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OF OOPER AND P RAITED 070
‘COVERS THE ‘‘GOLDEN MARKET" OF 1,230,724 NEGROES —

LY 1/10TH OF AMERICA'S TOTAL NEGRO POPULATION!§




PRESTIGE?

58% of W-I-T-H’'s audience have
incomes of $5,000 or more!

W-I-T-H's audience

by income groups

Just about everybody in the business knows
that WI'TH has the biggest listening audience
in Baltimore City and Baltimore County. They
know, too, that WITH provides the lowest
cost-per-thousand listeners of any station in
Lown.

But there’s a lot of talk about the quality of
this audience. The A. C. Nielsen Company has
rccently made a survey which shows the com-
position of the listening audience for WI'TH and
one other Baltimore station. The other station

is a powerful network outlet.

e rd

TOM TINSLEY, President

Audience of Network Station A

by income groups

The upper group—families with incomes of
$5.000 a vear or more—make up 58¢, of the
total WITH audience. Only 48¢; of the net-
work’s audience is in this group. In the middle
group—incomes from 3 to 5 thousand dollars
a year—WITH has 33¢;, the network 37¢;.
In the lower group-—under $3,000 a year-
WITH has 9¢;, the network 157,

H

So don’t worry about “prestige’” when vou're
buying radio time in Baltimore. WITH gives
vou all the "'prestige” you neced. Ask your

Forjoe man!

A

REPRESENTED BY FORJOE & CO.
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Steel switch
blow to ABC TV

See cautious
use of NSI

TvB-Nielsen
pact unusual

Chrysler ups
profit with tv

Woolworth’s
am show is big

SPONSOR, Volume 9. No 7,

Switch of "U.S. Steel Hour" from ABC TV to CBS TV is blow to former's
Tuesday night lineup plans. Hour tv show begins on CBS 6 July in
10:00 to 11:00 p.m. Wednesday slot, will alternate with GE dramatic
hour. In switching webs sponsor is seeking greater circulation,
likes new slot since it can reach midwest at top viewing hours.

(For story on how client uses its dramatic show, see "U.S. Steel makes
friends while it sells," page 38.)

-SR—-

Effect of new Nielsen Station Index on spot radio-tv buying by agen-
cies in ranks of top 20 will be gradual, not abrupt, SPONSOR checkup
shows. Virtually all admen contacted say they'll use new, contro-
versial ratings tool with caution, will relate it to existing re-
search in NSI-covered markets. Explained research chief of a P&G
agency: "It'll take at least 6 months of living with NSI to see what
trends—and bugs—may show up."

—~SR—

TvB pact with Nielsen, first such contract in media promotion field,
will enable TvB to draw on NTI, Nielsen marketing research, for
special TvB-Nielsen research projects. Under terms of contract, says
TvB head Oliver Treyz, "TvB will get behind the rating figures to
find out not how well tv covers people but how well it covers mar-
kets." It is believed TvB will be informed of distribution, season-
ality of consumer sales of product lines measured by Nielsen.

—SR—-

Fact that Chrysler Corp. net earnings in first 2 months of 1955 was
greater than all of 1954 highlights auto firm's heavy tv web invest-
ment this season. Company had 2 shows last year, uses 7 now for its
4 cars. Full sponsorship shows include "Climax" on CBS (with "Shower
of Stars" in "Climax" slot one in 4); "You Bet Your Life," "It's a
Great Life" on NBC; "Break the Bank" on ABC. Firm also alternates
with American Tobacco on "Make Room for Daddy" on ABC, buys every
Wednesday and 3 out of 4 Mondays on NBC's 7:45-8:00 p.m. weekday news
strip. Agencies involved are BBDO, McCann-Erickson, Grant.

—SR-

Woolworth Co.'s first use of network radio in its history is on big
scale. Firm's show, "Woolworth Hour," is said to cost about $17,000
weekly: it will feature conductor-arranger Percy Faith, guest stars
from movies, tv, opera, night clubs. Host will be actor MacDonald
Carey. Show starts 5 June, will run 1:00-2:00 p.m. Sundays on full
(206 stations) CBS Radio web. Contract is for 52 weeks. Agency,
Lynn Baker, says commercials will be both institutional and specific
in nature.

4 Aprll 1955, Published blweekly by SPONSOR Pubiicatlons. Ine. Executlve, Edftorlal, Advertising, Clrculation Offices, 10 E. {Mh St., New

York 17. Printed at 3110 Blm Ave., Baltitaore, Md. §3 2 year In U X0 $8 elsewhere. E cred as ~second eless matter 20 Jan., 1919 at Baltlinore postoftive nnder Act of 3 Mar IR79



REPORT TO SPONSORS for 4 April 1955

Talent pacts
on rise

DTN to unveil
tv-film camers

FCC cautious
on probe

Tv study
still in work

Texas Co.
buys web radio

Wine firm

heavy in radio

Snowballing of long-term tv talent deals in wake of Jackie Gleason-
CBS pact, predicted in SPONSOR stories on talent agents (see 24
January, 7 February issues), has apparently begun. Strong factor in
situation is if-he-gets-it-I-want-it-too attitude among stars and
agents. Martha Raye-NBC deal, now being closed, calls for reported
$100,000 annual "annuity" to comedienne for 15 years in return for
her exclusive services. These are same terms CBS gave Gleason. In
addition, NBC has just signed Jack Webb for 10 vears.

—SR—
At presstime long-deferred announcement by Du Mont of details about
its highly-touted combination vicdeo-film camera appeared imminent.
Speculation in trade is that Du Mont has been pushed into taking off
wraps because of word that similar_ camera combo_has_been developed
at Burns & Allen's McCadden Productions in cooperation with RCA.
McCadden-RCA camera is said to be brain-child of Al Simon, McCadden
production supervisor. Simon said his camera will pick up image for
both film and live telecasting through one lens.

—SR—
Hopes by Du Mont that government action would provide shot in the arm
to web were dimmed by cautious FCC statements to Senate Commerce Com-
mittee. FCC statements were in answer to recommendations by former
committee counsel Harry Plotkin and Robert Jones. Among recommenda-
tions was one by Plotkin that "time be made available for all of the
networks so that none of them is frozen out of a substantial number
of markets." FCC said it was against "artificial" measures to get
network shows to uhf stations.

—SR—
Final results of methodology study for NARTB's proposed tv coverage
service won't be known until about June. Study, which began at end

of 1954, is being conducted on one-market-at-a-time basis. This gives

researchers chance to spot bugs, correct them. Method being tested
is so-called "Cawl formula."

—SR—
Another saturation radio campaign starts this coming weekend.
Client is Texas Co., which bought 33 weeks of ABC Radio's weekend
news package of 22 5-minute shows. Package has been sold out, with
exception of one weekend, since it began 29 May 1954. Nielsen
figures show that average number of home "visits" by 22 programs
during 1954 was over 9 million per weekend, representing gross
rating of 19.5.

~SR—-

Growing trend to radio saturation ads is illustrated by current
Virginia Dare wine campaign. David J. Mahoney agency figures that
minimum announcement frequency per week per market should be over 35;
but as many as 100 are bought. About 85 stations are used. Firm
dropped spot tv, went back to radio because (1) minutes on tv were
hard to find, (2) frequency needed for the wine plugs were too
expensive on tv. (For details, see "Virginia Dare comes back to
'*full-strength' spot radio," page 30.)

(Sponsor Reports coutinues page 107)
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KSD KSD-TV

FOR SPOT ADVERTISERS

KSD has the LARGEST Daytime
half millvolt coverage area

of any Radio ‘Station

in the Greater St. Louis Area

KSD-TV has MAXIMUM power

on YHF Channel 5 , , . and is equipped
for slide and

film programs and spots

in FULL COLOR

NBC AND NBC.TV
NETWORKS °

Natianal Advertising Representative:

NBC SPOT SALES

|
THE ST. LOUIS POST-DISPATCH |
BROADCASTING STATIONS }
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advertisers use

ARTICLES

Advice to sponsors on choosing a (v agencey

What qualifications and facilities should an ad agency have in order to most
effectively handle a tv account? For the guidance of current or prospective tv
sponsors, SPONSOR survey of leading advertisers sets forth criteria

Virginia Dare returns (o spot radio

After two seasons of tv support for Virginia Dare Wine, Garrett & Co. has re-
entered spot radio. It feels radio can deliver as well as ever when used with
sufficient saturation

Tv Copytown: a new way to test commercials

By obtaining an enlisted audience who consent to be test subjects in advance
of a show's airing, Daniel Starch and Staff, in collaboration with WFBG-TV,
Altoona, is able to deliver lower-cost commercial measurement

1. How (v can lick a department store sickness

Department stores, with their share-of-market declining, often face an aging-of-
the-customer problem. Tv with its great audience strength among young families
can help stores, says TvB's Oliver Treyz

2. How radio, department stores work together

A former department store advertising woman, Jean Elliot, explains the gulf
between stores and radio stations. She's now active in radio at WCUE, Akron

U.S. Steel makes friends while iL sells
Tenth anniversary of U.S. Steel's "Theatre Guild on the Air" program finds the

company enjoying the highest "public acceptance” in its history. In addition,
current use of tv has proved video can sell steel as well as make friends

Blow-by-blow story of a (v test: Week 7
After seven weeks of tv-only advertising, sales of B&M beans in the Green Bay
test area continue rising. Through mid-March, cumulative sales were up 48%,

Radio turns high-priced Trewax into fast mover

California dealers were happy to stock this "quality” floor wax because of its
attractive mark-up. But when customers didn't ask for it and dealer stocks piled
up, Trewax turned to radio. Air budget went from 0 to 70%, in eight months

COMING

Johnson & Johnson: big time (v on a low budget

Here's the strategy of one of network tv's crop of advertisers who buy insertions
at low-frequency [two a month)

B&Y beans (r (est: Weele 9

SPONSOR's continuing series on the Burnham & Morrill test of tv will report
next issue on a period covering nine weeks of tv-only advertising. Objective
is to see what tv alone can do for sales in a low-volume market
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pPlus The Greatest
T otion
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The M"

waUkee M

More power to you! 20 times more! That's what you now
get with WEMP's tremendous new power boost in the vital

Milwaukee market. Bonus coverage! Tremendous impact!
But that's not all you get with WEMP.

You get one of the greatest audience-building promotions
ever staged by a radio station in one market. WEMP's
top stars are featured on billoards, newspapers, radio,
posters, direct mail, personal appearances. The

whole town’s talking . . . and tuning in.

Here’s POWER that PAYS OFF! Schedule WEMP and see.

WEMP

now at 1250 on the dial
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Only

WEMP

-No Other Milwaukee Station -

‘ Has All These Top Features
E

ALL MILWAUKEE BRAVES

BASEBALL GAMES
WITH WEMP'S OWN

The Braves™
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“coffeehead’’
larsen
robb
thomas
It
L L I [
Ay
chuck “:'r}
phillips A
tom

bill
bramhall
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Here’s the

And you can’t hardly get those true
rags-to-riches stories no more!

« 1949 sales volume when Ma and Pa Harry
Fox cook Trewax on kitchen stove and sell it
door-to-door.

Quality-wise housewives begin asking hard-
ware stores for “that Cadillac of floor
waxes.” Family sets up small factory.

e 1950 sales double, then re-double yearly
thereafter. Only trade advertising was used.

® 1951 @2 @

Then Trewax budgets a consumer campaign:
most of it for 75 announcements a month
on KBIG because it covers all Southern Cali-
fornia at lowest cost per impression, the
balance in Sunset Magazine.

1954 sales double 1953 and reach

six figures. 95% distribution

achieved in hardware, paint, de-
partment and floor covering stores.

1955: Trewax renews KBIG, moves into large
new factory, expands into Northern Cali-
fornia music-and-news radio, plans for
national distribution in 1956.

The magic ingredient in Trewax: carnauba.
The magic ingredient in Southern California
advertising : Radio and KBIG.

4
/ KBIG

The Catalina Station
10,000 Watts
74 ON YOUR
DlAL
L S,
"Vl‘l*;\:"?\*:,\,;
B el dn e

JOHN POOLE BROADCASTING CO.

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

Not. Rep. Robert Meeker & Assoc. Inc.

Peggy Vaun Camp. Gleason Advertising Agency,
Detroit, likes participation shows. “Participations
in local personality programs have been very
successful for several of our clients,” says she. “To
sell a particular product in each market we find
that selecting the right personality is much more
{mportant than ratings or cost-per-1,000. In order
to make a sound, intelligent buy, it is necessary to
audit various local shows. Therefore, we feel
kinescopes and/or transcriptions are essential to the
timebuyer in placing a national spot campaign.

They are available on some shows, of course, but we
think they should be supplied to timebuyers as a
standard practice to aid indecision.”

Jack Giebel, Cunningham & Walsh, feels that
uhf stations must be given a chance. “Fach uhf
station must be evaluated on its own merits,” says he.
“You have to consider such factors as eflective
radiated power, antenna height above average
terrain, network affiliation and programing. Unfor-
tunately in the past uhf’s have often been arbitrarily
discounted in favor of vhf's. Taking into account
coverage areas, the uhf's must be priced realistically
to be competitive. You might consider this yard-
stick: a uhf in a mixed market credited with half
the corerage of the vhf, must offer double the rating,
or be priced 507, lower to be comparable.”

Grahom Hay, Compton Advertising, feels that
competition betwween the media is likely to keep each
medium on its toes. “There's a pretty healthy
competitive situation between radio and tv at
present,” says he, “And rightly so. Radio stll
reaches a large audience, composed of radio-only
homes. plus radio listeners in tv homes and in cars.
And the cost of reaching these people is reasonable
today. Tr, growing in set counts and costs dailv, has
vet has not reached maturity in some parts of the
country. I'm looking forward to some research
comparing the impact of a television commercial

to a radio commercial on the same audience.”
Graham buys for P&G's Crisco and Ivory Flakes.
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AKERO-TV
AKERO

- BAKERSFIELD, CALIFORNIA

_/4nnounced [/ze ./4/olooinfmenf

o/ THE GEORGE P. HOLLINGBERY CO.
./45 %ationa/ St/ed /ee/oredenfatiue

Apil 1, 1955

KERO-TY, CHANNEL 10 - NBC « CBS Cene DeYoung
President-Cen'l Mgr.

KERO, 1230 K.C. * NBC Edward Urner
Vice Pres.-Mgr
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THE
WHISTLER

e R G —

hits the

right note
every
time!

Overnight, the eerie note of The Whistler’s
signal has struck a responsive chord with
viewers and sponsors alike.

WITH VIEWERS: In Spokane, The Whistler
hit a 30.5 rating the first month...27.8 in
Salt Lake City. In Cincinnati it soared to
30.4 (up 39%) in two months. Audiences

are big everywhere, and 4 out of 5 viewers

are adults.* So the show’s a natural...
WITH SPONSORS: Signal Oil and Thomas
J. Lipton, Inc. picked it up right from the

start, regionally. Among others: Block Drug,
Hamm’s Beer, Household Finance, Necchi
Sewing Machines, Safeway Stores.

Call us today for a private screening and
details on this 39-week series: its big-name
stars, and its heads-up merchandising and
promotion which translates audiéntes into
customers. Contact...

CBS TELEVISION FILM SALES

New York, Chicago, Los Angeles, Boston, San Francisco, Dallas,
Atlanta, Detroit and St. Louis; in Canada: S. W. Caldwell Ltd.




THE HEART OF

/\ WASHINGTON STATE
erving America's fastest

growing area, KPQ cov-
ers a 286-million dollar
market.

3
chormr - I=0"7

s well as the great
Columbia Basin, more
than 500,000 new acres
of irrigated farm lands!

-

ooming mountain peaks
isolate KPQ's area from
other station penetra-
tion.

stablishing a captive au-
dience and & captive
market for the adver-
tiser,

tar KPQ as a “must
buy" on your budget,
and get certain results
from your investment.

ASSURED!

i
WASHINGTON

REGIONAL REPRESENTATIVES
Moore and Lund, Scattle, Wash.

NATIONAL REPRESENTATIVES
Forjoc and Co., Incorporated

10

AGEBACI
AD LBY

by Bob Foreman

Three special bellyaches

Rather than devote an entire column to a <ingle subject,
[ should Iike this time to spread my ill-natured remarks over
three different topies, eaeh of which come under the heading
of Special Bellyaches. The first 12 such that it concerns those
who write and read and produce advertizing copy for televi-
ston. It is the form generally used by agency ecopywriters
in which they prepare tv commercials for presentation to
account men and advertisers and therefore in whieh that
copy is eventually turned over to a film or live producer.

Most commercials are written in the side-by-side fashion.
the colunm on the left being devoted to the video instructions
while the more or less parallel matter to the right contains
the auditory instruections,

I defy anyoue to find it eaxy to folHow this format.

I don’t care if you've been reading or writing for tv for
a decade. The human mind and the accesses to it are not
constructed so that a person ean keep jumping from left to
right as if he were watehing a tennis mateh and still under-
stand clearly what is meant. The motion picture people have
alwavs resorted to the only <ensible way of showing cinema
action—the video instructions are described in caps in detail
and directly under them comes the dialogue. So on through
the entire shooting script. Most of the experienced filin peo-
ple who receive ageney copy in the side-by-side fashion re-do
it in the other form.

Thix. they have found. enables a person reading to et the
visnal scene in his mind and then get the dialogue for each
scene. Even the most inexperienced of account men or adver-
tizers will be able to retain the pietnre in his head while
reading the andio. Nobody but nobodv, including Univae.
can avold getting confused by the side-by-side technique.

Another important plus in the motion pieture method: Tt
forees a copywriter to detail his video instructions: 1t pre-
vents him from making such commonplace errors as calling
for a zoom from long shot to cloze-up with three words of
copy 1o cover the action. In other words. the writer himself
mnst walk his mind through the visnal aetion and thus he 1~
far less likely to call for the impossible. This, as anyone
who films commereials will tell you. would be a novel trend.

Point Number Two: It is my feeling that television and

(Please turn to page 02)
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to take advantage of
the Western Market's

650 Million Tourist Dollars
will be spent in the
Western Market this summer.*

Is your product in this
rich vacation market?

n Total retail...department store...food and drug
sales are higher during summer than any time except
December. For many food, drug and package items,
summer is the peak selling season. Summer gasoline station
sales far exceed those for any other period.

a Here in America’s most heavily traveled vacation area, KOA
will play host to 12%2 million tourists this summer!

E] Denver’s DOMINANT STATION, 50,000-watt KOA
(NBC for the West), covers 302 counties of 12 states with
3% million people in addition to its tourist coverage!

n When away from hometown newspapers, radio and
television, vacationers depend on the strong signal of
clear-channel KOA. Wherever vacationers go in the West—
KOA goes with them. They can drive all day with KOA!

YV, *Estimated
&

= - ;\:39,‘*_. ¢
. 50,00

o) S oA
- o 4
oy W N >
*&

DENVER ,.
Covers The West. .. 384;;/
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WACO-TEMPLE

* %

FT. WORTH -

\\\\\\\\\\ \

\T\ §\ \\ HousTON

SAN $tudles ond Tranymitter of Eddy, Texes,

“ ANTONIO /

\

CENTRAL TEXAS

MARKET

80°% AVERAGE SHARE OF AUDIENCE IN ALL TIME PERIODS.
(Waco-Temple Composite Pulse Nov. 29-Dec. 5, 1954)

ONLY LOW BAND VHF STATION IN THE WACO-TEMPLE
MARKET.

ONLY STATION IN THE WACO-TEMPLE MARKET OPER-
ATING WITH MAXIMUM ALLOWABLE POWER... 100
KW, CHANNEL 6.

HIGHEST ANTENNA HEIGHT IN CENTRAL TEXAS ... 833
FT. ABOVE GROUND; 1,549 FT. ABOVE SEA LEVEL.

ONLY STATION IN THE WACO-TEMPLE MARKET OPER-
ATING FULL TIME...7 A. M.-11 P. M., MONDAY
THROUGH FRIDAY.

NBC-TV INTERCONNECTED AFFILIATE.

IN OPERATION SINCE NOV. 1, 1953.
Audience).
YOQUR BEST BUY IN THE RICH.....

WACO-TEMPLE

CENTRAL TEXAS MARKET

KCEN-TV

TEMPLE, TEXAS
General OMges: P. O. Box 188

(Established

DALLAS

fetwean Temple ond Waoco

WACQ OFFICE:
5046=7 Professlonal Bidg.

National Rep.:
Geo. P. Hollingbery Company
Texas Rep.:
Clyde Melville Co., Dallas

TWX: Eddy Mo. 8484

th and

o MADISON

SPONSOR invites letters to the editor.
dddress 40 E. 49 St.,, New York 17,

SPOT RADIO IN ’55

This week in Chicago, I found your
article “spot Radio: off to fast ’55
start” (2.} Jan. p. 38), on the desk of
many thnebuyers.

Two of these timebuyers discussed
this article with me, and were quite
pleased with it. As a matter of fact,
one agency was 20 impressed with the
fact= in the story, that they plan to
definitely recommend a swing to spot
radio for their top account.

[ thought this would be of interest
to you as it certainly was good news
to me. VMav I suggest that vou mail
this story to every ageucy, every hour,
on the hour.

LAVELL WALTMAN
Commercial Manager

WAI'E. Inc.. Lowsville, Ky.

ELEMENTARY

May [ simultaneously express a
“thank you, sronsor” for a
valuable service while calling atlention
to a tabulating error that eagle-eved
Sherlock Homes might have called
“clementary.”

Your summaries of monthly Pulse
multi-market ratings for the leading
syndicated film programs is a valuable
service Lo advertisers az well as a wel-
come focal point for showing the
powerful progress films are making for
the local and national spot sponsors,

Natnrally we're prond that Sheldon
Reynolds”  production  of  Sherlock
Iolmes =0 quickly fulfilled its pre-
dicted desiiny by cracking the prized
“Top Ten™ circle literally overnight as
its carliest ratings were tabulated.

Bnt Sheldon Revnolds” brand new
Sherlock llohnes programs | . . are
faring even belter than the Pulse fig-
nres report! . . . some slations are
running revivals of various old feature
movies which are loosely called Sher-
lock Ilolmes . . . and in markets like
and Seattle. Pulse has
listing ratings for
tabnlations of

warm

Los  Angeles
been inaccurately
old movies under the
syvndicated programs.
(Please turn to page 16}
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THE BIGGEST
BUY IN LOUISIANA
TELEVISION

WBRYZ., channet 2

MORE TOWER-1001" 6" - MAXIMUM
POWER-100,000 WATTS

The WBRZ tower is the

highest structure in Louisiana
above mean sea level and average
terrain.  Chamnel 2, with a
maximum power of 100,000 watts
and a tower height in excess of
1,000 feet above mean sea level,
provides greater coverage than
any other television station

m the state.

The ONLY VHF in

Baton Rouge!

LOUISIANA
TELEVISION BROADCASTING
CORPORATION

Baton Rouge, Louisiana

NBC-ABC Affiliate
Nat'l Rep.: Hollingbery






these cherry blossoms, are

an integral part of the personality

of one place—our nation’s capital.

They are local.

‘There are local reasons for the consumer

fo buy one product rather than another—

for buying in one place ratherthan another—

for listening to one station rather than another.

In Storer markets successful advertisers

tell their stories on Storer Stations.

“'A Storer Station Is A Local Station.”

DRER BROADCASTING COMPANY

NATIONAL SALES HEADQUARTERS:
! TOMgHARKER, V. P., National Sales Director BOB WOOD, Midwest National Sdles Mgr.
f'l 8 E. 571_!: St., New York 22, Eldorado 5-7690 ¢ 230 N. Michigan Ave., Chicago 1, Franklin 2-6498
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PROGRAM STATION RATING
George

FLASH! | =

Gobel WMCT 52

Montgomery WMCT 51
3. Big Story* WMCT 47
. Life of
]3 Of The Top ]6 ’ i{lityo WMCT 46

6. You Bet

M h u s Your Life
emphis | -

WMCT 46

Producer’s
Showcase WMCT 44
8. Cisco Kid WMCT 42
TV 9. Philco
Playhouse WMCT 42
10. Roy Rogers WMCT 42
shows are oy Rosg
11. Your Hit
Parade WMCT 42
on 12, Armstrong
Circle
Theatre** WMCT 40
15. Fireside
* Theatre** WMCT 40
16. My Little
Margie** WMCT 40

(according to the Hooper
Survey, February, 1955).

*Tles with program of Station B
**Ties with programs of Station B

better than

2 to 1

6:30 to 10:30 P.M.
—

Of 39 shows on both stations with

ratings of 30 or better, between

6:30 and 10:30 PM, WMCT

carries 27 shows Station B, 12.

Top 6 Film Shows in Memphis
(Between 6:30 and 10:30 P.M.)
PROGRAM STATION RATING

.I h
FI m s ows 1. Cisco Kid wWMCT 2

2. Tavorite
Story

WMCT 37

....out of top

3. Racket Squad WMCT 37
4. Badge 711 WMCT 33
I 8. WMCT 5 1 Led 3
Lives WMCT 29
6. Mr. District

carries | 2| sy

WMCT 28

Attorney

WMCT

MEMPHIS® FIRST TV STATION
NOW 100,000 WATTS

NATIONAL REPRESENTATIVES I

MEMPHIS

CHANNEL 5

WMC-WMCF-WMCT

Al

Owned and operated by
THE COMMERCIAL APPEAL

AFFILIATED WITH NBC ® ALSO AFFILIATED WITH ABC AND DUMONT

THE BRANHAM CO.

|

Consequently, when Pulse reports a
1.5 rating for Sherlock Ilolmes in a
key market like Los Angeles (where
the syndicated half-hour wasn’t on the
air) the syndicated program’s average
mulit-market  rating is misleadingly
depreciated.

We have called the attention of
Pulse to the error, which, in the future,
can be spotted by making sure that
only the half-hour ratings for the Shel-
don Reynolds’ version of Sherlock
Holmes are tabulated instead of the
hour or longer program listings for
the old theatrical films which still find

©air time.

Although Sherlock Holmes, as a
matter of record, never used the ex-
pression, “IU’s elementary”—the Pulse
tabulating error was both elementary
and understandable.

Epwarp A. MADDEN
l'ice-President

Wotion Pictures For Television
New York

COMING OF AGE IN RADIO & TV

A great big hibiscus to Joe Csida

, for his brief comment on “Networks

come of age in program malturity” (7
March 1955, p. 29). It's about time
we gave some credit where credil is
due. Both radio and tv have come of
age; thev are no longer babies and
toys. They have grown up into aduh
behemoths and doing a wonderful job
of educating us as well as providing
excellent entertainment.  Just think
back a few vears ago when the radio
newscasters used to frighten us to
death by screaming over the air waves
one headline afier the other! Today
they sit down and quietly. authorita-
tively discuss the news with us in an
mtelligent manner. <o we can digest it
and understand it. Make that an or-
chid if Joe doesn’t like hibiscus.

GRANT MERRILL

Radio & Tv Director

Pacific National Adv Agency

Seattle

TOLL TV WITH COMMERCIALS?

[ should like 1o add a few comments,
if I may, 1o your recent panel feature
on snbscription tv (sroxsor, 7 Feb-
ruary 1955, page 86).

Of course. commercial video ecan
peacefully  co-exist with subseription
tv. Just as it peaecfully co-exists with

(Please turn to page 03)
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WHAT'S IN
WOODIand CENT
FOR YOU?

most modern

RADI

*

TV and AM facilities

O

Large AM studio for local live programs
Air personalities—the Lest

Fully equipped recording studio

NBC programs

Davtimme news, every hour on the hour

5000 watts day and night

TELEVISION

serving all of Western Michigan!

WOOD

MICHIGAN |

ASSOCIATED WITH WFBM AM AND TV. INDIANAPOLIS. INDIANA

Two large. fully equipped TV studios

Three 16 mm film projectors

Full slide and telop facilities

Panel controlled, complete ighting equipment
Excellent prop storage facilities

Expanded arrangements for audience-
participation

Spacious, completely equipped client room

Top-rated network and locally produced
programs

GRAND RAPIDS,

WFDF FLINT MICHIGAN WEOA EVANSVILLE INDIANA

REPRESENTED BY KATZ AGENCY

Exponded oudience-participotion focilities permit fuyll
enjoyment of local programs . .

. here, Buckaroo Rodeo,
favorite of the younger set.

Projection room hos three film projectors; two Telo-
jectors with a copacity of 12 slides each; and Telop
projector which holds 10 'elop cards,

All props, from the largest background flat to the
smallest, most delicate properties, are corefully handled
ond fed, if the situation requires.

7Y

Everything from Bach to boogie is quickly ovoilobie in
the extensive WOODland CENTER music library..

|

316.000 WATTS, NBC, BASIC:
ABC AND DUMONT

RADIO:
S000 WATTS, NBC AFFILIATE

4.5 |



1.

SPONSOR

!ITay Products (Rain Drops water

sofiener, LA

Cook Chemical, Kansas City

Doeskin Products (facial tissues), NY
142" Products (hair oil), LA
General Tire & Rubber, Akron
Gillette Safety Razor, Boston

Jackson Brewing (Jax Beer), New

O-lears

Pacific Oldsmobile Club, LA
Park & Tilford (Tintex), NY

R. ).

Reynolds Tobacco (Camels),

New on Radio Networks

AGENCY

Dan B. Miner, LA

Henri-Husrst & MacDonald,
Chi
Crey Adv, NY .
X
Adcoa Agency, LA
D'Arcy, Cleve |
Maxon, Det
Fitzgerald Adv. New
Orle ns
Dallas Williams & Sons, LA
Storm & Klein, NY

William Esty, NY

Winston-Salem, NC

Sleep-Eze, SF
Sleep-Eze, SF

M. B. Scott, LA
M. B. Scott, LA

STATIONS
" KNX-CFRN 23

MBS 500
NBC full net
KNX-CPRN 23
MBS full net
MBS 375
MBS 375
KNX-CPRN 28
ABC full net
MBS 375
MBS full net
MBS full net

4

PROGRAM, time, start, duration

Aunt May: W, F 2:45-3 pm PST; 5-min seg: !
Aor; 52 wks

Ce~il B'own & the Reil-News of the Morning
M-F: 9:30-9:35 am; 2 May; 13 wks

Dr. No:man Vin-¢nt Peale; M-F 10:05-10:15 am
4 Apr; '55-56 season

Amos 'n’ Anly Musiz Hall; 6 min seg; Th 6:20
6:55 pm PST; 24 Mar; 13 wks

Gene-al Snorts Time with Harry Wismer: M-T
5:50-5:55 pm; 28 Mar; 52 wks

Game of the Day; Sun afternoons 15 a game; 'S
Mar; 27 wks

Came of the Day; M-Sat afternoons; (V5 a game)
19 Mar; 27 wks

Edward R. Murrow & the News: M, W, F § pm
PST: 14 Mar; 52 wks

Bess Myerson’s Almanac; W & F 2:25-2:30 pm:
7 Mar; 52 wks

Camel Scoreboard; M-Sun following the Game of
the Day: 19 Mar; 27 wks

Quecen for a Day; F 11:30-12 noon; first 15 min
seg, 1 Apr; 13 wks

Countersdyy; F8-8:20 pm; partic; | Apr; 6 wks

2. Renewed on Radio Networks

SPONSOR

Bell Telephone System, NY

General Foods, NY
Ceneral Foods, NY

Ceneral Foods, NY
Miles Laboratories,

Miles Laboratories,

Miles Laboratories,

AGENCY

N. W. Ayer & Son: NYt

YGR, NY

YGR, NY

YGR, NY
Elkhart, Ind Geoffrey Wade Adv, Chi
Elkhart, Ind Geoffrey Wade Adv, Chi
Elkhart, Ind Ceoffrey Wade Adv, Chi

STATIONS

FROGRAM, time, start, duration

full net
206

'NBC
CBS
CBS 206

CBS 206
NBC full

NBC full
full

net
net

NBC net

The Telephone Hour; M 9-9:30 pm: Mar; 55-56
season

Bing Crosby; M, W 9:15-9:30 pm (co-sponsor); 4
Apr; 39 wks

Wendy Warren; T, Th, F 12:05-12:10 pm; 1 Apr-
39 wks

Galen Drake; Sat 10:05-10:10 am; 2 Apr: 39 wke

News of the World; M-F 7:30-7:45 pm; Mar; 55-
56 secason

Break the Bank: M-F 10:45-11 am; Mar; 55-5¢
season

Just Piain Bill; M-F 5-5:15 pm; Mar; 55-56 seasor

3. Broadcast Industry Executives

NAME FORMER AFFILIATION \ NEW AFFILIATION
Hoyt Andres V/KY (r-tv), Okla City, asst stn mgr WllilY Radiophone, vp, stn mgr of WSFA, Montgomery,
a
S. L. Adler Wm Morris Agency, Chi office hd Scveen Gems, NY, sr acct exec

David Baylor
Amos Baron
Paul Beville
Edward Bleier
Robert Brahm
Car! Brewster
James H. Burgess
Cal Cass
Richard S. Calender
Stan Chambers
J. M. Clifford
RoYert L. Coe
john ). Cole
Ben Colman
Edward B. Coughlin
Robert J. Crosswell
Thomas Dawson
Johnny Devine
Arthur Deters
Dick Dickerson
John H. Dodge
Earl Donegan |r
Jack Donahue
Thomas Van Arden
Dukehart
James [. Dunham
Crady Edney
Tom Edwards
Harold Ehrlich
Ray Eichmann
Dave Engles
Irwin Ezzes
William Fox
Vincent A. Francis
Pete Franklin
Mort Gaffin
Chuck Cay

WWS, Cleve, gen exec

KABC, LA, gen mgr

WNOE, New Orleans, sls mgr
WABC-TV, NY, acct exec

Screen Gems, NY, eastern sls mgr
KFVD, LA, prog dir

WLW-C(TV), Columbus, dir of sls
Ad m |. Young, NY

K)BS, SF, sls exec

KTLA, LA, asst sls mgr

NBC, NY, admin vp

D:'mont. NY, stn rels dept mgr
MPTV, LA, western div mgr

Ziv-TV, acet exec

WOR-TV, NY, tv acct exec

NMBC, NY, sls prom dept

KHJ-TV. LA

Tnlsa Brating

WIDE, Biddleford, Maine, pres & gen mgr
K*NS-TV, San Antonio, sls stf
NBC TV Net, NY, acct exec
MPTV, NY, sls

CBS R Swnot Sls, SF, mgr of SF office
WAANMI, Balt, acct exec

(SO0, Sioux Falls, S. Dak.

KYW, ?Phila, dir

NBC, NY

MCA-TV, Beverly Hills, audience prom dept hd
NBC TVY. NY, sils dev for part progs

KNBC, SF, mdsg supvr

KFMB-TV, San Diecgo, prog dir

KGO (r-tv), SF, gen sls mgr

Newport News Times Herald, sports writer:
NBC Spot* Sls, mgr of adv & prom

WH0, Dayton, sls prom mgr

KCS), Pueblo, Col, gen exec

KCOP, Hollywood, sls mgr in chg of local sis
WIMR-TV, New Orleans, sls dir

ABC TV, Net SIs, acct exec

Same, sr acct exes

Pol1ris Pictures, LA, sls dev dir

Crosley Bcasting,
Hoaz-Blair, NY, acct exec

KNBC, SF, acct exec

Same, natl sis mgr

Sanmie, also Kagran Corp, pres

Same, dir of stn rels

Cuild Films, NY, westesn sls mgr

Screen Gems, NY, eastern sls mgr

Free & Peters, NY, tv acct exec

WIBKX-TV, Det, sls stf

WBBM-TV, Chi, sls prom mgr

KVOO-TV, Tulsa, Okla, prom dir

Same, also Vic Diehm Assoc, Boston, exec asst
WJBK-TV, Det, sls rep

Same, easte:n admin sls mgr

Minot TV, NY, vp in chg of sls

Same, Chi, acct exec

Same, dir of sports & publ rel

WX1X, Milwaukee, acct exec
WBZ, WBZA, Boston, prog dir
WG3M, Huntinzton, sis stf

Same, dir of s*n rels

John Blair, sls dev mgr

Same, dir of adv. mdsg, prom
Motion Ficture TV Film, vp in chg sis
fame, zen sls mgr

ABC TV, NY, western div sls mgr
WVEC-TV, Hampton, Va

Same, mzr of new bus & prom
Same, prog dir

natl sls reo for all Crosley properties

4 APRIL 1955
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Hank
Shepard (3)

John H.

! ; Reber (3)
1 ﬁ
W

17

William
Fox (3)

David
Baylor (3)

John
Jaeger (3)

Ray
Eichmann (3}



Hoyt
Andres (3)

Maurice E,

McMurray (3)

Lewis
lohnso

Len
Hornsby (3)

Arthur
Deters

Holly
Moyer

P.
n (3)

(3)

(3)
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3. Broadcast Industry Executives (continued)

NAME

Allan W. Gilman

Wiliiam €. Goodnaw |

Howard Grafman

Alfred N. Greenberg

Henry V. Greene

Jack Grogan

Helen Guy

John Hansen

Arthur J. Harris

David Harris |

Bill Heaton

Len Hornsby

Winter Horton

John Jaeger

Edwin T. jameson

Mike James

Lewis P. Johnson

Robert F. Jones

Roland Kay

Fred H. Kenkel

Margery Kerr

Charles R. Kinney

Chet Kreidler

Robert E. Laffoon

Charles A. Larsen

L. A. Larson |

Stan Lange

Chuck Lanphier

Terry Hamilton Lee

Warner M. Leeds |

Ed Leftwich

Ed Lindner

Norman S. Livingston |

Hartey Lucas

Stjphen A. Machcinski,
r

jim McCormick

Maurice McMurray

Keith McKenney

Donald J. Mercer

Ceorge Mamas

Ernest Montgomery

Richard H. DeMont-
mollin

Holly Moyer

Barney Ochs

Cy Ostrup

Sherwood R. Parks

Margot Phillips

David T. Pritchard

Avner Rakov

john H. Reber

Len Ringqulst

Theresa Rogers

David Sacks

Frank F. Samuels, |r

David Savage

Alden Schwimmer

George S. Shaffer

Frank J. Shea

Hank Shepard

Melvin J. Stack

Gerald Staten

Frank Stisser

Louis B. Switzer

Pat Sweet

john Thayer

Bernard L. Thomas

Bitl Walker

M. Franklyn Warren

joseph Weisenberg

Merie S. Wick

Frank B. Willis

Robert S. Windt

David Yanow

FORMER AFFILIATION

NEW AFFILIATION

ABC, SF, sls dept

WCAN, Milwaukee, sis mgr

NBC, NY, r dir

Topics Publ, NY, prom mgr

Weed TV, NY acct exec

N. W. Ayer, NY

Masterson, Reddy & Nelson, NY, bus mgr

WCAN-TV, Milwaukee, sls exec

Ruthrauff & Ryan, NY

KTTV, LA, field mdsg rep

WVDA, Boston, sls mgr

KFSD-TV, San Diego

WNEW, NY, gen mgr

NBC Spot SlIs, eastern r sls mgr

Ted Bates, NY, tv & r buyer

Katz Agency, Chi, tv acct exec

Du Mont, NY

CBS R Spot Sis, NY, acct execc

A. C. Nielsen, NY, vp

“Amer Inventory,” NY, publ infor consultant
WIKK, Erie, Pa., mgr

KDYL, SLC, r sis stf

McCaffery & Co, S Bend, Ind, adv & prom mgr
KW]j, Portland, Ore, comptroller

WTVW, Milwaukee, acct exec

Transit Radio, Kansas City, sis rep

WFOX, Milw, gen mgr

KOVR, Stockton, Calif, exec vp & gen mgr
ABC, NY, adv-prom dept

free lance dir

Ram Productions, NY, prod-dir

Own film prod firm

WLOK, Lima, Ohio, lcoal sls mgr

Adam ). Young Jr, NY, r sls mgr

Jack Douglas TV Productions, sis mgr
WIBK-TV, Det, sls mgr

WIBK-TV, Det, sis stf

NBC. NY, stn rels dept, contact rep
WHKK, Akron, Ohio, acct exec
Screen Gems, central div sls mgr
WCRS, GCreenwood, S.C., sis stf

GCreat Western Net, SLC, gen sls mgr
WLW-A(TV), Atlanta

KABC, LA, sis stf

KVGB, Great Bend, Kansas, chg of sis
Advertising Consultants, r-tv dir
United Bcasting, Wash, DC, sls mgr
WBZ, WBZA, Boston, prog mgr

NBC Spot Sls, natl tv sls mgr

Reingold Adv, Boston, tv dir

WGMS, Wash, DC, exec asst

ABC, SF, asst sls mgr

CBS TV, LA, mgr of Pacific Coast Net Sis
Guild Films, NY, Vitapix liaison official
Wlliam Morris Agency, NY

WITH, Balt, sls stf

John Sutherland, dir of sls

NBC Spot Sls, NY, mgr of new bus
WNEW, NY, asst treas

KBCS, San Bernardino

C. E. Hooper, NY

Music Corp of Amer, Beverly Hills
KHOL-TV, Holdrege, Neb, regl sls mgr
WHFB, Benton Harbor, Mich, acct exec
Yam Chip Co, Denver;, sls mgr

Howard M. Irwin, Adv, LA, acct exec
WABC, NY, acct exec

CBS-Col, NY, financial admin

WITV, Jacksonville, sls mgr

CBS-Col, LIC, prom & publ mgr
WCAU, Phila, acct exec

Same, KGO {(r-tv), asst sis mgr

WXIX, Milwaukee, acct exec

Howard Grafman G Assoc, Chi, tv film djstrs
WBBM, Chi, sls prom mgr

MBS, NY, acct exec

WNEW, NY, prog mgr

ABC TV Net Sls, acct exec

KABC, Hollywood, gen mgr

WXIX, Milwaukee, acct exec

H-R Reps, NY, sls stf

KULA-TV, Honoluls, acct exec

Same, also stn mgr

Same, exec dir

Same, also vp

Same, eastern tv sls mgr

Edward Pctry, NY, tv dept

Storer Bcasting, Chi, sls exec

Adam J. Young TV, NY

Same, SF, mgr of SF office

C. E. Hooper, NY, vp

Guild Films, NY, sls rep in NY area

Free & Peters, NY, tv acct exec

Great Western R Net, SLC, acct exec
WHOT, S. Bend, Ind, sls prom mgr
Same, gen mgr

Same, sls mgr

Same, & KCMO-FM, comml mgr

WTVW, Milw, dir of prom

Television Diablo, Stockton, Calif, bd of dir
KFEL, Denver, Col, sls prom dept hd
john F. Ward Assoc Prod, NY, vp
Industrial & Medical Film Guild, NY, writer-dir
Telenews Film, NY, exec vp

WCUE, Akron, Ohio, acct exec

Same, gen sls mgr, coordinator of r & tv sls

H-R TV, LA

Same, natl sls mgr

Same, local sls mgr

Same, dir of stn rels

WCUE, Akron, Ohio, acect exec
MCA-TV, Det, office hd

WIS-TV, Columbia, S. C., tv sis stf

w

InterMt Net, SLC, nati adv mgr, Denver branch
Crosley Bcasting, natl sls rep for Atlanta area
MCA-TV, LA, sls stf

KFH, Wichita, Kansas, sls mgr

WGMS, Wash, DC, prom dir

WDXB, Chattanooga, vp & gen mgr

Master Motion Picture Co, Boston, exec & prod din
NBC TV Spot SIs, NY, dir

NBC Film, NY, sls rep

Same, stn mgr

Same, KGO (r-tv} sls mgr

Pittsfield Area, CBS proposed stn, gen mgr
Sameé, asst to pres

Ashley-Steiner Agency, hd of writers, producers, din
Same, gen sls mgr

Chad, NY & Wilton, Conn, dir of sis

NBC R Spot Sls, NY, dir

Same, treasurer

KMOD, Modesto, Calif, acct exec

Same, vp

KFSO, SF, prom dir

WSYR-TV, Syracuse, prom mgr

KBTV, Denver, sls stf

WHOT, S. Bend, Ind, acct exec

KBTV, Denver, prom mgr

KULA, Honolulu, sls mgr

Same, acting sis mgr

Same, admin vp

MCA-TV, midwestern slsman at large

Same, r sls mgr

CBS R Spot Sls, NY, acct exec

4. New Firms, New Offices, Changes of Address

George Bagnall & Assoc, tv sales, film distributors, Beverly

Knox-Ackerman Assoc Adv, Okla City, new address, 1411

Hills, new address 8B27 Olympic Blvd, CRestview 1-5133

Motivation Analysis, 1140 Elberon Ave, Elberon, NJ, est. 1
Mar by Dr, Philip Eisenberg, formerly res. psychologist, CBS

fred Gardner Adv, NY, moved to SO East 42nd Street, MUrray
Hill 7-4784, 28 Feb

Glenn Adv opens Houston office, 1015 Sterling Building,
CHarter 2729

Guild Films, new offices at 460 Park Avenue, NY, 7 Mar

H-R Tv, Hollywood, new phone number Hollywood 2-6453

C. E. Hooper, NY, new office 579 Fifth Avenue, 8 Mar

Institute for Research in Mass Motivations changed name to
Institute for Motivational Rescarch, cffective 4 Mar

Kaplan & Bruck Adv, NY, changes name to Kaplan Agency
(same address: 250 W S7th Street, NY)

Kaufman-Strouse, Balt, moved from 419 N Charles Strcet to
130 W Hamilton Street, 25 Mar

Classen Blvd, Okla City 6, Okla

Northwest Radio & Television School opens school in Wash-
ington, D. C., 1627 K Strcet N.W.; classes beginning 1 May

Pyramid Productions, tclevision producing company, opened
offices at 1 East S7th Street, NY, 21 Mar; Everett Rosens
thal, Leconard Loewenthan, both formerly vps of Prockter
Tv Enterprises, hds

Hugh Riker Adv, Albuquerque, NM, new office in the Simms
Bldg, Suite 316, phonc 3-6821

Sackel Co, B Newbury Street, Boston, new adv agency; Sol

Sackel, president

WGSM, Huntington, opened NY office, 17 East 48th Street,
PLaza 5-1127, 12 Mar

YGR public relations & publicity dept moved to 41 East 42nd
Strcet on 12 Mar

Ziv Tv Programs, LA, moved to new studio, Ziv TV Studios,
7324 Santa Monica Blvd, LA, 1 Apr

SPONSOR
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WHO s iowa's

FAVORITE RADIO STATION
ForR NIGHTTIME LISTENING!

WHO
WMT
KRNT

‘WOW
KXEL
KGLO
KMA
KICD

WGN
WNAX

THE figures above are an excerpt from the 1954 Jowa
Radio-Television Audience Survey — one of the advertising
industry’s best-known and most widely-accepted

audience studies,

The 1954 Survey proves, for the 17th straight year,

the effectiveness of top-notch broadcasting facilities,

outstanding programming, deeply conscientious Public Service,
energetic audience promotion. WHO believes in radio,

and the lowa audience believes in WHO . ..

Ask Free & Peters, or write us, for your complimentary
copy of the 1954 Survey. It will help you in your

understanding of this entire area.

B —= FREE & PETERS, INC., National Representatives

4 APRIL 1955

BUY ALL of IOWA—
Plus “lowa Plus"—with

Des Moines . . . 50,000 Wails
Col. B. }. Palmer, President
P. A. Loyet, Hesident Manager

44.2%

19



RCA 50-KW Tronsmitter
Designed for full output on COLOR

- —

R oo !‘.‘!'
g
-y

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DIVISION CAMDEN. N.J.




W

KAKE-TV—Wichita, Kansas
‘KEYD-TV—St. Paul, Minn.
KH]J-TV—Los Angeles, Calif.
KLZ-TV—Denver, Colorado
KMBC-TV—Kansas City, Mo.
KOLN-TV—Lincoln, Nebr.
KTRK-TV—Houston, Texas
KTTV—Los Angeles, Calif.
KWTV—QOklahoma City, Okla.
WAAM—DBaltimore, Maryland
WALA-TV—DMobile, Alabama

Seas
L & C ¢

Now, over 30 high-power VHF sta-
tions are "'on-air’” and delivering sat-
uration coverage with an RCA 50-kw
—operated in conjunction with an
RCA High-Gain Superturnstile.

Here are important reasons why fyou
will benefit by selecting RCA's " Fifty
for your high-power station.

RELIABILITY, RCA 50-KW equip-
ments are built to operate with "“day-in
i day-out” reliability. (Ask any of the
1 RCA-equipped 50-KW VHF stations
already on air.)

CONSERVATIVE DESIGN, RCA
50-KW VHF’s deliver a full 50 kilo-
watts of peak visual power—measured
at the output of the sideband filter.
You get full power output on both
monochrome — AND COLOR — with
power to spare!

SATURATION COVERAGE. An RCA
50-KW VHF, operated in conjuncrion
with an RCA Superturnstile Antenna,
is capable of "flooding” your service
area with STRONG SIGNALS —close

Saturation Coverage with RCA’s
50KW VHF and High-Gain Antenna

RCA PIONEERED AND DEVELOPED

ho’s Who among the RCA “50’s”

WBAL-TV—Baltimore, Md.
WBTW —Florence, S. C.
WCAU-TV —Phila., Pa.
WCHS-TV —Charleston, W. Va.
WDEL-TV—Wilmington, Del.
WFLA-TV—Tampa, Fla.
WGAL-TV—=Lancaster, Pa.
WHBQ-TV—Memphis, Tenn.
WHOQO-TV—Des Moines, Iowa
WISH-TV—Indianapolis, Ind.
WJAR-TV—Providence, R.L

in and far ont! With standard anten-
nas, RCA 50-KW's can develop 316
KW ERP —with power to spare.

AIR-COOLED. RCA 50-KW VHF's
are all air-cooled. You save on installa-
tion costs and maintenance. Visual and
aural P.A.s use conventional RCA
power tetrodes (Type 6166).

MATCHED DESIGN. RCA 50-KW
VHF's are “systems-matched” to de-
liver peak performance in combination
with RCA 50-KW antenna systems,

COMPLETE SYSTEM. RCA supplies
everything in system equipment to
match the RCA "50-KW" precisely;
Antenna, transmission line, fictings,
tower, r-f loads, diplexers — and all
other components needed to put a
50-KW VHEF signal on the air.

Take advantage of RCA's 25 years’ ex-
perience in designing and building
high-power equipment. Ask your RCA
Broadcast Sales Representative to help
you plan a completely-matched high-
power system. In Canada, write RCA
Victor, Ltd., Montreal.

COMPATIBLE COLOR TELEVISION

WJRT—Flint, Michigan
WMIN-TV—St. Paul, Minn.
WTCN-TV=St. Paul, Minn,
WNHC-TV—New Haven, Conn.
WOOD-TV—Grand Rapids, Mich.
WSFA-TV —Montgomery, Ala.
WTHI-TV—Terre Haute, Ind.
WTOP-TV—Washington, D.C.
WTREF-TV—Wheeling, W. Va.
WTVT—Tampa, Florida
WTVW—Milwaukee, Wis.
WXEL—Cleveland, Ohio

F o
)
2
. s
|
-

RCA High-Gain
Superturnstile
Antenna (TF-I12BH)
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KAY-NAK

KNAK

MUSI(!
NEWS!
SPORTS!

24 Hours a Day
INDEPENDENT

LOWEST
COST

PER LISTENER IN

SALT LAKE CITY
KNAK 27.8 Independent

Station A" 27.2 Network
Station “'B” 14.6 Network
Station *‘C* 13.7 Network
Station D' 7.2 Network

{Hooper Feb. 1955 12 noon to 6 p.m.)

KNAK OFFERS FAR MORE FOR
YOUR ADVERTISING DOLLAR

Represented Nationally by
FORJOE & CO., INC.

tos Angeles New York Chicago
MAdison 6-8329 Judson 6-300 DEL. 7-1874

Atlanta San Francisco Dallas
Alpine 7841 SUtter 1-7569 DAvis 7-4541
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Lester Krugman

Advertising director
Bulova Watch Co., New York

Wt Spomser

The new Bulova plant and offices (built a couple of years ago)
are located in a residential section of Jackson Heights in New York
City. There’s lots of grass on the ground surrounding the building
and lots of fresh air, but the transportation (via car) is slightly
awkward. (For visitors to the plant the company runs its own
limousines between Manhattan and Jackson Heights.)

“Now, l, for one. love the location,” Lester Krugman, Bulova’s
ad director. told spoxsor. “At last. I no longer have to buck the
Long lIsland Railroad. You see. now I can drive to work. In my
last job, I had to take the Long Island.”

Krugman describes his experience in advertising as on “the hori-
zontal level”—that is, he has worked on various levels of distribution,
including a department store, mail order house, a manufacturer and
an agency.

“A large number of people in advertising have had experience
on a ‘vertical basis’,” Krugman explained. “For example. they may
have worked onlv in the liquor industry, be it at a hquor concern or
on a liquor account in an agency.”

Krugman's experience has taught him the value of merchandising:

“Of course. a good show can produce sales. but if such a program
is properlv merchandised. its effectiveness will be immeasurably
increased.”

Bulova (through VMeCann-Erickzon) does not sponsor a program.
The firm ranks. m:«toa(l. among the largest spot tv advertisers. Its
earlier sucress has been attributed to its saturation gpot radio cam-
paigns built around the Bulova time signal.

“Television seems to have produced more specialists than any
other medium,” Krugman told spoxsor. “And the demands of the
medium are snch that a man has to be a well-rounded advertising
man in order to be an eflicient tv executive.”

A ski-fan in the past. Krngman recently returned from a Florida
vacation. His wife. a non-skier. has preferred the beach ever since
Krugman led her up a =<ki =lope at Lake Placid on their honeymoon,
and urged her to “just ski down.”

“It was a real vacation.” adds Krugman. “Our boys (age six
and four) stayed at home.” * &k

SPONSOR




as Beloved.-.-_
| as the Easter

unn&

He's Milky, Twin Pines Farm Dairy's Magic Clown!
And Detroit boys and girls say his name with the same
excitement as "Easter Bunny” or “Santa Claus.” Milky has
delighted youngsters for two hours every Saturday after-
noon for more than 4 years on WJBK-TV, with Pulse and
ARB ratings (January, 1955) of over 21.0.

AND THE RESULTS HAVE BEEN SALES MAGIC,
TOO! WE AT WIBK-TV ARE MIGHTY PROUD OF THE
BIG PART WE'VE PLAYED IN TWIN PINES' TREMENDOUS
INCREASE IN SALES DURING THIS PERIOD .« : AN IN-
CREASE OF OVER 200%,.

Success stories like this prove the potency of
WJBK-TV's Channel 2, with top CBS and local programming,
1,057 -foot tower and far-reaching 100,000 watt maximum

power. We'd like the opportunity to perform the same
job for your product, too.

g WIBK[V

DETROIT

(&)

-"4."&* Represented Nationally by THE KATZ AGENCY

National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-7690
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I “Thae's sales a’plenty

m the fast growing, rich
Ceniral Coast of

Cahfornia—and you
have vour share for the
asking we don't

care what you are selling.,

What color it 1s  how
mueh it costs, 1€ at's
for sale to people—we

can <1l it for you

Now, 99300 TV sets
our undnpheated coverage
md top CBS, NBC,
VBC andd Dudont shows
to hiold the competitive

market

“Comen Get Tt”

ADIO 0
1380Kc| [Channel
AUNAS - MONTEREY

CALIFORMIA

CBS. NBC. ABC. DUMONT

by Joe Csida

Hey, where are (e's salesmen?

In the Warwick bar the conversation of our group was
more or less what might be expected when six men get to-
gether and three pairs of the six do not know each other too
well. There was Bob Schnering, the president of the Curliss
Candy Co., and one of his top aides, Lou Olszyk. There
were two reporters from the New York Daily Mirror, Justin
Chester and Norman Miller, and the latter was a Marine
Corps wartime buddy of Olszyk. And there were Eddy Ar-
nold and me.

Afier six or seven drinks. six or seven hundred stories,
and a recap of the more humorous experiences of Olszyk
and Miller on Guadalcanal. Kwajalein and other Pacific
Fattlegrounds. all of us but Chester repaired to the Singapore
for a Chinese dinner.

Halfway through the egg roll and barbecued ribs the
conversalion semehow gol around 1o advertising media, and
I have not gotten over it vet. Let me make it clear that both
Schnering and Olszyk impressed me completely as gents
who knew their hnginess. the candy business, intimately and
thoroughly. Cnrtis<’s gro-s runs to rome $70 million per
vear. and their Baby Ruth bar is one of the four top sellers
in the field.

One evidence of their husiness brilliance and progressive-
ness ix the faet that they have Leen operating a fine, experi-
mental farm with the ohjective of produeing more and heller
milk to e used in their chocolates, and producing =ame
more ceientifically and efliciently. These were and are bright,
hard-working Lusiness leaders, Lelieve me. But what T have
nol gotten over vet is their poor opinion of, and (if they’ll
forgive me, for | became very fond of hoth of them through
that evening) their abysmal lack of nnderstanding of 1elevi-
<ston ax an advertising medium.

It was Mr. Selmering’s considered opinion that transpor-
tation and billboard advertising represented two of Cartiss's
he<t advertising media. Newspapers, he believed, were quile
execllent. 1oo. And Mr. Olzyk was apparently a 1009,
dved-in-the-ink newspaper man. | got the impression that
this miglht have been so. in Olszyk’s case, hecanse of his deep
fondness for his huddy, Norman Miller, who has been with
the Mirror for 20 years. Which, let ux face i, is reason
cnonglr.

(Please turn to page 5.1)



REPETITION
GETS
RESULTS!

ind WCOP’s cost per thousand permits

the highest frequency of

impression in Greater Boston.

Persistency pays. And smart advertisers know that it takes fre-

‘quency of impression to openr a market’s pockethooks.

In the compact Greater Boston market, WCOP’s one-minute satura-
tion plan provides the incredibly low cost per thousand of just
19¢. Thus in America’s second most concentrated market, WCOP
provides more frequency of impression and MORE RESULTS per

dollar than any other Boston station.

\sk your station or WEED representative for the fact-revealing story

‘HOW TO SELL THE CREAM MARKET OF NEW ENGLAND.”

“Repetition Builds Reputation”

Jc—-' }“ i s

Sets per dollar delivered in Greater
Boston by Boston stations, on minute
package basis:

WCOP........ 5,262

Station B ............. 3,333
Station C ............. 2,176
Station D ............. 1,867
Station E ............. 1,785
Station F ............. 1.470




COLOSSUS OF THE CAROI.IN-k

Sound-est investment

Only on WBT Radio can you associate for your product the
massive, traditional selling power of ""Grady Cole Time', now in
its twenty-sixth year and stronger than ever. Grady gives each of
his forty-six current sponsors individualized benefit of his
8.7 average Pulse rating (5:45 to 9 a.m., Monday
through Saturday) plus canny commercializing
and immense influence with consumers,

retailers and wholesalers.

The rarity of availabilities underlines the prudence of
regular contacts with your CBS Radio Sales man,
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Advice to the sponsor
ahout 1o choose a tv agency

Tips from 24 clients with total billings of $200 million

by Evelyn Konrad

€. of the most important decisions an advertiser has to make is his choice of an
advertising agency. In the last few years, this choice has frequently been dictated by
television. And, while few accounts give an agency only their tv billings, the ability of an
agency to service the television portion of the budget is frequently the decisive

factor in choice of a new agency today.

Just a week ago Avco’s Crosley & Bendix division appointed Earle Dudgin & Co.,
Chicago, to replace BBDO and B&B. Avco is consolidating partly because it uscs tv
participation shows like Home, which are better supervised by one agency.

Avco’s is most recent of several agency changes where tv strategy was a major factor.

[ =T o P -
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10 factors to check in choosing a tv agency

Is your search well organized? Ir's important to decide at the outset who in
i id_r company will have word in the choice, consult them on preliminary list, visit
/ agencies, interview principles together, agree on criteria for initial choice of agency

L #

Does the agency have the required time buying ability? A large agency
V is more likely to have the inside track in network negotiations. Small agencies
often do as good a job as large in buying national spot. Stature of buyers counts

The program track record is vital for you if you're a network tv advertiser.
V Look for an agency with experience in your type of show, that's had some suc-
cessful properties, that has a staff of experienced tv showmen, trained specialists

Commercial technique and know-how can be gauged by setting up screen-
V. ings of commercials agency has produced for other clients, discussing new
techniques, e.g. color, with radio-tv director, visiting studio to see live commercial

Experience of agency in putting similar products on air in past may save
¥J". you expensive trial-and-error. If agency has handled your type of product, it
has staff and experience to offer, will understand your product’s problems faster

Extra services are needed to insure success of all tv advertising. Does agency
V have adequate research, marketing and merchandising departments? (Se
article for costly experinece of firm’s tv flop because of poor audience research

Don’t overlook small agency if you're introducing a new product, or if you're
. a small advertiser, or your account requires much detail work. A small agency
also frequently gives you original, off-beat approach in creating commercials

. Should you split your account? Yes, if you're afraid one agency will cor
k:"’ centrate on hearviest-spending product at expense of little ones. You will ge
benefit of different approaches, creative thinking of more air media experts

Personalities of key people must complement each other for best results.
‘_’,.-" Before you assign the account, make sure erveryone concerned with advertising
in firm’s management knows principals, department heads, a/€'s at your agen

See your ageney iu action. Take the time for several interviews between com-
V.' pany management and principals. Also tvisit with department heads, ask to
¥ watch screening of other clients’ commercials, meet tv producers, directors




Make choice carefully:
agencey-hopping is costly;

tr needs continuity

sPONSOR interviewed ad director of 24
firms heavy in tv with aggregate 1954
advertising budgets of almost &200
million. A good number of these have
made Liecadlines within the last few
years because of their agency switches.
(See page 100 for reasons why agen-
cies lose arcounts.)

Jul agercy changes are time-con-
saning and costly for the advertiser.
Furthermore. they disrupt the sta-
bilitv of the agency business. As the
advertising director of a top package
coods firm told SPONSOR:

“Every time you switch agencies
you're admitling a failure somewhere
along the line. \ud very often the
firzt step toward creating that failure
occurs at the time vou chose your ad-
vertising agencv.”

[fow can you go about picking an
agency in a way that will help insure
a long aud satisfactory relationship?

In order to arrive al guide posts
SPONSOR'S study covered cross-zection
of major air advertisers. The 24 firms
sampled have varied histories. Some
have made major ageney changes dur-
ing the recent past like Benrus Waich
Co. and Lehn & Fink; some have heen
with the =ame agencies for eight vears
or more, like the Borden Co. and the
Texas Co.

Each of the firms spends 509¢ or
more of it= budget in the air media,
hence each needs an ageney equipped
to choose top v programing, produce
cood conmercials, negoliate for ad-
vantageous time. The advertising di-
rector interviewed in cach case wmen-
tioned the need for teamwork within
company management and a careful
serutiny of prospective agencizas belore
a choice 15 niade.

W hiat can happen when no careful
search is made was velated by the ad-
vertising director of a medium-sized
drog firm. 1le told sroxs<or of his
own compam 'z recent history:

“The president of onr drug firm, a
man of well-kknown social ambitions,
et the president of one of the larger
advertising  agencies  at a busmess
lunicheon. This was one man the com-

e exceculive wanted to get to know
ocially .

Within two weeks he hoisted onr
ceomnt ont of the <mall ageneyv that

28
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Creative track record must be probed

Look ut eommercials agency has produced during past

year jor various clients, find out background of creative
staff such as producers, directors, copywriters

was servicing it and gave it 1o the
large shop. 11 was just prior 1o our
best scason, and the old agency, fa-
miliar with the nceds of the account.
had already planned a spol v cam-
paign m our most nnportant markets.
In the big agency, our account was
just a very small wheel indeed.
Through the agency shift, the firm got
a late start in s campaign, sales
slipped considerably, evervone con-
cerned was unhappy.

“P.S. The president of the firm
never did get to play golf with the
agency president.”

Steps (o take: With few exceptions,
the advertising directors  warned
against nnilateral action at the com-
pany. In general, here are the steps
many felt shonld be taken to msure a
wise choice. (The procedure outlined
here was followed almost exactly by
Campbell Soup Co. in its choice of
four agencies last yvear. Later in this
article yvon'll find more examples of the
wav  firms. iocluding Benrus, Block
Drog and others. made a choice.)

L. Detenmine who weill have a word

in the decision within the company
management. Generally, the choice of
adverlising agency is made on a top
management level. In fact, in many
companies the chairman of the board
and president make the decision after
consullation with the advert’sing di-
roctor. In one inslance, the advertis-
ing director made the choice of agency
alone.

Idcally, most feel, three or four peo-
ple within the company should he in-
volved: the president or execulive vice
president, the top sales executive and
the top advertising exccutive. The ad-
vertising man acl= as advance scoul
and coordinator of the group.

2. Compile a preliminery st of
agencies to be considered. Although
the advertising director i~ in the best
position to do this by choosing per-
haps 10 possibilities by size of billing,
tv background and account experi-
ence, it is a good idea for each of the
nten imolved in the choice to snbmit
two or three agency names to him. In
that way. evervone's prelerences will
receive eqnal atlention.

3. Eliminate all hut the most likely

SPONSOR



Timebuyers of stature and experience are vital

Look for buyers with experience in your category of
accounts, or with similar products. Buvers
who know station managers [ace to face

Jumping on the bandwagon is a mistake

Just because an agency is “hot)” has added lots of tv
billings, doesn’t mean it's the shop for vou. You
might get lost in the shuffle because of reorganization

prospects. Here’s where the advertis-
ing director does some advance scout-
ing. Some agencies might be auto-
matically eliminated because they have
big competitive accounts. Others might
seem way out of line with the needs of
the account either because they’re too
big or too little. Or else, one of the
company execulives involved in the
choice might have serious objections
to one of the prospective agencies.

4. Contact the prospective agencies.
With the Hst pared down to the most
likely agencies, the time has come for
a series of meetings between the com-
pany executives and the prospective
agencies,

It’s considered best to first set up an
informal meeting with the principals
of the agencies. During these sessions,
the principals generally tryv to tell the
prospective clients about their <ervices
and facilities. They may want to di--
cuss their track record on other ac-
counts. possibly in the same category
as the prospective client’s. 1t is impor-
tant that the top company exceutive
and the top sales executive altend these
informal meetings with the advertising

4 APRIL 1955

director 1o keep everyone informed.

The advertising director, however,
lias a series of further visits to make.
He meets the headz of the department,
gets to know the tv specialists, copy-
writers, media people. He may reqjuest
a screening of some agency tv com-
mercials. and, if the agency has hve
tv shows, he might drop in at the
studio to see how they're handled. In
other words, he tries to become as fa-
miliar as possible, in two or three
visits. with the people he’d work with
in these agencies.

5. Let each man concerned with the
choice write down his impressions of
the agencies surveyed and then meet
to discuss. |t is best if these dizcux-
stons at the firm are bazed upon writ-
ten memos to aveid having a choice
undoly influenced by any one of the
men concerned during a meeting.

Recent changes: The steps outlined
above were those most frequently men-
tioned as safe and scientific by the ad-
vertising directors interviewed. ot
all of thent however. followed thi~
method in making their own choice of

an advertising agency or agencies.

For the Benrus Watch Co., as an
example, the choice was simple ac-
cording to Ad Manager Harvey Bond.
When Cecil & Presbrey went out of
business, the Benrus Watch Co. went
over io Biow-Beirn-Toigo. Choice was
an easy one in this instance, because
of Biow’s three-decade record with
Bulova. Nevertheless. the decision
grew out of top-management consulta-
tions.

Systemalic group-action led to the
choice of Campbell Soup Co.s cur-
rent four agencies: BBDO, Leo Bur-
nett Co., Ogilvy, Benszon & Mather,
and Needham, Louis & Brorby. In
August 1952, the firm had given its
old agency (of 40 vears standing). the
Ward Wheelock Co., warning that they
needed more adequate servicing. They
suggested that the ageney secure other
major accounts in order to expand its
facilities, particularly in the demand-
mg television field. When this expan-
sion did not occur. the company went
to work on itz selection of new agen-
cies,

(Please turn to page 98)

29




Auditioning latest Virginia Dare jingle version: (l. to r.) agency
head David J. Mahoney, Garrett Pres. Douglas Weed and v.p. ad magr.

|
al}
1
i

:

Fred Kalberer. Circled figures on map show weekly spot radio sched-
ules. Figures such as 105 and 103 per market show frequency firm buys

Virammia Dare comes back
0 “Tull-strenath” spot radio

Wine firm finds medinm powerful as ever if used in modern

manner: puts most of S750,000 ad budget into spot saturation

“lall-strength radio™ is how
Garrett & Co. terms its current
spol radio campaign Jor 1ir-
giia Dare Wine. s an coample
of spol radio wsed on a modern
satuwration basis taking adean-
lage of the latest veseareh, it
should be of pavticular interest
Lo the small or wmediim-sized
advertiser wilh difficull y main-
Laicing anceded frequency onlov.

30
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’ his campaign marks Garrett &
Company’s reentrance into radio from
other media. Your enthusiasm and
the cooperation of your stations will
decide in large part whether it will be
worthwhile to continue radio adver-
tising through the vear.”

So ended the mimeographed requesl

s

case history
N =

for availabilitics sent to reps by the
media department of the David J.
\lahoney Inc. agency on 30 July 19541

The request marked the end of two
scasons of spol television use on be-
half of Virginia Dare Wine and a re-
turn to the medium which had pushed
the brand up among the national lead-
ers through the Forties. Today Gar-
rett & Co. of Brookhyn, N. Y. is back
on about 85 radio stations with heavy
~chedules  which  sPoxsor  estimates
cost approximately §750,000. Visual

SPONSOR




support comes via billboards and oc-
casional magazine ads.

Garrett’s experience demonstrates:

1. How the medium-sized advertiser
with a seasonal ad approach can find
himself faced with difficult problems
arising out of great demand for scarce
tv availabilities.

2. How he can obtain large fre-
quency of impressions on a modest
budget by exploiting the known facts
of radio’s vast circulation.

In recent years, SPONSOR has re-
ported at length the research findings
of various organizations which demon-
strate the continued growth and vital-
ity of radio as an advertising medium.
The Virginia Dare story is a perfect
example of one way this new informa-
tion can be put to use in practical
fashion, and with considerable success.

The tv problem: [t was a common
squeeze that bedeviled Garrett’s efforts
to obtain an adequate tv frequency.

o Scarcity of one-minute periods.
Garrett prefers one-minute to shorter
announcements. There are few to be
had in the Class “A” time the com-
pany likes on tv.

e High costs. And rates seemed to
be going up constantly.

s Time franchises. Many clients are
grabbing off year-’round time fran-
chises, making it rough for seasonal
advertisers like Garrett, which hits
hard in fall and spring. (In the fall of
1953, the company found it necessary
to contract for 39 weeks in order to
guarantee tv exposure in the spring.)
e Beverage competition. Heavy com-
petitive advertising from beer and
wine firms poses adjacency problems,
further limits availabilities. You can’t
put a beer and a wine commercial next
to each other. What this added up to,
the company found was the danger of—
» Insufficient [requency. Garrett is
convinced that on tv it needs a mini-
mum of five or six one-minute an-
nouncement in Class “A” time to do
the right job in a given market. The
scarcity problein was growing so acute,
the company found, that it was becom-
ing increasingly difficult to maintain
that frequency.

Full strength radio: Search for a
solution led to a reexamination of ra-
dio as an ad medium. RAB, Politz,
sPONSOR among others had shown that
radio circulation was still on the in-
crease, with receivers outselling tv sets.
New audicnces had been observed and
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Why Virginia Dare switched to spot radio .‘

owing to high costs, scarcity of desirable time.
could buy average of 20-25 radio announcements for one on tv

Firm found it

1 On tv Garrett had difficulty maintaining needed frequency,

2 Copy story requires one-minute length; such periods were hard

to find in prime tv time. On radio firm reports good one-minute %
periods are available in all time segments for peak seasons

classified: in and out of the home, in
cars, at beaches, and so forth. Much
of this recent material served as the
basis for development by client and
agency of the concept of “full-strength
radio.”

“Full-strength radio” is based on
the conviction that radio, far from
having declined, is as powerful as ever
a selling medium—if used in accord-
ance with its current possibilities. For
Virginia Dare in particular it seems
to offer a way out of the tv dilemma,
for the following reasons.

1. Low cost. The agency media de-
partment analysis reveals that. on the
average, you can buy 20-25 radio an-
nouncements for every one tv an-
nouncement in the Virginia Dare
markets.

2. Good availabilities. You can get

Radio, unlike tv, delivers the important out-of-home audience,
3 gets into areas still not adequately reached by tv. In addition, E

. . . e . o

a proven air device — its famous jingle — was available e

i

¥

Y
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one-minute periods during most peri-
ods of the day, and during your peak
seasons.

3. Good coverage. Your coverage,
unlike that of tv, includes the out-of-
home listener, the car-listener; and the
radio signal gets iuto areas still inade-
quately covered by television.

4. Wider station choice. The greater
number of radio stations usually avail-
able in a market gives you more flexi-
bility, greater freedom of choice, af-
fords increased opportunity to tailor
a spot campaign to your individual
needs.

5. Proven air device. For almost
10 years, various editions of the Vir-
ginia Dare jingle had urged listeners
to “Say it again . . .” Millions had
gone into making it a well-known

(Please turn to page 92)

Merchandising: Post cards were supplied by agency. Stations mailed 75000 at own
expense in 1954. But Garrett considers calls on dealers most valuable form of merchandising
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“It’s Smoother-- :

. because there’s no

» . .
. extra sugar sweetening .
in Virginia Dare Wine’ :

.
A O I R B es 60 8 S0 S0 s s s s B0
. .

This m;:.ssoge is being
heard by thousands of

your customers over

WZZZ

© “LUSTERTONE" POST CARD by ENQUIRE PICTURES, 625 EIGHTH AVENUE. IN. Y. i8

MR,

WINL DLALLR
1 MAIN STRELT
MIDDLLETOWN, USA

31




i

1
1
.
IH

<o TV COPYTOTY: i new way

l ALTOONA, PA. is new “tield laboratory’’ for Starch tests of tv commercials

Test commercial is_slotted in hal[-liour period purchased by Daniel Starch and Staf].
methﬂd Interviewers call pre-enlisted audience of 200 iwithin hour ajter show; ask whether

viewers hare seen commercial, request plavback of product points.

lach commercial runs 3300 for time and survey; add 2570 [or confidential report.
COStS Talent and facilities [or live pre-test of film commercial cost $100: for $§25. the

station ctll supply the client with a closed-circuit kinescope.

(1) Test one commercial against another; (2) find out whether cherished soles
lses points are actually getting across; (3) pre-test film commercials via local *‘dry
runs’”; (4 test commerctals on your network show throngh “split runs.”

Say erities: abnormal attention of enlisted audicnee likely to produce inflated recall
prﬂblems figures: Starch technique does not measure depth of ad impression: recall of specifie

points are not necessarily an indication of sales power.
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A adman who happened to be in
Altoona, Pa., one night last December
might have concluded Dow Chemical
Co: was making a big switch in its tv
commercial strategy.

Instead of its familiar ap-
proach with disembodied hands to
demonstrate Saran-Wrap on NBC TV's
Medic, Dow used a pretty model mak-
ing a more conventional direct pitch
against a kitchen background.

What the adman couldn’t know was
that the rest of the country was view-
ing the disembodied hands commer-
cial. The commercial with the pretty
girl—from an old set of Dow commer-
cials which had been run the year be-
fore on Your Show of Shows—was
seen only in Altoona.

The Altoona viewers were the gui-
nea pigs in an early tryout of a new
“Copytown” approach to copy testing
developed by Daniel Starch and Staft
in collaboration with WFGB-TV, Al-
toona.

The new copy testing technique,
though developed from a Starch meth-
od still in use, differs in two important
respects:

1. The old method involved inter-
viewing in markets all over the coun-
try. The new method offers a single

using

NEW |
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Current Saran-Wrap commercials showed up strongly
in Dow Chemical Co. test. Agency prepared special prints
f “Medic” containing test commercials for WFGR.TI

warket as a field laboratory to test tv
comnercial copy. The single market
iz, of course, more economical.

2. Under the old method, calls were
made at random until 200 persons in
each market were found who had seen
the counmuercial being tested. Under
the new method, a radical change in
approach was made. Starch interview-
ers call respondents in advance, en-
hist their cooperation by offering a
premium and thus assure Starch of
enough subjects. This is called an en-
listed audience. This, too, is more
economical since calling at random to
reach 200 subjects can be rather ex-
pensive, especially, says Starch. if the
show’s rating is below 20.

Through a special time deal with
the station, Starch will spot an adver-
tiser’s commercial in a day or night
slot, then turn loose a flock of tele-
phone interviewers to ask the 200 re-
spondents aided recall questions.

Here is what the Altoona setup en-
ables an advertiser to do. Jack Boyle.
Starch tv research director, told srox-
SOR:

1. You can make a pre-test of your
projected film commercial by running
it live first with local talent and fa-
cilities.

Shous”

OLD

using viewers recruited in ad

mercials on “Vedic.”

Starch, station team up to measure recall

ancee of show

2. If you are a network advertiser

and if your show i= carried in \l-
loona-—vou can use a tv adaptation
of the “split rn” technique and show
the test commercials only in Altoona.
This ix what Dow did in the example
cited above.

3. You can test the memorability of
one commercial against another.

You can test the memorability of
a =eries of sales points in one comner-
cial. thus finding out whether your
cherished sales points are actually get-
ting through 1o the viewer or whether
they are being disregarded in favor of
minor points.

That disputes will arizse over the
validity of the “Copytown” technique
seems assured. since the copy research
field is as rieh in conflicting theories
as the rating field. though passions are
not yet as high. Of particular interest
is the Starch organization’s elaim that
in Altoona an advertizser can now pre-
test commercials at low cost in an ac-
tual field laboratory under broadeast
conditions.

Just what should be measured in
copy testing is in dispute. Fach of the
three leading organizations in the field
have different views and utilize differ-

(Please turn to page 80)

Carol Brooks piteh from last year’s “Your Show of
was compared with this season’s

‘in limbo” com-

Doie decided on current appronch

ﬁ
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Oliver Treyz. president of the Television Burean of Advertising, examines
on these pages the reason why departnent stores favor newspapers for adver-
ising and traces it to an “ancient alliance” betwceen the two. He warns de-
partment stores that the reason their percentage of retail sales is declining 1s
that their customers are getting older and they are not replacing those who die
off with “young marrieds” entering the retail market. Newspapers. he said,
also suffer fromt aging-of-the-customer and are doing nothing about it.

Why tv can stop stores’ share-of-sales di

Treyz points to Deot. of Commeice figures which show that
department store sales have risen slower than total retail
sales. Tv, with young housewife audience, can capture
new customers for stores, says Treyz, who cites figures
showing that weckday daytime tv viewing is 639 higher
among tv homes with housewives under 35 than among tv
homes with housewives over 55. The figures are Nielsen's

AY

Total Retail Sales and Department
Store Sales 1944-1953

Tv's great audience strength among yvoung h

in Home Town, L.S.A., television is
now the most powerful medinm of
communication and advertising. Na-
tional advertisers, as the relative ex-
penditures of their Madison and Mich-
igan Avenue agencies show, recog-

nize this. They rank television Num-

ber 1 . . . ahead of any print me-
dium . . . but television, in which all
advertisers now invest one hillion per
year, stands rejected on Main Street.
Local advertisers definitely favor news-
papers.

The newspapers, which have lost
their grip on the national advertisers,
are as firmly clamped to the local ad-
vertiser as they were in the days of
Jolm Wanamaker when he first “news-
paperized” department store advertis-
ing.

As Yul Brynner said in the “King
and 1,” ~It’s a puzzlement.”

Why do major departinent stores,
which in their own communities invest
more in advertising than big national
corporations, persist 111 newspapering
their advertising?

We at Tvl} have been examnining this
riddle [or the few sliort mouths of onr
existence, and llave—I] believe—uncon -
ered some of the answers.

First of all, there is between news-
papers and departiment stores an an-
cient alliance. The tlnnking of de-
partment store advertising is thorongh-
Iy “newspaperized.”” On the other
hand, between department stores and
television. there is a “no man’s land
of ignorance.”

TV has been reconnoitering this
battle-scarred terram and our scouts
have secured some interesting imtelli-
gelce.

First, department store sales, as a
percemtage of all retail sales, are slip-
ping. This has been a trend for many
vears. Second. department stores are
suffering from a marketing disease. we
believe, which we call the “aging of
the cnstomer.”  Third. newspapers
in their readership —are suffering from
a similar malady.

SPONSOR
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Says

This marketing disease- the aging
of the customer—can turn any corpo-
ration into a corpse. This is. in fact,
what did happen 1o Wanamaker’s fa-
mous New York store. which closed its
doors—for the last thme—just a few
months ago. Who mourned Wanamak-
er’s closing? The New York press and
the older people of New York. Not
the younger housewives and their fam.
ilies. They had never developed a
Wanamaker habit. And so the store
died. Wanamaker’s had been losing
its customers to the obituary columns.
as any business must. but it failed to
replenish them with the newer. young-
er families—as any business must do
if it is to prosper.

It is our theory that department
slores generally are suffering from the
same disease which was faial to Wana-
maker’s, New York. That disease is
the aging of the customer—which as
America’s keenest merchandisers and
markel researcherz well know—is a
sure “red flag™ whiclh warns of an im-
pending loss in share of sales. Every
vear. some 1.600,000 marriages give
new growth to our economy. Any bus-
iness which fails to get as a high or
higher a share of business from these
new families as it does from the older
families, siarts slipping.

If John Wanamaker, the man who
built the concept of the department
store and “newspaperized” ils adver-
lising. were lo reurn today. | am sure
he would recognize this basic illness.
For here was the man who gave vital-
ity to department store merchandising
and advertising. He Dbroke with the
past. le reversed the trend of going
into morning papers only by going
heavily into evening papers. He was
the first lo use large space. He was
the first to use full pages every day.
Up to then. full pages were considered
“stunts.” He was the first advertiser
to use car cards. This advertising
genius was Lhe first man ever elected
to the Advertising Hall of Fame. His
advertising insights were particularly
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acute. It was Wanamaker who =aid,
“Advertising doesn’t jerk, it pulls
it's no game for the quitter . . . if stuck
lo il exerts an irresistible power.”

Wanamaker was the first 10 drama-
tize his displays. the first 10 display
merchandise in its natural setlings.
Wanamaker gave pace and movement
lo advertising.

We believe that if he were to return
today, he would set about to *televi-
sionize” department store adverlising.

Before we make one specific sugges-
tion as to how this can be eﬂ'e(tnel)
done, let’s take a look at the newspa-
pers’ weakness. They’re suffering from
the same malady. Their readers—those
who really read the newspapers—are
gelling constantly older. There is a
wealth of evidence to support this.

| dept. stores need tv to lick 1t

s TvB head, can stop decline in stores” share of retail market

The Hofstra College Study, which
NBC financed in the New York mar-
ket four vears ago, showed that those
under 30 spend 12 minutes per day
reading the paper. Those from 40 1o
49, 50 minutes. And those over 50
devoted 53 minutes per day to the pa-
per. This definitely indicates an old-
age bias. that older people are the
heavier consumers of news print and
its advertising.

Lest anyone a-~ume that this is a
bit of isolated research. hand-picked
to document what may be the wishful
thinking of newspaper competitors, I
would like 1o quote directly from a re-
cent speech by Cranston Williams, the
manager of the American Newspaper

(Please turn to page 85)

TV Cuts Newspaper Readership

1:58

Reading
Time

fer
Family

R N0
. NONT\’ N TY
M
Samplo & u
\
TeaLe —
American Press Inst 1‘.
\
L
Tv cuts daily newspaper reading in half
Chart is from rAmerican Press Institute \

study of newspaper reading in tiwo matched
Southern cities, one with. one without
tv. Figures show daily reading hounrs
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Radio & dept. stores:

Why they misunderstand each other

Retailers haven't been approached with enough ercative sell” o

break throngh barriers of (raditional thinking. Ohio adwoman states

Adwoman Jean Elliot
made jump from copy
writer fo ad manager

in just 10 years

Some adrvectising people edge into radio; fean Elliot,
now a v.p. of Akrow’s WCUFE, was practically plunged
imto it. Ten vears ago. harving bluffed her way into an ad-
vertising copy job with no past experience. a junior execu-
tive told lier. By the way. you're supposed to write the
radio commercials for seven different programs cach
weel:.”

Is Jean. author of the article at vight. recalls it: *This
meant coming in early and worling late. chasing disinter-
ested huvers to O.K. commercials, and writing in different
styles to snit cach program. Iiwcas so busy I conldn’t hear
my own commercials.”

Since then. she's held o series of advertising and [ash-
1o publicity jobs at rartous May Company stores. Den-
ver's American Furniture Co.. and Alron’s Yeager Co.
In 1953, WCULE manager Tin Elliot sold her on using
radio for Y cager (sheas Fashion 1dvertising Wanager )y,
and cventually sold her on the merits of Tim Elliot him-
self. whom she married. She is president of the Ohio
Chapter of tmerican Women 1o Radio and Television.
The Elhiot's have three children: Dick (11): Jovee (7)

and Tim (not vet ticoy.

’f there were ever two p('ople who
should know each other better, they
are the department store merchant and
the radio broadcaster.

And vet, save for briel excursions
into each other’s never-never lands,
these two remain as far apart as the
Fast is from the West, They don’t even
speak the s<ame language.

It true that department stores have
looked with interest in the direction of
radio. True. that top notch radio sales-
men have comvinced their advertising
directors to spend carefullh budgeted
dolars in radio contract=. But it’s just
a~ true that manyv of these ~ame man-
agers retnrned to their newspapers.
glad when the ordeal of radio was
ended.

What's the tronble?  Where's the
problem?  Retailers have alwavs been
the greatest Felievers in. and users of
advertising.  Thev advertize for two
important reasons: to increase sales
and to inerease prestige. hoth with
their costomer~ and  their manufac-
tnrers,

The an-wer ix stark and simple.
They do not nnderstand rvadio and ra-
dio does not anderstand them.

The radio ~alesman i< <orely aware
that news=paper is the favored medinm
of the department store advertiser. and
it 1~ difficnh for him to take a detached
view of this all-ont. whole-hearted de-
pendence on the printed ad. The sales.
man has survevs and figures to prove
radio i~ just as effective. and in ome
cases, more =o. He ha<a smattering of
sncecess storics from other merchants.
le has cost-per-1.000 figures which in-
icate that radio i« a phi= i anvhody s
athvertising budget. 1le has Hooper
and Pulse: he has the exceptionally

SPONSOR




Bath radio. department stores have missed
baat in not getting together. Rising print
rates mean retailer must stretch ad dollar

well-assembled ARBI Studies and the
Department Store Studies. He has a
wealth of printed material but no real
understanding of the advertising needs
and procednres of this important po-
tential sponsor. For that reason he has
diffculty selling radio and he has difh-
culty projecting radio into the patterns
of department store operation,

Ou the other hand. the merchant has
neither the time nor the inclination to-
ward what he fecls may be “trial and
error” gambling with a vital hudget.
His well-grooved “1 eat vesterdav™ sys.
tem of wmerchandising leaves him no
margin for error and he i~ not anxious
to stray from the established methods
of advertising.

Take a look at this well-heeled po-
tential sponsor. le is a merchant. He
i< a man who deals in tangibles. He
feels the material, studies the design,
touches and manipulates the product
and judges color. The very core of his
existenee 12 the item which he must
see. evaluate, buy and sell at a profit.

For this reason newspaper advertis-
ing is reassuring and comfortable.
display= hi< product in an accepted

The knowing retailer uses both radio and
newspapers to sell goods. ARBI tests show
radio customers

in print,

little overlap
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manner and it i a visual day-to-day
record of advertising expenditure,

For generations merchants have ad-
vertised in newspapers. They are prac-
ticed masters in the printed ad. 1t 1=
second nature. and, it is successful.
The activities of their merchandising
division: and advertising departinents
evolve around this fact,

A bmyver in the market visualizes his
newspaper ad even as he selects his
merchandize. He mayv even barter with

Retailer, used to newspapers, fears new
mnedia, regards radio as a gamble. Store ad
statf is not equipped to evaluate radio

his resources on the strength of his
advertising department’s ability and
lavish use of newspaper space. He may
pronmise oulstanding advertising, in or-
der to keep a brand-name product in
his store, exclusively. He invests his
co-op money wisely, because it 1s an
important portion of his budget. 1t
advertises a famous product and it can
keep his name in print when his own
basic budget is shm.

And when the merchant’s ads are
run, his sales tabulated for the day.
he can measure his space, compare his
calex and feel he has an immediate.
accurale measure of husiness.

The merchant iz satisfied with his
procedures, They are successful. He
may criticize the layoul, art and copy,
even the amount of space used: but
he does not criticize newspaper as an
advertising medium. Ax long as cost
is within reason result~ are all
that he has learned to demand, he has
no reazon to change.

But, he is first and alwavs a mer-
chant, He ix aggressive and eager lo
move aliead. If radio can show him
there are additional sales to be made.
a greater volume to be earned through

broadeast advertising. he will not ig-

and

nore 1.
Naturally thiz merchant advertiser is
hard to comvince. Though he recog.

nizes radio as a major adverti<sing me-
dinm. he questions it~ ability 1o work
for him. Ile has his reasons and they
are complex: sometiimes acknowledged :
sometinies not even analyzed.

Just behind his inquiries. his inter-
est and indecision i< the persistent. ini-
portant question: What will he do with
radio after he gets it? What proce-
dures will mean succes~ and what er-
rors will bring failure? e 1= a cal-
culating gambler by nature, and he
will not gamble unless he ean measnre
and control. The merchant does 1ot
feel he gambles in newspaper because
he is a master of itz white space. DBt
radio’s vast plateau of sound i= <trange
and uncharted. His experience is nar-
row, or worse. it has Feen unsuccessful.

The advertising execulive in a store
that his merchandi-e
men and possibly Ins own perzonnel
are not particularly interested in
broadeast advertising, since newspaper
is their successful habit.

is also aware

He is confronted, too, with the prob-
lem of budget. How much <hould he

Only by getting to know department store

problems well can stations do proper ad
job. Stations should hire retail experts

spend in radio and how can he arrive
at and justify hi~ expenditures?

He wonders if it will bhe necessary
to hire additional personnel to sct up
and handle a program for radio adver-
tising.
concern is a method of
results which will pive

Ihis arave
pin-pointing
him a guick and accurats measure of
~ales.

He glimpses a pos~ible need for se-
lective  merchandizing  in broadeast
sales messages. vet he has no certain
auide to what that merchandise may
le.

These considerations. along with the
more obvious problems of program or

spot ~aturation. institntional or itemn

tPlease turn to page 96)

37




LS. Steel makes frien

After 10 radio-tv years. firm wins highest pl

B
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Clieut hold reins: U.S, Steel’s ], C. : Production wust be tops: “U.S steel Hour”
MacDonald (e} in script session with Armina ltas won more awards than any other tv
Marshall, Lawrenece Langner, Theresa lelburn dramatic show. Above. director Alex Segal
and William Fitclson of ihe Theatre Guild | instructs star Helen Hayes and Carmen Matthews
Oue piteh is strietly p.r.: Sipee first show But vouug couple really sell: NMary Kay and
in 1915 George licks has been air spokesman, Johnny are reallife wedded pair who typify
llere he delivers tv talk from Maey department, I yvoung suburbia.  They employ soft sell to

shows stecl’s importanee to toy trade I cregte consumer interest in proditets of «leel




e 16 sells

tance in its history
I

by Herman Land

g~ . .
l he radio-tv saga of the United
States Steel Corporation is one of the
great media stories of the decade.

On this, the tenth anniversary of its
broadcast debut with the now-historic
Theatre Guild on the Air, the company
stands at a popularity peak. A public
opinion survey to which it has sub-
scribed since 1937 shows U.S. Steel en-
joying the highest “public acceptance™
in its history.

In the category of “reputation of
company” it ranks ahead of the seven
other “big” concerns measured in the
survey.

And in the period since the switch
from radio to tv with The United
States Steel Hour in October 1933 the
gain in favorable public opimion has
been twice that of any of the com-
panies measured.

In addition, television has been
found valuable for selling steel itself,
through direct product pitches and spe-
cial promotions designed to stimulate
business in related industries.

Although reluctant to single out the
air media as the most important of
U.S. Steel’s p.r. channels, company
spokesmen admit that radio and tv
have been in a class by themselves in
ternis of time, energy and money ex-
pended. The radio show cost $1,267,-
000 for time and talent in 1950. The
present tv operation runs at $2.300.-
000. Nothing near this amount goes
into other media for p.r. purposes.

The full extent of the p.r. achieve-
ment is clear from this report to the
January 1955 annual stockholders
meeting. It compares opinion in the
late Thirties with the present:

“Then, only about 4577 of those
10.000 Americans interviewed held a
favorable opinion of U.S. Steel.

“Now, 79.6¢ of those persons iuter-
viewed have a favorable opinion of
U.S. Steel.

“Then, U.S. Steel was the favorite
‘whipping boy’ of business snipers
and a hostile administration. The cli-
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mate of public opinion was unhealthy
for business in general and for big
business in particular.

“Now, critics think twice before an
unreasoning attack. being certain of
swift and eflective reply. And buosiness
operates in the much healthier atmos-
pliere of public esteem.”

The success of U.S. Steel is stimulat-
ing industrial interest in tv. Robert
Kintner, president of ABC. which car-
ries the steel show, told sroxsor that
discussions have been lield with a num-
ber of large companies, among them
oil and chemical firms. By fall, he re-
ports, there may be some new p.r.-
minded sponsors on the network with
dramatic or information-type shows.
Other ABC p.r. clients include duPomnt,
with Cavalcade of America, and the
Firestone Rubber Company, with Voice
of Firestone.

P.r. aud sales intevtwined: Pre-
eminence of public relations in U.S.
Steel thinking is seen in the structure
of company-agency-producer relation-
ships. The public relations department,
under J. Carlisle MacDonald, super-
vises every aspect of the show: partici-

i

case history
OO

pates in script selection. sits in on re-
hearsals. audits all <how costa. retains
right of approval on talent. In addi-
tion, it handles show promotion and,
of course. supplies content and guid-
ance for the public relations pitches.

Product cominercials, on the other
hand, come from the Sales Depart-
ment in Pittsburgh. out of the office of
director of advertizsing Reed Schreiner.
Still another Pittsburgh office is in-
volved in the industry-promotion com-
mercials. under Robert Myers, Direc-
tor of Market Development.

But ultimate responsibility for all tv
commercials is lodged with the public
relations department in New York.
P.r. director MacDonald is Assistant
to the Chairman of the Board. Benja-
min Fairless.

Agency handling the complex setup
is BBDO. Top account man Caroll
Newton is in New York; the BBDO
Pittsburgh  office maintains contact

(Please turn to page 83)

Mail pull figures prove tv show sells

® One offer of « how-to-do-it booklet on subsidiary’s
cement for home use pulled over 130.000 requests

® One commercial on U.S. Steel Gunnison prefab homes

pulled 59.000 inquiries from tv viewers

@ Over 8,000 inguiries were received after a single

commercial on steel swimming pools

@1 Cyclone Fence pitch drew more than 7,000 inguiries.

Sales were traceable to at least 75 of these

@/ jter a commercial featuring stainless steel table-

ware, a salesgirl in a Piusburgh department store

reported that at least 25 people had asked to see the

demonstrated patterns. Such reports were typical




Where will sales be after six months of television

TH WEEK

OF A
26-WEEK
TEST

For the first time i television and trade paper history, sPonsor fs able to
report results of a tv test campaign as they happen. spoxsor recently revealed
that Burnham & Morrill Co. had launched a campaign using tv only in a market
where 1t had never advertised before and where sales of its oven-baked beans
and brown bread were low. Objective: to see if tv alone could boost sales.

This is sPONSOR™S second major series on media. The first was SPONSOR’S two-
vear All-Wedia Evaluation Study (recently published in book form). The All-
Wledia Study explored the role of each major adrvertising medium. urged adver-
tisers to test media. The present BE&M campaign is one case of an advertiser
turning to a media test in the effort to solve a marketing problem.

A.‘ftvr sevenr weeks  of  television,
Burnham & Morrill sales in the Green

(this ix the most recent period on
which sales figures were available at
SPONSOR'S presstime) .

Said B&M Ad Manager W. G. North-
eraves: “We're doing much better than
could be expected. In a territory as
virginal as this a 18/

Bay test area continue moving up fast.
This is the box score:

o Cumulative sales [or the year: up
18 tthrough mid-Marceh).

o Sales for first half March: up 287 « cumulative in-

Commercials are done most days by Capt. Hal O'Halloran, on late-
afternocon kid show. He works in front of simulated baked-bean oven

S e

10

Blow-hy-hlow story

BA&M ad manager terms 489,

crease at the wholesale level ix a good
healthy rise. 1t's apparent tv has pulled
consmmer acceptance and sales up by
the bhootstraps,

“I's  reasonable to assume the
growth will continue. perhaps accel-
erating. We should know definitely by
the end of March whether this repre-
sents a well *seeded” ales increase or a
flash in the pan.”

Northgraves and Marvin Bower, ad
manager of the Otto L. Kuelhn Co.
hrokerage firm, VMilwaukee, both teld
sronsok thev felt growth thus far was
“healthy.” Rea=on: most wholesalers
in the area reported increases. rather
than just a few. “That way.” said
Northgraves. “we know the wholesale
sales figures represent widespread con-

Testimonials are big part of copy approach since product is un-
familiar to consumers. Below, Ward Gage visits Fond du Lac housewife

SPONSOR
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hetter than could be expected™

sier demand. not stocking of shehves,”

Bower pointed out sales the first half
of  March
growth in the area within a 50-mile
radius of the test station, WBAY-TV .
Green Bav. The increases are less evi-

were  showing  greatest

dent in the area 50 to 100 miles from
the station. Outside the 100-mile zone.
beyond real tsv coverage, sales have
shown no inerease. This provides fur-
ther evidence that tv is solely respon-
<thle for the rise in sales thus far,

lhere were continued indications
that the television campaign ix having
an eflect on the entire bean market,
Reported Shannon Wholesale Grocers
of Appleton, Wis.: "Sales of vour com-

petitor. Puritan. are up 25‘¢. But

OTAL SALES JAN.-15 MARCH 51 VS. 55

eleviston test

TEST IN A NUT-SHELL

PRODUCTS: D&M beans and brown bread

AGENCY;
MARKET:

BLDO, Boston

MEDIA USED: Llelevasion

PAST ADVERTISING:
SUCCESS YARDSTICK:
BUDGET: $§12,500

DURATION: six months
SCHEDULE:

B&M bean sales have doubled.”

Said Elmer Rasmussen. buyver for
Red Owl storex (a large chain in the
areat: “There has been a terrific in-
crease in B&V] beans. But surprisingly
enough, the B&V campaign has appar-
enthh boosted the sales of all beans.
['s made people more bean conscious.”

Leicht's Transfer and Storage Co. in
Green Bayv, which acts as a temporary
warehouse for D&M products within
“We
are entirely out of B&M products but
Iz the
first time Leicht's has ever been canght

50 miles of Green Bay reports:
two catloads are in transit.”

short - and this despite the fact it was
stocked heavily during January in an-

ticipation of demand.

1954

]
DOZENS

ISGN}
4500
4004

3500
3000
| 2500

2000

i 1500

1000

500

siales,

100-mile zone around Gre¢en Bay, Wis
only

ahnost none in area

increascd distribution

b-min anncls wkly, most 1 afternoon

The 15°¢ cumnalative increase this
vear still reflects heavy January ~tock-
ing by the trade,

The rise for the month of January
for all BXM products combined was
1137,

~ince then have been much smaller

Rises i the two-week periods

~ales in fact were down by 337 the
first two weeks of February while gro-
cers used existing heavy stocks before
a 29
weeks in

there
la~t

[February, and the almost equal 28¢,
jump during the first half of March,

reordering.  Then was

<ales rise for the two

For a breakdown by products and
areas of ~ales during the first two
weeks of March <ee the chart immedi-

ately below. * * &

TWO-WEEK SALES 115 VARCH 51 1'S. 755

tevel by dozens of rcans)t

Sales of two sizes of B&M beans and one
size of byown bread at the wholesale

'55

18 oz. 27 o0z. brown bread
—_— jp— —_——
54 vs. 55 I ‘54 vs, '55 | ‘54 s,

AREA A (30-mile radins of Green Boy)

0

Total sales of all B&M test products for '54 vs. '55 are
campared above. Through mid-March '55 sales are
4B above same period in '54, Tv began 24
Januacy, '55. No tv or other media used last year
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1. Manitowoc, Wis. 0 0 0 0 0 10
2, Oshkosh, Wis. 80 0 15 20 10 10
3. Appleton, Wis. A0 110 25 to2 0 100
4. Gillett, Wis. 0 10 0 S0 0 0
5. Green Bay, Wis. 100 150 70 115 20 70
6. Menominee, /ich. 0 0 0 0 0 0
Totals 230 330 110 287 30 190

AREA B (38-100 mile raodins of Green Bay)
7. Fond Du Lac, Wis. 0 50 15 15 0 0
8. Stevens Point, Wis. 50 20 25 30 0 0
9. Wausau, Wis. T0 0 10 0 0 0
10. Norway, Mich. 30 0 100 0 0 U
11. Sheboygan, Wis. 30 0 15 0 20 0
12. Wisconsin Rapids, Wis. Q 10 0 15 O 0
Totals B 200 80 165 60 20 0
Tatals A & B 430 410 275 347 50 190

TOTAL ALIL PRODUCTS

tTelevlshin campa gn began 2{ January, 1953

‘54—755 dozen cans

41

'55—947 dozxen cans




Trewax radio budget went from 0 to 709, in 8 months

Trewax doubled sales volume every year since 1919 inception by
personal sales contact with dealers, who liked /urr/I mark-up. trade (1(11(’11151/1;:.
But when sales slowed down lust year, it was radio which upped them

$10,000 sales 1949

$250,000—1954

u

§£ﬁ§ﬁiﬁw%3* “%mﬁ%m§x

MWMW_‘S*' g?

$5oo,ooo-1955 GOAL
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reway orows on a spot radio diet

With radio. floor-wax firm reached consnmers fast. doubled dealer outlets

4
, ou are <elling a household prod-
uct. A high-quality floor wax. which
costs two to two-and-a-half times more
than competitive products, The deal-
ers are sold because of the high mark-
up and profit vou offer. But somehow
the merchandise isn’t moving ofl the
shelves.

Your obvious problem: to =cll the
consumer.

But how?

The Trewax Co. of California wax
in just such a situation last summer.
story
and

too.

across to
that

It wanted to
consumers  quickly
stock. Radio got the nod.

Within month.
Trewax it had foind the way to aceel-
crated

el s
move

one results showed

growth: business zoomed  to

triple that of the same month the vear
Within five
had more than doubled its dealer ont-
lets in Nouthern California. Now.
than a year since the mitial air test.
70°¢ of its budget to

before. months, Trewax
l('hh

o
Frewax devotes

42

radio advertising.

Trewax’ trial of radio represented
the company’s first consumer advertis-
ing (the rest of the vonsumer budget
goes for ads in Sunset Magazine and
point-of-purchase material ). Since its
start in 1949, the company had man-
aged 1o double its sales volume every
vear solely by personal sales contact

with dealers. in-store merchandizing

00O

case history
A

publication  advertising.
Dealer aceeptanee was alwayvs high ])(’
cause of Trewax™ atiractive 107¢ nmll\-
up: but in mid-1951.
dealer stocks prompted the firm to ap-
proach the consumer direct.

In 1953

and  trade

slow-moving

Trewax  ad  expenditure

mmounted to $1,200 for trade adver-
tising.  In 1951 the company  spent

£10,000. This year. it has hoosted the
hudget to triple that amount, $30,000.
Of llns about $21.000 will go to radio.
mainly for ammouncement 's(‘]]C(]ll]Cb on
KBIG, Los Angeles. and KSFO. San
Francisco. From 75 to 100 announce-
ments a month are aired on each of
these stations, largely on daytime disk
jockey shows. Trewax aims to reach
the housewife. also the dealer as he is
driving 1o and from his place of
business,

Trewax Co. has come up fast and
radio to help it speed ahead
even faster. 1t is merely a babe of six
vears but is looking forward to pros.
peets that would do eredit to a much
older organization. Starting with the
£10,000 in business that it did during
it~ first vear of operation, 1949, Tre-

expects

wax' volume reached  $250.000 in
1954, The company’s 1955 goal is
$500,000, and by 1938, it hopes to

reach

£1.000.000.
(Please turn to page 94)

SPONSOR

D et
%o %a 0 e ate

$1,000,000 1958 Gf




We're selling more drugs in smiling San Diego.

20% more than in 1951
for a 1953 total of $24,168,000! (Sfs. Mgr. 1952-54)

More than is sold in Oakland,

~ Dayton, Memphis or Fort Worth!

We’ve got more people, making more, spending more,

and watching Channel 8 more than ever before!

WRATIHER-ALVAREZ BROADCASTING, INC.
REPRESENTID BY PETRY

America’s more market




lmm

NATS surreying nhf:  \ pation-
wide field study by a team of manage-
ment  experts. engineering  specialists
and film men condneted anmong uhf
outlets 1= planned as the fir=t major
<tep to e taken by National \ihliated
Televizion  Stations  inr helping  out
hard-hit uhf stations.

The NATS team. whose members
weren't cliosen as SPONSOR went Lo
press. expect to begin operations with-
in a couple of months. According to
a VATS source. the intention of the
survey is “to find the patterns of busi-
ne=x among uhf stations todav and to
studyv their nse of tv film syndicated
programs.”” The team will also stud\
uhfs problems in landing network

Tv film shows recently made available for .'syndication

aid national =pot television business.
NATS, as most admen now know,
i= a million-dollar corporation organ-
ized by General Electrie and National
Telehlin Associates.  Both the equip-
ment firm and the film syndication out-
fit have considerable stakes in a healthy
growth of uhf televizion. NATS will
function primarily as a management
consultant and as a source for v film
programing (from NTA’x libraries),
as well as a source of financial assist-
tance to hard-pressed stations.
NATS oflicials denied reports that
the corporation will serve as the basis
for an entrv bv General Llectric into
the field of network broadcasting, ei-
ther in the fashion of RCA or throngh

a "film network™ operation (such as
the tie-up between the Vitapix group
and Guild Films). No sales plans have
heen announced by NATS, and no
“aroup package” film availabilities are
likely to be pitched in the near future
to agencies and advertisers,

Four officials of NATS have been
named o far. Thev are: Joseph Just-
man. president of Motion Picture Cen-
ter Studios. as board chairman; Elv
landau. NTA president. as NATS ex-
ecutive v.p.: Oliver Unger. \TA execu-
tive v.p.. as YATS v.p.: and Berman
Swarttz. independent film producer.
as secretarv-lreasurer.

Trends in (e film shows: |ike 1lol-
Ivwood prodnct. tv filin programing
often runs in cveles. usually sparked
by the success of earlier shows that
have set a new pattern. In the latest
crop of video film offerings (shows in
pilot stage or production are reported
in film program chart in this section)

(Please turn to page 16)

Programs released, or shown in pilot form, since 1 Jan., 1955 §
TR
Show name Syndicator Producer | Length | No. in series l Show name Syndicator | Producer | Length | No. in series
i o ADVENTURE o T DRAMA MYSTERY
Adventures of Officlal Sapphire Fiims 30 min in production Paris Preclnct MPTV Etoiie 30 min. 39
Robin Hood . . Sheriock Holmes MPTV Sheidon Reynolds 30 mln. 39
Adventures of Official Towers of London 30 min in production a
Scarlet Pimper- e T T
nel MUSIC
Captain Gallant TPA Frantel 30 min 39 S e
Jungle Jim gcreen Gems gcreen gems 38 m:n I (Pilot) Bandstand Revue KTLA KTLA 30 min 6
Rin Tin Tin*® creen Gems creen Gems 30 min ;
Seldiers of MCA-TV Revue 30 min In production Bobby Breen Show Bell Bell 15 min. 1 (Pilot)
Fortune** Spade Cooley TPA Cooley-Miller 30 min. in productlion
*Avadable jn markets not currently boueht by Nahisco. Story Behind Randall-Song Ad 30 min I (Pllot)
ccSponsored hy T Up in 120 markets, but nrany are open on alternate week basis. Your Music
This Is Your Officlal Jack Denove 30 mln. 26
_ Music
COMEDY - -
SPORTS
The Goldbergs Guild Guild 30 min. In production
Great Gliderslceve NBC Film Dilv. NBC TV 30 min I (Pilot) Jimmy Demaret Award Award 15 min. In production
Little Rascals Interstate Roach 10 min. 22— reel Show
(‘Our Gang'') 20 min. 70—2 reel
Looney Tunes Guild Warner's 15 min. to Library
one hour VARIETY
You Can't Take It  Sereen Gems Screen Gems 30 min. 1 (Pllot)
With You
Eddie Cantor Ziv Ziv 30 min. in production
Comedy Theatre®
DOCUMENTARY *Show s sponsored by Rallantine In 26 maikels, is aired In total of 201 markets.
Key to the City Hollywood Tv Hollywood Tv 15 min. 7 WESTERNS
Prod. Prod. -
Living Past Flim Classlcs Film Classles 15 min. 7 q
Mr. President Stuart Reynolds  Stuart Reynolds 30 min. 3 Ge;zual;!ry—Roy MCA.-TV Renublic I hour 123
Buffalo B8ill, Jr. CBS TV Flying A" 30 min, In production
DRAMA, GENERAL Stevo Donovan, NBC Film Dlv. Vibar 30 min. 39
Western Marshal
Celebrity Theatre® Screen Gems Screen Gems 30 min. None D - s
Confidential Flle Guild Guild 30 min. In production WOMEN’S
His Honor. NBC Fi'm Div. Galahad 30 min. In production
Homer Bell
Sclence Fletlon Zlv Ziv 30 min. In production it's Fun To Guiid Gulld 15 min. 156
Theatre Reduce
Wrong Number! John Christian John Christian 30 min. i pilot) Life Can Be ABC TV Films  Trans.American 15 min. 5 (nllots)
Very s dlar to Soreen Gems' Ford Theatre © Pllot uiercessary Beautiful

44
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fCven a guppy (to say nothing of the
nognificent specimens shown here)
kan be made to sell for you, tell
pll about your product, and—
what is very important — get
our message right every time,
gverywhere, without chance of
nisquote. Easy and economical,

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

(3

" y or W. J. GERMAN, INC.
East Coast Division Midwest Divisian West Coast Di Agents for the sale ond distributian of Eastmon
342 Madison Avenue 137 Narth Wabash Ave. 6706 Santa Moni 4 Prafessianal Motian Picture Films
New Yark 17, N. Y. Chicaga 2, llinais Hollywood 38, Califarnia .

#ye, you shooting your films IN COLOR? You should be! You'll ke n

-



Another good investment when you
want to keep three markets under con-
trol (for the price of one) is WIJAC.TV.

Hooper consistently shows WJAC-TV:

FIRST in Johnstown
(a 2-station market)

SECOND in Pittsburgh
{a 3-station mariet)

FIRST in Altoona
{a 2-station market)

Play ftor keeps in Southwestern Penn.

sylvania. Buy the 1 that covers 3.

SERVING MILL ONS FROM
/ ( ATOF THE ALLEGHENTES

JOHNSTOWN - CRANKEL G

Cet full detals from your KATZ man'

16

FILM NOTES

(Continued from page +4)

some interesting trends are evident:

e “Animal star” films: With Screen
Gems" Rir Tin Tin and TPA': Lassie,
now high on the rating lists, it’s only
natural to expect more “animal” film
show:. And more are on the wav.
The first 20th Centuryv-Fox feature
film property to be adapted for a tv
film series will be My Friend Flicka.
GAC-TV. a :ubsidiary of General Ar-
tists., will be sales agent. Ziv. mean-
while. has signed writer John Warren
Adams to prepare an adaptation of
Black Beautv which will be launched
az the =<econd Ziv

1955.

show series for

o Addventure shows: With produc-
tion already rolling in Europe on three
different cloak-and-sword series. the
trend now seems to be continuing.
TPA is reported trving to sign Alfred
Drake to plav the lead in a filmed
series to he based on Dumas’ Count of
Monte Cristo. The succes: of tv West-
erns i: further underlined by the re-
cent deal between Republic Pictures
and MCA-TV in which the talent agen-
cv's syndication offshoot will handle
the distribution of 123 hour-long Gene
Autrv and Rov Rogers films never be-
fore on tv.

e Musicals: Once considered a bar-
ren territorv by manv tv film produc-
ers. musicals. such as Liberace and Flo-
rian Zabach. have proved real money-
mahers. .\ number of new ones are on
the wav. Guild plans a series with
Connie Haines. with production start.
ing this summer. Song Ads a com-
mercial jingle producer. has filmed a
pilot of Story Behind Your Jong. with
Oscar Levant. TPA 1. launching its
new Spade Cooley film series with a
major sales push. KTLA. Hollywood.
i« svndicating its Bandstand Revue.
has three epizodes already filmed.

e Dramas: With the market fairly
well filled with “plavhouse™ tvpe se-
riez. producers are now relving on
costcutting technique~ and fresh an-
cles to make dramatic programs suc-
cessful.  John Christian’s pilot  of
Wrong Vumber. a plavhouse serles re-
volving around misplaced telephone
calls. was shot in three davs for only
211.700. New York’s B-F Produc-
tions has: signed Judith \Ander<on to
star in a one-woman tv drama series
of readings from the Bible. with pro-
duction to start when she returns to

New York from a Paris engagement.
Situation comedies. of which there are
many in film syndication. now tend to
be based on big-time. proven proper-
ties. Guild is now launching The Gold-
bergs. and Screen Gems is showing

pilots of You Can't Take It With You.

Quick closeups: (General Teleradio
has been using time on Mutual': eve-
ning lineup of radio crime and myvstery
shows to do a long-range buildup for
its Gangbusters tv film zeries. It works
like this. The radio promotional plugs
boost a theatrical feature version of
the cops-and-robbers show which GT
controls, and urges listeners to query
theater owners on when they’ll see it.
Reason: the theatrical film. composed
of three tv film episodes joined to-
cether. must play off its theatrical run
before the half-hour tv film series can
be released.

The roster of major Hollvwood com-
panies involved in tv film activity
keeps growing. Latest arrival: Para-
mount, which has owned tv outlet
NTLA for vears. Paramount intends
to rent :pace to independent produc-
ers on its movie lots. and to produce
its own telepix. which will probably
be svndicated through MCA-TV. Para-
mount has had a looking-over-the-
shoulder link te a tv film production
setup in the familv relationship of
Barnev Balaban. Paramount president.
and Burt Balaban. producer of the
Princess Pictures feature films for tv.
Other majors in the tv film act: Co-
lumbia Pictures. 20th Century-Fox.
Warner Bros.. and Republic.

+* +* +*

Tv films don’t have to be brand-
new to be ucces:ful. Interstate’s
Little Rascals series. the old Hal Roach
Our Gang comedies. have now been
sold in some 40 citie:. On WPIN. New
York. for example, the fully-sponsored
serie- garnered a 12.8 ARB and an
11.5 Pulse dailv average rating. and
has been outpulling network tv com-
petition. Some of the kid plavers.
incidentallv. are tv star- in their own
right todav. Jackie Cooper and Dick
Moore make frequent tv dramatic ap-
pearances. Nanette Fabrav is a star
on Caesar’s Hour on NBC TV. Alfalfa
Switzer has plaved several tv film
roles. e
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Is This
“COVERAGE”?

THIS HALF
T;
" NEBRASKA'S
d | OTHER

[ BIG MARKET.

- e e © e - e—

YOU’RE HALF NAKED IN NEBRASKA COVERAGE
IF YOU DON'T REACH LINCOLN-LAND

42 rich counties with a population of 642,250

e Vimgy, 207.050 families. KOLN-TV reaches over
- J/,p ,%/j/c; ,_(/)/((/('(/”J 125000 families unduplicated by any other station!
WKZO — K ALAMAZOO _ . ]
WKZO.TV — GRAND RAPIDS-KALAMAZOO The KOLN-TV tower is 75 miles fromm Omaha!

WJEF — GRAND RAPIDS

WUEF.FM — GRAND RAP M Thie 13 S

USRI R e A I'his Lincoln-Land location is farther removed from

KOLN.TV — LINCOLN, NEBRASKA
Associsted with

WMBD — PEORIA, ILLNOIS

the Omaha market than is Cincinnati from Daytou,

Buffalo from Rochester or Lancaster from Philadelphia.

KOL“ -Tv cOVERs LINCOLN-LAND—NEBRASKA'S OTHER BIG MARKET

CHANNEL 10 e 316,000 WATTS = LINCOLN, NEBRASKA

4 DUMONT

A ery -Knodel , Ine. 5 Exclusive National :/\70;)1’04 entatives

4 APRIL 1955 47



Dan Daniel

Bart Darby
Sterling Brewer

Star. of News, Sports, Weather

5:45 to 6:00 PM, Monday-Friday

Stars Sell on

Alabama’s

oreatest TV station

w@mr

News! Sterling Brewer gives five
minutes of the latest, assisted by
Photofax, a service exclusive with
WABT in Alabama, which brings
pictures from all over the world in
just minutes. Sports! Dan Daniel
with Photofax pictures, latest scores,
features, and often top sports people
as guests, Weather! Bart Darby
points it out on the weather map.
The show 1is Alabama’s “Home
Edition.”

You can SELL

Your Products
to Alabama folks

If you TELL

them on programs

they enjoy seeing

Represented by

BLAIR.-TV

48
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New developments on SPONSOR stories

See: “Cohe’s new look™

Issue: 21 February 1935, page 10
0 0 Sllbject: Cocea-Cola*s firsl singing commerecial

gets good bottler support

Bottlers are enthusiastic about the first Coca-Cola singing com-
mercial issued by the Coca-Cola Co. itself. (Bottlers. in the past.
made their own air jingles.) Some 100 of the firm’s 1.056 bottlers
are now using the jingle on local radio stations. =ays a D’Arey
agency spokesman. But, explains the agency. the jingle is really
just getting under way (it had it~ first airing on 12 January):
hottlers are requesting it all the time and eventually the agency
expects 800 to 900 of them will be using it.

One of the stations carrying the jingle is WFBI., Syracuse, which
airs the message six times a day. This schedule was placed by the
manager of the Syracuse Coca-Cola plant. Wilbert R. Spier, who
holds this viewpoint on radio in relation to Coca-Cola: “Coca-
Cola and radio have one important thing in common: they are both
ever-present. We can’'t afford to overlook a medium that follows
our custmmers wherever they go.”

A video version of the jingle, in cartoon animation. was released

23 March on Coke's Eddie Fisher show (NBC TV). * Kk x

Sce: “Five ways to promote your iy
program”’

Issue: 20 Oect. 19352, page 40
0 0 Sll])ject: Unusnal film trailer helps promote

Omnibus on tv stations

A new departure in the promotion for CBS TV’s Omnibus by the
Ford Foundation has met with signal success.

Starting in January. the Foundation distributed to the tv stations
which carry the program a 60-second film trailer designed to be
used every week. along with new voice-over copy to be supplied
cach week.

The trailer. developed by Film Graphics at a cost of $2.000, is
an animated one-minute “drama’ using house scttings and stylized
characters—mother. father, son, daughter. Fach member of the
cartoon family drops what he is doing and rushes to the tv set when
the time for Omnibus arrives (see cut). The last several seconds
are devoted to Omnibus “sunburst™ signature and titles.

Stations have responded most favorably and have given the
trailer an excellent play considering itz difficult-to-schedule  60-
second length, according to George M. Benson. Fxecutive Associate
of Ford’s Tv-Radio Workshop.

[

L
1_

Trailer cost was kept low by limiting animation, "sets” and camera movement
g
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91.7% of ihei':ru.mI families

in our 41 counties
- listen MOST to

JAY !

%

THE CITY FAVORITE, TOO!

November, 1954, Hoopers for Fargo-
Moorhead show that WDAY gets
mote than three limes as many day-
fime listeners as the next stalion!

—
h\’ERY survey that's ever been made around direcetions. Each was asked, “To what one radio

these parts has shown the tremendous prefer- station does vour family listen the most?”

ence for WDAY. The latest, conducted by the
Of the 1.681 replies, 1,541 said WDAY!

Northwest Audit Company of Fargo, gives
WDAY a lead of 32 to I over the next-best sta- - . . .
T'he survey covered 41 counties in North

tion and 11 to I over all other stations combined! . . .
‘ Dakota. Minnesota and South Dakota. and gives

A double posteard was mailed to 3.200 rural you a good idea of the reception WDAY gets in
families living within 150 miles of Fargo, in all this arca. Get the facts from Free & Peters.

WDAY

FARGO, N. D.
NBC ¢ 5000 WATTS « 970 KILOCYCLES
FREE & PETERS, INC., Exclusive National Representatives
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RAB finds night memorability and penetration high

The Radio Advertising Bureau has
been condueting tests to determine the
penetration and memorability of night-
time radio in television markets. To
do so. the RAB advertised Blue Coal
in San Diego. where it was unknown
and a clothing retailer over Houston
stations. though his nearest store was
more than 800 miles away.

The Blue Coal ad wax aired 52 times
in a two-week period in San Diego
while the temperature was in the 70’s.
Four days after the test ended. Pulse
found that 119 of the San Diegans
tested 1ot only heard but retained the
main sales elements of commereials,

Houston lheard 20 one-minute an-
nouncements during a one-week test

GE discovers big youth
market exists for radios

General Electric has geared its radio
sales largely to the teenage audiences
after discovering (by an analysis of
warranty cards=) that a vast. almost
untapped teenage market exists for ra-
dio today. 1t was dizeovered that half
the total dollars spent for home radios
during a test period came from young-
sters in the 11-10-21 age bracket.

With the youth market at an all-time
high in 1955, a survev by the Gilbert
Youth \arket Engineers. who re-
searched the freld for GL. estimated
that the highly impressionable vonth
group will number 30 million Dby
1960. With this huge audience avail-
able for their selling program, the GE
radio sale< and promotion departments
are having groups of leenagers visit
G retailers and report how displays
and merchandising approaches appeal
to the voung buyers,

Interviews made by the Gilbert sery-
ice sought 1o find oumt how the teen-
agers acquired their present radio sets
and how mach influence the vonng
people had on family purchases of ra-
dio equipment. The findings indicat.

50

period. and 1277 of the people tested
several days afterwards could correct-
ly identify the advertizer by name.
RAB director of National Promotion
J. Norman Nelson commented, “The
important fact that is emerging from
these tests is that you can influence a
sizable amount of people in any mar-
ket in a way that they will remember
it for many weeks by the use of eve-
ning announcement radio no matter
how 1nuch tv and newspapers compete
for attention. We feel that we will
prove eonclusively this year that. dol-
lar for dollar, evening radio will leave
a more lasting hmpression on more
people than any other form of adver-
* k%

tising.”

ed that the influence was considerable,
and so Gl is moving in the sales di-
rection they feel will appeal to this
huge market. * X X

NBC Radio tells admen
how to sell travelers

ABC Radio Network is calling at-
tention of advertisers to radio audi-
ences interested in travel through pro-
motion of its NBC Travel Bureau. A
five-minute informative program with
lorace Sutton. it is broadeast Satnr-
day at 7:00 p.m, and Sunday at 7:55
p.m.

The promotion was a “passport” of
approximately the correct size and col-
or with 14 pages of information on
the show and its drawing power among
listeners interested in travel items, *%%

WOOD-TV has 2-in-1
(r control room in use

WOOD and WOOD-TV have begun
operations  from  their new 30,000
square-foot Grand Rapids studio. The
spanking new three-story bunilding is
located on two acres of land, and fea-

turex a “relatively unique™ single con.
trol room— the idea being that quick
hifts from one tv studio to the other
can be performed with a minimum of
personnel. All of the studio space was
constructed with larger dimen=ions
than are needed at present to accom.-
modate the color equipment that
WOOD-TV expects to install in the
future. * ok %k

New single control room serves two tv studios

Plane receives (v shows
on NY-Bermuda flight

What is thought to be the first suc-
cessful demonstration of television re-
ception in flight was held on a Pan
American clipper on a recent flight
from New York to Bermuda by Charles
Mauer, field representative for Syl
vania. The 21-ineh set installed in the
clipper’s lounge picked up 12 different
channels from cight cities while flying
300 miles out at sca. The cities were
New York, Boston. Philadelphia, Wash.
ington, Baltimore. Norfolk, New Lon-
don and New Haven. X X X

Baltimore broadcaster
invites Russians there

Stations WBAL and WBAL-TV, Bal-
timore, have wired the Institute of In-
ternational Education in New York in-
viting the 11 Russian editors who are
coming to this country to visit their
stations.  Suggesting the two stalions
as representative of “democracy at its
best as practiced by the broadcasting
industry,” Station Manager Leslie 11,
Peard. Jr., thonght that the wide range
of shows earried by the stations would
be of interest to the editors. LR

2.200 recipe booklets are
sold before publication

WLPO, La Salle. 1ll.. published a
booklet to plug its Recipe Roundup
The booklet, with the same
name as the show, consisted of 72

show.
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Are you looking
| /0, resulrs / rone

Vour trade

L
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paper advertising ¢

Please turu the page




M. Station Manager:

Are you lookmg for results from

your trade paper adoertising ?

“Sales
Results on
the trip
oere

eellent”’

%/Maaé </£44; 6/} /wwlﬁmz

TOB9 BANNOCK STREET DENVER COLQRADO - PHONE TAbar 6384
CHANNEL @

March 2, 1955

JOSEPH HEROLD
Stotion Manager

Mr, Edwin D. Cooper

Western Manager

SPONSOR Magazine f
6087 Sunset Boulevard

Los Angeles, California

Dear Ed: |

I found, while on a sales trip to New York, that timebuyers

do look at the ads in SPONSOR. KBTV ran a full-page ad in

the January 10th issue of SPONSOR which coincided with my

sales trip to New York. Quite a number of timebuyers mentioned
they had seen the KBTV ad and were quite impressed with the
story on the program ratings of KBTV.

Sales results on the trip were excellent and I am firmly con-
vinced that our ad in SPONSOR helped to pave the way in ccnnec-
tion with many of our sales pitches.

Kindest regards.

Sincerely,

// J eph Herold
( Jtation Manager |
JH:rls g




\ r % ‘ "\ \ 1000 WATTS CLEAR CHANNEL ; 3 D

- I‘ TELEPHONE 3-6428 CHARLESTON. SOUTH CAROLINA

| yr. Norman R. Glenn, publisher,
IrSponsor Publications Inc.

10 East 49th Street,
| Vew York 17, N.Y.

Déar Norm:

{ know you like "off-beat' letters. So bear with me and you'll
find this one fits that classification.

About three years ago ve entered into a national promotion

| campaign, using only SPONSOR, with a series of ads pointing up
pur "Pal' trademark and outlining the specielized negro
programming and high ratings at WPAL. We continued this ad

. schedule for two years.

During the period in which the ads were running I was constuntly

amazed at the strong identification of our little dog. After our

ads bad been running about six months time buyers would say,

“when I called, "Oh yes, you're from the 'little doggy' station." “(:)/% V)/C{s
?

All this leads up to the fact that since we've been out our

iideutification has slipped, and we need the push that SPONSOR can

provide.. y
/ 2 o

' So we'd like to reinstate our schedule of third page ads effective ')/0” rc ﬁ Om

with the first April issue once a monih for one year. Lots of

‘new time buyers in the business who ought to get acquainted with "Pal.*®

hould you ble good enough to send me a contract--same rate, I trust. f/zc) /[ff[g

doggy

station’’

Lourens
Executi%®¥e Vice President

Ii(‘)%"s what an ad <chednle in SPONSOR does for vour
station,  You're in the hwelieht.  And that's lmportant.

1 For theve are more than 3,000 sets of tv and radio eall letters fiehting for
the timebuyer's, account exeentive’s, and ad manacer’s attention. Your messaoe
eets the full attention of these deeision-makers in a top-rated prestize magizin
where 7 oout of 10 readers are in buying jobs (z2uaranteod eirenkation
10,000) awrd every word of editoral copy is beamed right at

thenr,  You can’t beat a buy hke SPONSOIR

THE

MAGAZINE RADIO AND TV ADVERTISERS USE




RADIOZARK

N\
A\

SHOW

TRANSCRIBED MUSICAL
VARIETY RADIO SERIES

Here's a top-rated show a
proven audience getter in any
market a prestige and sales
butlder for any product!

It's a combination of the best
of the “Fabulous Foley” and his
regular cast of Qzark Jubilee

network Stars big name
guest stars perfect produc
{ion

AVAILABLE NOW m
most markets ., . 3 to 5 shows
per week. For FREE AUDI
TION, information on I’ro-
motional Materials and down
to-carth costs in your area

o
CONTACT

John B. Mahaffcy @ F, E. Siman, Jr

ENTERPRISES, INC,

SPRINGFIELD, MISSOURI
PHONE 2.4422

NEW YORK CHICAGO
Plaza 1-3366 State 2.7494
MINNEAPOLIS DALLAS
Lincoln 5689 Prospect 3723
LOS ANGELES SAN FRANCISCO
Dunkirk 74388 Sutter 5568
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(Continued from page 21)

Any reason. I maintain, i~ reason enonglt. But where have
the local station and the network time <alesmen been? Where
have the distributors of ~vndicated tv film series been? What
kind of a job. for that matter, has the Curtiss agency been
domg on the<e gentlemen?

For a good part of the ~omewhat lengthy dinner. 1 made
like any or all of the above groups. I made like a gny who
believes in television ax an advertising medium because T do.
But when the veactions and rvesponses and counterattacks of
Messvs, Schnering and Olszyk weren't flabbering me. they
were gasting me.

Said 1. "Advertising expenditures in television have in-
creased cach vear for year< at the most tremendons rate ever
known to industryv. and the other media have been. for the
mo=t part. standing ~till or retrogressing.”™

O said the other side. “thev're spending tax money:
they're taken in by the glamonr of the big star~: theyre
fooled by the ratings. . . .”

“Evervbody gets up and goes to the kitchen, or talks to his
wife during the commereials" said reporter Norm Miller.

“That's a loose remark.”™ 1 ~aid. “Some people actually
listen 1o and wateh the commereials and zome of the eom-
mercials actnally sell good=.™

“Not hike newspapers” said the opposition. “Women buy
newspapers just 1o read the ad<. They make up their <hop-
ping hist~ from the ads. Tuke Philip Morrisc aren’t they drop-
ping | Lore Luev. the number one show in televizion. Why
would they drop it il it were doing a job for them?™

“Could be anv number of reason<" 1 <aid. “But another
advertiser i~ picking it up immediately. H it weren’t doing
a job, whyv would he do that?”

“He wants the prestige.™

“The onlv thing 1 ever wateh on television.™ sand V.
Schnering. “Are the fight<.”

“Yes sand Mro Olazyk, “and even with the fights. you only
get a good one every conple of month~. and tho~e turkevs
do the advertiser more harm than good.™

The dinner was great. the discus<ton was highly ~timulat-
g, But equally. a~ one thought about it later and think-
about it now. depressimg. I~ evervone in tv doing o great
that ~o shabby a ~elling job has been done on a manufac-
turer ol a nationally distributed candy Tine which gros<se-
S70 mithon per vear? Hev, salesnan, where art thon? SR

SPONSOR
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SATURDAY EVENING POSY

Has Conddisn ated Bob ¥ttt rass othior shawe with props Tthe the paper plute with uesspss § <o sowvan el th ae

ARE THEY THE

Funniest Pair on the Air?

Iy GEORGE SESSIONS PLRRY

NECEMBIIR 25,1954

Just to

keep you
Posted...

seripts? Rehearsals? Boband Rav use neither i addibbin thew way troush

mene than 20 hours ol nomsense @ week

that these frecaw heeling comedians i

RETY ALLEN o by tewse ot tor baw' oo mon heir acoon
ek A nad b ¥ e LRt o .
veg ¢ periorm b
w s be v
" e

Sy erthuecfosey Tl ovetncr I o
0 ril o 1o b }

(4 i wl Ruy

WBZ+WBZA

WESTINGHOUSE BROADCASTING COMPANY, INC.

pri—

Do

wBZ+WBZA * WBZ-TV, Boslon; KYW * WPTZ, Philadelphia;

KDKA * KDKA-TV, Pittsburgh; wowo, Fort Wayne;
KEX, Portland; KPI1X, San Francisco
KPIX represented by THE KaTz AGENCY, InC

All other WBC stations represented by FrEe & Pevers, INc,

4 APRIL 1955

Bob & Ray

NOW ON WBZ+WBZA

The clowns are back in Boston town. And all
New England’s laughing every weekday from
5 to 6 p.M. Women, tuned to the afternoon
serials, stay for Bob and Ray. The youngsters
dial a smile at 5 p.M., too. And during the
5 o’clock traffic rush you can follow Bob and
Ray from car to car.

Give your commercials the fabulous Bob
and Ray punch on New England’s most
powerful voice. Remember, you cover 51
counties, 6 states with WBZ+WBZA. For
availabilities, call Bill Williamson, WBZ
WBZA Sales Manager at ALgonquin 4-5670.
Or call Eldon Campbell, WBC National Sales
Manager, PLaza 1-2700, New York.
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COTTAGE CHEESE

NYLONS

~PONSOR: Poacock Daivies \GENCY : Direet
CAPSULE CASE HISTORY { one-month campuign by
the P k Dairtes increased sales of their non-fat cot-
! heese 12 over the same period last vear. One
annonncement was made every morning on the George
Da I3 ckeyvi Show. 7:30 aam. Vonday through
Naturday for f / The sponsor’s cost for this
amp was S80.

RO. Bakei~fie ld. Ca PROGRA\M: George Day Show

HOUSE DRILLS

<SPONSOR: The wally shop AGENCY: Diresl
CAPSULE CASE HHISTORY: 7o boost the sale of nylo Ry

stockings. The Sally Shop placed three announcemen

on CFJC. 1l three announcements ran the same day
At the end of three days 1.000 pairs of nylon s/ocl.‘ings;
selling at 09 cents a petr. had been sold. The sponsor

cost was S8.

CFJC, Kamloops. B. C. PROGRAM: Announcement "

1
.

ALMANAC

1

|
SPONSOR: MFA Mutual Insurance AGENCY: Direc

CAPSULE CASE HISTORY : WEA Mutual Insurance of
fered an almanac on the Bil MacDonald Down on the
Farm program. The initial mention brought 219 re
sponses. Two months later. after the offer had been mads

13 times. 1.195 listeners had responded. MFA sponsor

two five-minute segments of the Down on the Farm pro

gram. Fach program costs $308.

KIAD., Omaha IPROGRAM: Down on the Farn

~PONSOR: Scott Mitchell House AGENCY : Klores & Carter

CAPSULE CASEISTORY . To boost its mail tally and
prove the effectiveness of nighttime radio. WNAX of-
fered sets of Scow Mitchell House Drills for 32 a set.
The offer was repeated three times a week for four weeks
on the VAN Bohemian Band Show, 6:15-6:30 p.n.
Wonday through Friday. During those four weeks, 1.977
orders acere recetved and filled. The gross return iwas
83.951: the cost. <300,

WAAY, Yankton, s D, PROGRAVM: Bohemian Band

SPONSOR: Eddie Leonard Sandwich Shops AGENCY: Direcif

CAPSULE CASE HISTORY': Eddie Leonard had overd
bought on bread for Christmas Eve, a slow night for
sandwich business. Leonard called lLes Sand, whose all}
night disk-jockey program he sponsors Monday through
Saturday from 1:00 to 3:00 a.m. Sand ad-libbed coni-
mercials aronnd the “bread problem™ and all the bread
was sold out that evening. Yearly cost of the show for
a two-hour across-the-board segment is 520.000.

W W DC, Washington, D. C. PROGRAM: One to Six Showi
:

CUBE STEAKS

HOUSES |

SPONSOR: Bubl merchants AGENCY: Direct

CAPSE LI CASE HISTORY The merchants of Buhl. a
small Midwest 1n town, hod a “dollar day” promotion,
cach store featuring a special. To promote the event. 80
announcements were run on KLI' the day before, each
participating dealer getting three announcements.  The
dealers reported the largest traffic and business volume
n the history of the event. One grocery store sold 1.100

Le steaks, its special for the day. The cost jor cach
participant acas $10,

\ PROGRANM: Annonncements

SPONSOR: Brightwell Consir. Co. AGENCY : Direct

CAPSULE CASE HISTORY: To sell new houses, Bright-
well Construction Co. bought three 15-minute programs§
on W DI"A consisting of a transcribed “tour™ of the new}
house. and nine 30-second announcements. The cam-
paign lasted for five days. In the nco-month period fol-
lowing the radio schedule 25 houses were sold. The cost
of the radio campaign was $92.75. To express satisfac-
tion with the results, Brightwell treated the WDV A staff
to a steak dinner.

WDV A, Damille. \a. PROGRAM: Announcements



. WAVE

you don’t buy the hills—

TOU BUY THE GOLD?

To do a good radio job in the one really “golden” Kentucky market,
you don’t have to waste money digging far back in the hills.

WAVE GIVES YOU KENTUCKY’S BRIGHTEST MARKET —
AT THE RIGHT COST. WAVE’s 509, BMB daytime area almost
exactly coincides with the rich Louisville Trading Area, which

accounts for 42.5%, of the state’s total effective buying income.

GILT-EDGED PROGRAMMING—NETWORK AND LOCAL.
WAVE is the only NBC station in or near Louisville. Local
programming is top-drawer, too. Our staff numbers 62 good people,
44 exclusively for on-the-air radio activities.

Dig that WAVE, and you've got the gold! NBC Spot Sales
has all the figures.

: WAVE . 5000 WATTS
LOUISVILLE NBC AFFILIATE

Qi) seor saros
' National Representatives

&




T0 SELL
JACKSONVILLE

(and therich Northeast
Florida market .

BUY

WIHP-TV

Channel 36

88§
76,500 UHF SETS-IN-USE

§§%

ABC < NBC < DuMONT
Television Networks

§§%

For rates, availabilities, and oth-

er information, call Jacksonville
EX 8-9751 or New York MU
7-5047.

8§

WIHP-TV

JACKSONVILLE, FLORIDA

216,000 watts

on Channel 36

Represented nationally by
John . Perry Associates
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Ed (Shepherd) Mead

agency profile

“Advertising is really the main place where a writer can make
money,” says Ed (Shepherd) Mead, BAB's v.p. and radio-tv copy
chiel. who’s proved differently with several money-making satires, in-
cluding a best-scller, “How to Succeed in Business Without Really
Trying.” (The book, incidentally, is just now being shaped into a
Broadway play.)

“Writing is an incurable disease,” Mead continued, blowing the
dust off a copy of his first novel, “The Magnificent Maclnnes”
(19149}, which usually sits on the shelf hehind his desk. This novel
was recently put out in pocket book form by Popular Library. A
few weeks hefore this event. Charlie Heckelman. editor of the paper-
bounds, called Mead to check on a new title for the novel.

“We think “The Glorious Virgin® is a good title,” said he.

“Great.” Mead agreed. “011]\ there aren’t anv virgins in the
book.”

P.S. s paper-bound title is “The Sex Machine.” No questions,
please.

When not gnawing upon the hand that feeds him by writing
satires about radio. tv and advertising. Mead writes or approves
of all radio and tv commerecials turned out by B&B. Since the
agency billed $37.5 million in air media in 1954 (sce air billings
of top 20 radio-tv agencies in SPONSOR, 13 Deccmber 1951), Mead’s
job is considerable.

T the first two months of 1935, B&B produced a total of 486
live and film commereials to go on network, 435 live and film com-
mercials telecast locally. As of 1 March 1955, 10 B&B clients were
using tv. for 21 different products over more than 45 tv programs.

“A commereial is only as good as the sales it produces.” Mead
told spoxsor. “Therefore, it’s often dangerous to use humor within
commereials, Of conrse, you can do it with soft «drinks or candy or
other low-cost items. But when vou're selling high-priced items that
are infrequently bonght, like lefn"(‘lalme. donl do it with gags—
do it with 111[01111:11m11.

A =uburbanite when not an agencyman. Mead has produeed in
his spare time five novels. innumerable plays, a daughter (nine),
two sons (six aud three).

“My wife and T ration tv-watching for the Kids,” savs VMead. “Of
course. there are some programs that they can get a lot out of . * * *

V.p., Radio-Tv Copy Chief
Benton & Bowles, New York

SPONSOR
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(Continued [rom page 50)

pages of recipes submitted by program
listeners. The pre-publication cost of
the book was $1 per copy, and listeners
in nine counties sent in more than
2.200 orders before anyone had seen a
completed copy. All promotion was

done on WLPO.

Statioun supplies mats to
54 Arizona newspapers

A broadcasters’ matted feature serv-
ice is being made available to 74 news-
papers in Arizona with a combined cir-
culation of over 210,000. The features
are written by Dan Schwartz of KPHO
radio and tv, and have already been
picked up by 5% papers in the state.
“Standby,” the weekly service, has a
column of news notes and anecdotes,
a household hint section, and a “be-
hind the seenes” picture section. * * *

RCA produces color film
to sell new tv line

To introduce its 1955 tv set line,
RCA has completed a 22-minute musi-
cal comedy color film for showing to
dealers. Music and lyrics were by Ray-
mond Scott. leader of the Hit Parade
orchestra on NBC TV. Entitled “The
Big Change,” the film stars Judy John-
son, formerly of Your Show of Shows,
and CHff Norton. The film was shot
at NBC studios in New York.

Release date is not vet set but is ex-
pected to be some time in May. * % %

Briefly . . .

After more than five vears on tele-
vision, What’s My Line has been made
into a newspaper game. Goodson and
Todman, the tv show producers, have
turned the newspaper version into a
puzzle with a series of jumbled words
that are solved to reveal an occupa- |
tion identified by associated words in |
the clues.

* * *

TV Classified, a 15-minute daily
show, has been pronounced a “huge
success” by Jack S. Atwood, station
manager of WCSH-TV, Portland, Me.
Though only four months old, the
show already has gained much popu-
larity with viewers and advertisers
alike. Help Wanted, Positions Wanted,
and other classified categories are part
of the program’s format.

(Please turn to page 95)
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CBS for CENTRAL OHIO

consistently
first choice
in the

Columbus Market

20 top
puilse
rated
programs

ASK
JOHN BLAIR

COLUMBUS, OHIO
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lime

It’s Spring, and NBC Radio is growing everywhere you look!

Growing new business, for example. During the past season, NBC
Radio signed up $16.116,000 in new business — a 165% new-billings
tucrease over the previous season. I'ifty sponsors are making sure,

through new time buys, that their advertising bears a cash crop.

The reason? New programming ideas and sales patterns in NBC
network radio — like the Mary Margaret McBride and Dr. Norman
Vincent Peale morning strip shows, the widely acclaimed Brographies
in Sound, and the exciting new concepts to be unveiled shortly. All

of them represent a creative approach to radio as a modern medium,

filling a special and vital role in people’s lives.

Yes, it’s Spring at NBC, and things are stirring. It's a time

of growth, of vitality and movement.

Need a Spring tonic?

b.’l'(‘ltmg thuzg.s‘ are happemng on

ﬂﬂ‘[ﬂ Radio

A

Companies making

new investments in

NBC Network Radio
during °5455 season:
Allis-Chalmers
Wanufacturing Company
MAllstate Insurance Co.
American Dairy Assoctation
American Motors Company
Armour & Company

Buick Motor Division,
Ceneral Motors Corporation, \

Brown & Williamson
Tobaccn Corp.

Calgon, Inc.

Carter Products, Inc.

Coast Fislieries

Crosley Division,

AI'CO Manuvfacturing Corp,

Crowell-Collier
Publishing Company

Cuartis Pnblishing Company
D’Con Company, Inc.
Dodge Division,

Chlrysler Corp.

Docsliin Products Inc.
Frawley Manufacturing Co.
General Foods Corporation
General Motors Corporation
Gillette Safety Razor Co.
Harian Publishing Co.
Hudnut Sales Co., Inc.

Kiplinger Washington
Agency, Inc.

Lever Brothers

Lewrs Howe Company

Liggett & Myers Tobacco Co.
Mars, Inc.

Merit Plan Insurance Company
Miles Laboratories, Inc.
Mytinger & Casselberry, Inc.
Nasl-Kelvinator Corporation

Oldsmobile Division,
Genceral Motors Corporation

Pharntaco, Inc.

Plymouth Motor Corp.,
Division of Clirysler Corp.

Q-Tips, luc.

Radio Corporation of America
Reson Sales

Rexall Drug Co.

Rhodes Pharmacal Co., Inc.
The Murine Company, Inc.

The National Lifc & Accident
Insurance Co., Inc.

The Prodential Insnrance
Company of America

The Qnaler Oats Company
The Texas Company

The Toni Company,
Division of the Gillette Co.

The Travclers Insurance Co.
Vitamin Corporation of America
. P. Fuller & Co.

W ebster Products

Mhite King Soap Co.



1,000,000 customers in

the TSLN coverage area

are Spanish-speaking...

Actually, well over half the
population covered by the
Texas Spanish Language Net-
work is Spanish-speaking. In
the Lower Rio Grande Valley
it constitutes 76% of the
population, in El Paso over
60% and in San Antonio 49%.
Together they offer adver-
tisers a combined market of
1,000,000 Spanish-speaking
customers. And you reach this
market most effectively
through the T S L N.

TEXAS SPANISH
LANGUAGE NETWORK

KIWW XEQO-XEOR XEJ

San Antonto Rio Grande El Paso
Valley

Represerted nationally by

NATIONAL TIMES SALES
New York - Chicago

HARLAN G. OAKES & ASSOC.

Los Angeles « San Francisco
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(Continued from page 10)

television viewers are surfeited with situation comedies of the
domextic variety which always revolve about a 35-year-old
father and mother and their two ex casperating but tvpically
adorable voungsters. [ don’t believe there is anything un-
sound i the formula. 1 realize (after re-reading a recent
colunm of my own) that there certainly are grounds for
ready identification =ince <o many of us have wives and ex-
asperating yet adorable children. However. I do believe one
thing is working hard against the formula.

It is <imply that the trying problems of suburban or urban
life faced by this couple are oo much with us. are too typical.
In other words, they afford u= little or no escape.

The tenzions in the lives of the Nelzons. Youngs. Thomases,
et al, are so close to home that many of us, subconsciously,
at least. want to get away from them. What we get vicarious-
ly from these suburbanites ix not pleasure but uneasiness,

This is the reason that a Lassie tvpe show has adult ap-
peal—its bueolic setting, uncomplicated by refrigerators and
cradle phones and MG’s: in other words, its escape is com-
plete. And since tv is basically an urban and suburban me-
cium we all get a chance to live on a farm with Jefl and
Mom and Gramps, just as all of us secretly long to do even
if we were born on North Michigan Blvd. or Lexington Ave.
That’s why | IR et to see a rash of rural vehicles trotted
out for nexi vear’s television.

Point Number ||1rce: A fervent plea 1o the Nielsen people.
This ix a subject I may devote an entire column to at a later
date. But for now—ecan’t vou folks be faithful to your own
preceptz and print the Average Audience figures up big and
black and relegate the Nielzen Ratings which now get top
billing to the tiny fine type? You are the first to say it’s
wrong to compare the dissimilar and that hour and hour-and-
a-half long programs shouldn’t be compared rating-wise with
half-honr <hows per se. But vonr present format invites
these comparisons.

By ~o doing. a lot of advertisers with a ~ingle commercial
in a lengthy epic think they are getting the benefits of the ac-
cumulated audience (which a Nielsen Rating is). while the
average andience size (in so many cases. drastically smaller)
more aum.nl«]v reveals the numbers available during the
commercial. The present black type is doing a big job fm the
so-called spectacnlars and a great deal of harm to the best
form of tv advertising: weekly programing! *oEK

SPONSOR
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We Don’t Like Competitive Ads

But every now and then the boss insists that we do one. afternoon, and night, our program boys outrun the field.
After all, he says, if your merchandise is judged better (by By a healthy margin...on three rating services, yet.

. i ?
impartial experts), why be bashful? That always stumps us. So that's the way it is. If you want a cinch winner in

Seattle, it’'s KING-TV. A sure thing. And who wants to put
Now let’s get into this Seattle rating picture. KING-TV is his advertising dollars on a long shot these days?
so far out in front that it’s embarrassing. Sort of feel

So we do a competitive ad. As painlessly as possible.

like Roger Bannister lapping one of his opponents. Morning, :
Channel 5—ABC FIRST IN SEATTLE

100,000 Warts W
- KiNG-TV
Ask your BLAIR TV Man
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How effective are radio commercials when the audience is

doing something else while listening

AMERICANS LIVE THIS WAY
By Gerhart D. Wiebe

Research Psychologist
CBS Radio, N. Y.

Judging by what
we learned n a
recent =tudy. ra-
dio  commercials
are highly effec-
when
share alten-
with
quite demanding
We
found in a recent survey of motorists

on the Jersey Turpike that approxi-

tive
l}l(‘}
hion

even

other

tetivities.

wately 75 of those who had listened
to a program on their car radios re.
membered and could repeat substantial
portions of the commercial messages.
(The umaided  recall.
The conducted  he-
tween a few minutes and an hour after
the end of the progrant.) Motorists, of
course. are people with divided atten-
tion.

I'(‘.\])Oll.‘(‘.\' wWere

mterviews  were

unusual i this
regard. Americans arve people with di-

Motorists are nol

vided attention. The 1dea of nndivided
attention is a pipe-dream. Faen under
laboratory  conditions,  psvehologists
doubt that undivided attention can ex-
ceed five seconds, and what advertisers
can evar put their prospects in such
Fortn-
natelv. advertisers don’t need to worry

an ideal laboratory  setting?
about  that ]minl. for conteniporary
\mericans have become expert i cop-
ing  with simultancons  demands for
atlention.

Perhaps a more realistic approach
to the sn}»jvrl of divided atention s
for advertisers to set up ~ome ~uch
voals as these: (1) Gain some atten-
tion: 2y focns this attention where
von want it: 131 iy o advertise o

64

that the other things within the range
of attention will tend to help. or at
least not hinder the effect of your
message.

Radio advertising compares favora-
blv with competing media on these
three points:

1. Radio commercials do get their
full share of attemion. There are no
pages to flip, no pictures to walk away
from.

2. In radio advertising, the voice
and the niessage are one thing., In
competing media. the attention-getier
may be separate from the selling mes-
sage. So. for example. vou mayv get
attention for a picture. but not for the
niessage,

3. In your vadio advertising. vou
control the time of day your message
is delivered. Thus. you can gear into
appropriate living habits.  And since
vou don’t immobilize the members of
vour audience, vour advertising is re-
ceived in stride as a part of ordinary
active hiving,

Do they veally listen?

Radio advertisers know by
now that their messages of-
ten reach people while they
are engaged In some “con-
current” activity. What fac-
tors promote closer attention
to commercials? How can an
advertiser time his commer-
ctal  for maxinnun  effeetive-
ness? SPoxsok’s preked panel
provides some lknowledgeable
insight ito  these questions.
In addition 1o the opinions
these

appearing  on pages.
Dr. Ernest Dichter airs his

views on page 90,

a forum on questious of current interest

1o air advertisers and their ageucies

’

I this contest the listener’s divided
allention may actualh work to your
benefit. You team up his “other™ ac-
tivities (thing~ he wants and needs to
do) with vour message (:omething
vou want him to do). This is one of
the unique assets of radio. It nioves
right along with the quick-step tempo
of contemporary American life.

PITCH MUST EARN ATTENTION

By Raymond K. Maneval
Vice-President

Sehiwerin Researehh Corp.. N, Y,

Without meaning
to be [acetious.
I must begin by
saving that it de-
pends on the
“something elze.”
I the housewife
s rununing a
vacuunt  cleaner
while the radio is

#

il el S
on. the effectiveness loss i< just about

total. 1 <he’s knitting, there may actu-
allv bhe an effectiveness plus: a mind
free of “guilt feeling™ over work left
undone can he espeeiallk veceptive.
In the latter connection. 1 might
point out that the effect of television
in driving radio from the living room
and imo other parts of the house has
been accompanied by something of a
change in the techniques of listening.
By this T mean that the radio is sy=-
tematically used ax an accompaniment
children’s home-
work. mother’s Kitehen work, father’s
workbench  muelr more than in the
pazt. The resolt has heen the creation
of more “trained people
whose ears almost instinctively aceept
what they want to hear and reject what
doesnt interest them.

to other activities

listeners™

kRd
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It therefore is more important than
ever belore that the radio commercial
carn the listener’s attention. Horace
Schwerin pointed out in the 1930’s
that the great mass of radio commer-
cials neither interest nor irvitate but
are indifferently received. and he
coined the term “psychological deaf-
ness” 1o define this state. And it re-
mains true today that advertising in-
ability to put across the message even
under ideal listening conditions is an
even greater problem than distraction,
disturbance and diversion.

RADIO'S PLANNED ‘COINCIDENCE’
By Richard J. Puff

Director of Research and Planning
Mutnal Broadcasting System, N, Y. \
Radio is a “con-

current activity”

today it has the

built-in quality

allowing the hs- “|

O

198,061 love Ieﬂersj

tener to do some-
thing else while

he is Hstening.

Radio i every-
= . uliere one goes
and is tied closely to each individual’s
daily living habits. Radio has a “point-
of use” sales potential. wherein the
achertiser can reach the listener psv-
chologically. attracting his attention
through the planned “coincidence™ of
product-mention and product use.

We found through the Mutual-spon-
sored J. A. Ward Survey on Daily
Living Habits that the above facts of
radio are true. with nationwide infor-
mation collected in -10.000 diaries
{kept quarter-hourly throughout the
day, from 6 am. to 11 pm.). We
found that radio inust be thought of in
terms of the individual listener. rather
than “radio-homes™ or sets or warm
tubes. Therefore. we must focus our
attention on the individual’s living ae-
tivities each day, from the time he gets
up until he goes to bed.

The accompanying statistical chart
from the Ward Survev shows how ad-
vertisers can judge eflfectiveness of
radio commercials while the listener 1=
engaged in doing something clse. (The
Mutual “point of use” plan sets up
sales messages at the time of specific
activities. thus setting up the chain-
reaction for interest. decision and ac-
tion-to-buyv the product by the individ-
ual listener.)

(Please turn to page 96)
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$. DAKOTA

Well, not cxactly
love letters, but the
next best thing.
You sce, during
1954 WNAX-570
received a whop-
ping total of 198,-
061 pieces of mail — 141,870 of
which were specifically addressed
to local commercial programs. That
is positive proof of active listener
response!

This mail came from all over
Big Aggic Land, and beyond. A
total of 439 countics in 8§ states
responded including the Big Aggie
States of lowa. Nebraska, the Da-
hotas and Minnesota — plus Wis-
consin, Montana and Wyoming.
Not audited by countics, but in-
cluded, was mail from lllinois,
Kansas and Missouri as well as 3
provinces in Canada.

£

PN

- -
] \?';“‘\t‘j‘.\.\

“T'aint Visible’” E‘g

BIG AGGIE LAND

Such an overwhelming testi-
monial of affection makes the
WNAX-570 talent team and pro-
gram director blush with joy. They
know the 660,950 rural and med-
ium-to-small town families in Big
Aggie Land have definite ideas
about radio entertainment. And
these batches of mail teli them they
are giving the listeners what they
want.

Translated into advertising 1m-
portance, that means WNAX-570
gives national advertisers what they
want. too. Programs pcople like
and listen to — popular shows that
sell. Your Katz man will line you

up.

* TV Penetrotion Rodio Penetrotion in

Notionol—69% Big Aggie Lond—
Big /Aqgie Lond 98%
o,

WNAX=-570

Yankton, South Dakota

A Cowles Stotion. Don D. Sullivon, Advertising Director. Under the
some monogement os KYTY Channel 9, Sioux City — lowo's 2nd

52. gy; lorgest morket.  CBS Rodio



NASHVILLE, TENNESSEE

announces i

WSM entertainers, nationally known
through records, sheet music sales, per-
sonal appearances throughout the United
States, on the Grand Ole Opry and WSM
local live programs, are the key to the
WSM “Live Sound to the Live Audience”
appeal.

i

“hedta e n: - . 5

N = 4 o " -

Each week, more than 5,000 persons jam Nashville’s hotels, motels and restaurants before viewing Tennesse -4
No. 1 tourist attraction, the Grand Ole Opry. Pictured above, capacity audience at Ryman Auditoriu




loporntment of J o H N B I-AI R

& COMPANY

as Fxclusive Natronal Representative

EFFECTIVE APRIL 1, 1955

|
{
L &

he Air Castle of the South,” incubator
ationally known talent, home of one of e g e
‘three most important popular music y, & I f{*{,’{%
lishing and recording centers in the S T 2 : wa“":k
try, will continue, as it has for thirty
1s, to serve the $2,713,331,000.00 Cen-
South Market, with the finest in live
nt personality entertainment.

SM is unique in being the single ad- : N ‘ . r—— : "
. . . . The Grand Ole Opry, key program of WSM, “The Air Castle
tls_mg medium which can reach this of the South,” plays to a national audience, has been one of

formous market. No combination of the keys to Nashville’s emergence as one of the three most

. . important music publishing and recording centers in the coun-
er media serving the area can unlock try by its presentation of outstanding live talent, many of

‘ese tremendous economic potentials ex- whom have become national stars.
'p‘t at great cost. y . '
WSM is pleased to announce the ap-
lintment of John Blair & Company as
2 exclusive national representative, effec-
fe April 1, 1955.

JOHN
BLAIR

€ COMPANY

One of the outstanding morning programs in the country,
“The Waking Crew” presents a 20-piece live orchestra under
Owen Bradley, instrumental and vocal soloists and other mu-
50,000 WATTS Representing sical groups, time, temperature, weather, news and local serv-
CLEAR CHANNEL Leading ice geared to the WSM radio market in the Central South.
650 KILOCYCLES Radio Stations

NBC AFFILIATE



Continued from page 10)

new~papers. magazines. radio. com
mercial films. billboards and other me-
dia competing for the pubhic’s atien-
tion and the advertiser’s dolls
The important thing to consider here
whether or not subseription tv will

~cll advertising. if and when its start

i~ ~anctioned.  Without advertising
~upport. how can it ‘ompete with com-
mercial video? Even with subseriptom

es, 1L secms to me that a linmted

revenue [rom subscribers-—and rising
co~t= (whiclt are bound to oceury will
turn thonghts 1o the acceptance of
sponsor~ in addition to the collection
of subseription [ees.

The publishing field is currently wit-
nessing a parallel =itnation with the
Reader's Digest, issued witlout adver-
tising =ince its inception. now selling
space asx an alternative to raising sub-
seription rates “to meel rising costs.”

Toll or subscription tv does not faze
commercial video. 1t must prove itself
to get and hold an audience. Obvious-
Iv. at best, it can only have a limited
audience and supply a lmited service
as against commercial tv’s huge, al-
ready-established  audience and  its
wide choice of programs.

Jasepn J. Wekp
President

Heed Tv, Vew York

A PROPOSAL

I propose the formation of an “Ad-
vertising Education Association.”

This organization would have as its
objective the improvement in the train-
ing of future advertising personnel.
This might be accomplished by the
Advertising Education Assn. through
the increase in cooperation and im-
provement of communication between
those in the adverti<ing profession and

the teachers and students
Anyone interested? Aedia? Agen-
cies? Students? Associations? Teach-
ers? Others?
Anyone oppo-ed?
RoBerT R. CLUSE
Asst. Professor & Chairman,
Marketing Department,
lona College, New Rochelle. N. Y.

ALL-MEDIA STUDY

Enclosed 1s a check for $20. Please
send me five more copies of the “"All-
VMedia livaluation Study.”

After reading mn own copy. 1 feel
there's enough interesting information
to furnish each salesman with a per-
manent copy.

Joux T, Curgry Jx.
Director of Sales Promotion

WEEI Boston

® The cost of the “All.Media Study” is §1 each
in quantitics up to 10; $3.530 bhetween 10 and
503 S3.00 hetween 30 and 1005 S2.50 above 100,

-] = - =" = ;
I. New stations on air®
CALL  |CHANNEL ON-AIR ERP (kw)** | Antenna NET STNS. TARReT | PERMITEE. MANAGER, RIEL
CETY & STATE LETTERS NO DATE | Visual (t)*** | AFFILIATION ON AIR o (000} ’ '
TAMPA, FLA. WwWTVT 13 14 Mar. 316 793 CBS WFLA-TV NFA E:;'I:agvcg;;ion' brec Rép: Avery-K
W. Waltter Tison, v.p. & gen. mgor.
1. New construction permits*
i ] I
SETS IN
CALL CHANNEL DATE OF NET ERP (kw)** | Anten STATIONS
SAAAG UL LETTERS | NO | GRANT arriLiaTion |5 viear | “dneee | SONATR | LI U ST IR L UG
e B REH AL LS 36 9 Mar. 214 590 KETC 761 vhE 3008 Miltacon, ares. troms’ Tv. Ao
KSD-TV Harry Teénnenbaum, v.p.
KWK-TV lohn D. Sheuer, Ir,, exec v.p. & gen.
WTVI!
1. New applications
|
CITY & STATE CHANNEL DATE ERP (kw)*® Ant ESTIMATED | ESTIMATED | .y gsravi0NS
NO. FILED Visual (yeee cos | orSTedEAR L | IN MARKET APPLICANT, AM AFFILIATE
FORT PIERCE, FLA. 19 18 Mar 19.5 272 $123,750 $520,000 None Gene T. Dyer. sole owner
MILWAUKEE, WIS, 31 11 Mar 19.7 353 $124,961 $150,000 wXIX ?&Z‘ﬁf‘i.”&ﬁ?ﬁf’“;’&‘s’. 'g“ims.
WTMI-TV  (sole owner)
WTVW Edward I. Stillman. v.p.
PHILADELPHIA, PA. 29 18 Mar. 225.4 634 $445,000 $520,000 V:VCF?E::\Y {',I"‘:L‘:“x'e""’{“ 3;;‘; D"!‘e"g.
WPTZ
.S, stations on air 133 Post-freeze commercial ep’s N NE .S te sets (1 Felb. °53) 31.36G1.000%
| Marl:ets corered 259 Grautees on air 326 U .St homes (1 Feb, "35) 32.600.000%
*Hoth 1 POrNE S olneg on the alr ilsted here ocenrred hetween ] it ol v ) © .p- 3 } ton, 81} ress
y new ne 1 [ I Ll N {rd:‘, ’g(;r:irllll;m(‘;u ‘:M.},\r‘m:‘o dro':'tﬂrsnplrnlrzp:tc‘g;rc\:;lll:o: mof ml’]‘l‘;‘l:r z?x)nt;lrlne(e:)n RP()'.‘\".;O.T(I l:ln:s
) od p eps of the radio statlons in thls colunn ¢ . a radio has been glven the tv g
; .”'\'_H” LM : b r;'; ol O e : M m“rk'-."l'hls nnmber  Includes Rllgncls to
68 SPONSOR




IOWA

| L [manac

G/ , SERIEB

He edits an Jowa newspaper, reflecting the tempo of his community
Like 250 other WOI-TV area editors, he’s been writing about television
for five years now. When he “talks television” he specifies WOIL-TV, the
community station of all Central Iowa.

\

VOI-TV

AMES-DES MOINES
1 100,000 WATTS

CBS ABC DUMONT

IOWA BTATE COLLEGE

{ REPRESENTED BY

WEED TELEVISION



from the TOP of Mit. Greylock...

look in any direction and you’ll

see plenty of people . .. with warke?
~ money to spend Q,a{\‘_a\":i‘\us'é- it
e nd N-
\\:‘“Bg ﬁ‘\”'
Albany -Troy-Schene, ot |

ital District Marke;qdy o
pNeW York State '

Ca

WMGT

*Pi"sﬁeld

3 MAJOR MARKETS IN 5 STATES YOU CAN REACH WITH

WMGT cHANNEL 1S

3,700 FEET ABOVE SEA LEVEL

For the thrifty advertiser looking for a lot of TV coverage for a mini-
mum cost — WMGT is one of the “best buys” in the country. It
reaches into five prosperous, well populated states — Massachusetts,
Connecticut, New York, New Hampshire and Vermont. Want to
reach TV families in Albany, Schenectady, Glens Falls,

Pittsfield, Springfield and the more than 250

~ other communities in this rich and diversified
/, area at low cost? Use WMGT.
' . GREYLOCK BROADCASTING CO. Want to know more? |
8 Bank Row . Pittsfield, Massachusetts WRITE TODAY FOR MARKET DATA FOLDER |

Represented by THE WALKER COMPANY

kY -

N I
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““The service with the most subscribers”

LARGEST SAMPLING OUTSIDE U. S. CENSUS

SHARE OF AUDIENCE AT A GLANCE

—for the stations delivering more than
90% of listening and viewing in all U.S

Here at your finger tips are 140 markets reported by Pulse during
1954. You see all stations from sign.on to sign-off—as many
days as regularly reported for each market. Area defined; total TV
and/or Radio Homes; affiliation; reports available. Immediately
usable facts! Order today!

Pulse TV/Radio Annual 2 Vols
*30 <o

Per single beok,
$20 each for
Subscribers

*30

complete set,
2 vols. Per
single book,
$30 each for

Non-subscribers

“One of the most useful references in tv, radio.”

users say. Last year the orders necessitated a second printing:
Avoid disappointment, delay, by ordering your set now.

This staggering job of tabulation—many thousands of hours
of work—puts into single pages cumulative station data for an
entire year for each Pulse market,

Just figure the many manpower houtrs you ordinarily spend
digging out similar data for one-time usage!

suffice. You will

Order now—just a line or phoné call will
be billed after delivery.

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

AND URBAN COVERAGE
PULSE, /nc., 15 West 46th St., New York 36
Telephone: Judson 6.3316
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OVER TWICE THE POWER :
BEsEEE L]

F e — J——

WAS 110,000 WATTS EEHEEﬁEWﬁ
| i

NOW 240,000 WATTS

50% MORE TOWER == ==
WAS 583 FEET

NOW 825 FEET

-ﬁ TWICE
——=  ITHE STUDIO FACILITIES

COMPLETE Studios and Offices in GREEN BAY and MARINETTE

WMBV-TV

CHERRY & MASON STS., GREEN BAY, WIS.
RADIO-TELEVISION PARK, MARINETTE, WIS.

—'——. Represented Nationally By

AEFILIATE VENARD, RINTOUL & McCONNELL
4 APRIL 1955 77
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Leads Houston by

LANDSLI

49 out of 50 top Houston shows™ are on KPRC-TI‘;

KPRC-TV  George Gobei : R KPRC-TV  Buick-Berie Show KPRC-TV  Mickey Rooney 3 v
KPRC-TV  Waterfront P v KPRC-TV  Truth or Consequences....... KPRC-TV  People Are Funny : 32
KPRC-TV My Little Margio KPRC-TV'  Circle Theatre : : KPRC-TV  Mr. Peepers 32 ’

KPRC-TV  This Is Yeur Life KPRC-TV | Married Joan KPRC-TV  Dinah Shore (Tuesday) Ky
KPRC-TV  Your Hit Parade KPRC-TV  Ramar of the Jungle . KPRC-TV  Curly Fox and Texas Ruby..... 32
KPRC-TV  You Bet Your Life KPRC-TV  Donald 0'Conner . KPRC-TV  Going Hollywood 32
KPRC-TV  Dragnet KPRC-TV TV Piayhouse ‘ KPRC-TV  Racket Squad 31
KPRC-TV  Fireside Theatre KPRC-TV | Led Three Lives KPRC-TV  Badge 714

KPRC-TV  Miliion Doilar Movie ....... KPRC-TV  City Detective KPRC-TV  Imogene Coca

KPRC-TV  Roy Rogers .........n...... KPRC-TV  Eilery Queen ... KPRC-TV  News Caravan (Wednesday)....
KPRC-TV  Lux Video Theatro... ........ KPRC-TV  Dear Phoebe KPRC-TV  News Caravan (Thursday)

KPRC-TV  Comedy Hour v KPRC-TV  Darts for Dough : KPRC-TV  Corliss \Archer

KPRC-TV  Ford Thoatro .........:,.w5 KPRC-TV  It's a Great Life..... 5 Station B What's My Line

KPRC-TV  Preducor's Shewcase ........ KPRC-TV  Housten Wrestiing KPRC-TV  Eddie Fisher (Wednesday)

KPRC-TV Cisco Kid .................. KPRC-TV  Annie Oakiey KPRC-TV  Kit Carson

KPRC-TV  Life of Riiey ..... % 0 0.0 [N 43 KPRC-TV  Cavalcade of America KPRC-TV

KPRC-TV  Rohert Montgomery ....... . 42 KPRC-TV  News Caravan (Tuesday)

*Hooper Janvary 1955
(Pulse — 39 out of 40; ARB—38 out of 40)




TV Hooperatings (evenings Sunday through
Saturday 6:30 to 10:30 P.M.), show KPRC-TV'

share of television audience three times

greater than Station B, and twice as large as

Stations B, C eand D combined.

" STATION | STATION STATION
 KPRC-TV | 3

66% '

CHANNEl.z

H OUSTON

JACK HARRIS,

Vice President and General Manager

Nationally Represented by
EDWARD PETRY & CO.

IRST IN TV EXPERIENCE




always pays in the . . .. \%

£ IR

RICH, GROWING

NORTH CAROLINA
MARKET

BETTER + « + COverage

than ever before is yours with

RADIOinthe.........

15-county
Winston-Salem

NORTH CAROLINA

Market
BEST. « « buy morning,

afternoon and evening is

AFFILIATE

800 KC—3 KW
AM - FM

Represented by

: HEADLEY-REED CO

80

COPYTOWN

(Continued from page 33)

ent techniques. In addition to Starch,
The Schwerin Research  Corp. and
Gallup and Robinson, Inc., have been
active for a number of vears.

[orace Schwerin rejects the “field”
approach for that which uses an audi-
ence imvited to the theatre. There, an
effort is made to test the effects of
commercials by a technique aimed at
fimding out il they actually induce a
cesire for the product. The belief here
i that recall of sales points docs not
necessarnily indicate sales effectiveness.
A commercial, in fact, zecording to
Schwerin, can be effective as a sales
inducer even if specific sales points
do not register strongly. (See srox-
f0R, 4 October 1954, ~How’s your sell
rating?”)  Schwerin, however, also
tests memorability,

Gallup and Robmson, like Starch,
regards recall figures as significant.
However, this firm is concerned with
the sales point that is remembered
after some lapse of time. It therefore
interviews 20 to 24 hours after a broad-
cast. Interviews are conducted in per-
son, and are combined with pantry
checks in an effort to correlate re-
sponses with actual purchasing be-
havior.

There is no indication that copy
tezting will become more uniform in
the near future. Each of the ap-
proaches undoubtedly has merit. Wal-
Iy Knudson, head of tv copy research
for BBDO, snggests that copy testing
should be weighed with the same cau-
tion as ratings: “Each has a definite,
useful role to playv, but should not be
taken as absolute. So long as their
functions and limitations are kept in
mind, there is no reason why they
shonld not be of great value in help-
ing 1o imjrove 1v commercial<.”

To see how the Starch approach
works oul in praclice. sPONSOR ex-
amined the results of two tests con-
ducted by the MacManus, John & Ad-
ams ageney for its client, Dow Chem-
ical.

In test number one (already tonched
npon), the agency wax interested in
comparing the cffeetiveness of current
Medic Saran-Wrap commercails which
utilize an “in limbo™ technique—in-
volving  jnst hands  and  product -
avainst a more conventional Kitchen
pitelr featuring Carol Brooks.

How it done:

1us Yecause Medie

is a film show and is run over the net-
work line with program and commer-
mercial already spliced, the agency
found it necessary to run special prints
of the show over WFGB-TV. Two
prints were used for two broadcasts.
The first broadcast contained three
commercials of the type currently
used; the second contained three of
the old commercials.

Following each telecast, Starch in-
terviewers asked 200 respondents who
had seen the show whether they had
seen the commercials, and if so, what
they could remember of what was
brought out about the product.

When the results were added up,
the agency found: “The evidence
would seem to indicate that a some.
what higher proportion of the pro-
gram audience could recall sales points
from the Medic commercials than from
the Carol Brooks commercials.”

So far as agency and client are con-
cerned, they are on the right track with
the JMedic approach.

In test number two, Dow compared
positions and lengths of commercials
in three broadcasts. The agency con-
clusion is of general interest: “In each
case both recall of the commercial and
ability to play back sales points is less
in the second than in the first commer-
cial (two announcements were used in
each test show). This lends further ev-
idence to other information already
available on the subject that the clos-
ing commercial is in the weakest posi-
tion except when the following adja.
ceney is an unusually strong program.”

In both opening and closing com-
mercials, the agency report states, the
loss of sales point recall was greatest
with the two-minute (the longest)
length.”

You don’t have to be a network ad-
vertiser to use the Altoona facilities.
I{ vou have no regular show carried
on WFPG-TV, vou can place your com-
mercial in a hall-hour strip purchased
by the Starch organization {or testing
l‘l]l'l)()ﬁ(’.\'.

FProblems: (bviously. there is a fae-
tor of abnormal attention involved in
the use of an enlisted audience. Re-
sponzes might he expected to he more
than normally positive. This is borne
out by the Dow Chemical tests, which
reveal that far more people in an en-
listed group will recall having scen a
conmiercial and some of itz <ales points
than in a group called at random.
Starch’s own experience bears this

SPONSOR



out. For some years the Starch or-
ganization has offered a national serv-
ice, of which the Altoona technique is
largely an adaptation. Starch interview-
ers in selected markets across the coun-
try call at random immediately after
a network show until they find 200
people in their area who have seen it.
They then ask the same questions as
are asked in Altoona about the com-
mercial.

This is known as the hnmediate Re-
call technique, because all interviews
must be completed within one hour
after the broadcast. The network in-
terview differs from the Alloona in-
terview in that the person called in the
national test has not been informed

beforchand.

Other things being equal, it could
be assumed that because the Ahoona
audience is alerted to the test, it will
tend to show a much higher percent-
age of points recalled than the random
network audience. Minor sales points,
for one thing, are apt to be unduly

stressed.

With this Jack Boyle agrees. but he
points out that what is important is the
rank order of the sales points recalled.
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A minor point may be remembered be-
yond normal expectations, but so will
a major point. The relationship be-
tween the points recalled is what
counts.

For example: If the normal recall
figures for three sales points in a ran-
dom national test is 60-35-10, figures
for an enlisted audience might be 75-
50-25. The inflation is 15, but it is
constant for all sales points, and you
have learned the important thing—
which points are getting across most
often.

Is this corroborated in actual prac-
tice? So far one test has been made
to find this out, by Young & Rubi-
cam, for an unnamed client. Tv-radio
research head Jim English reports that
on the test night the same commercial
was run on the network and in Ahoo-
na. A standard Starch network survey
was employed along with an enlisted
survey in Altoona.

Results? According to English there
was a close correlation between the
network and Altoona figures, except
for one minor point which showed up
strongly in the Pennsylvania test.

Other probleins cited by agency and

~
Jarys

-

>

POWER
RECEPTION

RATINGS

COLOR

network researchers: (1) Natural pro-
gram likes and dislikes do not have
normal play. since the viewer watches
whether she likes the show or not;
(2) Behavior during the program is
likely to be abnormal because the view-
er’s attention will be less distractable.

Which points to another problem:
does not the show context have an
effcet on results? Stareh’s view is that
for the purpose of checking relative
power of commercials to put across
specific idcas, the nature of the show
is not crucial where an enlisted audi-
cnce is concerned.

However, concern with the difficul-
ties of the enlizted audience have led
the Starch firm to the development of
an interesling variation.

Why not. goes the thinking, slot a
rerun of a high-rated network show,
like Dragnet. sav, in a good evening
spot and do away with the enlisted
audience altogether?

The trick would be to get a rating
of 20 or better, which 1s the Starch
estimate for economical operation. Be-
low that rating ficure costs mount,
and at 10 or below you have to make
so many calls to get your base of 200

.« « keeps viewers tuned to

KM.J-TV

FRESNO, CALIFORNIA - CHANNEL 24
NBC and CBS affiliate

s the San Joaquin Valley’s
- FIRST TV station in...

now 447,000 watts.

Pacific Coast Measurement Bureau
Survey (Oct. '54) shows KMJ-TV re-
ception “most satisfactory” in area.

KMJ-TV carries 20 out of the 25 top-
rated nighttime programs in the
Fresno area (ARB report, Oct. ’54).
KMJ-TV was the first local station
equipped to transmit network color
shows and has presented them on a
regularly scheduled basis.

Paul H. Raymer, National Representative
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wlho have seen the show, that the sur-
vey becomes too costly.

The show, so far as the schedule
goes, would be on as a permancnt
feature; from the audience point of
view the only difference would be that
rather than one sponsor, it would have
many.

Advertisers would then have the
chance to test their commercials on a
network-character show under normal
viewing conditions. but in one market.

How such an arrangement could be
worked out is not clear at the moment.
It would require either a guarantee of

enough business in advance to warrant
purchase of the period by Starch, or
underwriting by a group of agencies.
Or, the station might slot the show on
its own and carry it as a sustainer on
those nights when no tests are run.

The present cnlisted audience sys-
tem poses no problems of handling,
since the test show is sponsored by the
town’s leading department store, which
is owned by the same man who owns
the station, George Gable. Station-
owner Gable can yank store-owner Ga-
ble’s announcement at will.

That something like the rerun idea

CHICAGO’'S MOST POPULAR
MORNING TV SHOW!!

e ——

L

~ | DOBEE DONTBEE

" % _(//‘tf ﬂ//m |

WGN-TV's “ROMPER ROOM"

From 6:30 A.M. until 12 Noon Monday thru Friday — the
top rated show on Chicago television — NETWORK OR
LOCAL —is WGN-TV’s “Romper Room™.#

It’s just one of many WGN-TV programs which tops both

local and network competition.

Take a tip from advertisers who know — your best buy is

WGN-TV in Chicago.

*ARB — February, 1955

441 N. Michigan Avenue
Chicago 11

Illinois

For the best radio buy in Chicago, it's WGN-—reaching morc homes per
week than any other Chicago advertising medium.
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may be in George Gable’s mind is in-
dicated by his announcement that
WFBG-TV is thinking of substituting
free Starch testing for merchandising
support. The advertiser would have to
place a minimum of business.

Test specifics: 1. The interviewer—
She is required to watch the show and
the commercials, and to write a de-
scription of the commercials. This acts
as a check on her and also forces her
to watch the pitch closely. She pays
special attention to differences between
the commercials.

2. The interview—the interviewer
does not mention the name of the com-
pany or product, but questions on the
basis of “aided recall.” She asks some-
thing like:

a. “Do you remember seeing the
commercial with the girl in the kitch-
en?” This cue is agrced on in ad-
vance with the client. If there are
threce separate products sold in essen-
tially the same setting, the cue might
actually be the generic name of the
product, such as toothpaste, soap, etc.
This is where the interviewer’s famil-
iarity with the comimercials becomes
important, for the viewer may respond
with quite another cue.

b. If the answer is no, the next
question is “why not?” Starch be-
licves it important to know why peo-
ple do not see commercials, how much
is due to talking, leaving the room,
lack of interest, or other reasons.

c. If the answer to the first question
is “yes,” the next query is: “What was
brought out (about the product) in
the commercial?” Starch says it has
found this the most effective question
so far in eliciting specific sales points.
Note the absence of “like” and “dis-
like” questions—it is a Starch belief
that there is little correlation between
whether one likes or dislikes a com-
mercial and its sales cffectivencss.
Pre-testing  filwm:  (Cost-conscious
agency researchers have alrcady ex-
pressed interest in the chance to try
out film commercials via a local dry
run. For $100, the advertiser gets the
usc of an announcer or girl, two cam-
eras and a projector for film inserts.
The station will supply a closed-circuit
kinescope in addition for $25 accord-
ing to Jack Snyder, station managing
director.

Cost for a test of one commercial
is $300; this includes time and sur-
vey. Surveys are conducted on the

SPONSOR



basis of three commercials per show,
though not necessarily of the same ad-
vertiser or agency.

One appliance manufacturer is in-
trigued by an unusual possibility. Why
not test the appeal of a new product,
he asks, by showing a specially pre-
pared dummy of it in Altoona before
it actually goes into production?

An interesting prospect. But what if
the commercial drives hordes of pant-
ing customers into the stores, only to
find bewildered dealers denying they
know anything about the product?
Could it be that after a few such ex-
periences viewers might come to doubt
what they see advertised on tv? * * %

PR

AGING OF CUSTOMERS
(Continued from page 35)

Publishers Association.

Mr. Williams noted the opinion of a
major agency executive that persons
getting married today, who are ac-
counting for the growth in the Ameri-
can economy, “are not the newspaper
readers that we were 20 years ago
today.”

Mr. Williams said:

“Young married couples represent
the future circulation of your newspa-
per, and if you don’t sell them today,
you may never sell them. I am not
prepared to say whether television has
any effect on the decline in the number
of daily newspapers per family since
1949. However, there is no doubt that
modern life is more complex and there
are more things to occupy your read-
ers’ time.”

We would like to show you the main
thing which is occupying Mr. Williams’
“readers’ time” in 1955. As Mr. Wil-
liams said, we are in the “television
era.”

And Nielsen’s 1955 data document
the tremendous impact of television on
people’s time.

Each television family devotes over
five hours a day to television viewing.

In each minute of four solid evening
hours (from 7 to 11 p.m.) over half
the homes are watching television.
Think of it! At any given moment
from 7 to 11 p.m. more homes are
watching television than not watching.
No other medium has ever had a clear-
cut majority of its potential per aver-
age minute for four solid hours, every
night of the week, every week of the
year.

What about the daytime? In the
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OUR SINCERE THANKS to the studio production staff of
“STORIES OF THE CENTURY”’ and to those stations and sponsors

whose great confidence and all-out support made this award possible.

MORTON W. SCOTT, President
STUDIO CiTY TV PRODUCTIONS, ING.
{DIviSiON OF REPUBLIC PICTURES)

% TELEVISION Atr* kS
i 6% ADVENTURE 5547
Or Thg CENTORY
SUCTION Dvistai %)
The Academy of Television Arts and Sciences
BEST WESTERN OR ADVENTURE SERIES OF 1954

“STORIES OF THE CENTURY”

A STUDIO CITY TV PRODUCTIONS, INC. PRODUCTION (DIVISION OF REPUBLIC PICTURES)
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daylight hours (those hours in which
the newspapers claim women are too
busy to watch television) viewing per
averagc minute ranges from 15 per 100
television homes to 25 per 100. That's
per average minute. The actual audi-
ence available to an advertiser who
schedules a series of announcements
dispersed through the television sched-
ule is, of course. far larger.

Furthermore. programs repeated
through a broadcast cycle accumulate
a net unduplicated audience far great-
er than that indicated by any per tcle-
ca-t rating. For cxample, advertisers
sponsoring daytime strip programs,
reach in a month’s time a net undupli-
cated audience of about two homes out
of every five.

Television (with its ability to show
by actual demonstration and tell by
the power of the spoken word) enjoys
more than a sales impact advantage
over print. For television, unlike news-
papers, has its great audience strength
in the vounger housewife groups.

For example, the younger families

are “tlie first by whom the new is
tried . . . not the last to cast the old
aside.” At a time when 07% of the

U.S. homes have tv, 8595 of the house-
holds where the housewife is 35 or un-
der are equipped with television.
Among the grandmother homes, where
the housewives are 35 or over, televi-
sion’s penetration is now about 50%.
The very set ownership pattern of tele-
vision indicates its young family bias.

But more important, to a saturated
television market where about 90%
of all homes have television, is the
fact that in the younger housewife
television homes there is more than
607 Monday-through-Friday daytime
tv viewing than among the grandmoth-
ers. A daytine program like the /{ome
show gets over twice as much viewing

among housewives under 35 than
among housewives over 55. These

younger housewives, with their larger
families, their children to clothe, their
expanding needs, their less rigid buy-
ing habits—are the key to the growth
of the American economy. Relatively
neglected by newspapers, they are the
licart. the solid core of television’s cir-
culation.

This indicates some of the reasons
why television has had a serious ad-
verse effect on newspaper reading. The

You Can SERVE...SELL and PROFIT Well

“ MOVIES

YOUR CLIENT
WILL PROFIT WITH . , .

Six participating film commerciols

per week in o repeated Flrst Run

\ Movie Schedule in high roted
premium time,

It oll odds up to o million dollor bor-
goin so write, wire or phone your
Adom J. Young Representative or

on CKLW-TV:s
MILLION DOLLAR

\ viewers per set ot o cost of 76¢ per /
A\

\H_\\ ’
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CKLW-TV channel 9 Detroit

YOUR AUDIENCE
WILL SEE. ..
The Finest collection of First Run } }{
J

)

\( Movies ever scheduled in the
\ Detroit Market.

)

YOUR COMMERCIALS
SELL TO AN ESTABLISHED \
AUDIENCE . . . )
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Run Maovies repeated four times weekly )
have produced o cumulative ARB
Roting of 50.1 . 600,000 TV

homes with on overoge of 2.5

thousond viewers,
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J.E. Campesr Preendent

86

New York Times internal house organ
reports a survey in two matched
Southern cities, one without television,
the other with good television signals
from four different channels. The av-
erage newspaper reading time per fam-
ily in the non-television city is ome
hour 58 minutes. In the television city,
the newspaper reading time is 55 min-
utes per family. Television has reduced
newspaper reading by more than 50%
per family.

No local advertiser, who has been
relying upon newspapers, can overlook
such a tremendous impact.

While we are convinced that any ad-
vertiser, who knows his problems much
better than we must find his own an-
swer to the use of television, we would
like to make one specific suggestion
we've already made to some key de
partment stores in various major mar-
kets.

We call it the
cept.”

Department stores spend far more
money on their window displays than
they do in the “display window” of
each television home, namely the set
itself. A departiment store can finance
a saturation schedule of daytime an.
nouncements by doubling the cost of
window display.

Why not use each of the store win-
dows as a series of 20-second daytime
announcements with an off-camera
voice to describe the merchandise in
the “window.” The window display
promotes what the store wants to pro-
mote. It promotes it when the store
wants to promote it. In conveys the
personality, the true feeling of the
store. The department store window
investment attracts “X” traflic and de-
livers “Y™ sales impact. Putting the
department store window on television
increases its audience by thousands of
percent and multiplies its sales impact
many fold.

If the window is a good investment
to begin with (and we are sure it is),
then nultiplying manyfold the audi-
encc and the impact of the window is
stilt a Dbetter investment.

This is a thematic campaign, with
storewide promotion as well as spe-
cific line promotion values. Scheduled
between programs or within local pro-
grams, the 20-second window display
1s a program in itself. It can be iden-
tified by a special musical note or a
unique sound to alert the viewing
housewife to the “window.” It can cre-
ate the habit of viewing expectancy.

“store window con-

SPONSOR



It can induce housewives to shop “tele-
vision” ads as she is thought to “shop”
newspaper ads. It’s a patural for
television.

Dispersing their “windows’ through-
out the broadcast day on a saturation
basis can deliver a nct unduplicated
audience of tremendous proportions
and a sales impact rivalled only by
that of the window itself.

We mention this idea, not as the
complete answer to a dcpartment
store’s dream, but merely to illustrate
the tremendous untapped potential of
the greatest sales medium in the nation.

This is only one of many ways in
which department stores can stay young.
[n any event, it requires dispensing
with some of the newspapers’ geriatric
pills and the ancient habits that dic-
tate taking them to the exclusion of
more effective remedies now at the
disposal of department stores. Today’s
miracle medicine is compounded from
television’s “fountain of youth.” * * %

U.S. STEEL
(Continued from page 39)

with Sales and Market Development
and Advertising Departments.

Why product-sell? Why go in for
selling on a p.r. show in the first place?
Particularly when the company is not
basically in the consumer business?
Reasons:

1. The first real competition since
1940 began to appear in 1953. A need
was felt to improve U.S. Steel’s com-
petitive position, despite its outstand-
ing lead with better than 35,000,000
ingot tons production and $3,860,000,-
000 sales in 1953.

2. A $2 million plus tv operation is
tough to justify on a public relations
basis alone.

Tv’s power to create product interest
is evidenced in the following responses
to typical U.S. Steel commercials.

e One commercial on U.S. Steel
Gunnison Homes pulled 59,000 mail
inquiries.

e A March offer of a how-to booklet
on Universal Atlas (a subsidiary)
home cement pulled over 130,000 re-
{Juests,

¢ Over 8,000 inquiries were received
after one pitch on steel swimming
pools,

* A Cyclone Fence commercial pulled
more than 7,000 inquiries; it was pos-
sible to trace at least 7% of these to
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ultimate sales.

o A stainless steel tableware commer-
cial produced immediate response
through customer calls on department
stores. Typical was one salesgirl’s re-
port in a Pittsburgh store that at least
25 persons had asked to see the pat-
terns shown on the program,

Actually, direct sales are seldom
sought. The primary aims are: (1) to
stimulate consumer interest in steel
products; (2) to create good will for
the manufacturers of steel goods and
appliances.

This is more clearly seen in the spec-

tacularly successful Operation Snow-
flake, a pre-Christmas campaign de-
signed to help major appliance manu-
facturers sell during the slow season.
Theme of the campaign was “Make it
a White Christinas . . . give her a ma-
jor appliance.” Symbol was a snow-
flake.

Three commercials were featured on
the United States Steel Hour and dur-
ing the alternate-wcek Elgin Hour.
(The Flgin HHour is an hour-long dra-
matic show designed by ABC as a com-
panion piece for the US. Steel pro-
gram; the sponsors have a reciprocal

Avallable at a discount

with the XL network.

RICHARD E. JONES
vite pres. & gen. mgr.

EXTRA SALES & COVERAGE
NO EXTRA COST on KXLY-TV!

Advertisers using KXLY-TV's BIG Parade of Products promo i
tion not only experience gratifying sales gains in the immediate f
Spokane Market but enjoy BONUS sales in far outlying areas. f
due to KXLY-TV's tremendous TV coverage. Read what W. S If
Bingham of Kelley-Clarke Food Brokers says about his principle I

Walla Walla Canning Company also informs me
they showed an increase, as well, in the Lewiston-
Clarkston Area, The ldaho Panhandle, and even in
Western Montana. There is no question in our
minds but that the “Parade of Products” on this
item gave a real impact to the whole area.”

when purchased in conjunction

“We received excellent cooperation from the job- e
bers and also the retailers and we consider your I}

“parade of Products” promotion on Walla Walla
Asparagus to have been successful from every angle. 7

(signed)
W. S. Bingham
Kelley-Clarke Company
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Rep.- AUERV-HNDDEL
Maocre & lund: seaitie, portiond
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arrangement which allows each to ar
one commercial on the other’s show.)
\ consumer magazine and dealer jour-
nals were also emiploved. To get dealer
backing. U.S. Steel prepared 100,000
display  kitz, three open-end tv f{ilm
comercialz, 1,500 letters to ultilities
and media and a wide-scale publicity
barrage.

Operation Snowflake caught on, re-
sulting in an ad outlay by appliance
manufacturers, distributors and deal-
ers estimated at about 86 million. To-
tal U.3. Steel expenditure was $100,-
000. Top manufacturers joined in,
among them Westinghouse, Irigidaire,
Kelvinator. General Electric, du Pont,
Fasy Washing Machine Co., Sears,
Roebuck & Co. Westinghouse yanked
Studio One tv commercials in favor of
new ones Iying in with the campaign.
Sears provided radio and tv announce-
ments for use by its stores in 600
cities. Consolidated Edison of New
York tied in its tv shows. In Albany,
WROW-TV-AM ran its own Snowflake
operalion, and stimulated a consider-
able amount of local appliance dealer
ad participation.

A second promotion is running this
month and next. It is known as “Op-
eralion Wife-Saver.” Theme: “Make
it a Wife-Saver, Make it an All-Steel
Kitchen.” Some 150 manufacturers of
appliances, steel cabinets, sinks and
housewares are expected to participale.

U.S. Steel’s sales network is mam-
moth in scope, touching practically
every manufacturing industry in the
country. Well-disposed industrial cns-
tomers are vital to its continued lead-
ership. ABC President Robert Kint-
ner explains that U.S. Steel invites
leading officials of top companies
throughout the country to visit the
studio and watch the production.
Often these are not necessarily direct
customers, but hmportant individuals
in their communities. This Kintner
considers a valnable way for a user of
television to win friends in the busi-
ness counnunily.

Kintner also stresses the importance
of the company’s district p.r. offiecs’
efforts 1o merchandise the show 1o in-
dustry in their areas.

Goodwill among industrial users is
also responsible, in part. for commer-
cials that have no direct
hearing at all. For example, a recent
conmiercial showed a TS, Steel casing
being used for oil well drilling. One

consumer

aim was to make a good impression on

the oil indnstry by highlighting its

contribution to the welfare of the U.>.

But this commercial also worked on
the consumer: it gave him an insight
into the company as a supplier of in-
dustry.  The cement commercial cited
earlier did more than sell cement, ex-
plains BBDO’s Caroll Newton. 1t cre-
ated a feeling that U.S. Steel is making
a social and economic contribution.
This, the agency believes. can only con-
tribute to a favorable aulitude toward
the company.

The same thing applies to the effort
to make the viewer conscious of the
U.S. Steel trademark. Drive home the
idea of quality and you have done
much to create a feeling of goodwill
aboul a company, is the belief. In ad-
dition, there are obvious commercial
advantages to a popular belief in the
superiority of the product.

Thus, even the so-called commercial
messages have a p.r. intent. The fact
is, there can be no real separation, U.S.
Steet believes, between selling as such
and public relations. They are com-
plementary facets of the same promo-
tional efforts.

Mary Kay and Johuuy: Product
pitchmen are Mary Kay and Johnny.
a couple carefully chosen to typify
comfortable suburbia. Young and at-
tractive, they serve to relate the great
corporation to the every-day life of
the ordinary American family.

As one company spokesman says:
“They are not exactly the kind of peo-
ple you would ordinarily associate with
U.S. Steel — not big business types.
that is.”

Like the p.r. messages of George
Ilicks. the Mary Kay and Johnny com-
mercials are notable for their softness.
.S, Steel shies away from hard sell
as an abomination. FEffectiveness of
the soft, informational approach in
gelting across sales points is revealed
by the mail pull figures quoted earlier.

Measuring p.rv. effect: Flectiveness
of produnet talk may sometimes be mea-
surable. but how do you evaluale the
work of the wore basic public rela-
tions conmercials? MacDonald draws
a composite picture from the following
SOUrces:

o [I’nblic opinion survevs —luwice a
year the company receives sunvey re-
ports on 1ass attitudes towards U.S.
Steel and  other major  companies,
along with information on how people
feel about big business in general.
These sursevs are based on 10.000 in-
terviews.
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In less than a year, Winston became ane of
the tap-selling cigareties in New England!
Local spats on WJAR-TV played an important
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breaking sales climb of this new filter cigarette.
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WJAR-TV

Powerful 10

Providence,

Rhode Island

Local TV is your best buy for sales in a hurry —

and repeat sales in the long run. WJAR-TV
pragrams mare live, local shows than any
other TV channel in New England. It pays to
make the sale on WJAR-TV!

Client: R. J. Reynolds Tobacco Co. (Winston Cigarettes)
Agency: William Esty, New York City
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tive, receptive listeners—
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KMBC-TV, Kansas City’s most
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¢ Reports from the 14 p.r. district
ofices—imediatcly following a show,
each office conducts a swift telephone
survcy and relays results on attitudes
toward the program and eommercials
to New York. Special sectional sur-
veys arc undertaken from time to timc.
o Copy-testing —— reveals how well
public relations messages get through
to the viewer. A recent test by Daniel
Starch and Staff showed that 57.3%
of those who saw the program were
able to play back specific points made
in the p.r. commercial, a surprisingly
high percentage in view of the rather
abstract charaeter of such pitches.

e Newspaper and magazine editorials
—these are watched closely as opinion
barometers.

e Mail from the public.

¢ Reactions to speeches by company
officials—such talks have become an
important part of U.S. Steel’s over-all
p.I. program.

e Salesmen—their reports are valu.
able for assessing attitudes in indus-
tries served by U.S. Steel.

An important source is the great
“U.S. Steel family” itself, composed of
272.000 employees and 280,000 stock-
holders. The management group alonc
amounts to 24,000! Kceping these
company groups informed of p.r. ef-
forts is a big job in itself, as is check-
ing their opinions and attitudes.
Among them, the tv show appears to
be popular and well thought of as a
promotional instrument. There is evi-
dence, too, that employee attitudes to-
ward the company have been positive-
ly influenced by the program.

P.r. aims: What is it that U.S. Steel
is really trying to achievc through tv?
Why is good will so important any-
way?

Says MacDonald: “Our Corporation
does nol =eck this good will only to
salisfy the natural human ycarning to
be popular. It is rather a matter of
dollars and cenls economics in grealer
acceptance of our products by cus-
tomers and a more favorable allitude
toward our policies on the parl of the
public and its represenlatives in mu-
nicipal. slate and Federal govern-
menls.”

In the final analysis. he believes. the
future of a great corporaiion depends
on public support.

This reliance stems from the simple
fact of being nunber onc in its ficld.
1.S. Stecl is also synonymous with big
business. I'or 1hese reasons whalcver

the corporation does is of interest to
the country at large. Since it deals in
the basic material of our industrial life,
for example, a price change has rep.
ercussion throughout the economy; a
steel strike causes a national shudder.

Theory behind the U.S. Steel tv ap-
proach is that the more the viewer
knows alout the company, the more
likely he is to develop a favorable at.
titude toward the firm. This was the
original reason for seleeting war re-
porter George Hicks back in 1945 as
p.r. spokesman. A Hicks pitch has the
character of reportage, is solid on in-
formation, light on self-praise.

Through visits to various plants, re-
search facilities and associated indus-
tries using steel, the viewer will, it is
hoped, come to think of U.S. Steel as:
e A progressive, pioneering com-
pany’;

e A vital link in the industrial com-
plex;

e A company that practices enlight-
ened labor relations;

e A socially responsible member of
the community;

e A company that is performing a
major economic service at a reason-
able rate of profit.

Directly or indirectly, the Hicks
commcrecials touch upon all these areas.

Obviously, you cannot shape public
opinion overnight, which is why the
p.r. program is geared for the long
pull. And the major mnedium will con-
tinue to be television.

Drama as p.r. vehicle: Years ago
Bruee Barton told U.S. Steel: “You
are being advertised whether you like
it or not, because people talk about
you. The only channel to the public
which you can control is the one you
pay for.”

The channel was first network radio,
now nelwork television; thc program
type in both cases, drama. Drama of-
fcrs (1) a vehicle with an appropriate
character or tone; (2) proven ability
to gathcr a large audience at reason-
able cost: (3) variety of content for
appeal to many groups over a period
of timc; (4) fairly stable and con-
trollable production costs.

In the Theatre Guild, the company
latched on to a dislingnished Broad-
way background; in Alex Segal it has
one of tv's lop directors.

So far, The United States Steel
Hour has won more awards than any
other dramatic program; it recently
copped an “Emmy.” Opposite Red
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Skelton and Truth or Consequences, it
has averaged a 32.1 Nielsen. Total
audience along a 102-station ABC line-
up is estimated at approximately
16,000,000.

Tight show control: [JS, Steel be-
lieves it must have absolute control if
the p.r. purpose is to be properly ful-
filled.

MacDonald himself sits in on the
weekly script meetings with the Guild
and BBDO, keeps a sharp eye on story
ideas. Preference is for stories with
power but outside controversial arcas.
Company and agency deplore writer
tendencies to be grim, look for end-
ings with “a lift.”

The show is notable for its use of
off-beat subject matter. Often, it deals
with major social themes, such as race
prejudice and the American POW
problem in Korea. Still, one wonders
what would happen if a script like the
recent Patterns which won the Kraft
Television Theatre great critical and
popular acclaim were presented to U.S.
Steel for consideration.

At the same time, the strong script
is constantly sought for. Lawrence
Langner of the Theater Guild believes

' R, E s i

cover this
Rich Market?
C.o.vel;e"d Exclusively |

by KHOL=TV

e 30% of Nebraska’s
Entire Farm Market

e 128,000 Families
e With a V2-billion
dollars to spend
High per capita income based on

irrigated farming, ranching, light
industry and waterpower.

For information, contact Al Mec-
Phillamy, Sales Manager, or your
nearest MEEKER representative.

KHOL-TV

Holdrege & Kearney, Nebr.
CBS e ABC e NBC e DUMONT
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| our job all cut out for us.”

that the one-hour tv play can, and
should, have the basic structural pat-
tern of the theatrical drama despite its
brevity.

Story planning, a diflicult task, at-
tempts to look ahead, and shows are
tentatively set as long as six months in
advance.

While the Guild handles actual pro-

duction, the client is never farther .

away than the sponsor’s booth. right
down to show time. Purpose is to pro-
tect U.S. Steel against bits that could
embarrass the company. There might,
for example, be an inadvertent over-
emphasis on sex, or something that
could appear offensive to a racial or
religious group.

U.S. Steel even goes to the extent of
requesting individual bills for talent

* * * * * * * *

¢¢Network radio today comtains all the
values that existed many years ago
when there were no doubts about its
excellence. The successful buying of
radio today is more of a challenge thun
it once was., There are more possible
combinations; more ways of making
the rate card work more efliciently for
you; more ways of reaching larger au-
diences composed of more different
segments of our growing population.
The agencies that examine these possi-
bilities . . . are the ones that are doing
the best job of media analysis and media

selection today.*?
JOHN KAROL
Vice President in Chg. Neticork Sales
CBS Radio, New York

* * * * * * * *

and production. It pays the Theatre
Guild a fee as the producer. A far
cry from the usual package deal.

The United States Steel Hour thus
shapes up as the single biggest p.r. in-
strument of one of the world’s greatest
industrial organizations. In the long
run, this instrument is being used to
help create a very definite public atti-
tude to things economic and political.
MacDonald refers to a recent Fortune
article which said:

“Many people still suppose that
managers are the rapacious spokes-
men of ‘vested interest’ threatening the
economic stability of the country. Ob-
viously, the persistence of such mis-
understanding means that large cor-
porations, only recently rehabilitated
in public opinion, are still potentially
subject to attack in the future, con-
ceivably to increased government con-
trol.”

“There,” comments MacDonald, “is
* k&
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VIRGINIA DARE

(Continued from page 31)

theme. On radio it could be utilized
to carvy the new copy platform while
reminding the listener that it was an
old and well-established produet.

0. Other success stories. Hard hit-
ting spot radio campaigns had proved
resultful for other advertisers, some of
them wine producers.

The essence of “lull-strength radio”
is frequency, the theory that there is
a better chance of selling through
many impressions than a very few. no
matter how impactful the latter. Gar-
rett would rather have 80 to 100 radio
announcements per week going for it
than four or five marginal time tv
announcements.

Emphasis on great frequeney stems
in part from the Dbelief that the con-
sumer does not retain an ad impres-
sion very long. The agency is im-
pressed with a study of advertising
forgetfulness by Burtt & Dobell. It
shows that as much as 52¢ of all ad-
vertising is forgotten after one day.

MHarket satnration: \Vhere once 15-
20 radio announcements per week
were considered a lot. says agency
media director Roger Bumstead, today
it takes a minimum of 35 to approach
saturation. This is the number he usesx
in setting a market budget. le starts
with a figure derived from the an-
nouncement costs of the four network
stations and multiplies by 35. This
gives him the theoretical minimum {re-
quency and the budget needed for that
market.

In buying, however, eflorts are
made to icrease the weekly number
of aunouncements far bevond the theo-
tetical mintimum. This is through pur-
chase of cheaper time on independent
stations and bulk package deals.

The result is that the average fre-
quency per market s somewherve be-
tween 70 and 100 announecments
weekly,

Garrett prefers the 5,000 watter to
the 50kw powerhouse. for its distribu-
tion i~ basically uwrhan.
network
I{(‘a.‘“n&

Independents ontnumber
stations on the Garrett list,
are: searcity of the one-minute period
on the network stations: often the net-
work slation provides more coverage
than the company needs. it being the
power station most of the time: costs

are usnally more favorable on the
independents.
Sonie networks stations  are  n-cd.

when they program much like inde-
pendents and thus have good one-
minute periods and local personalities.

How this
ence-wise 1s

approach pays off audi-
illustrated by an agency
analysis of the 1954 campaign in one
of the major markets. A comparison
was made between what was offered by
tv and radio for the same dollar vol-
ume. In the study one network and
three independent stations were used.
The ageney found that on a weekly
basis radio was delivering seven-and-
a-hall times more impressions than tv.
It was possible to purchase 105 ra-
dio announcements on these stations
for the cost of four tv announcements.
Pulse showed an average in-home rat-
ing per announeement for the radio
stations concerned of 2.5. (This does
not include out-of-home audienees.)

Garrett advertises every day of the
week. including Sunday, and goes after
a wide audience,. Since men have tra-
ditionally been the heavy wine drink-
ers and purchasers, the radio schedule
tries to include male-appeal shows,
such as sport and news. But heaviest
percentage of announcements are prob-
ably found in the wake-up period
which gives both wmale and female
eoverage.

Garrett also likes participation in
personality shows. leans toward known
disk jockeys. The availability requests
speeifically ask for “mixed audience
times,” and “also . . . women’s audi-
ence availabilities,” because of the in-
ereasing female consumption of the
beverage. Women have become as im-
portant as nien in the wine picture
during recent vears.

The agency sends a mimeographed
request for availabilities to reps. It is
very specific about a number of points,
among them package deals. Tt asks the
rep o “offer all PACKAGE ]’Lz\NS,”
“offer floating announcement plans,”
“cliow special rates (with frequency)

on  news or special participation
shows.”
Bumstead  wants  his  availabilities

submitted on the program schedule on
othier than on the usuval typed sheet or
printed form submitted by reps, “From
it we can casily see the station’s over-
all programing structure. can mark
down ratings and know at one quick
elance whether availabilities have been
submitted in all time periods  re-
quested.”

Because of helief in the value of the
local personality tie-in. the agency asks
that the station announcer or person-
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ality on the participation show intro-
duce or sign off every announcement
—only e.t.s. are used for the body- of
the commercial. Openings and closings
are provided by the agency. A typical
introductionr: “And mow we present
the smooth tones of a lady who knows
about wine—>Miss Virginia Dare.” A
typical closing: “Remember. when you
want a smooth wine—ask for Virginia
Dare wine.” Local ad libs are encour-
aged.

Garrett has been
successful in getting merchandising
support {rom 997 of the stations on
its list. This mcludes (1) calls on the
wholesaler, (2) post cards to liquor
stores, taverns and bars, grocery
stores, drug stores, in addition to per-
sonal calls by station mnen, (3) station
publicity, (4) window and lobby dis-
plays (5) air announcements.

An idea of the extent of station mer-
chandising cooperation is evident from
the number of post cards mailed by the
stations to announce the 1954 {fall
campaign—almost 75,000.

Ad manager Kalberer is under no
illusions about the value of such post
card campaigns. fearing that in many
cases the mailed naterial lands in the
waste basket. Still, it has sonie value.
he feels. But the most valuable form
of merchandising. he finds, is the per-
sonal call on the kev dealers in an
area.

The company tries to keep nierchan-
dising from influencing its choice of
stations. For this reason serious mer-
chandising requests are delaved until
after time purchasing is completed.

“But.” says Bumstead, “it is not
merchandising that we buy. We are
in the advertising business. We buy

Merchandising:

N2
%\n‘p«

.l “Didn’t Mom tell you she heard

KRIZ Phoenix advertising an elec-
tric dishwasher?"

| 4 APRIL 1955
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station awd audience. Stations should
concentrate on selling the medium. It
is a good ome.”

Selling the salesmen: [[ow do you
sell radio to the salesmen after thev've
seen tv? Garrett pulled out of radio
in 1949 because of the fecling that its
jingle had just about worn itsell out.
Till 1952, newspapers were the me-
dimn, then glamorous tv, which did
indeed excite the salesmen.

At a national meeting in New York,
Dave Mahoney, agency president and
Garrett account executive. presented
the case for going back to radio to the
sales organization. The pitch was sim-
ply that to do an ad job in today’s
competitive situation required great
frequency. The tv campaign was al-
right as far as it went, but nore was
necessary. lustead of four. five, or six
announcements per week, a market was
going to be bombarded by 70 to 100.
The radio campaign, in short, was pre-
sented positively, as an intensification
of the firm’s promotion.

Copy approach: Though it still uses
the original melody in its jingle, the
company has varied the lyrics to suit
the needs of a swiftly changing mar-
ket. Today’s emphasis is on two copy
points:

a. “smoother”

b. “no extra sugar sweetening”

Behind this stress is a shift in wine
taste and the opening of a vast new
consumer market since World War 11

The most popular wines today are
sweet—a trend developed by the
kosher houses, Mogen David and
Manischewitz being outstanding ex-
amples. (Both are heavy air users.
Manischewitz puts about 90% of its
ad budget into spot radio (about 200

stations) and tv; Mogen David spon- |

sors Dollar a Second on 116 ABC-TV
stations. )

Formerly, Virginia Dare was con-
sidered in the very sweet ealegory.
With the rise of the kosher wines, it
now falls between the sweet and drv.
but niore on the sweet side. The mar-
ket the company aims for is the one
developed by the kosher wines, Vir-
ginia Dare’s product advantage, says
the company, lies in the absence of
extra sugar sweetening, the sngar in
is wine coming from the natural
grape.

The rise of sweet wine in public
favor las paralleled a spread i the
range ol wine-consumer composition.
Wine is today in the transitional stage
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beer went through a few vears ago. It
i~ making it~ way out of the cafe. res
taurant and bar into the home. drug
~tore and snper market.

~ many women drink wine today
as men. rescarch figures show, And ihe
Lighest proportion of wine drinkers is
to be found in the young adult range.
the company dizcovered. A« might be
expected with the increase in home
.~un.~'umpliun. the super market share
of distribution has been growing. to
where it is now over 25¢ of the total.

Wine. i short, is
and more a commonly used beverage.
drunk by more members of the family
and in more situations than in former
vears. The fact remains. thongh. that
winte is still associated with holidayvs
and entertaining to a considerable de-
gree. Which is why the sales peaks
remain Christmas. New Years. Thanks.
giving. Laster.

The growing family use of wine is
reflected in the Virginia Dare copy
switch  from the well-tricd opening
“Say it again” to “Serve it again.”
which =nggests vse in the home.

The famous jingle may be with us
for a considerable period, for Garrett
has concluded that dollar for dollar
spot radio i~ it~ most productive buv.,

WHLI

tHE LONG ISLAND story

becoming more

DOMINATES
Long Island’s Big, Rich

NASSAU COUNTY

* & bk

FOOD STORE SALES
$287,760,000

More than 15 States
Caf Mgt
ok ok
WHLI bos a larger daytime au-

in thc Major Long Island
than any other station.

dience
Market

{"The Pulse}
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TREWAX

(Continued from page 12)

From it~ 10 ¢ distribution in Sonth-
ern California in 1932, Trewax has
expanded, with the help of radio. to a
95 distribution in that area and
70 in the rest of California. Trade
advertizing and Sunset helped build 40
to 50 distribntion in Oregon and
Washington.  Diring 1955, according
to Bob Andrews of KBIG, Trewax ex-
peets to expand thronghout the rest of
the Far West, and by 19506. to go na-
tional. H radio continues to prove sne-
cessful. savs a company spokesman.
stations all over the country may be
carrving Trewax commercials in the
not-too-distant future.

Trewax™ birth in 1919 eame when
Harry Fox. a former door-to-door {loor
polisher salesman. developed a new
floor-waxing produet containing ex-
ceptional amounts of the chief harden-
ing and brightening agent in floor
carnuba.  Most
only 3 to 3% of this hardest of waxex.
but Trewax is made up of over 509
carnuba wax. (This ingredient comes
from the Brazilian carnuba palm tree.
lienee the name “Trewax.”)

wax. waxes conlain

Because of Trewax’ superior quality
(an application iz supposed to last
about  =ix long as other
waxes) and its admittedly high price.
Fox dubbed his prodnet “the Cadillac
of floor waxes.” This phrase is used
in the radio commercials, in which the
quality of the prodnet is emphasized.

fmes  as

At fiest. Trewax was cooked up in
batches on their kitchen stove by Fox
aird his wife. Fox then <old it to house-
wives door to door. But when house-
wives hegan asking local  hardware
dealers for the product. the dealers
persuaded Fox to go into regular pro-
duction of Trewax. So in 1950, Fox
set up a small factory in Cnlver City.

\s business expanded. Fox appoint-
ed his son. Jerry Fox. vice president,
and his son-in-law. Jay Reitsen. <ales
manager.

Witlt the burgeoning of sales volume
into six fignres. production needs also
expanded and the little factory became
too small. A< of | February 1955, Tre.
wax moved into new and larger (20.
000-square-feet) factory qnarters. with
gquadruple its previons facilities: this
will lielp satisfy the upped produet de-
mand which radio is helping to create.

Front the outset, Trewax advertising
has been handled by aceonnt executive
Jon Ross. who joined the Hunter-Will.

hite Advertising Agency in Hollvwood
as of 1 February. lle will continue a~
Trewax account executive. working dj.
rectly with Harrv Fox in formulating
ad plans.

I'ox™ theory —that a quality product
will sell despite a necessarily higher
price—has borne {ruit. In itz adver-
tising. no effort is made to hide Tre.
wax’ liigher cost or the greater effort
needed for application. Trewax price.
31.79 per pound for the paste form.
is two or two-and-a-half times a< much
as that of competitive waxes. Trewax
15 sold as a lignid paste or colored
paste for colored =urfaces. It ha-
distribntion only in paint. hardware,
department and floor-covering stores
because it is feared that mass-sales out-
lets. such as supermarkets and five-
and-tens. wonld =oon break down the
present price strueture. This structure

* * * * * * * *

e*FThe American broadeast system. along
with it« homan faults, ha< been pri.
muarily responsible for the greatest cul-
tural  revolution  in modern  times.
Through broadeasting, and its  allied
fields. great elassical mnsic has been
made universally and econsistentdy  ac.
eessible 1o eversone in our Nation.**

ROBERT E. LEE

. ) Commissioner
Federal Communications Comm.
* * * * * * * *

gives dealers the 40%% mark-up and
sales incentive which Trewax deems <o
valuable.

After (1) personal calls on dealers.
{2) the attractions of the big-mark-up
(3} offers of window streamers and
other in-store display material, had se-
cured good distribution for Trewax in
Southern California——considering the
limitations of its approach the com.
pany found in the summer of 1954
that dealer stocks were moving off the
shelves very sluggishly,

Harry Fox and Jon Ross decided to
run a 30-day test on a Los Angeles
independent station.
KBIG. At the beginning of August
1951, they  launched a schedule of
about 100 announeements to run with-
in the month.

miusie-and-news

Results were quickly apparent. Pre-
vionsly dealers seldom reordered the
prodnet  without  personal  salesman
contact. Dut after the radio annonnce.
nients  were  launched.
pouring m. Another factor pointing
to the effectiveness of the radio adver-
tising: from farawa
places outside Los Angeles County.
Previonsh . the small towns had been
overlooked.

orders eame

orders canie
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In September 1954, Trewax signed
a 1.000-tinle  master contract with
KBIG (1o be used within one year).
The announcements vary in length-
minutes. 30-seconds, 10-seconds—are
both live and transcribed. They arve
heard seven days a week.

The commercials
daytime disk jockey shows with heavy
audiences among housewives, are de-
livered hLive by the d.j.= themselves.
sich ax KBIG™s Stu Wilson and Larry
Berrill. The copy emphasizes Trewax’
quality, stresses the exceptional amount
uf expensive carnuba wax (which
wholesales at $1.10 per pound) present
in the product and the results it makes
pussible. It also points out that Tre-
wiax' quality requires that it cost con-
siderably more than other brands. but
riles reasons why “the Cadillac of floor
is worth it.

minute go ity

waxes’

Trewax feels that one reason radio
fias paid off so well is that it has en-
alled them to reach the housewife
while she is doing her chores in the
daytime, when she is best geared to
heur about a product that might
lizhten her work-load.

The 10-second plugs are scheduled
thuring the main traffic hours to reach
the dealer in his auto as he is com-
muling to and from his place of busi-

ness, in order to let him know that

Trewax is in there pitching.

As of 1 February 1955, Trewax
launched a similar schedule of an-
nouncements on KSFO. San Francisco,
another music-and-news independent.
This represents Trewax first conzumer
ailvertising in Northern California. If
results are as good as those in South-

ern California (by the end of 1954,

two-and-a-half times more dealers
1 there were stocking Trewax than in
1153), it is likely that Trewax radio
ume will be greatly expanded.

Trewax has no local competitorz in
(California, but S. C. Johnson and
Beacon are among the national com-
panies distributing and advertising
their wax products there. S. C. John-
son is a lavish user of network tele-
currently  bankrolls  Robert
Montgomery Presents, NBC TV, Red
Skelton, CBS TV, both on alternate
weeks, plus a segment of Robert Q.
l.ewis” afternoon show on CBS TV.
Beacon’s advertising runs largely in
newspapers and magazines with some
| spot radio.

i Harry Fox takes a practical view of
competition: “As long as we know we're
{ increasing. that's all that counts!” ***

vision,

| 4 APRIL 1955

ROUND-UP

{Continued from page 59)

WEMQ, Hartford.
sponsor for some of its announcements.
The product ix a Geiger counter being
sold by the Springfield, Mass. Sound
Company.  These commercials  for
uraninm  hunters are believed to be
anong the first of their kind in the
country.

has a unique

The largest Mercury agency in the
world is conrpeling  with itsclf on
television. This paradoxical situation
oveurs Saturday evening when the
Cole-Finder Mercury dealer sponsors
~simultaneous film shows on Chicago’s
WBKDB and WGN-TV,

One film show runs for an honr. and
the other for half an hour. lrwin Cole.
vountg head-man of the ageney, states
that the duel sponsoring is an experi-
ment to determine which length of
show pulls better. 1le indicated that
even if one of the shows outdraws the
other they may both be retained since

they each reach a different audience.

you’'re right

on cue!l

No need to fluff your lines. There's
only one CUE to follow when your
stoge is set in Akron. Why, they
love us in our own home town (see
our Hooper} . . . one CUE from
us ond they'll love you, too.

more MUSIC

more NEWS
more OFTEN

\Wene

Akron's only independent _we're home folks

Tis ELLIOT, Presedent

John E. Pearson Co., Nat'ona Representatives
ofter February 10, 1955

The Cole-Finder agency has sub-
stantial stakes in Chicago tv. They

also sponsor Life of Riley Tuesday

nights,  Boston  Blackie  Thurxda
night~ and  /nner Sanctum Friday

nights; all on WON-TV. In addition,
the agency gives away one Merenry a
week on the This Is Your Life show

en NBC TV,

Nine of the top 12 places in the
recent Milky Way Gold Star \wards
went to juvenile television stars, an-
nounced \Mars Candy Co. who spon-
the annual survey. More than
12,000 members of the press and the
entertainment  world were ecanvassed
in the third vear of selections. The
awards take the form of 14-karat gold
stars. and are traditionally presented
on leading tv and radio shows.

Ricky Nelson of the ABC TV and
Radio O:zzie and Ilarriet show
Brandon de Wilde who appeared in
the Diamond Jubilee of Light produc-
tion each won their third consecutive
awards.

|fOrs
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( Please turn to page 101)
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SPONSOR ASKS

(Continued from page 651

ctivitics of Women 20-29 Years of Age
W hile Listening 10 Radie

M1 M-F
n. 121215 p.m.
Percent of

" 29w en 20-29
listening:

> 20.3¢

At h )¢ 98.6°
1) B9 5.0
r 4.5 457
1 613 28.6
11.5 13.6

¢ 3.2

¢ 3.1 5.9
Away fiom home Distemng 5.1 1.4

Activities indnde listening
while traveling & visiting

Women 20-29 are busv with house-
hold chores to the extent of 61.87% at
10-10:15 a.m.. but only 28.6 are so
engaged at noon to 12:15 pm. The
earlier time would be more effective
for product comnnercials  connected
with general houschold cleaning and
tidving up. than the noon time, for
that advertiser’s audience is Dbigger
and the “point of use” time more ctfec-
tive also. \lore specific examples can

.

be shown for carlier and later time pe-
riods  for dressing and personal care,
for instance, which will show a prefer-
ential time to air sales messages on
clothing. facial soaps, tooth pastes,
shoes. socks. ete.

The Ward Survey shows that in all
of the different living activities of the
individual. he or she has made radio
a companion both i and out of the
home.  The individual turns on the
radio because she wants entertainment,
music, news, information and hecause
she likes to hear somebody talking. She
turns on the hght switeh because she
wants light; the radio switch because
she wants radio’s programs, (and in
many cases radios and lights are turned
on with the same switch button}.

Where your Boast
Meets the Coast
and Pays You
Greater Dividends
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ONE-SENSE MEDIUM'S PLUSSES
By Dr. Ernest Dichter

President
Institute for Motivational Research
Croton-on-Hudson, N, Y.
Among the com-
plaints one hears
- voiced by tele-
vision-harried
/ housewives is
“but I can’t do
anything else
when 1 listen to
it.” In a sense,
this is a great
compliment to the eflectiveness of tele-
vision broadeasting and its attention-
holding qualities. On the other hand,
it may very well be the Achilles™ heel
that radio needs as a key to successful
advertising in this era of growing tele-
vision influence.

Since the listener only needs to use
one of her senses to absorb the radio

Py

medium. she is capable of carrying on
other household tasks while listening.
Far from a negative aspect of radio
commercials, potentially here is a very
positive one. If the daytime commer-
cial addressed to the woman carrying
on lier household tasks identifies with
her problem of doing the day’s work,
and at the same time it amuses, edu-
cates and stimulates her, it can be ex-
tremely effective.

The radio commercial, particularly
during the dayvtime hours, can direct
it= appeal to exactly this function.
Thinking ont loud, it might be saying
“Just go right on with what you're do-
ing. listening to us will help to relieve
some of the boredom of daily house-
hold chores.  You'll get the job done
faster and be entertained as well.” This
may well be the psychological key to
future radio advertising.

COVERING SOUTHERN CALIFORNIA
WITH 5000 WATTS

Los Angeles I Long Beach
541 So. Spring St. l 3745 Atlantic Avenve
MAdison 5-2551 1 L.B. 407-907

There lias been considerable atten-
tion during recent years to the science
of sub-liminal learning, the science of
“learning by indirection.” Although
the results of the discoveries of this
sctence mav not be direetly applicable
to radio, its prinecipal finding — that
the learning process continues even
without direct attention — is certainly
some evidence of the effectiveness of
radio commercials. even when direct
altention is at its lowest ebb.

Another point must be made. There
are different levels of inattention. There
is the inattention involved when the
listener sits before the radio darning
socks or knitting. Since the task itself
involves no direet attention, her re-
gponse to the radio programn and com-
mercial may actually he enlianced by
the automatic nature of her other job.
This “other job™ permits her to focus
her complete attention on the radio
program and keeps her from intellectu-
ally wandering.

At the other extreme may be an in-
tensely complex task which will absorb
her completely. In this case, the direct
effectiveness of commercials may be at
its lowest point. Yet here, the process
of “learning by indirection” becomes
most important,

DEPARTMENT STORE RADIO

(Continued from page 37)

copy, availabilities, talent, copy, etc,
pile up to what might well mean a
major upheaval in the aceelerated, high
pressure operation of his entire mer-
chandising-advertising routine,

It is not only the prerogative of an
advertising executive to ask if this is
all worth his time, energy and money;
it i= his job. It is his purpose to di-
rect his store to sucecessful promotion
and he alone is held accountable.

Obviously. the responsibility for con-
viction lies with radio. And it is two-
fold. 1irst, get the merchant to sign
on the dotted line. Second, deliver the
promised resnlis,

Out of all the figures and facts at a
salesman’s  disposal. this one stands
out: The ARBI Point-of-Sale Media
Tests  (see sroasor, 23 February
1953), In 201 radio vs. newspaper
tests, customers who said they came
to the counter throngh radio advertis-
ing accounted for 39.5% of the dollar
volume of test merchandize. Newspa-
per accounted for 23.59 of the dollar

SPONSOR
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volunie. The remaining percentage of
dollar volume, in these tests, was from
customers who came to the counter
without any advertising iufluence
1257 ) and customers who said they
learned about the test merchandise
from Dboth radio and newspaper.

These same tests illuminate another
startling conclusion, well worth every
advertising executive’s consideration,
Tle percentage of customers who both
suw and heard the test advertising was
omly 7.79%. A very small overlap. This
strongly suggests that a merchant who
puts all his eggs in one basket, misses
a share of his customers. The know-
ing merchant uses both radio and
newspaper, and by doing so. enlarges
the scope of each. Where radio and
newspaper have been used to comple-
ment each other, result~ have heen
overwhelmingly effective.

The task of converting the merchant
to radio takes intelligence, initiative,
perseverance and patience; and crea-
tive selling is certainly more effective
than any cost-per-1.000 figure.

The salesman who follows the
NRDGA yearly calendar of sales
events, who learns to auticipate de-
partmental and store-wide promotions
is in a position for creative selling. He
can suggest a timely campaign for
spot saturation. or turn up with an
idea for boosting traffic at a given time.
He most likely will be on the spot and
on the ball in displaying one of radio’s
greatest assets to retailing: its flexi-
bility and singular ability to produce
and deliver an advertising message in
less than an hour, if demanded.

While this salesman’s ideas may nev-
er be completely usable from the mer-
chant’s side of the desk, he is begin-
ning to speak this man’s language. llis
positive sales approach is widening
that crack in the door.

More mmportant to the merchant
than cost, is result. The salesman who
cuts rates and offers involved low-cost
package deals shows little faith in his
own medium. He can hardly expect an
exacting merchant to go his way, nor
sell the product he is so willing to give
away. No merchant-advertiser ever
bought a medium because it was cheap.
No merchant-advertiser is interested in
a weak mediunn

Bv the same token, the broadcaster
should not be interested in the mer-
chant as a weak sponsor. Certainly not
when he controls and spends 10 tines
more daily than any other business-
man in local advertising.
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Broadcasters are mistakenly satisfied
with token contracts from department
stores. Fager for this prestige account,
they are coutent witli a meager portion
ol co-op money. wheedled from a dis-
tributor or manufacturer of one of the
store’s brand name products. They
have not <old the merchant. they have
only placed themselves in a critical
sitnation. Co-op accounts rarely re-
ceive the needed attention from the
store’s advertising department or the
personnel of the radio station. And
for that reason they fail to show ap-
preciable results. They only drift along
until the merchant suddenly realizes
that his precious co-op money is going
down the drain, and the co-op contract
becomes nothing more than a “kiss of
death.”

While co-op money mav place ra-
d10’s foot in the door, it may also be
instrumental in giving a broadcaster
the well known boot, out the same
door. Until the merchant is convinced
to the point of spending an adequate
budget and expending his energy and
talent in the direction of sound broad-
cast advertising. he can never realize
the full benefits of this medium.

Broadcasters have learned that it is
easier to sign this merchant than it is
to keep him on the air. Yet they are
slow to realize that a great share of the
responsibility for successful retail ad-
vertising is the burden of the entire
persounel of the radio station.

For example, when a merchant pro-
duces a newspaper ad, he employs and
controls a complete staff of experts:
copy-writers, artists, production peo-
ple, even coordinators. There is no
word of copy, no line in the art, no
part of the ad’s white space that is
not analyzed, rewritten or redrawn un-.
til it satisfies the expert responsible.

Yet, when this same merchant uses

radio he must rely upon the personnel
of the station for the same perfection
and intelligence he demands of his im-
mediate, in-the-store staff. Sales, con-
tinuity, traffic and talent contribute to
hiz success or failure but their people
are far removed from the daily habits
and facts of retailing. The merchant
has no way of controlling them.

On the day of his big sale. he may
tune in to hear his sponsored half hour
and catch a thoughtless announcer ad-
vising all listeners to stay at home be-
cause the weather is poor. MHis own
program is working against him. (The
newspaper only «tates the weather re-
lying on the intelligence of its readers

“INDIANA’S

I BEST

TIME BUY!

NEW POWER!
NEW SOUND!

Now! @50

IS A NEW SPOT
ON THE HOOSIER DIAL!

Yes, Indiana’s sell station
is WXLW, beaming
music and news every
half hour to a responsive
Hoosier audience!
And now, from dawn to
dusk, WXLW’s new
signal, backed by 5000
watts, catches the ear of
countless new Hoosier
ears! Add to this a
completely different
high-fidelity sound,
made possible by the
k  most advanced,
modern transmission
equipment in the
B state . . . and you
R have a set-up
for a success
story that's
sure-firel

"”ASK YOUR
JOHN PEARSON MAN!"

THE HOOSIER STATE'S
“GOOD-TIME DAY-TIME STATION”
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for their per<onal conclusions.) He
may hear the most important part of
hi~ ~ale< pitch mutilated by a d.j. who
i~ more interested in selling his own
per-onality than the product and store
lie represents. lle may even hear his
copv turned senscless and comical as
co-called “radio talent” dives into a
commercial with no pievions attempt
to understand and deliver it properly.

And what about thix copy? What
about the sales meszage which cannot
be overestimated in importance? s
the continuity department of the aver-
age radio station really equipped to
write this specialized pitch?

I« the average advertising ageney
any closer to a knowledge of the store’s
needs and between-the-lines schemes?
Are the copy points whicl are so care-
fully worked out and stressed. in the
merchant’s newspaper ads, ever really
analyzed and adapted to broadcast sell-
ing? No. they are not. And until the
broadcaster can find a way to use these
came successful tricks and tools, he
cannot hold the retailer. Inevitably.
radio must find the way.

Fvery radio station. imterested in
the department store advertiser, would
be wise to employ at least one person
with substantial experience in retail

SELL The
Tremendous

NEGRO

Market Of

DURHAM - RALEIGH

And

Eastern North Carolina

(America’s Most Ifabulous
Negro Market)
\With

WSRC

Durham, N. C.
1410 K. * 1000 Watts
“Only station in Eastern  North
Carolina  Programming  cxclusively
to this great Negro Market.”
0.5 MV M 138,750 Negrc
O.1 NV AT 187,350 Ncgroes

#1020y (°

n-n

For the complete WSRC Story call
RAMBEAU

Southeastern Dora-Clayton
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advertising.

There is a erying need for co-ordi-
nation, inside the radio station, on be-
hall of the department store sponsor.
There i« need for liaison between the
retailer and broadeaster, at a level
where mutual understanding and re-
spect 1s possible; where resultant, sue-
ce~=ful broadcas~t advertising ix prob-
able.

The department store account is a
specialized, full-time job for radio, and
should be approached as such.

The time is ripe for radio. In this
highly competitive era of far-flung
shopping centers and customers who
use an automobile as a flying carpet,
the merchant looks for new ways to
beam his message to an elusive. selec-
tive shopper.

In this day of high operating costs
and diminished profits. the merchant
reexamines his newspaper rates and
engraving costs. Ile is anxious to make
his advertising dollar stretch to cover
all requirements.

The time is ripe for radio to show a
new facet of understanding. salesman-
~hip. and follow through. The time is
ripe for a successful alliance Dbelween
the department store merchant and the
radio broadeaster. It is not likely that
either one will miss the boat,  * * %

CHOOSING AN AGENCY

(Continued from page 29)

First, it formed a conmmittee con-
sisting of Clarence Eldridge. executive
v.p.: Rex Budd, director of advertis.
ing; Henry Stevens., produet market-
ing manager of the heaviest product
advertising of Campbell’s.
and Ray Rubicam. called in as an
outside consultant.

division

Fron that point on, the committee
followed a systematic, thorough ver-
ston of the steps outlined by sronNsor
abone. Fach committee member sug-
gested five agencies, until a prelimi-
nary list of 12 unduplicated possibili-
ties was arrived at. Then the four men
visited the agencies. eliminated some,
revisited  the After thor-
ough <tndy, four agencies, ecacl one

remainder.

with a long tv track record. got the
Campbell =oup account.

llonr) Stevens, prmlm't manager on
hot the nnmerous -

soups. recalls

terviews the s=election committee had

with the agencies. “We knew
people m each agency anyhow. and

nany

their accounts. Nonetheless, we

mest .

the key men, let them tell their own
storv. Then we’d go back for a second
time.”

This spring, after the agencies had
a chance to prove themselves. Camp-
bell President Wililam Murphy said
that the multiple agency set-up is giv-
ing the company a greater degree of
creative work and better advertising
than ever before.

Block Drug Co.’s approaeh to agen-
ey switching this past summer was vir-
tually the opposite of the Campbell
technique. For one thing, Advertis-
ing Manager George Abrams did mosl
of the scouting and deciding by him-
self, without aid of a management
commitlee. Furthermore, when the list
of potentials had been narrowed from
100 to six, the final selection was made
on the baxiz of presentations. Harry
B. Cohen created a tv film commer-
cial in four davs as part of its presen-
tation.

I’s interesting that the size of the
agency was a big factor with Block,
As George Abrams put it to SPONSOR:
“We wouldn't want our produets to
have to fight for attention. In a
medium-sized shop the ageney’s key
people are our people.”

The television departments of the
potential agencies were studied with
particular care. Block was looking for
an agency that could take over the
writing and production of its network
shows and the buving for its spot eam-
palgnS.

Within a month of beginning the
secarch for a new agency, Block Drug
Co. assigned Amm-i-dent, Green Mint
and Pycopay to Ilarry B. Cohen Ad-
vertising Co.
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“Sorry, ma'am, we're completely
sold out of KRIZ Phoenix basement
specials.”
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Speculative preseutatious: Actual-
ly the speculative presentation is used
very rarely in these days of television
as a basis for choosing an agency. For
one thing, the majority of advertising
directors feel that it’s impossible for
1 “outsider”—which the agency mak-
ing the pitch certainly is
sufficiently intelligent analysis of the
distribution. sales and
problems to come up with effective
campaign ideas. Furthermore. they
icel i’s unfair to request such an ex-
pensive procedure from an agenecy.
particularly since the presentations
are rarely considered conclusive. And
but far from least important. is
the difficulty, expense and time in-
volved in showing adequately what the
agency could do for the client in tv.

to give a

advertising

Nor are decisions about agencies
always made on the basis of tv track
record, or billing factors. Very re-
vently, a major drug firm switched
agencies because a unew executive at
the current agency has a hold on a
valuable tv property that the firm
wanted to buy.

A multi-million dollar imsurance ac-
count followed its account executive
to a shop in which he became a part-
ner a few vears ago. This type of
agency change. however, las become
somewhat rare among air advertisers
because of the vast expenditures neces-
sary to set up or revamp an agency
capable of servicing a major television
advertiser.

The criteria for choosing a certain
advertising agency vary ahnost
much as do the methods and reasons
hehind a change. But if there was
cne general rule that all adverticing
directors seem to agree upon it is the
need to pick “an agency that fits the
size and requirements of your prod-
ucts.”

as

—

I Case for big shops: Said the adver-
y tising director of one of the top pack-
|age goods firms: “After you've gotten
"into one of the top 10 or 15 radio-tv
ragencies, there’s not much difference
 between one or another. Virtually no
agency today produces its own show.
'but the bltwer shops have more ex-
| perience, better stafls and can do a
better job. When an agency has more
v billings and various different tv

tomes more knowledgeable about the
medium.”

The advertising director of a major
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clients, its personnel automatically be-

tobacco company also leaned toward
large agencies. “When you need sharp
action in network tv, vou're pretty well
limited to the bigger agencies.”

Said the advertising director of
large oil company: “We got into tv
when no one knew anyvthing about the
medium, but since then it's become a
lot more expensive and more competi-
tive. You need a lot of services hesides
the skeleton tv stafl a small agency
can afford. The agency that handles
our network show has greater research
facihities, resources,
and. let’s got a definite ad-
vantage in uetwork negotiations
causge it buys time for many clients.”

more personnel
face it, it's
be-

Swmaller ageucies: The advertising
director of one of the food product
giants felt that large agencies have no
advantage over medium-sized shops:
“It depends what you’re talking about
—in wetwork, the small shop’s at a
disadvantage. But smaller shops are

more creative often. Traey-Locke in
Texas have done some of the best
eight- and 20-second tv spots on a

regional basis that I've ever seen.

“Largeness is no insurance of serv-

ice. On our products I want to be sure
we have an established timebuyer
who’s had broad client experience, and
that’s more likely in a large agency.
But a smaller agency may combat this
by going into the field and developing
personal contacts among station man-
agers.”

The advertising executive of a large
drug company is a strong advocate of
matching the size of the account to the
size of the agency. “At a giant shop.
vou'd be at a disadvantage if you're
not one of the large accounts. A new
show or time period, for example.
would be offered to the big bovs. not
to you.”

A soap company advertising execu-
tive felt that tv time franchises have
put small shops out of the running.
“Tv has eliminated most small agen-
cies. Ten or 15 big agencies have the
inside track and that’s why they at-
tract accounts. Look at the growth
of some agencies lately—you can al-
ways trace it to their television, like
McCann-Erickson and Leo Burnett.

“Personally, 1 feel an agency must
have two qualifications: (1) a normal
amount of creative tv ability— pro-

Bigger than St. Louis!

The 50 county market covered by Wis-
consin’s most powerful radio station is
])](r(r(\
more than twice as big as Milwaukee.
Like these metropolitan areas, wKOW
COUNTRY is a group of shopping cen-
ters.

than St. Louis in retail sales,

Unlike them, however, the land

between one rich wKOW COUNTRY
shopping arca and the next produces
valuable farm products and an aver-
age annual family income of $6,921
for the producers. Madison, the capital
of wKOW COUNTRY. with over
105,000 populdti()n has an average
5|>en(|al)|(‘ income per household of
$8,067. You can scll it all at bargain
rates on WKOW at onc-fifth the vrice
vou pay for St. Louis, onc-half the
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o "t; ﬂrﬁ*‘f'} /
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gram ideas aud commercial technique:
(2) an agency must be in position to
negotiate with stations and networks
fast: it must have a hep media depart-
ment. good timebuvers. In fact, if an
agency todav can negotiate for tune,
vou don’t give a damu whether they
know tv production or not.”

The advertising director of a watch
company favors big agencies for time
buving. “It’s the big ageney that can
wicld important with  the
stations. beeause it controls so much
business. 1t can buv better for us, be-
cause the stations rush to it with new
availabilities, if any open up.”

mfluence

Ravs the advertising director of a
large drug firm: “Some accounts.
cosmetics. for instance, demand a lot
of special detail work from the agency
because of co-op. special store ads, the
number of varied tv commercials. Ac-
counts in the proprietary field need
less detail. This is the sort of thing
that determines what size of agency is
best. A small agencv. for example, is
better on detail work.

“QOceasionally. advertisers make the
mistake of rushing to the so-called
‘hot” agency, and it strikes them as a

Covering the enlire
Norlhwaest irom Spokane

/' MRS.
==~ CONSUMER

wrote a letter . . .

12,533 of them!

As KGA’s fabulous Kash Box last
week grew to 31,056, there came
a deluge of mail to KGA. Each one
a Kash Box entry cach one
bearing a sponsor’'s label
Here's the brecakdown
DARIGOLD EVAPORATED
MILK
BROWNIE COOKIES
DR. ROSS DOG FOOD
FOLGER'S INSTANT
COFFEE
NO LABEL
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2,890
1393
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TOTAL
Mail Count to date 41,748

Fa h BWro o' <t te Kash
B R U fr N &eer noteas ng
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ALL ABOARD!
Wnite

12,533

call or wire

Reps.: Everett-McKinney, Inc
New York, Chicago,
Los Angeles, San Francisco

Box 141 - Spokane, Wash.
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prestige factor to have the aecount
handled by an agency with that repu-
tation. DPersonally. I'd shy away from
an agency that had been adding a lot
of extra television bilhug within a
short time. The necessary reorganiza-
tion within the agency would prob-
ably deprive us of attention.”

Splitting the account: Afier the ad-
vertiser has chosen an agency he often
stil has to decide whether to split the
account among two or more agencies.
Sometimes a split by products is neces-
sary because of competitive reasons,
Among the giant package food firms
with their lines of dozens of products,
such a situation is virtually inevitable.

However, various other faclors
cause advertisers to assign different
product= to different agencies.

“We have a men’s line and a wom-
en’s line,” one drug advertizer told
sPONSOR. “And actually. one agency
is particularly clever in male-appeal
cosnietics commmercials. Our women’s
line of proprietaries is older. and has
been handled by the other agency for
many vears now. It does a fine job.”

A eigarette  advertising execulive
favors split accomus for competitive
reasons: “We have three competilive
cigarette brands. Each requires a cam-
paign of its own, and each competes
with the other brands. It's natural that
they should be handled by different
agencies. Besides, frankly, [ feel split-
ting the account keeps the agencies on
their toes.”

The advertising director of a firm
making shaving products favors a split
account  from  Dbitter experience:
“Twice we were caught by having
agencies collapse, and 1 ended up hav-
mg to write tv commercialz mveelf.
That’s just one reason | like to have
the load shared by two or more agen-
cies. Bat 1 alko keep in touch with
four or five other agencies on an in-
formal basis, just to insure against
wmishap, and to make sure our agencies
keep doiug a good job.”

Said a fowd products  advertiser:
“We split our account partly because
there’d be an unhealthy tendenev to

concentrate on the  large-spending
product. il our entire line went

through one ageney.”

Most advertisers objected to split-
ting an acconnt by wmedia, although
they  cach cited  instances where it
might be necessarv. The disadvan-
tages, they felt. were in a tendeney to

destroy the unity of theme which gen-
erally makes an advertising campaign
a success,

Several advertising directors of cer-

taiu  food and cigarelte concerns
spending many millions eaelh year

mentioned that thev tend to =plit their
account along institutional and eon-
sumer advertising lines. International
advertising. too, is mostly handled by

specialized export agencies, But the
majonty  of advertising executives

were leery of splitting accounts be.
tween priut and air,

“There are advantages,” says the
top advertizing executive of a food
products firm. “You get two agencies
competing on the same line of prod-
ucts, and better thinking results. But
the shop handling print may come up
with an idea that can't be carried into
air media. Then you lose some carry-
over on vour sales message, and in.
evitably one agency ends up dragging
its feet.”

A big coap advertiser feels that net-
work v virtually eliminates splitting
an account. “lf vou have a lot of
products buving into a network tv
show, it's much better if one agency
rather than a group of agencies super-
vizes the show. That doesn’t mean that
vou don’t beunefit by splitting the ac-
count by products, other than in tv.”

The most unusual split by products
as well as by media is the one that has
evolved for the Mennen Co.. via Ken-
von & lickhardt and McCann-Erickson.
Each agency handles a certain num-
ber of products. However. McCann-
Erickson buys all the spot tv for all
the products and K&I buvs all the spot
radio for all the products. The pro-
duction of commercials is handled by
the agency handling the partieular
products, and the agencies cross-bill
each other on the time by products
also.

Heve’s how lLeonard Colson, Men-
nen’s advertising manager. explains
the system: “Thiz= way, each agency
buys a bigger schedule and therefore
gets better franchizes. Besides, K&IZ
already had radio experience for our
products. whereas McCann is bigger
1 =pot v

Why accounts morve: Touchiest sub-
13

what  went
wrong with our advertising ageney.”
There advertising director
who'll gzo ou record on the foibles and
weaknesses  of the ageney  just

ject in  advertising s
=0t an

re-
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signed, but here’s a run-down on the
reasons behind some of the headlines
made during the past few months.

Personality clash: Over 85 million
in jewelry billings flew out the window
after a quarrel Detween the agency
president and the top executive of the
account. Reason for the quarrel? It
wasn't business, say those who heard
it

Sometimes  the very thing that
brought an acconnt into an agency—
a personal friendship between the top
oxecutives—can hurt the relationship
as it proceeds. There's a tendency for
information to get bottlenecked on the
high level; ideas spawned at South-
ampton, somehow don’t get back to the
department heads on Madison Avenue.
Neither the agency wor the company
advertising manager are properly in-
farmed.

Poor handhing of television: Just a
short time ago a multi-million drug
account switched agencies, after hav-
ing spent a couple of million dollars in
a network tv show that never got its
feet off the ground. The situation
comedy never pulled adequate ratings,
even though the agency revamped the
show twice within six nionths. Within
weeks of its arrival in the new agency,
the drug account announced sponsor-
ship of a new network film buy.

A few months ago, a cosmetics ad-
vertiser split his billings, giving a fair-
sized chunk of the air billings to a
new agency.  What preceded it was
months of skipping from one network
show to another, never sticking for
more than eight weeks with any of
them. The problem: the agency had
an  inadequate research department,
hadn’t gotten the facts about audience
composilion.
recommendations:  There’s
nothing that undermines a client’s con-
fidence more than poorly thought-out
recommendations whether they stem
from his account man or the agency
president.

Said a drug advertiser: “Evalnating
tv is harder than other wedia. And by
the time you see your ratings, you've
already spent a small fortune. Hence,

Poor

THE EASIEST WAY
TO SELL THE BIG NASHVILLE

NEGRO MARKET

USE ALL-NEGRO STAFFED

WSOK
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there’s a tendency in tv for high agen-
cy Dbrass to pontificate, even when
they’re not well-versed tv men. The
tv specialists within the agency don’t
dare eontradict the president, and the
harm’s done.”

One drug firm paid through the
nose for the privilege of having one
of the top agencies. The agency had
a hard-to-handle tv star with a stage-
struck fawnily member. The agency
built a around the novice,
palmed it off on the relatively small
advertiser.  The show flopped and
heads rolled.

show

Sales  set-backs: Advertising’s not
always to blame. but it’s almost always
the scapegoat. When sales start «lip-
ping. chances are the client will start
looking around, “to get some fresh
thinking.”

How can advertisers keep agencies
from slipping?

Bill Hausberg of Lehn & Fink sends
the agency all bulletins to salesmen
and memos pertaining to advertising
that circulate in the company to keep
his agency up to date.

Harvey Bond of Benrus Watch Co.
likes to feel that he can call on the
people at the agency who're specialists,
not just on his account group, to get
the benefit of their thinking.

Al Stevens of American Tobaeco
Co. channels all ideas and problems
through the account executives to
avoid tangled communications.

Don Stewart of the Texas Co. main-
tains regular personal contact with his
account man. v.p. of radio-tv and
copywriter. He adds that it’s good to
have the writers occasionally attend-
ing meetings to keep then well in-
formed about new product develop-
ments, sales approaches.

George Oliva of Nabisco works with
the buyers on selecting stations. for
fear that an important market might
be overlooked.

Bill Campbell of Borden Co. deals
personally with such tv specialists as
programing v.p.. packager, copy su-
pervisors, film directors. so that com-
pany policy will be translated into
every Borden program and commer-
cial.

Alden James of P. Lorillard has 30
people in his advertising departiment;
including brand managers, research-
ers, media men. He likes to have them
all in continuous communication with
their agency counterparts. * ok ok

ROUND-UP

(Continued from page 95

“A Bouquet of France” is the new
theme on WOQNR's To France With
Music show twice a week from New
York. The program has been on the
air for four years under the sponsor-
ship of Air France and the French
Government TFourist Office, and each
show features various parts of France.

Jacques Fray is the narrator, and
his first-hand description of the scenic
beauties of each locale is coupled with
scattered interviews from returned
tourists and
from the area. The show is on Tues-

day and Thursday, 7:05 to 7:30 p.m.

occasional  celebrities

* * *

A tie-in with 506 local drug stores in
the Lansing, Mich., area has been an-
nounced by radio station WILS. The
station sponsors one institutional an-
nouncement per day and two on Sun-
days to promote drug purchases in
reciprocation for commercial drug
product announcements.

The advertiser is guaranteed one
display for one week in each of the
stores for a 13-weck contract. l'or 20-
and 52-week contracts he is guaranteed
three and eight weeks of display re-
spectively. In addition, cach store is
supplied with a decal identifying it as
a member of the group plus shelf
talkers and counter cards reading “As
Advertised” and “Radio Special” to
supplement any materials supplied by
the manufacturer.

* * *

The Spanish language Sombrero
Network announced that it now has a
nine-station coast-lo-eoast operation
that reaches 2,500,000 Spanish speak-
ing people in the U.S. The “flagship
station,” KCOR, San Antonio, will sup-
ply soap operas and other taped fea-
tures to the members of the network.

Clients already using the full net.
work include the American Tobacco
Co.. Ex-Lax, Falstaff Beer. Lydia
Pinkham and Ol Gold.

* * *

Bostons WHD! has charted a food
survev specially for the advertising
and food executive. The survey is
presented in a graphic manner which
indicates the annual gross food sales
for each of the 25 counties covered by
the station. Brochure is available on

request to the station, * Kk K
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Marion Harper Jr., president of McCann-
Erickson, will see his agency ucquire all of Westing-
house® $3,000,000 consumer products account from
Fuller & Smith & Ross effective 15 July 1955. This
will leave F&S&R 10ith Westinghouse's industrial
advertising only. McCann-Erickson has been
handling Westinghouse air billings only (network
tv spearheads: Studio One, Best of Broadway, both
CBS TV). Agency’s strong tv knoiw-how, say trade
reports, helped win rest of account’s billings.

George H. Frey., NBC vice president in charge
of tv networl sales, lust month announced new
“color spread” plan for tv advertising to start next
fall. Plan brings magazine concept to the spectacu-
lars, enables advertisers to buy 90-second commer-
cials in the Sunday night 7:30-9:00 p.m. specs on a
one-time {or more) basis at $§70,000 each ($18.000
each for the summer series). Each spec offers six
such avatlabilities. First advertiser buying into plan
is Sunbeam Corp. (through Perrin-Paus).

Walt Disney. who together with ABC, boldly
married tv and Hollywood, is seeing fruits of this
marriage in the recently-anounced Warner Bros.-
ABC tieup. Studio will make film for tv web in
format lilke Disneyland. Meanichile, Disney’s late
afternoon hour strip on ABC TV, The Mickey Mouse
Club, has corralled four sponsors. General Mills,
through Knox-Reeres: Campbell, via Leo Burnett;
Bristol-Myers, through DCSS: Armour, via Henri,
Hurst & McDonald. Quarter hours are still available.

James W, Seiler. (top) president of American
Research Bureau, and James L. Knipe. president
of C. E. Hooper Inc., have narrowed the competitive
picture in the broadcast measurement field. They
have made an agreement which calls for ARB

to operate in tv only, Hooper to concentrate on radio.
As of 31 March, Hooper suspended publication of
local television llooperatings (05 cities), will furnish
radio measurements in 105 ci'ties during the 1955-50
season {local only). ARB publishes monthly tv re-
ports in 70 cities, is preparing a study of 110
“Abilene to Zanesville”™ markets to give current
information on hitherto neglected small markets.
ARDB and Hooper will continue to maintain separate
identies, though each will cross-sell for the

other. And both Seiler and Knipe will serve

on the otlrer company’s hoard of directors.

SPONSOR
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HERE'S HOW WTTV AND NBC-TV STACK
UP IN THE INDIANAPOLIS AREA

Based on share of audience study for 91 night time quarter-hour

M NBC-TV periods in 42 counties surveyed by ARB*, January, 1955,

WTTV Grade B.
SHARE OF

‘ ‘:"”“:?/ AUDIENCE

- 50

Star of the PET MILK-ARMOUR
GEORGE GOBEL SHOW. (Not
represented in these figures, but

he'll be included in the next ARB 40
Survey)

STATION WTTV-NBC
STATION B = e e e e _—
STATION C === cceccccnnea=a

30

20
it o, Gy

2
S S M T W T F
SUNDAY-SATURDAY AVERAGE*

WTTV STATION B STATION C

34.9 38.9 15.5

INDIANAPOLIS

»
TERRE WWTTV
HAUTE TOWER

VWTTV Television Serving Indianapolis,
"Terre Haute, Bloomington and ALL of
o0 the great HOOSIER HEARTLAND

channel

A SARKES TARZIAN STATION

BUSINESS OFFICE: Essex House, Indianapolis 6, Indiana
Represented Nationally by MEEKER TV, Inc.

|
|
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ANNOUNCING

1955 EDITION OF

TELEVISION

DICTIONARY/HANDBOOK

*1000 more definitions than

FOR SPONSORS

CONTRIBUTORS AND

ever before—2200 in ali! P,

*All the new color tv terms.

*Special sections covering

ik TELEVISION CONSULTANTS

BiLL BALLINGER, Tv

DR. CHARLES ALLEN, Research Dir., Mediil School of Journailsm,
i DICTIONARY / HANDBOOK Northwestern U., Evanston,

JOHN W. ANDERSON. Fiber Giass Corp., New York
Prod.. Campbell-Ewald, New York

1L

puinting technique, art work, tv moving displays. “ FOR SPONSORS BOB BANNER, DIr., Fred Waring Tv Show, CBS TV. New York
=

“A Complete Education in Television Pt
for Only $2. ? A rehmont, %X
The 2200 television terms defined in

the brand-new edition of Television
Dictionary/Handbook graphically measures
tv’s phenomenal growth.
Dictionary published in 1950 contained
only 300 terms.

Compiled by Ilerbert True of XNotre Dame
University—in consultation with 37 tv
experts — the 1955 Dictionary is a “must”

for any professional associated with any

No more wondering what the other fellow’s
talking about. No more grasping for the
right word in your letters! Your conversation
and correspondence take on new sparkle,

new authoritativeness.

First Editions Sold Out Completely

The 1951 and 1953 editions sold out almost
immediately., The same will no doubt hold
true of the 1955 edition—only quicker. Don’t
be disappointed. Send for your copy today!

part of the television industry!

The first TV

GEORGE M. BENSON, Dir.
Ford Foundatlon, New York

RALPH S. BING. Raiph Blng Co., Cleveland
'ublisher, Esecutives Radio-Tv Service,

WM. i. BREWER,
Tlolden, Kansas ity

FRANK BURKE, Editor, Radio & Tv Dally. New York

Saies & Research. Tv Workshep,

Tv Dir., R J. Potts, Cailkins &

EDDIE DAVIiD, Prod.-DIr., Ziv Tv DPrograms. Los Angeles

HARRY DIETER, Tv Md4r.

Foote, Cone & Beldlng, Civeago
ORRIN E. DUNLAP JR., V I', Radio Corp. of Amer.. New York

HUDSON FAUSSETT, Dir., Armstrong Theatre, NBC TV, N.Y.

WM. D. FISHER, V.P., Gardner Advertlslng, St. Louls

DON FORBES, Mgr. Studlo Programs, KCOP, Los Angeles
MAURY FRINK, Pres., ¥rink Flim Studles, Eikart

NORM GRANT, Scenle Dir., NBC TV, New York

KEiTH GUNTHER. Prod.-Dir.. K8SD-TV, Kansas CIty

R. B. HANNA, Mgr.,, WRGEB TV, Scienectady

SHERMAN K. HEADLEY, Asst. Mgr., WCCO. Minneapolis
GEORGE HEINEMANN, Dir. Tv I’rog., NBC TV, Chleago
BERNARD HOWARD, Academy Fiim 1'red., Chlcago

DOUG JOHNSON, Author, TV \Writer, CI3S TV, NBC TV, N.Y.

BILL LADISH, Prod.-Dlr., WDAI-TV, Kansas City

ROBERT L. S. LEEDY,
Div., Du Mont Labs, Clifton, N.J.

CHESTER MacCRACKEN, V.I' Radio-Tv. Doherty, Clifford, Steers
& Shenfleid,

DON McCLURE, Saies Megr., Bonded Tv IFlim Servlce, New York

HARRY McMAHAN, V.P. Charge Radlo-Tv Commercials, McCann-
irickson, New York

RAY MERCER, Ray Mercer Prodns., lloliywood

Asst. Adv. Mgr., Communlcatlons Prods.

HOWARD NEUMANN, Ty DIr., Lowe RRunkie, Oklahoma City
BERNARD F. OSBAHR, Editor, Teic-Tech & Eiectronle Indus-

tries, New York

LEE RUWITYCH, V.P, & Gen. Mar, WTV]. Miaml

Chiecago

- NN e mmwm m Order Now mm We'll Bill You Later

SPONSOR SERVICES, INC.
40 E 49th S, N Y. 17, N Y,

4 APRIL 1955

Please send

O 1-9 copies—%$2 each

Name Tide

Company

Address - -

Cey Zone State
O Payment enclosed [0 Bill me later

copies of I’V Dictionary/Handbook as checked below:

O 10-49 copies—$1.50 each

DR. DIK TWEDT, Rescarch Supyr., Needham. Louis & Brorby,

WALTER WARE, Scheideler, Beck & Werner. New York

JACK WEBB, Tv Actor; I’rod. Dragnei. Mark VII Prodns., Hywd.
ADRIAN WEISS, Louis Weiss & Co., Los Angeles

BEULAH ZACHARY, Prod.. Xukia. Fran & Oille. NBC TV, Chi.

O 50 or more—$1.25 ea.

O B8ill company
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I'm the cat
in catalyst.

HTRH-TV

THE CHRONICLE STATION
CHANNEL 13
National Representatives: BLAIR.TV
150 E. 43rd St., New York 17, N. Y.

I'm changing the double-billion
dollar, two-station Houston
market every day—with top
adjacencies to basic ABC and
other net shows—top local artists
—top syndicated film features—
top power (316,000 watts)—
and daily local color too!

Quite a lot of changes for this
cat—lucky for Houston—lucky
for you—the best buy 1—
KTRK-TV—Channel 13—
Houston.

BLAIR-TV.

P. O. BOX 12, HOUSTON 1, TEXAS—ABC BASIC

Houston Consolidated Television Co.
General Mgr., Willard E. Walbridge
Commercial Mgr., Bill Bennett
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SRA suggests
cut-in policy

More B‘way
shows on tv?

CARTB hears
O’Neil, Karol

| More retail

| $$ to radio

1 Dep’t stores
and air media

More concert
music on radio

| 4 APRIL 1955
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REPORT TO SPONSORS for 4 April 1935

(Conutinuned from page 2)

Station Representatives Association is urging stations to charge one-
time announcement rate for network cut-ins. SRA stand is result of
growth in use of cut-ins plus lack of standard pricing and servicing
practices among tv stations, webs. Most common station charge now
for cut-ins is 7%-10% of Class "A" hour rate—which is about half of
usual one-minute or 20-second announcement rate. SRA takes position
that cut-in is same as any station-originated announcement, hence
regular station rate should apply.

~SR—
Telecasting of "Peter Pan" spectacular and then "Southwest Corner" on
NBC Kraft Theatre 30 March does not necessarily point to rash of tv
exposure for short-run Broadway shows. Broadwayites point out not
only are short-runs rarer this season but successful shows are get-
ting into black quicker—thus indicating less need for tv cash. Case
in point is "Bus Stop," which recouped investment in three weeks, big
reason being sale of film rights.

~SR—

Canadian Association of Radio & Television Broadcasters, which held
30th annual meeting in Quebec, heard prominent U.S. broadcasters out-
line U.S. (am) trends. MBS president Thomas F. O'Neil pointed to (1)
use of smaller time segments on stateside networks, (2) increased
number of web clients, (3) scatter-type buying. CBS Radio sales vice
president John Karol cited the flexibility of strip programing and
duplicating of nighttime shows in afternoon.

—SR—

Increase in share of retail ad dollars going to radio is spotlighted
by super markets' use of am medium. In 1954, 53% of supers used
radio. Year before, figure was 49%. RAB president Kevin Sweeney
told Washington admen recently Supers are now radio's largest retail
customer. Sweeney predicted within 2 years radio will have 15-20%
of retail ad budgetls compared with less than 5% in 1953.

—SR—

While department stores are joining other retailers in putting more
dollars into radio (RAB alone signed up $1 million in new department
store radio business last year), wide gulf still exists between air
media and department stores. Among department Stores who do $1
million or more in business annually, share of ad budget going to
radio ranges from 1.8 to 5.3%, according to RAB. Smaller department
stores use higher share of ad dollars for radio than larger ones.
How gulf between air media and stores can be bridged is treated in

2 articles this issue. (See articles starting on pages 34 and 36.)

—-SR—

Substantial increases in concert and religious programing on radio
are shown in forthcoming "Buyer's Guide to Station Programing," to

be published by Sponsor Services, Inc., this month. About 100 am out-

lets had 10 or more hours weekly of concert music, according to last
year's "Buyer's Guide." This_year figure is over 420. New Guide
will have listings for 2,158 radio stations, compared with 1,568 in
1953 Guide. Tv stations listed are 88% of video outlets on air.
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Tv needs a circulation study

Ask niost advertisers with a heavy
stake in ftelevision what their greatest
need today is and youll get this an-
swer: a circulation study.

Today advertisers are flying blind
when it comes to calculating their tele-
vision coverage. Estimating how far
cul the <ignal from a station is effec.
tive or how many sets there are to
reach in vour television markets ha=
to he done by guess-work processes,

The ray of hope on the horizon is
that the NARTB i< hard at work de-
veloping an official industry circulation
measurement. A careful study designed
to test the NARTBs wmethod of mea-
surement is now in progress with re-
sults expected by late spring.

sPoNsoR. speaking for the hundreds
of advertisers who want a circulation
study so that they can make wmore sci-

entifie use of television. urges the

Applause

N ARTB to push its measurement study
with all possible speed. In the inevita-
ble interim, however, between this
spring and first appearance of official
NARTB figures, sPoNsoR is studying
ways to provide raw material for set
estimates- hut wmerely as a stopgap.
It's through an official industry mea-
sure of circulation that the advertiser
and agency will be best served.

* #* L

‘Full-strength’ spot radio

The advertiser who hasn’t used spot
radio recently ought to sit down and
talk with Garrett & Co.. manufacturers
of Virginia Dare Wine. Garrett re-
cently returned to spot radio after
several seasons of spot television. This
1= Garrett’s verdict:

Spot radio today is as powerful as
cver before if used at “full strength.”

Garrelt is a veteran air advertiser.
Its “Say it again, Virginia Dare” jin-
ale built sales steadily over many years
of spot radio campaigning through the
“10%s and early "30’s. 1t has a hasis for
comparison when it reports that the
medium’s power to sell is as dynamie
now as it was hefore television.

But, Garrett points out. you nmst
use greater frequency today. This is
what the company means when it says
radio should be used at “full
strength.” Where once Garrett and its
ageney, David Mahoney Ine.. might
have announcements
weekly as saturation. today the figures
range up to 100.

Used this way <o as to blanket a
wide variety of andiences. the company

SP()[
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ANA’s ad management study

During decades past the big focus
m the A\merican economy was on pro-
duction methods. Today the Awerican
battle of production is won: We can
make virtually anvthing in anv ¢uanti-
tv. Now the question is: Tlow mmuch
can we sell?

It's the advertising men and women
of 1955 who are bnsy finding the an-
swer to that question. They have at
their command the powerful persua-
of media like radio and
But there’s more to the
hattle for a high level of selling than
how media are used. “There is also the

.‘i\’(‘ f(ll'(‘('.\'

television.

108

vital matter of how America’s advertis-
ing executives use themselves, It's in
this avea of advertising management
that the Association of National Ad-
vertising has launched a projeet of
impm‘lun('v to our enlire economy.
The ANA project is designed to help
advertising managers become  Dbetter
management executives so that they
can more effectively  marshall  their
own departimentz and their agencies
for the best in selling efforts. As parnt
of the attempl 1o raise management
standards, A\NA has begun compiling
a series of case histories on how a
cross-section group of companies or-

finds radio is its most productive buy,
dollar for dollar. You'd come awav
from conversation with Garrett and
David Mahoney executives with valu
able insight into the way radio can be
used Dest today. But the next best
thing to talking with them is the article
on the Virginia Dare campaign in this
issue of SPONSOR (sce page 31).

SPONSOR is particularly anxious to
see the philosophy of Garrett and other
users of full-strength spot radio widely
understood because there remains to-
day too little clear recognition of what
spot radio can do. It can’t be said too
often that television’s glamor has mag.
nitized many an advertiser to the point
where radio’s power to sell at low cost
is overlooked.

* * *

Welcome for visiting ad men

The agency executive who doesn't
get out from behind his or her desk
and vigit stations around the country
is missing something. look at what
happened to Ruth Jones and John
Fagan of Compton when they visited
WBRC-TV, Birmingham, recently.
They were greeted at the airport by
a fellow dressed as a cave man; a mo-
bile unit with tv cameras: and Mr.
and Mrs. J. Robert Kerns (he’s WBRC-
TV v.p. and managing director).

But more important Ruth and John
got a terrific opportunity to study the
local scene. It was all part of a look-
see into the station’s Joan and You
kitchen show. For getting the facts
nothing beats being on the spot—be-
side all the fun that comes with that
warm station welcome.

ganize their adverlizing departients.
Many of the companies under survey
are major air advertisers and the proj-
cet should be of special benefit to the
sponsor firm. Nowhere is good man-
agement technique more important
than in handling television and radio
with their inlierent need for flexible
eontrol on an almost dav-to-day basis.

The ANA merits more than ap-
plause. It should receive eager cooper-
ation evervwhere it goes in gathering
the facts on how to manage advertis-
ing with the maximnm of modern tech-
nique and the minimum of wasteful
straining on a treadmill.

SPONSOR
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To sell auything u-ed in a
Kitchen use Southern Cooking.

Eudora. Nashville’s leading ca-
tevess, provides just the right
tonch  of cooking skill and
Southern aceent.

Monday thro Friday 4:00-1:30
p.n. Regnlar participating rate
for one minute applies. Add 85
per spot {commissionable) if
Eudora does Mll or part com-
wiercial, With three-a - week
schedule, product i stocked
in Endora’s kitchen on exeln-
sivefor-category basis,

grealter
Nashville

waltches
channel

the station for 62 Tennessee and
Kentucky counties—a billion dollar market
reached by Nashville’s highest towered,

maxunuimn powcred station

WLAC-TV

100.000 walis
CBS Busie Afhliate

Nashville, Tenn.

e chamnel 5

For more availabilities, check our national reps, The Katz Agency.,



NOT THE CHORUS...

*-When Adam J. Young Jr. Inc. represents your station, you get
concentration on YOU exclusively.

In talking to advertisers, we're not selling a long list of stations—
we concentrate on YOU and the market YOU serve.

We represent only 20 top radio stations...each in a widely
separate and distinct market.

This policy of exclusivity of concentration gets such impressive results
that we can afford to concentrate on the star...not the chorus.

p
Adam ). Young Jr. Inc, 7

RADI&® STATIiION REPRESENTATIVES
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