

ORGANIZATIONS DEALING WITH TELEVISION
Advertising, broadcasting & telecasting; motion picture & re-
lated groups; music licensors; technical groups; manufacturing,
merchandising & servicing.

RESEARCH ORGANIZATION DEALING WITH TELEVISION
LABOR UNIONS IN TV, RADIO & RELATED FIELDS
PUBLICATIONS DEALING WITH TELEVISION

Trade, technical and advertising periodicals.
CONGRESSIONAL COMMITTEES HANDLING TV-RADIQ MATTERS
THEATRE-TV INSTALLATIONS IN USE
COMMUNITY TELEVISION ANTENNA SYSTEMS

State-&-City directory of those in operation, under construction
or planned.

VOLUME OF ADVERTISING IN U. S. BY MEDIA, 1946-54

Television Digest
Wyatt Bldg., Washington, D. C.

Please send me copies of Fall 1954 TV Factbook
(including map} @ $4.00 per copy.
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City State
[0 check herewith
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The Industry’s Acknowledged Reference Guide

. Fall 1954 TV Factbook
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"SEE YOUR
HEADLEY-REED Man

If you-use TV-film
you need BONDED
TV film service!

Saves You Money, Worry
and Mistakes!

COMPLETE TV FILM SERVICE FOR
PROGRAMS OR COMMERCIALS

' Shipping ® Splicing ¢ Routing,
Scheduling, Print Control
Records ® Examination,

Repair, Cleaning, Report on

Print Condition ® Storage

Supplies, Equipment

:

Wl
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X
TV FILM SERVICE

LOS ANGELES » NEW YORK
904 N. La Cienego 630 Ninth Ave.
BR 2-7825 JU 6-1030

FASTER, SAFER, LESS COSTLY...
Because it's More Efficient!
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a few vears hack. the auto insurance
companies were conducling  intensive
campaigns in cach state during  an
agreed-on period prior to the effective
date of the law. State Farm utilized
it~ radio facilities for the campaigns
by separating the affected states from
the rest of the vetwork during the com-
meretal time. giving each local cam-
paign greater cffectiveness by having
it associated with a national network
Jow.

“Radio,” states spokesman Bischofl,
“1s most effective when used consis-
tanthy and often. lts effectiveness stems
from itx repetitive hnpact. The same
message drummed over and over again
into the listener's consciousness has a
cumulative effect. This i< aided by
radio’s compatibility with other activi-
ties.”

But State Farm also has a high re-
gard for tv which. it states, “has the
unequalled advantage of vizual demon-
stration.”

Cnrrently. the firm is testing tv on
the West Coast. The venture started

* * * * * +* * *

¢e{Each of us has a responsibility] to

insix1 that violations of good faith and

laste and sense are never as good as

when 1hese are preserved. This, 1T be-

lieve, takes a good deal less courage

1han conviction—and a dedication 1o

the proposition 1hat advertising is much

better, more resuliful aud less cosily
and more satisfyving at its best.??

FAIRFAX M. CONE

President

Foote. Cone & Belding

Newe York

* = * * * * * *

in April 1954 is rumning on CBS sta-
tions in three markets. San Francisco.
Los Angeles and San Diego. It con-
sists of participations in a Morning
Show type of program called Pano-
rama Pacific, aired from 7:00.9:00
an in which State Farm sponsors a
news segment twice a week. However.
it is as vet too early to predict any re-
sults from this test. says the company.
Nor can it be definite at this time
about any future tv activity,

The State Farm Mutual Automobile
Insurance Co. is the oldest of the three
State Farm companies, It was found-
ed in 1922 and by 1942 had grown to
first place in the auto irsurance indus-
try. 1t has continued in this position
to the present time. today insures well
over 3.000.000 autos.

Ntate Farm's Life company came in-

to being in 1929. the Fire and Cas-
ualty company in 1936, These com-
panies, too, are showing healthy busi-
ness increases: the Life income was up
367 in 1953 over 1952, the Fire 337%.

The nation’™s general economic state.,
according to the company. aflects State
Farm’s business only to the extent of
modifying it growth rate in national
downturns aud slightly boosting it in
uptums.  In other words. the company
has none of the ¢yclical peaks and val-
leys most businesses experience, only
peaks.

State Farm look« to the future with
extreme optimism, sees only continued

growth. It savs, with six million new

autos in the U.S. next year, it figures
somebody is going to insure them.
Also, somebody is going to sell life in-
<urance to the “million new families.”
and somebody is going to insure the
"900.000 new dwellings™ against fire.
(All figures are State Farm’s, con-
tained in its report. “People, Policies
and Progress in 1953.”)

For the State Farm Mutual Auto-
mobile Insurance Co. the bvword is
now. “If we could write the third mil-
lion in 53, we can write the fourth
million in "55." ok ok

GROUP APPROACH
(Continued from page 38)

ket list is generally the result of pre-
liminary agency-client meetings at-
tended by the account people, someone
from marketing. possibly the media di-
rector or the associate media director.
During these preliminary meetings not
only the markets but the budget and
length of the campaign are decided
upon. Timebuyers are rarely called
into these meetings.

After the preliminary meetings the
niedia department iz asked through
the account group to make recommen-
dations on thix budget. The-e recom-
mendations might show the number of
announcements the client could afford
per market per week for the duration
of the projected campaign.

“Some three months may pass he-
tween the budget allocation and get-
ting the client’s go-ahead on a cam-
paign,” one timebuyer told sroxsor.

From the client’s market list the
timebuyer then sets up file folders on
a “per market” bha~is. He then com-
piles a list of all the stations in each
of the market= on the list from Stand-
ard Rate and Data. A\ chart ig piade

SPONSOR
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up by markets showing each station
and its rep. This chart serves as a
checklist of necessary calls to reps and
stations, if these are not represented.

I'rom this checklist the buyer or hiz
assistant or secretary calls the reps
and tells them what he wants. It gener-
ally takes between half a day and two
days to make these calls. If the assis-
tant or the timebuyer’s secretary makes
the call, the rep often calls the time-
buver back directly to confirmi ilie
availabilities he wants and to make a
pitch for the business.

Usually the timebuyer gives the rep
about one week to send along the avail-

abilities. He then uses a second check- l
list to mark off the station. its power. | |

its rep and whether the availabilities

are in or not. When all the availabili-
ties for a particular market are in. the |

buyer makes a choice and is ready to
place the campaign.

However. it usually takes from three
days to four weeks hetween receipt of
availabilities and the start of the cam-
paign. Because of this lapse of time
during which the client signs estimates,
some time slots originally offered to
the buyer by a station or rep ay no
longer be available.

After making his choice from among
the availabilities, the timebuyer gets
verbal and then written confirmation
from the reps. This must be checked
for accuracy by his assistant or sec-
retary. He also has to check on make-
goods and credits.

After he has placed an order in a
market, he notifies the traffic depart-
ment to send copy to the station.

Once he has received written or ver-
bal confirmation from the reps. he
sends schedules out to the client (for
field men, distributors. jobbers, oth-
ers). These schedules include the name
of the station, length of the schedule.
length of the commercial, whether it's
live or e.t., the name of the adjacencies
and their ratings. if available.

During the course of a typical 13-
week national spot campaign a time-
buyer’s contacts with other agencymen.
clients. reps and stations may number
200 or more (see chart on page 37).

At Benton & Bowles, a timebuver
would be in touch with the associate
and /or assistant media director at least
three times daily during the prepara-

tory stages of the campaign.

Before making recommendations,

he’d have some iwo or three contacts
with Broadcast Analysis, within the | !

26 JULY 1954

media department.

le might possibly sce the client once
or lwice during course of campaign.

He'd see the account people at least
twice a day.

Before the planning of the campaign
he might see the v.p. in charge of me-
dia some five or six times.

Throughout the campaiga he'd be in
touch with other buyers within and
outside his group once daily.

On the two days when he's ordering
availabilities. he'd be in tonch with the
reps 15 or 20 times.

TR - B
RIE ALl RS & S N IAC e AR St

Of the 196 weekly quarter hours
between 5 p.m.

WOW-TV places ahead in 106*.

WOW-TV also has eight out of
the top ten multi-weekly pro-
grams. Five of these eight
programs are local . **

* American Research Bureau, Feb. 1954
**Pylse Inc., March 1954

W) © W) TV
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During the three or four days when
the reps avaitabitittes, he’d
bave six or seven contacts with thens.

For a week afterward. he’d be check-
ing addittons and confirmations. and
wonkt have contact with reps about
twice datly.  (He might also have three
or four contacts with station people
dhrect.)

Ilis total contacts with the ‘Fraflic
Bepartment nnmber at  least
cight.

submit

would

Untit four weeks after campaign 1s
complete he’d see estimators and con-

Tl s,

and 12 p.m.




tract people three times daily.

From the time the campaign is al
inost lllllll)l(‘ll'll untit about =ix to l'iglll
werks later he ha< at least two con-
tacte dailv with the accounting depart.
nenl,

\lthoneh the timehbuaver i~ wot ae-
at most  prelingnary
arud

tually ~ present
meetings, his
specialized knowledge form the basis

of the associate media director’s pro-

reconnmendations

posals and presentation to the account
group o1 chent. The associate niedia
director=. v.p. in charge of media and
senior v.p. i charge of marketing are
part of a Media Planning Conmnittee.
whose decision~ rest upon the infor-
mation gathered from the timebuyers
sl <pacebuvers,

leres how  Charles B&B

seiior v.p. of marketing. outlines the

| ‘uul(’rq

advantages ol the group systein:

“The accounts get the direct atten-
tion of several rather than one al-me-
dia man. The individual buyers have
a chance to get greater understanding
of the marketing problems of their ac-
counts through daih contact with ac-
count personnel and the associate and
assistant niedia directors.”

Dave Crane, B&B v.p. in charge of
medha, added that the group system

' EIRST
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Kansas’ Most Powerful TV Station
KTVH blankets oy one half the

entire population of the state of

IN

Kansas with over 5309 satur-
ation. Nowhere else in the rich
Kansas market can you huy such
volume hacked with a loval view-
ing audience for concentration

selling.

See Your KTVH
Sales Representative Today!

KTVH

VHEF
240 000
WAITS

CHANNEL
12
HUTCHINSON - WICHITA

CBS BASIC - DU MONT ABC
REPRESENTED BY H R TELEVISION, INC

COVERS CENTRAL KANSAS

100

reconnnendations
“Rather than oune
we now have seven or eight all-media

ha~ given media

more  objectivity.

mer. This lielps u~ to have a stronger
balanee in planning  sessions.  Of
course. this operation i~ more expen-
~sive for the agency becau~e manage-
ment now has more high-priced guys
on the pavroll but it's given the me-
dia department more stature, and the
clients far better <erviee.”

The as-ociate media director’s re-
spousibilities are broad in scope. lle
directs media planning in coordination
with account groups, and, when neces-
sary, meets with the Media Planning
Comniittee.

lle serves as primary contact with
the client and account supervisor in
behall of the media department.

He is the one who organizes and de-
velops assignments within his group.
And he mav also e-tablish media poli-
cies and methodology of evaluation ap-
phicable to his group. Above all. he is
the head of creative media planning
for his group.

The assistant media director acts as
his alter ego, executing approved plans
through the buyers. He’s the coordi-
nator within the group. because he’s
the point where print and broadcast
nedia are brought together.

Network planning and negotiating
are done by the associate media direc-
tor in conjunction with the radio-tv
program  department.  Timeluyers’
function liere i mainly to clear sta-
tions and to accept delay time.

Many other agencies have a similar
svstem of organization. McCann-Erick-
son. for example. regrouped the people
m its media department in summer
1952. Bill Dekker. v.p. and director
of media for McCann-Evickson, said
that the main objective of the reorgan-
ization was to develop “‘a higher de-
gree of account res=pousibility and su-
pervizion.”

MeCamn-Erickson’s  media  depart-
ment is divided into three groups, each
headed by an associate media director.
[ nder the associate media director
there™s a print supervisor and radio-tv
supervizsor with assistants and estima-
tors under each. In other words. Me-
Cann-Lrickson has the equivalent of
B&B’s Media Services group divided
among the thiree operational groups.
llowever. outdoor and transportation
advertising form a separate section
the media departinent which
serves as a pool for the three account

within

;_.'.r()upS.

‘The account groups at McCann-
Frickson are also determined by work-
load and f{or adininistrative reasons
vather than on the basis of product
category, ‘These groups comprise some
15 broadcast media supervisors and
buvers, whose -alaries range from
$5.000 to $14,000.

Anthony Del’ierro. v.p. and media
director at Lennen & Newell, savs that
his media departiment “is based on an
inegrated plan. broken down by ac-
count groups.” Lennen & Newell has
four such account groups. divided by
There are four
group supervisors and about four buy-
ers on each type of medium.

Well over hal of the top 20 radio-tv
agencies follow some variation of the
group system in the organization of
their media departnient. In some in-
stances, the estimating and contract
people are organized into a pool that
supplies the buyers in their various ac-
count groups. In other cases, estima-
tors are assigned to the buyers with-
in specific account groups. Differerices
also exist in terms of the media de-
partment’s jurixdiction over media re-
search.

The trend of major agencies toward
reorganization began in the postwar
period. Although the structure of
media departments is still in a state of

billing< and work.
ta

(fux in most of the top agencies. a gen-
eral reappraisal by agency manage-
ment of media organization has led to
widespread change toward this more
integrated system. (For details about
the hackground of the three systems of
media organization s¢e SPONSOR, 25
August 1952.) *

CREATIVE AND
CONSCIENTIOUS
.

working in major market.

Producer-Direetor 1ow

Experienced 1 all types of
tocal progranmming. Seeks new
position with station. agencéy,
or TV program producer.

Auvwhere,

Box 726

SPONSOR
40 E. 49th St., NY 17
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BARBER'S SUPER MARKET
(Continued from page 39)

with two tocal air vehicles:

1. What's Cookin’ (10:30 a.mn.-10:
45 a.n., Monday-through-Friday) on
KABQ. As described to sponsor by
KABQ’s young (23) program direc-
tor. Lowell Christison, it’s “an audi-
ence participation show where house-
wives try to guess the correct title of a
recipe in Barber’s Master Cookbook
when the mgredients are mentioned on
the air. Both ends of the conversa-
tion are broadecast, using a beeper note
on the phone. Various local prizes are
given.” The show. incidentally, has
done so well for Barber’s that the firin
is contemplating expansiou to a daily
half hour.

2. Country Melodies (8:30 a.m.-
9:00 a.m.. Monday-through-Friday) on
KOAT. Since Albuquerque is a Span-
ish-American city rich in the history
of the Southwest. Barter’s wins a siz-
able listening audience with a combi-
nation of folksy Western music and
homemaking hints in the second of its
daily shows. Both programs use com-
mercials (usually featuring nationally
advertised products) which are geared
to produce specific sales. but which
avoid any hoopla about “best prices in
town.”

Starting Thursday at noon. Barber’s
really blankets Albuquerque’s outlets.

A total of 130 announcements are
aired during the weekend. KABQ and
KOAT each carry 30 announcements.
KGGM carries 20 and KOB airs 50
time-signal station breaks,

Barber’s air tactics pay off in sales.
For example:

¢ A few wmonths ago, Barber's
stocked a then-new brand of chili which
had no distribution previously in the
Albuquerque market. For 13 weeks.
Barber’s featured it strongly on its
radio shows and announcements. Based
on what Barber’s had figured would
be a fair quota. sales on the item
reached a point 3009 above the pre-
set quota. And. due to Barber’s air

advertising, which was the only 1e-

dium used in this case, apart from store
displays, public demand for the prod-
uct was so great that jobbers had to
place it in 54 other outlets in the local
trade area.

e At another time recently. the
‘Barber’s radio treatinent” resulted in
sales increases of from 2379 to 331%
on the products of a regional meat

alter 26 weeks of being featured in
Barber’s program-announcement sched-
ule sales increased 2839 on a hrand
of cottage cheese. In both of these
cases, no other promotion was used by
Barber’s apart from in-store displays.
has radio heen for
Barber's that n’s only natural 10 ask:
Why use anything clse?

Adman Al Brower, however, felt it

So successful

would be a mistake to use one medium
to the exclusion of all others to pro-
moie retail sales.

As KABQ’s Lowell Christison re-
ported to SPONSOR:

“Basically the same niessages are
carried home on the weekend an-
nouncements and weekend newspaper
ads. If reduced to a simple statement
of 1echnique, the statement would be
‘609 of the budget in radio, 407 in
newspapers.” The original formula was
devised partially as a result of the BAB
and Kroger studies (see “You need
both,” sroxsor 23 February 1953,
page 40) which showed that about
359 of 1otal population would get the
message from radio; and about 35%
would get the message front black-and-
white space, no more than 8% to 109
of consumers getting the messages in

L oth media.

“Though Barber’s has, from time to
time. run specific tests for individual
stations used. thev’ve found that radio
and newspapers are quite comparable
on actual sales results for given spe-
cials, as pertains to volume of hems
sold.

“Of course, we at KABQ feel 1hat it
is on this pomt that radio takes the
leadd.  Bwt Al Brower of Barber’: savs
that in most cases Barber’s will pur-
posely over-buy on a given ttem that
could be a traflic builder, run it in
their weekend newspaper ads and tie
il in as a radio special in their satura-
tion spot announcements, lle ﬁgures
the papers sell their usual amount and
the extra volume created by radio is
profit over and above what they’d
otherwise expect.

“Barber’s has consistently  found
that tying the two media together is
the most profitable advertising pro-
cedure. For that reason. specials are
usually carefully grouped and evenly
distributed throughout both papers and
radio.

“Of the many items in a full-page
ad, for instance, three of the produce
specials, three of the grocery specials

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

packer after a 13-week air drive. And. | GUILD FILMS today!
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GUILD FILMS

Company, Inc.

420 Madison Avenue New York 17, N.Y.

Producers & Distributors of
LIBERACE  LIFE WITH ELIZABETH
FRANKIE LAINE  FLORIAN ZABACH
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and three meat specials are selected to
run as radio specials to it into their
30-sccond  and timesignal  <atoration
campaign,’

Barber's exeentive=  Johin Williams.
seneral manager. \. L. MclLane, as.
~istant  to Wilhams adman Al
haven't overlooked other air

andd
Brower
advertising opportnnities either.

\Ibuquerque. a growing market of
somie 150,000 population in central
New Mevico, has three tv stations—
KRGOMITY . RONTTN and KOBATY,
all vhf outlets. \ud, v is used fairh
heavily by the two elosest grocery com-
jpetitors to Barber’s,

In 1933. Bavber’s ran a 13-week tv
test, using a syndicated half-hour film
show. Cost: about $5.200.

Brower's comment: “Tangible results
were neghigible.”™  Nowever, he quali-
fies this by saving that a number of
factors mayv have caused the unsatis-
factory pull of the tv campaign, “either
the wrong type of ~how. poor handling
or our own pre:entation not perfected.”

In am case. no v is being used n
195.k and none is planned for the near
future.
Barber’s ad budgets.

In 1933, Barber’s spemt about $85..

Radio i~ the big feature of

Mary McGuire, WWTV
Homemaker helps
| Cherry Queen Gail
! Krahnke check Chef's

“*Cherricd Ham™ at Na-

i tional Cherry Festival
. covered completely

by WWTV 16 mm.
cameraman Charles Ray.

YOU'RE WITH TV AT

ITS BEST ON WWTV!

VMichigan Chanuel 13 viewers and their
thoa~ands of Snmmer Resorting gnests
received Toar consecutive davs of com-
plete 16 mn, film coverage on the calor.
ful Nanonal Cherry Festival Juhv 6.9,
eyl bove von too .o on WWT

CADILLAC MICHIGAN.

PRIM ,;EYTP\S v

ABC, DUMONT
REPRESLNTED £y WEED -W.L SALES CAND. KPDS
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200 with ~ome $38.000 going to radio,
£32,000 1 newspapers, $3.200 to the
v otest and $10.000 for other forins of
advertising.

li 1951 the ad budget is running
about 1090 over the 1933 total. Radio
get< about 0077, newspapers
around 3577 and other forins of adver-

HOW

tising about 5.

The outlook for 1955 (Barber's is
already deep in next year's plans) is
similar. A 109 over-all hike in the
ad budget is anticipated with radio re-
taining the same percemage. Again,
no tv is planned for 1955.

Barber’s manages 1o get extra wile-
age in its air advertising through the
judicious use of cooperative advertis-
ing funds. although no co-op figures
are included in the budgetx cited ahove
which are Barber’'s own expenditures.

Obtaining an over-all figure on the
co-op share of Barber’s total expendi-
tures 15 naturally difficult, since co-
op ad budgets are figured by some
manufacturers on a straight perceut-
age basis, and by others on a per-case
allotment.  But. according 10 Barber's
own guess, it works out to about 207
to 25% of the grand total spent by
Barber's for advertising.

Some blue-chip brand names are
thus featured in Barber’s air advertis.
mg. Barber’s co-op arrangements in-
clude such clients as: Colgate, Kleenex,
Swift.  Nabisco, Armour’s, Wilson,
Snow Crop and many others, as well as
a number of regional dairy produce
and meat firms.

The advertising arrangements in
these cases are cooperalive in every
sense of the word: Barber's feels that
the national advertisers are helping the
store chain as much as the store chain
promotes them. “Barber’s.” savs ad-
man Brower. “is built on the quality
and reputation of national brands.
From time to time. on special promo-

tional efforts, price is of the essence.

But as an over-all theme. Barber’s en-
tire advertising i~ based ~imply on let-
ting people know what we have.”

And. Barber’s makes extensive use of
the vadio co-op sales aids provided 1o
groceries by manufacturers who extend
co-op aid.  These include: local-level
radio copy and radio transcriptions.
in-store displays. window signs and
hanners. recipe books and other pro-
motional aids.  Since these sales aids
often represent the creative efforts of
the top agencies in the nation. their
use. Barber's feels, adds to the inpact
of the local radio campaign,

This kind of thinking makes Bar-
ber's somewhat unique in grocery air
advertising.  Few supermarket chains
try to get co-op funds for air advertis-
ing: fewer =il make «killful use of
advertising aids (apart from newspa-
per mats) provided by wanufacturers
through co-op chamuels.

Barber's. incidentally. is so delighted
with its cordial co-op relationship with
reveral leading manufacturers that 1t
has urged others to do the same. Re-
cently. at a sales meeting at one of the
Albuquerque stations. Advertising Di-
rector Al Brower said that he feh
“many smaller grocers could use ra-
dio successfully if they’d only familiar-
ize themsches with the various co-op
contracts available.”

Coucluded KABQ's Lowell Christi-
son. who turned in a valiant job of
legwork for sPONSOR in preparing this
report:

“Barber’s, based on the success of
their present advertizing department.
takes full responsibility for the results
shown. as wo agency is used. Thev in-
sist on a ‘merchandising” 1y pe of adver-
tising. with everyvthing advertized in
such a way that it will create a sale,
There seems to be much to be said for
having a department located ‘on the.
scene.” closer to the actual selling prob-
lems.

“The principles of business in the
Barber's organization constitute the
basic philosophy in their advertising:
avoid wild claims. offer the best pos-
sible service at fair prices. Their firsi
concern is quality through reliable na-
tional brands. with price a secondary
consideration.

“By comparison with general condi-
tions around the country, Albuquer-
que’s economy is in a generally good
condition. with total retail sales in the
market only 377 to 67 off from 1953
fizures while the nation as a whole is
experiencing retail sales drops as high
as 147,

(Note: Albuquerque’s economn s
boosted considerabh hy the fact that
it ix a center for oil and cattle money.
tourist trade and the spending area for
the big payrolls of the Sirategic Air
Command’s KNirtland Air Force Ba-e.

LEE DORRIS
SELLS THE BIC

NEGRO AUDIENCE

MORNING-NOON-AFTERNOON

WSO K

NASHVILLE, TENNESSEE
1000 WATTS
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as well as the Sandia Special Weapons
Center. tlesting ground for many nu-
clear devices.)

“With a few notable exceptions. the
small independent grocers have felt
the leveling-off more forcefully than
the seven-store Barber’s chain. IFrom
the standpoint of gains, according to
Barber's, they are not as rapid as last
vear but are nevertheless considered

excellent.

“With the Albuquerque market ex-
panding day by day (with an average
of 60 new families settling even
week ), Barber’s sees continued growth
for their stores and ever-increasing
volume through a merchandiser’s type

of advertising.” * ok X

SPONSOR ASKS

(Continued from page 067)

largest and most discriminating adver-
tisers—he garners prestige and sales
profits by virtue of filmed programs
which cost up to $30,000 but are sold
at prices ranging from $100 to $3,000
per individual market. He avails him-
self of the best in talent. production.
stories and scripts and is assured of
tremendous audiences.

In the case of an advertiser who
buys MPTy’s Junior Science series, Dr.
Geraid Wendt, chief of science educa-

* * * * * * * *

66This is a time for open minds, for
curiosity, for imagination, for courage

and enthusiasm. This is a time for a

sweeping look around and a bold new
look ahead. This is a time for deter-
mined action—and the devil take what
has been done in the past. If we don’t
do this we’re going to be dead pigeons
because our customers are taking a
new view, every day.%?
WALTER C. AYERS
Executive Vice President
Brooke, Swith, Freuch & Dorrauce
Detroit

* * * * *: * * *
tion for UNESCO, one of the world’s

foremost authorities on the atomic and
hydrogen bombs, acts as commentator
for the films in addition to being avail-
able as a “salesman” of distinction for
the sponsor of the films. It’s prestige
without peer.

Talent-wise, the advertiser who has
chosen films such as Duffy’s Tavern,
Janet Dean, Registered Nurse and Par-
is Precinct to sell his product, is get-
ting network-calibre “names”— estab-
lished stars who have long been popu-
lar in various media of show busi-

ness. FEd “Archie” Gardner, Ella
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Raines. Louis Jonrdan and Claude
Danphin have won acclaim through
the years on radio. stage and screen.

Production-wise, the network-calibre
label is stamped on such filmed shows
as Sheldon (Foreign Intrigne) Rey-
nolds production of Sherlock [lolmes
which stars Ronald Howard; Charles
(Search for Tomorrow) lrving’s The
leart of Juliet Jones which co-stars
Cathy Mcleod. Lorna Lynn and Cliff
Hall and Drew Pearson’s Washington
Merry-Go-Round, the award-winning
weekly news show that is filmed on
the spot wherever news is in the mak-
ing.

Story-wise, the proven popularity of
the King Features syndicated adven-
ture strip, Flash Gordon gives the ad-
vertizer a pre-sold audience high in
the millions. The same ix true of the
above-mentioned The [leart of Juliet
Jones. another King Features syndi-
cated comic strip favorite. The greatly
beloved Tim McCoy brings his exciting
15-minute program of Western stories
before viewers of every age bhracket
the dean of American cowboys has as
much appeal for the grandparents as
he has for the grandchildren of today
and the authenticity with which the
real McCoy stories are presented is a
natural for the syndicated film adver-
tiser who desires thrilling sagas of the
Old West backed up with documented
facts.

Seript-wise, the cream of the crop of
writers are responsible for the dialogue
and action detailed with Duffy’s Tav-
ern (Larry Rhine and Ben Starr). Jan-
et Dean. Registered Nurse (Victor
Wolson, Harry Junkin and James Cav-
anaugh), The Heart of Juliet Jones
(Charles Gussman)., Flash Gordon
(Bruce Elliott, Max Ehrlich and Irv

Tunick), Sherlock [Holmes (Louis
Morheim, Harold Jack Bloom and
Sheldon Reynolds), Paris Precinct

(Jo Eisinger) and Tim McCoy (Tim
McCoyv ).

Audience-wise, stations will give a
filmed show good time because a
worthy show rates it which brings us
right back to where we came in—
prestige-wise, and right down the line
of plus-credits, the filmed program
pays its own way for both the adver-
tiser and the station. There’s always
enough commercial time available with
a filmed show to get in some hard sell-
ing for products. in addition to includ-
ing community service promotion to
the local or regional areas.

|

|

{

Duane Jones
(Chrmn of the Board and Pres)
Duane Jones Co., Inc.

LIKE MOST

“Newsworthy’’

ADVERTISING
EXECUTIVES
MR. JONES’
LATEST
BUSINESS
PORTRAIT

IS BY...

Jean Raebwrn

Photographers to the Business Executive
565 Fifth Avenue, New York 17—PL 3-1882
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I's a wise advertiser who hnows hi-
prodiuct welll and advertives it well.

with a svodicated v filin show.

By John B. Cron

National Sales Manager. NBC T
Filin Division
With the in-

use of
syundicated — filnt
by all kinds of
local
the

value of local live
programing and
syndicated  film
hecome a
While

some ~ponsors believe that they can

creased

advertisers.
comparative

has
discussion,

matter  of

lively

best merchandise their wares with live.
locally  originated  shows. more and
advertisers are turning to the syndi-
cated film as a streamlined, economi-
cal selling vehicle, There are several
good reasons for 1hi< development.

In the first place. the price structure
of a svudicated film i based on the
nunther of lelevision homes in a given

ATTENTION!

ADVERTISERS . . .
AGENCIES . ..
TV & AM STATION OWNERS

Station Relations Direetor and Ae.
conut Excentive with multi-million
dollar New York advertising
ageney is now available,

He has wide experience in TV
and Kkadio, gained from both net
works and ageneies. With Lim
wovs an intinate knowledge of
natienwide markets, hased on sound
tarket and broadeast researeh,

e also has a thoroungh under-
standing ot industry and tCC
practices, anmd an unnsually wide-
spread  acquaintanceship in the
broadeasting  industry, 1t poes
withont saying that he has excellent
references,

If yon wisti to see this nian, just
write

JAMES A. MAHONEY

dddress SPONSOR

40 Eust 49th St, New York 17, N.Y,

00000000000 000000000000000000000000000000000000000000000000
.............O.....O...........0...o...0...'09..00.........
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marhet.  An o advertiser with  limited
funds in a small market can ~ponsor a
lalf-hour program  which may have
cost upwards of §25,000 to produce

for perhaps under $100. The adver-
tiser is automatically identifyving his
produet with firsterate showmanship.
and can compete for audiences on the
the same progrant level with the big-
gest national advertiser.  lle gets net-
work quality  production, in

words, at local-level prices.

other

Secondly, the advertiser is virtually
guaranteed a large and loyal audience
when he sponsors a good syndicated
film. American Research Bureau fig-
ures reveal that good syndicated film
programs are powerful weapons with
which local advertisers on nou-net-
work slations ecan successfully over-
come what previonsly had been over-
whelming network competition.

A graphic demonstration is pro-
vided by a before-and-after study of
time-period ratings on three stations:
WFIL-TV,  Philadelphia;  WOR-TV.
New York. and KTTV, Los Angeles.
On KTTV. for instance. which is in a
seven-station market, the before-film
programing lineun saw cach of its four
shows in the 7:00 to 9:00 pan. Salur-
day night period in fifth. sixth, second
and fifth positions. respectively. These
local shows were replaced in recent
months with four \BC Film Division
propertics  Life of Riley. Badge 714,
Captured and Inner Sanctum. The rat-
ings of these film shows have boosted
these time periods into first, second
and third positions. respectively.

Perhaps the most dramatic evidence
of a svndicated film’s  eflectiveness
comes from WIFIL-TY, which {aces
strong competition from the NBC and
CBS affiliates. WFIL-TV. at the begin-
ning of this yvear. threw a batch of
syvndicated  film  properties into  the
ring. In one month. the hour-long
Hopalong Cassidy show has hoosled
the Monday through Fridav 5:00-6:00
p-m. rating from 3.7 to 11.1: Danger-
ous  Assignment hiked the Monday
7:00-7:30 period from 4.3 10 12.2; 'ic-
tory at Sea raised the Tuesday 7:00-
7:30 ~lot from L9 1o 20.3: Dangerous
Assignment hiked Wednesday's 10:00-
10:30 period from 1.2 to 7.0: the half-
hour Hopalong Cassidy  series  prac-
tically doubled Thursday™s 7:00-7:30
raling of L0: and Captured boosted
Fridav's 7:00-7:30 p.nn
lo 8.0,

W\ hile 1he size of the

3.0 rating

audience 1=

ime of the most elleclive cotenia of
thee sueeess of wn adveriser s televizion
effort (e the higher the rating and
Lhie I:lrg:r-r the share of audience, 1the
lower dhe cost-per-LOOG advertising
there f:h’nt_',' i
which Iranslate
high rotings e added revenue and
mureasel salies,

ilj‘llpn':v.-ilm-!. are

wltires =lories 1hese

George Glavin, of the Wesi-Vacifie
Agency, Ines, i Beattle, makes the fol-
|fming reort;

“Wes-Paciic . Ageney.  Ine.,  has
liven] the Life of fidey sinee the pur-
cha-e of NMTs top show. Riley can
sell merchandise. Alter 5334 vears with
KINGSTY, 1 entered  the  agency
business.  During those five and &«
half years, | saw the sereentng of sev-
eral liundred shows. Ridey looked ke
a natural 1w e, b osold i 1o a loeal
Jesweler, who was willing 10 pay the
Lo prh poal a Lasga show., The resulis
were fabolous, and stanted almost rme
mediately, We sold eversthing from
;__'.u]f clubis o v etz A the end of
the 20th week twith the first <howing
ul f{!'ff}' in the marsel, 11 reached the
top 13 shows rating-wisel. the sum-
ITIEY =tH1=011T W= hr’n' .i.‘lll(! ”H:"' ji—"lr'.'{f!r}'
business cdropped to around 270 of
wital volume. 1t was decided not 1o
buy the eight reruns.

“The success story made it easy to
sell to a local grocery chain with 30
slores. The firsl program sold all their
stores out of ‘Lady Llberta’ canned
peaches. special I the case only, Over
2.000 cases were =old. From there the
results have been overwhelming. Just
to highlight a few—these sales all take
place in a two-day buyving period. on
Friday and Saturday. The tv
runs on Thursday night.

One year's normal supplhy of Dinty
Moore's beef stew (300 cases).

50°¢ additional turkey sales at
Thanksgiving.

Tl tons of salmon,

50.000 Ihs.

12.000 Ihs.

show

of pork loins.
of hamburger.

10.000 Ibs. of liver.
1.000 doz. can~ of frozen straw-
berries.

1.000 doz. pkgs, of frozen peas.

“At the end of four months. the
chain increased. In the month of Jan:
uany it was 30 ¢ over a vear ago. and
the largest month they had ever hadl.

“Rilev now rates No. 1 in the mar-
ket. The word has spread and sup-
pliers are standing in line.”

The advertiser going into televisiun

SPONSOR




for the first time may wouder how to
choose the most effective kind of sell-
ing vehicle for his product. The acu-
men of the syndicator’s sales repre-
sertative, the sales manager of the lo-
cal station and the tv director of the
advertiser’s agency (il he has one)
will help to determine the program
and the broadcast thne to reach exact-
ly the right audience,.

PERSONALITY TIE-IN

By Reub Kaufman
President, Guild Films Co.

As we scan the
various types of
programing avail-
able to local and
regional sponsors
including spot.

film and local
live shows, we
find  syndicated

228 film providing a
advantage by enabling the
sponsor to tie his product to a top,
national name personality.

It has become an established axiom
i television that the impact of a per-
sonality stimulates increased sales
through artist-product identification.

Of course, an advertiser muslt choose

distinct

a flm show with a slar personalily
who is welcome into the home and
wins the affection of the audience.
That is whby Guild Films has a fixed
policy of developing stars such as Lib-
erace, Betty White. Joe Palooka and
Florian ZaBach.

The local and regional sponsor can
further exploit the personality in the
film show and identification with the
product through supporting advertis-
ing, especially in merchandising and
point-of-sale media.

Every Guild show is designed to do
just that. Our artists are more than
entertainers. They are cookie sales-
men, bank salesmen, gasoline salesmen
and beer salesmen as well. Their
friendly faces adorn all types of ads
and point-of-sale pieces plugging the
products of local sponsors.

In addition. special merchandising
premiums are made available to the
sponsor of the film show which help
tie in more intimately with the tv show.
Probably the best instance is the Lib-
erace record promotion where spon-
sors distributed in their name
more than 250,000 records in one year
as sales lures.

own
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ROUND-UP

(Continued from page 553)

erably wear grey suits. pastel shirts
and use talcum for shiny spots on face.
The booklet las received tremendous
response from tv guests. says promo-
tion manager C. W. Dinkins,
*- * *-

Eldon Campbell, general sales man-

ager for Westinghouse Broadcasting

Co., is now an honorary Indian.

When Campbell went to Oklahoma
City recently to address that city’s Ad-
vertising Club (on the subject of “Ra-
dio—the sightless wonder”),

he met

Eldon Campbell {r.) dons feathers, joins tribe

Indian Chief Jasper Saunkeah of the
Kiowa tribe at the meeting. Saunkeah
adorned him with a feathered war bon-
net, gave him a new name—Dom-Tiye-
Kiti-Keah—which means Chief White
Plains, for the city where Campbell
lives—and made him an honorary
member of his tribe.

*: * *

The blood bank in the Greensboro,
N. C., area sadly depleted.
WEMY-TV  responded to the
gent” call for donors not only with
on- and off-the-air promotion. but
with personal representation at the
bloodmobile. Over half the slation’s
entire staff. including general man-
ager Gaines Kelleyv, gave blood; of the
over-100 pints of blood produced in
two days, 25 pints came from WFMY-
TV people. The visit was the most ef-
fective to date in the area.

was
1
ur-

# * £

WAMTW, new tv station at Mt. Wash-
ington, N. H.. sent out a promotion
piece recently with a real dollar in each
as part of the illustration. The dollar
(easily removable) had hrackets drawn
alongside showing what portion of it
bought time on WMTW as compared
with the amount needed for other tv
stations in the area. * ok X
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I’'M JOE FLOYD...

| CONSIDER MYSELF
A HELLUVA SALESMAN!

...and so are Nord and
Sheeley and the other boys
on my staff at KELO (radio
and TV) Sioux Falls. We'll
go behind a counter to sell
goods if necessary. Yes,
we've actually had to do
that more than once when
commercials on KELO brought
more customers into a store
than the merchant’s own
sales clerks could handle.
What do you have to sell
that you’d like extra action
on? KELO will get it for you
— in husky sections of

four states.

0 e

e TR

Z e EPEIAS 3

WINNER -

of “'\\\\marf\gs )

™ )\t-rc\\am\\.sm,_-=
Awar

and Radco

Channel 11-Sjoux Falls, S.D.

JOE FLOYD, President

NBC (TV) PRIMARY
ABC o CBS « DUMONT

NBC (Radio) Affiliate
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ELO.

Marion Narper Jr., president of VicCann-
Erickson, announced recently the agency’s tv billings
would be up niore than £10 million in 1953’55
for a total of over $33 million. Among its tv
clients are sponsors of two of the first color programs
in tv history: Chrysler Corp. will sponsor a series
of dramas and musical extraraganzas and W esting-
house will use Best of Broadway, both over CBS TV
Other new shous the agency (s handling include
Chrysler's 1t's a Great Life orer NBC T and Derby
Foods’ Di-neyland (alternate weekst, ABC T},

Clair RR. McCollough. president of Steinman
Stations, chairman of the NARTRB 1. board,

was leader in creating an all-industry tele-

rision sales promotion bureau. VicCollough is one of
10 members of the all-industry committee which is
setting up plans for the new Television Advertising
Bureau. The TvAB (s expected to legin funcition-
ing by fall, will work hand in hand with Ty Audit
Circulation, a neww NARTB-sponsored bureau. Tv
Audit Circulation will count tv sets county-by-county
and measure station circulation periodically.

George J. Abrams was recently elected vice
president of the Block Drug Co., Jersev City.
Abrams has been advertising manager of the firm
since 1947, was formerly associated with \National
Biscuit Co.. W hitehall Pharmacal Co. and Ever-
sharp. He has been a faculty member of the
Graduate School of Business Administration of
MNY.U. and is chairman of the newspaper commitiee
and the drug and toiletry group of the ANA. This
vear he was voted “outstanding voung adman of
the vear” by Assn. of Adiertising Vlen and Women.

Philip W. Lennen. director and chairman of
the board of Lennen & Newell, retired 30 June, his
sintv-seventh birthday. Forty L&N executives paid
tribute to Lennen at a spectul gathenng at which
. . Newell, presideni, presented the agency with
a portrait of Lennen painted by Gerald L. Brock-
hurst. In the presentation Newell said. e want
this portrait of Phil Lennen before us as a constant
reminder to crervone of his high standards of
integritv and craftsmanship. 4 hetter adiertising
man, and a finer person, never lived.”

SPONSOR




ﬁhe Blg Shnws o0 the road
2 Ransas Gity....

E Federal Communications Commission. The two stations have been
sharing Channel 9 and the CBS-TV network in Kansas City. The new

single-station operation has adopted the call letters KMBC-TV. The channel

will continue to be the full-time CBS-TV basic affiliate in the Heart of America.

The purchase of Midland

Broadcasting Company, operators

of KMBC-TV, by the Cook Paint and Varnish
Company, operators of WHB-TV, has been approved by the

THE BIG TOP IS
GOING UP!

The tallest tower in the Heart of
America is under construction. From
a height of 1,079 feet, KMBC-TV will
transmit with full 316,000 watts
power by late summer. Newest type
RCA transmitter equipped for color,
using BIGgest power and TOP-height
tower, will make KMBC-TV the Big
Top Station . . . dominating the na-
tion’s 18th largest metropolitan area
by its top coverage of the rich Kan-
sas City market.

 EATURING KANSAS CITY’S
'REATEST TALENT!

The biggest personalities, the top local /¢ i « 8 -~ J
Hgrams of the two stations are now ex-
sively on the Heart of America’s Big ll‘j .
Ip Station, KMBC-TV!

l

KMBC Building
11th and Central Sts.,
Kansas City, Mo.

AL 2 o vy

STARRING THE CBS-TV NETWORK!

Full CBS-TV network programming—the big, top television shows
of America, carried exclusively on KMBC-TV, basic CBS-TV station.

e TR —

f,&oét« THE "COLOSSAL-COVERAGE”
RADIO TEAM—KMBC-KFRM!

Now under "Big Top” direction is also the great radio team, KMBC-
KFRM, covering the Kansas City and Kansas radio markets as no other
Kansas City station can. It’s CBS Radio, of course, on “The Team!”

HENRY GOLDENBERG. Chief Engineer
DON DAVIS

I'ice President

JOHUN T. SCHILLING GEORGE HIGGINS

I'ice Pres. & Gen. Vgr. I'ice Pres. & Sales Manager

DICK SMITII MORI GREINER. Jr.

Director of Radio Director of Television

PETERS, INC.




SIPONSOR
SPEAKS

What kind of TvAB?

When the 10-man industry commit-
tee meets in Washington 5 August to
blueprint a television advertising bu-
reau. what sort of setup will evolve?

Will it bhe a Tv AB ~erving spot. net-
work and local television under a single
leader~hip? Thi~ ix what the N \RTB
wants,

Will it be a TVvAB <elling and pro-
moting only national spot and local tv?
Thi~ ix what the Station Reps. Assn.
and ~ome stations want,

Will it be a loosely federated TvAB
with strong separate units for network.
spot and local joined by a board repre-
senting each unit and headed by a top
president? This is what many respon-
sible people in the industry want.

The drive for a television advertis-
ing burean. long overdue. was spear-
headed and accelerated by the tv sta-

Good neighbors in Indiana

In a business where frequently “dog-
cat-dog"” is the order of the dayv. it is
refreshing to note that friendly compe-
tition ha-=nt vani-hed. Recenth one
pioneer v station in ludiana decided
to ~alute another. Cut shows the half-
page ad which WTTV. Bloomington
whose general manager is Robert Lem-
on. bought i all three Indianapolis

dailies. saluting W FBMTV L Indianap-

olis. managed by Harry  Bitner Jr.
Plaque is one awarded by spoxsagr to
all 105G tv pioneers at the NARTB Con-

vention in Chicago in Man,

108

Applsé

tion reps, They feel that national ~pot
ty, \n‘(mgh ('mnpolili\ e to net ty, must
have a bureau of its own.

Which type of TvAB will emerge is
a wmatter for the stations to decide.

spoNsaRr believes in a federated sys-
teni. It believed in a federated system
for NARTB. and believes that NARTB
would be happier and healthier today
had it adopted a federated system for
tv and radio a~ suggested in the spox-
sor article “Blueprint for a Federated
NAB™ (issue of 6 June 1919, page 23).

spoNsoR  has  fought hard for a
TvAB. A federated TvAB won't come

easv. But it certainly makes sense.
* * *

How fear hurts radio and tv

When we published the media arti-
cle showing that irrational factors like
fear influence media decisions. we said
it might prove to be “one of the most
controyversial on the subject of media
ever published.” (See spoxsor 3 May
1951.)  Subsequent events have borne
thi< out.

We have heard from
agency executives, most of them pres.
idents. Advertisers have taken sides pro
and con. Several groups. including the
American Weekly, asked for permission
to reprint the article. Any adman you
talk to has an opinion on the =ubject.
The reason. as explained in “Arve YOU
afraid?” starting page 31. is obvious:

1t strikes deep.

Onhly your conscience can help yvou
truthfully answer the question whether
you are afraid. Psychologists say the

two dozen

v PIO.\'EERA

«.. [n recogmition of 5 ycars of telecasting

and serviee to the people of Indiana.

And, now, we want to add our congratulations

upon the occasion of your achieving maximum

power and additional tower height.

9030000000000 0000000000000000000000000000C000000C

TV PIONEER

1T M’FBM-T\’ ~

“nonnal” and fear wflu-
ences most of his acts, even media buy-
ing. Others disagree. One adman
called our original article “danger-
ous,” but the president of a $10 mil-
lion agency admitted that his media
prejudices had led him to turn media
evaluation and selection over
pletely to his media department.
Why should the advertiser be care-

person is.

«<con-

ful of fear and other irrational influ-
ences in choosing media?

Simply becau-e they can force you
into voting against the two powerful
but less tangible and harder-to-use air
media. according to psychologists like
Dr. Ernest Dichter. who made the orig-
inal studv quoted in the 3 May issue.
Not only does such thinking perpetuate
the media status quo. but it also makes
the fearful adman hesitant about try-
ing something new in programing and
commercials. This resuls in much of
the imitative use of radio and tv you
see today.

Does
choice?

fear inflnence your media

* * . 4

125 more radio stations

Another 125 radio stations went on
the air during the yvear ended 1 July.
Total is now 2,383, including 35 non-
commercials, as against 2.458 the vear
hefore.

In addition Americans bought an-
other five mithon radio sets during the
first <ix months of this vear.

Declining medium? The figures cers
tainly don’t support this conclusion.

SARKES TARZIAN, Iuc. « Bloomington, Indiana

SPONSOR




Now vou can reach even more of Indiana with WFBM-TV!

I\ HIGHER TOWER AND HIGHER POWER
' RAISE NO. OF TV HOMES COVERED
i BY 65.4%

Our recent power increase (to 100,000 watts ERP) and our new tower
(1019 1t.) accomplished this:

¢ Extended our coverage area to 80 miles
{rom ln(lialmpolis 1 all directions

e Added 76.19, more households
e Upped no. of counties covered by 122.29
\ When you consider the nuniber of tv homes now within reach of your commercial

on WEFBM-TV—more than 660,000—you must consider Indiana’s Number
'\ One Television Station.  For further details, check with the Katz Agency.

WFBM'TV Indianapolis e CBS

Represented Nationally by the Katz Agency
Affiliated with WEOA, Evansville; WEFDF, Flint; WOOD AM & IV, Grand Rapids
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