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BIG BONUS

Nielsen now reports that radios in automobiles add as
much as 339 to the radio audience. And advertisers get these
listeners free—a big bonus!

In Baltimore, the Department of Motor Vehicles has
announced that today there are more than 300,000 passenger
cars with radios in the Baltimore metropolitan area.

Surveys by ARB and PULSE prove that W-I-T-H dominates
this big out-of-home audience day and night. Just another
reason why W-I.T-H gives more listeners-per-dollar than

any other radio or TV station in Baltimore. Get the whole
story from your Forjoe man,

IN BALTIMORE BUY

WiITH

Tom Tinsley, President Represented by Forjoe & Co.
R. C. Embry, Vice-President
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Whither P&C’s
daytime tv?

WOR surveys
cigarette sales

More 2-car,
2-radio families

Hooper to index
spot r-tv clients

Ground rules for
reaching kids

“Lucy” still loved
by tv viewers

i

P&G's dropping of 5 radio serials does not mean firm is exiting net
radio. Seven serials remain, 5 on CBS, 2 on NBC. Cut-backs of 2 tv
Soap operas likewise does not signify retreat from daytime tv, but
rather dissatisfaction with specific shows. Real question for whole
industry is whether P&G will stay with soap opera in daytime tv as
it did in radio, or whether television soap opera is on way out. For
analysis of P&G daytime operation on both tv and radio see "The
Procter & Gamble Story, Part 3," page 34 this issue.

—SR—
There's been little change in total volume of cigarette smoking in
New York market but there have been number of changes in brand pref-
erences and smoking habits of interest to air advertisers, latest
edition of WOR, New York's continuing study of cigarette smoking
shows. Chesterfield is favorite with men; Pall Mall leads with
women. Filter brands have tripled among men, guadrupled among women
since 1953, showing effect of heavily air-backed selling.

—SR—
Two-car trend is being spurred along with heavy ad campaigns by lead-
ing automakers. Number of multi-car families is now at 4.5 million,
up from 1941 level of one million. Trend is of interest to radio
clients, since an estimated 75-80% of new autos are being equipped
with car radios. Sales are being made primarily to housewives, who
want to get out of house during the daytime (while hubby's in town
with the car) to shop, visit or play chauffeur to the kids.

—~SR—
C. E. Hooper has started the ball rolling on new_tv and radio moni-
toring service, which has been in the discussion stage for some time.
Service will involve a tie-up between Hooper, ARB and Broadcast
Advertisers Reports. Stations will be taped, and commercials in
major markets logged in handy reference book. Timebuyers have often
cited lack of knowledge of who's buying what in spot radio as a major
industry headache (see "Spot radio must 1list its customers," 30 May).
A. C. Nielsen research firm had option on BAR service, but dropped it.

—SR—
Schwerin Research Corporation, as result of testing dozens of radio-
tv shows before audiences of 1l7-and-under children, has developed
interesting set of ground rules for appealing via air to kids: Chil-
dren like action, but not too much of it at any one time. "Advice"
must be disguised to get across. Kids are bored by virtuous, true-
life youngsters, but accept them as part of dramatic story. Boys
merely fidget over girl heroines.

—SR—
Current season has had string of casualties in situation comedy field
("Dear Phoebe," "It's a Wonderful Life," "Mickey Rooney," et al.)

but show that kicked off original trend still wears rating crown.
Nielsen figures for 2 weeks ending 7 May show "I Love Lucy" in first
place in homes-reached (15,708,000), first in per cent of homes
(47.7). P&G portions, incidentally, out-pulled Philip Morris'.
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Bache airs stock
ncws abroad

If it scils
it's “‘glamorous”

Tv-first
for movies?

Florida Citrus to
usc spot blitz

Will fce tv
buy away shows?

Where's fee tv
public service?

How to usc
radio visually

With estimated 600,000 Americans due to travel in Europe this summer,
Bache & Co., one of leading users of air advertising in stocks-and-
bonds business, has worked out system to provide tourists with latest
market data. Radio Luxembourg will carry market roundup for Bache,
and Voice of America will air "Martin Gilbert's Market Letter."

~SR-
What do you do when client says, "Dealers are hypnotized by tv
glamor”? That's long been question plaguing account executives,
timebuyers when suggesting spot radio. One of best-documented indi-
cations dealers who use it successfully are enthusiastic about radio's
"glamor® is provided by case histories submitted in RAB Radio Gets
Results contest. Six of 13 case histories appear on page 38, in
part one of 2-part SPONSOR article.

~SR-
Is NBC TV plan to premiere new high-priced feature movie on tv an
answer to fee tv's contention it alone could provide public with new
movies? NBC TV will air movie, "The Constant Husband," starring Rex
Harrison, as first in its series of "Color Spread" spectaculars (11
September, 7:30-9 p.m.). Picture, produced in Great Britain for
$250,000, will go into U.S. theatres after appearance on tv. Box
office will be watched carefully by producers. If combined box
office-tv take is good, look for more movies to go tv-first route.

~SR-
Success of Benton & Bowles with saturation tv I.D.'s for Maxwell
House instant coffee (see SPONSOR 4 October 1954, page 32) was strong
plank in B&B's successful presentation to Florida Citrus Commission.
B&B's plan, when it takes over account from JWT 3 months hence, is
to use near-$%2 million tv budget for hard-sell I.D.'s.

—SR—-
Concern of free television forces with fee tv's threat as competitor
for programing was underscored by RCA and NBC Board Chairman David
Sarnoff's statement to FCC last week. Sarnoff warned fee tv could
"cripple" free tv by outbidding it for shows as well as reducing
audiences. Sarnoff also pointed out fee tv advocates have made no
commitment they would not carry advertising. "Obviously, this admis-
Sion was not merely inadvertent," Sarnoff noted. Possibility fee tv
would include commercials has often been cited by admen to SPONSOR
(see article 16 May issue, "Will fee tv hurt the sponsor?", page 38.)

—SR—
Look for fee tv proponents to try pointing up "public service" values
of coin box system. David Sarnoff statement to FCC pointed to many
programs network carries as public service. But fee tv, he said,
has ". . . made crystal clear that the only programs they would
present are those for which the public would be required to pay cash
into slot machines. . .. ."

—SR—

Radio commercials of late have been borrowing tv techniques, includ-
ing use of "demonstration." Two examples: RCA commercial for un-
breakable radio sets in which Vaughn Monroe is heard hammering on
set to show it won't break; Spic and Span commercial in which man
and woman compete to see which can clean wall better, man with Spiec

pan, woman with detergent suds. Both commercials seek to put
over with audio what tv does visually.

(Spousor Reports cantinues page 1335)
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EXCITING!

so exciting—

You find that your product sales rise quickly—when
you use WGAL-TV to advertise your product.

This super-powered station’s 316,000-watt signal
sends your message from its mountaintop
transmitter location to the vast, rich

CHANNEL 8 MIGHTY MARKET PLACE.

S“ ‘R » The one station that reaches this wealthy
market, WGAL-TV sells your product

to more than three million people
who have $5% billion to spend every
year. For sales that grow by leaps
and bounds, buy WGAL-TV.

STEINMAN STATION
Harrisburg Reading ‘ Clair McCollough, Pres.

" . York Lebanon
W A Hanover Pottsville
# | Gettysburg Hazleton Representatives:

Chambersburg Shamokin
Waynesboro Mount Carmel M E E K E R
Frederick Bloomsburg

Westminster Lewisburg T

Carlisle Lewistown v, l " c ®

Sunbury Lock Haven New York Chicago

Martinsburg Hagerstown i
Los Angeles San Francisco
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advertisers use

| ARTICLES

Batdde of the network (v titans

Preview of fall progreming on network tv shows how battle lines are shaping
up. Chart gives lineup of shows and sponsors next season

The Procter & Gamble story: part 3

Is P&G pulling out of soap opera?
operas. Part three analyzes why

It has cut five radio and two tv soap

Are you morning-minded or open-minded?

Many advertisers feel the only radio time worth buying is the merning when
tv competition is at its lowest level. Article shows admen they may be
overlooking large afterncon and evening radio audiences

Local radio’s imipacet: cash register proof

RAB’s annual "Radio Gets Results’ contest drew ample proof that local radio
is glamor medium to the local retailer. Trends among winning campaigns
include higher frequency of schedules, greater reliance on station personnel

The product with 5 strilies against it
After a low results print campaign, 5-Day Deodorant is now moving up with o
100¢ tv budget. Company president feels visual power of tv has turned trick

Monitor: is this uet radio’s future?

Disregarding the standard time breaks, NBC Radio Network's "Monitor" pro-
grams in odd time patterns with a variety of material from all parts of the net

Blow-by-blow story of a tv test: weels 18

Results of the tv-only test, now two-thirds complete, show that total sales are
up 1007 over the same period last year when no tv was used. Biggest gain
by B&M brown bread which leads the climb of the B&M line in the test area

How to scoop the field with radio

Utilizing the well-known but often-ignored ability of radio to give fast coverage
of news events, KWIZ, Santa Ana, California turned its facilities to producing
a radio tabloid. Its success may be a guide for other stations

COMING

Blow-by-blou storvy of a tr test: week 20
MNext article will follow the further progress of the Burnham & Merrill tv test
i tormeriy slow-m ving market. test ends in July

Begqun n January

The Procter & Gable storvy: part |
ur d final article on P&G delineates relations between company and its
s ies, examines P&G production procedures, advertising organization

31

31
36

38

42
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IS BIG NOISE IN BELCHER, TOO!

XY KH’s daytime SAMS area covers 80 counties . .
hundreds of towns and villages like Belcher,
Louisiana (pop. 260). And oh, how we whet
their appetites for KWKH programming!

.test Hoopers show that KWKH is preferred over the
second station in Metropolitan Shreveport

morning, noon and night—up to 1047 !

 listeners per dollar KWKH outstrips the next-best
Shreveport station by 89.47;. Get all the

facts from The Branham Company.

Nearly 2 million people live within the KWKH day
; time SAMS area. (The arca Includes additional counties
J in Texas, Oklahoma and New Mexico not shown on map.)

A Shreveport Times Station
TEXAS

JCITHINIY 50,000 Watts « CBS Radio

| ARKANSAS
4 The Branham Ca, Henry Clay Fred Watkins

‘/ Representatives General Manaocer Comm~rcial Manager

HREVEPORT
‘ b




The Radio — Television News
Club of Southern California
again honors KBIG News. Of
seven awards, KBIG is the only
non-network winner.

Alan Lisser Larry DBerrill

1953 & 1954 1955 winner for

winner for Most Enterprising
Best Non-Network Radio Report.

Newscaster.

KBIG Newscasts are b-minutes
long, staff-written, edited, pol-
ished, listenable!

There are 113 cach week., Of
these 10 are immovable public
service; 76 are sponsorcd; 27
arce available.

If you Sponsor KBIG News,
YOU own a share in this Gold-
en Mike.

If you don’t, talk it over with
your KBIG or Robert Mecker
contact.

KBIG

Tho Catalino Station
IO 000 Watts

ON YOUR
DIAL

;}C\
\J
- ~rf:.,w\ﬂ;<>~

JOHN POOLE BROADCASTING Co.

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

Nat. Rep. Roberl Meeker & Assoc. Inc.

ITmebmy
Al work

Joan Anderson, Cary-llill Advertising, Des
Moines, lowa, feels that the station reps could sell
far more convincingly if they had in mind the
specific account for which they’'re pitching. “I
realize,” says she, “that it's difficult to handle the
multitude of accounts that media reps have to keep
in mind. But we alwcays try to remeruber that each
of our clients has a ‘personality’ that can best be
projected through certain media and by certain
techniques. This may sound like a truism, however,
the more information and advice that we receive
slanted toward that goal, the more we love the
media guys.’ She feels that the best pitch is
the one where a rep shows a buyer what his station
could do for that account by proposing a
schedule backed up with figures. ‘

Bill Seth, Lewin, Tilliams & Saylor, New York, I
recently had occasion to study various phases of tv. l
“One of our clients had a budget somewhat under
$200,000 to spend over 13 weeks. e considered
three possibilities: (1) spot tv announcements in
the top 20 markets; (2) syndicated half-hour films
in 20 top markets; (3) network participations
corering 40 to 80 markets. The comparison proved
to us that spot tv may have to readjust its i
price structure now that networks are offering
such large lineups. Three network participations
weckly actually cost less than either two Class
“A” plus one Class “C” announcement weekly,
or the least expensive half-hour film show.
Spot can be a raluable medium only as long as
its price structure is competitive.” |

Jane Podester. McCann-Erickson, New York,
feels that radio and tv stations could do a great
deal to simplify the buyer's desk work. “As still
another voice crying in the wilderness,” says she,
“l would like to see the industry adopt some
form of standardization for arailabilities, con-
firmations, ctc. At present, the buyver is swamnped
with multi-colored forms, oddly shaped and miarked
program logs, corerage maps, rate cards, market
data (helpful and otherwise) and various bits of
assorted miscellancous information. By the time
the hopeless recipient has produced some order out
of chaos, chances are that that prize spot or time
period is gone. | for one would like to sce all
pertinent information, tinies, adjacencies, ratings,
market data on one 8% by 11" sheet, with
perhaps a same-size coverage map attached.”

SPONSOR




and in

T '
Tops in Every Way . . . that's Radio WOW . .,
I N o M A H A now proudly a basic CBS Radio affiliate.

Top WOW personalities . . . great names like
“Jolly Joe™ Martin . . . Connie Cook ... Mal

I ’ o R l c H Hansen . . . and Ray Clark . . . are cager to sell
your product!

c o u N r I E s Radio WOW is a top buy . . . a must basic buy

| in every national schedule!

{One-third in rich Western lowa!) Call your John Blair man today!

13 JUNE 1955

Frank P. Fogarty, Vice Pres. & Gen. Mgr. @ Represented by John Blair & Co.
Affiliated with “Better Homes & Gardens” and "Successful Farming” Maga:zines.

DIO

Dial 590
5000 WATTS

OMAHA







good spol
o be in!

Like to have things pretty much all to yourself?

Then give serious thought to spot television— especially on

the 12 stations we represent. It comes in all sizes from less than
$100 a week to more than $1,000,000 a year...and its
cost-per-thousand is so low you can virtually take over a market

without going over your budget.

Take the case of the distributor in the Carolinas for Union Oil
Company of California, who wanted to expand the demand for
his premium-priced motor oil. A schedule on WBTV, Charlotte,
hand-picked to fit his budget, brought these results within 26
weeks: “We are now the top distributor in the nation. We've
exceeded last year’s sales by 102%, and have set up many
associate distributorships. This can definitely be attributed 10 our

television advcrtising with your company!”

Resulis like these help to explain why more than 300 national
spot advertisers are currently using schedules on one or more

of the 12 stations (and the regional network) we represent.

It’s a good spot to be in!

CBS TELEVISION SPOT SMLES

Representing: wess.tv New York, weav-mv Philadelphia, wyop.rv Washington,
witv Charlotte. wutw Florence, wysrav Jacksonville, wxin Milwaukee.
wnns.Tv Chicago. ksi.v Sali Lake City, xovi.my Galveston-tHouston,
KoIN-Tv Portland, k~xr Los Angeles, ¢Bs TELEVISION PACIFIC NETWORK




Getting
Attention

Populority is delermined by how
mony listen. In Son Diego, more people
listen to KSDO thon any other
station, occording to HOOPER.

Whatever it is, you con sell it foster,
for fewer dollars-per-sale on
San Diego’s FIRST stotion . . . KSDO.
Moy we show you why KSDO
gets more ottention than
any other stotion?

KSDO

1130 KC 5000 WATTS

Representatives
John E. Pearson Co — New York
Chicago — Dallas — Minncapolis
Hugh Feltis Asso.—Seattle
Daren McGavren — San Francisco
Walt Lake — Los Angeles

il
L

by Bob Foreman
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Television's record: one for admen to be proud of

In some quarters it is popular to discus= the advertising
business as if it were =ort of a con game. | suppose it’s fair
to expect this. But to my amazement every now and then I
run into advertising people whosc admiration for their chosen
field and the people in it is molecular in size. Why this view
1s shared by folks who take their livelihood out of the busi-
ness puzzles me. It’s too easy to get out of advertising.

This jaundiced approach to our profession however is usu-
ally held by those completely ignoramt of our functions and
their relation to the American economy. Their “knowledge™
of what we do and why we do it is derived generally from
pinko literature, soap-box orators and. belicve it or not, from
columnists whose jobs are dependent upon advertising hut
who persist in reporting the hucksterism they have encoun-
tered as though it were typical.

Most of my friends who serve in any phase of the adver-
tising business are as un-hucksterish as Tom Sawyer and
resent being referred to by this cognomen. Most of them have
one wife. pay their billz. share in community projects and are
as good a stralum of citizenry as you’ll encounter anywhere.
In fact, they are as aware of their obligations to society and
their debt 1o this country as any business group including
lawyers, doctors and baseball players.

For these reasons they (and the advertizers they represent)
are constantly alert 10 catch and prevent harmful advertising.
Furthermore, beecause of their imtimate knowledge of the
business, they are the best judges. 1 believe. as to what is
harmful advertising. Consequently, you will always find them
in the front lines in the batile against misleading copy or
programing that will be harmful 10 voungsters, et al. In addi-
tion to their own good taste. they have one other benehmark.
They know that bad advertising simply doesn’t pay off. It
inevitably comes back to haunt its perpetrators—advertiser
as well as ageney. There may be, as Barnum stated. suckers
born regularly but centuries before c<ome noble Roman made
experientia docet. Suckers do learn fast and

the comment
seldom forget.

I uncover this kettle of fish beecause the small hut vocal
group which secms to be knoeking our business is now work-
ing overtime on television.

Since most of the folks I know in the business happen to

(Please turn to page 50)

SPONSOR
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CHANNEL 8

WISH-TV

INDIANAPOLIS

NEW
1000 FOOT
TOWER

NOW IN
OPERATION

316,000
WATTS

(BS

TELEVISION

SEE THE
BOLLING COMPANY
FOR
AVAILABILITIES

CHANNEL 8

WISH-TV

INDIANAPOLIS




On stage at WBEN-TV . . . and a crew of experts goes to
work ! Experts because WBEN-TV’s well-knit team of
directors, announcers and technicians have been with this

pioneer station since its beginning in 1948. These TV

o

veterans have had seven long years of experience in the

production of television commercials.

WBEN-TV scheduling assures enough rehearsal time for
every commercial. Two fully equipped studios permit

staging effects that are polished to perfection.

Standards like this cost no more, — that's why more and
more time buyers buy WBEN-TV more and more often.
Let quality production tell YOUR story in a quality way.

% &W_N/W o foe W%@@gy
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\‘\qt"‘s CBS NETWORK
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.°’ aot BUFFALO, N. Y.

WBEN-TV Representative
Harrington, Righter and Parsons, Inc., New York, Chicago, San Francisco
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SPONSOR invites letters to the editor.
Address 40 E. 49 St., New York 17.

TV PIONEERS

I want to express my appreciation
to you and the Television Pioneers for
the award made to me at the National
Association of Radio and Television
Broadcasters convention Sunday. 22
May.

I was very much honored and 1 shall
endeavor to live up to this tribute in
the future.

JansEes C. HAGERTY
Press Secretary to the President

® Mg, lagerty received an award for helping
to bring the Precidential press conference to the
public via television and radio.

It was a great privilege 1o be with
you at the Television P’ioneer Dinner
at the Willard Hotel. This filled me
with nostalgia and. at the same time,
fired me with enthusiasm for the use
of tv in the coming campaign.

You may be interested in knowing
that 1 was one of the unsalaried pio-
neers of radio, having been an an.
nouncer over a college station in 1925
and the teacher of the second class in
1adio ever to be taught in an univer-
sity in 1929. Moreover. 1 owe my
clection in 1054 almost entirely, in my
opinion, to the use of tv.

You are, indeed, rendering a ser-
vice 1o the profession, and it was a
privilege to be with vou.

Rep. Dox Hayworrn
llouse of Representatives
Gth District. Mich.

Thanks for a wonderful party.

I though George Abrams™ speech at
the Television Pioneer diner was ter-
rific. T am sure you know how mnuch
favorable comment it caused. 1 do
hopo vou will have reprints made. |
would like one.

Illarorb |7, GRross
President
WJiM-TV
Lansing, Mich.

® Excerpte from Mr. Abrams' speech at the
Telesltlon IMloneer Dinner ran in the 30 May
lIssue of SIPONSOR., Reprints are available on
reguest.

(Please turn to page 10)
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with
/CBS S!tows

Established Local

Personalities

—

g - 0\

Your lowa campaign starts with Des Moines . . . state
capital and largest city . . . the shopping and distribution
center . . . salesmen's home base. And your lowa
campaign starts with KRNT-TV, the showmanship station
with CBS shows that run away with the ratings
sweepstakes, PLUS Central lowa's favorite personalities
with established audiences — and proved power

to move merchandise!

Face the facts! The same showmanship savvy that always
gives you the biggest Hooper and Pulse ratings in Des
Moines Radio is now also running the newest know-how,
go-now operation . . . KRNT.TY.

KATZ HAS ALL THE FACTS FULL POWER, 316,000 WATTS
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' two-fisted TV Western Series

s the competition in its Premiere Showing

The very first telecast of STEVE DONOVAN, WESTERN MARSHAL

OO

in Seattle-Tacoma drew a smashing 18.8 rating versus the

competition of “Where Were You” (17.0), “I Led Three Lives” (11.0),
and “Beulah™ (2.8), in the 7:00-7:30 PM time period.*®

And this is just the first round.

STEVE DONOVAN, WESTERN MARSHAL is the brand-new . . . all-new . ..
two-fisted Western. Each of the 39 half-hour episodes is packed full of action
entertainment. Filmed under the supervision of veteran Western TV producer
Jack Chertok, this series offers top quality production for
viewers and advertisers alike.

STEVE DONOVAN, WESTERN MARSHAL delivers double-action impact —
not only on television but also at the point of sale. Sponsorship makes available
to you an unprecedented barrage of merchandising material,
personal endorsements, premiums.

Westerns rack up an average 30.0 Nielsen rating — 249 higher than the
ranking average of all evening programs.** And Pulse ratings list six
out of the top ten syndicated shows as Westerns.®**

Now here is STEVE DONOVAN, WESTERN MARSHAL to heat them all.
Excitement and action to capture your audience; powerful merchandising to sell
your produet — all wrapped up in a single potent NBC FILM DIVISIOoN package.

Get STEVE DONOVAN, WESTERN MARSIIAL on your side in the battle for sales
in your markets. Don’t delay — your market may be snapped up soon.

Write, wire or phone now.

*ARDB, April, 1955 **Nielsen, 2nd Report—February, 1955 ***Pulse  February, 1955 Multimarket

NBC FILM DIVISION

serving all sponsors
serving all stations
30 Rockefeller Plaza, New York 20, N. Y.
Merchandise Mart, Chicago, Ill. * Sunset & Vine Sts., Hollywood, Calif.
In Canada: RCA Victor, 225 Mutual Street, Toronto; 1551 Bishop Street, Montreal




are CLEVELAND and AKRON
in
WASHINGTON STATE?

Washington State is not trying to steal these two great
citics from Ohio. Washington State has its own concen-
tration of population, and that concentration lies within
the “A’ Contour boundaries of KTNT-TV, the CBS
television station for Puget Sound. The population in
this area equals the combined populations of Cleveland
and Akron.
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Of all TV stations
in the fabulous
Puget Sound area,
only KTNT-TV
covers all 5° cities
in its "'A” contour.

*Seottle, Tocomo,
Everelt, Bremer-
ton, Olympio

More than half the population of Washington State is confined within
a relatively small area bordering on Puget Sound. This area .. . the
fabulous Puget Sound area . . . also accounts for more than half the
state's spendable ineome. And the “A” Contour of KTNT-TV
eneompasses this rich area. KTNT-TV reaches over 1,200,000 people
in its “A’ Contour, plus 800.000 more livihg iIn the station's
INFLUENCE AREA outside its “A” Contour. Average ineomes in this
area are greater than the national average, and the entire Puget
Sound eountry is constantly growing.

In Washington State, advertise where the PEOPLE are ... buy KTNT-TV.

KLLLITV;,

316,000 WATTS

Antenna Height
1000 FT. ABOVE SEA LEVEL

CHANNEL ELEVEN CBS Television for Puget Sound

Represented Nationally by Weed Television

KTINT-T1v, TACOMA 5, WA HINCTON

“The Word Gets Around... Buy Puget Sound”
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(Continued from page 12)

MEDIA STUDY

Through the kindness of the David
W. Evans Agency | have just seen vour
“All Media Evaluation Study.” T want
to congratulate vou on it! As a teacher
of advertising 1 receive tremendous
amounts of material on media research
—but yours is the only one I've seen
that could be considered truly honest
and objective. | feel it should be re-
quired reading in all advertising
classes.

I have asked our lilirary to order a
copy for the use of the students. 1]
also want a copy for myself. [ hope
vou will be able to send it to e very
soon, and if there is a charge for the
publication please bill me personally.

MARGARET WALKER
College of Business
University of Utah
Salt Lake City

® SPOMNSOR's *“All Media Evaluation Siudy”™
costs §4 a single copy; $3.50 cach for 10-50
copies; $3.00 each for 50100 copies; $2.50 each
for over 100 copies,

CRIDER-SEYDEL MIXUP

1 appreciate having been invited to
take part in your recent panel discus-
<sion on “shows with intense audience
appeal” (10 May 1935, page 110).

Mr. Seydel

Mr. Crider

However. | was quite amazed when

I saw how my face had changed (con-
siderably for the better, I might add)
i the photo accompanying my state-
ment. [ understand that the picture
was that of Wickliffe Crider of Ken-
von & Lickhardt. 1 can only hope that
he agrees with my statement, seeing as
how. by error. he shared credit for
same.

VicTor SEYDEL

.. Charge Radio-Tv

Anderson & Cairns, N. Y.

(Please turn to page 122)
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“You Get Me,
Dah-ling!”

A ravishing dame, even on TV, doesn't get a

%

second look—if you can't see her because she's
got shadows under her eyes...Our darling is
1480 feet above sea level, and the important
thing is that she's in direct line of sight of
1,382,000 families, who get shadow-free re-

ception in the Bay Area’s greatest concentration

of population...they can see Miss KRON-TV

clear as a silver belle!...She comes in natural,

W\

just like September Morn!...Give your sales

?

W\

\\gsage shadow-free reception, for maximum
===

|

S
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;ales impact, with KRON-TV.
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FIREMAN FRANK

is doing a great job on Saturday—
Ask Free & Peters

for details Represented Nationally by Free & Peters, Inc.

No. 4 in the series, "What Every Time Buyer Should Know About KRON-TV”
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NOW,

from the pen of one of the most inspiring writers of §
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first time on television............ | Made expressly for

local and regional
SPONSOrS— a brilliant,

new series of dramas

taken from the

best seller by

Lloyd C. Douglas,

famed author of
“Magnificent Obsession’

and “The Robe” (2nd highest

gross m film history).

39

half-hour films

to enthrall the

tens of millions of
Douwglas fans everywhere.
Immediately available from

— i — e — — — — — D S — — — o — — — — — — — — — — — — — — — — — — — — — — — — — —— — —— — —— — — — —

JWARD

Dr. Wayne Hudson -

Produced by Eugene Solow
and Brewster Morgan

OGRAMS

— — — — —— — —  #m——

FE, PHONE OR WRITE YOUR NEAREST MCA-TV OFFICE TODAY
ERLY HILLS: 9370 Santa Monica Blvd., CRestview 6-2001

ANTA © BOSTON ® BUFFALO ® CHICAGO © CINCINNAT! ® CLEVELAND ® DALLAS © DETROIT ® HOUSTON ® INDIANAPOLIS ® XANSAS CITY, MO. ® MINNEAPOLIS ® NEW ORLEANS
¥ YORK o PHILADELPHIA © PITTSBURGH ® ROANOKE © ST. LOUIS ® SALT LAKE CITY ® SAN FRANCISCO o SEATTCE ® TORONTO ® LONDON © PARIS




There’s Unanimity in Kansas City:
NO MATTER HOW YOU COUNT THE

AUDIENCE THE NO. 1 STATION IS

10,000 WATTS, 710 KC

This ™ . . e i
e T his 1s what Mid-Continent programming, ideas and excitement

FIRST PLACE—HOOPER have achieved for WHB! All three national surveys—PULSE,

Average share of audience 7 a.m.-6 p.m., Mon.-Sat,,

Apr.-May, 1955 HOOPLER., TRENDEX give WHB the top daytime spot
FIRST PLACE—PULSE

Average share of audience, 6 a.m.-6 p.m., Mon.-Sat.,
March-April, 1955

FIRST PLACE—TRENDEX

Average share of audience, 8 a.m.-6 p.m., Mon.-Fri,, WHB. Talk to the man from Blair or W1 1B General Manager
Jan.-Feb., 1955

with all-day average ratings as high as 48.8 (Hooper). So no

matter what ratings you buy by, your best Kansas City buy is

George W. Armstrong.

-CONTINENT BROADCASTING COMPANY

President: Todd Storz

KOWH, Omaha WTIX, New Orleans WHB, Kansas City
Represented by Represented by Represented by
H-R, Reps, Inc. Adam J. Young, Jr. John Blair & Co.
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1. New on Television Networks

13

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Armour, Chi Tatham-Laird, Chi CBS 45 Captain Midnight; alt Sat 11:30-12 noon; 11
June; 12 wks
Associated Products, White Plains, for Grey Adv, NY NBC Arthur Murray Party; alt T B:30-9 pm; 2B june;
S-Day Dcodorant, Kaywoodie Pipes 12 wks )
Borden Co., NY YGR, NY NBC Make the Connection; summer replacement for
Justice; Th B:30-9 pm; 7 July
Brown & Williamson, Louisville, Ky, Russel M. Seeds, Chi ABC 55 Penny to a million; Wed 9:30-10 pm; 4 May; |
for Raleigh Cigarettes & tobacco 39 wks
Chrysler Corp, Dodge Div Det Grant Adv, Chi ABC The Lawrence Wclk Show; Sat 9-10 pm; 2 July
Colgate, Jersey City Wm. Esty, NY NBC Colgate Variety Hour; Sun B-9 pm; 12 June; 55-56
season
Farm State Insurance Cos Necedham, Louis & Brorby, NBC 59 The Red Barber Show; F following boxing tele-
Chi cast; 13 May; SO wks {(summer hiatus: 1 July-
26 Aug)
Ceneral Dynamics Corp., NY Morey, Humm & John- NBC 25 Youth Wants to Know; Sun 2:30-3 pm; 15 May;
stone, NY 16 wks
General Foods Corp, Post Cereals Div, Benton & Bowles, NY CBS 70 Pantomime Quiz; summer replacement for Mama;
White Plains F B-B:30 pm; B July; 8 wks
GCeneral Foods, White Plains YGR, NY CBS 150 Those Whiting Girls; alt M 9-9:30 pm; 1 July;
52 wks (after 3 Oct | Love Lucy)
Gerber Products, Fremont, Mich D'Arcy, NY i CBS 60 ThSeZ Bo: Crosby Show; alt F 3:30-4 pm; 6 May;
wks
Griffin Shoe Polish, Bklyn Bermingham, Castleman & NBC Musical Chairs; summer replacement for Imogene
Pierce, NY Coca; Sat 9-9:30 pm; 9 July; B wks
Lewis Howe Co for Tums, St Louis D-F-S, NY NBC Musical Chairs; summer replacement for Imogene
Coca; Sat 9-9:30 pm; 9 July; B wks
International Cellucotton, Chi, for foote, Cone & Belding, Chi N&C Midwestern Hayride; 3 out of 4 F B-B:30 pm;
Kleenex July
Johnson & Johnson, New Brunswick YGR, NY NBC Musical Chairs; summer replacement for Imogene
Coca; Sat 9-9:30 pm: 9 July; 8 wks
Kellogg Co, Battle Creek, Mich Leo Burnett, Chi CBS wild Bidl Hickok: Sun 11:30-am-12 noon; 5 June;
52 wks
Lee Ltd, Beverly Hills Milton Weinberg Adv, LA NBC B2 Cacsar F;rescnts: 3 out of 4 wks; M B-9 pm: 4
July; wks
Liggett & Myers, for Chesterfield, NY Cunningham & Walsh, NY CBS Thellulilus La Rosa Show; Sat 10-10:30 pm; 9
) july: 13 wks .
Miles Laboratories, Elkhart, Ind, for Ceoffrey Wade, Chi ABC 33 John Daly & the News; M, W, F 7:15-7:30 pm;
One-A-Day Vitamins 4 July
Nestle Co, White Plains Bryan Houston, NY CBS 130 Amcrica’s Greatest Bands; summer replacement for
) Gteason; 8-9 pm; Sat; 25 june; B wks
Procter & Gamble, Cinn Compton Adv, NY CBS 130 America's Greatest Bands; summer replacement for
Gleason; B-9 pm; Sat; 25 June; B wks
Reynolds Metals, Louisville, Ky Clinton E. Ffrank, Chi NBC 65 Do-It-Yourself; Sun 7:30-B pm; summer replace-
Buchanan, . ment for Mister Peepers; 26 June; 13 wks
W. A, Sheaffer, ¥t Madison, for fine- Russel M. Seeds, Chi ABC 55 Penny to a Million; Wed 9:30-10 pm; 4 May;
line pens 39 wks
Scott Paper Co, Chester, Pa JWT, NY CBS 50 Carry Moore Show; Th 10-10:15 am; 9 June; F
10:15-10:30 am: 10 June; 52 wks
Scott Paper Co, Chester, Pa JWT, NY CBS 50 Bob Crosby Show; Th 3:45-4 pm; 23 Junc; and
T 3:45-4 pm; June 7, 14; 52 wks
5.0.5., Chi McCann-Erickson, SF NBC Musical Chairs; summer replacement for Imogene
Coca; Sat 9-9:30 pm; 9 July
Toni Co, Chi Tatham-Laird, Chi NBC

Arthur Murray Party; alt T B:30-9 pm; 2B June;
12 wks

2. Renewed on Television Networks

SPONSOR AGENCY | STATIONS PROGRAM, time, start, duration
American Tobacco, NY SSCGB, NY CBS B7 Douglas Edwards with the News: T, Th 7:30-7:45
pm; Zk7 June; after 27 Sept at 7:15-7:30 pm;
. . 52 wks
Colgate-Palmolive, Jersey City Wm. Esty, NY CBS B+ Strike It Rich; M-F 11:30-12 noon; 27 June; 52
. X wks
Frigidaire, Dayton Foote, Cone, Belding, Chi CBS 54 Arthur Godfrey Time; T, Th 10:30-10:45 am: 7
. June; 52 wks
Ceneral Mills, Mnnpis Wm. Esty, NY CBS 43, 42 Barker Bill Cartoon Show: W 5-5:15 pm; 1 June;
i 19 wks; F 5-5:15 pm: 3 June; 52 wks
Ceneral Mills, Mnnpls Knox-Reeves, Mnnpls CBS B2 Bob Crosby; M, W, F 3:45-4 pm; 1 June; 52 wks
General Mills, Mnnpls D-F-S, Chi CBS 52 Lone Ranger: Sat 1-1:30 pm; 4 June: 52 wks
Pillsbury, Mnnpls Leo Burnett, Chi CBS 54 Arthur Codfrey Time; M-Th 11:15-11:30 am: 1
) June; 52 wks
Pillsbury, Mnnpls Leo Burnett, Chi CBS 97 Arthur Godfrey & His Friends: alt W B:30-9 pm;
. 1 June; 53 wks
5.0.5., Chi . McCann-Erickson, Chi CBS 60 Bob Crosby; alt F 3:30-3:45 pm; B July; 52 wks
Simoniz Co, Chi Tatham-Laird, Chi CBS 6B Cary Moore; W 10-10:15 am: 1 June; 26 wks
lf.- next issun_.' New aud Renewed on Radio Nencorks; Broadcast Industry Executives;
New Firmns, Neiwe Offices. Changes of Address: Statiou Chauges; New Ageney Appointuents
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Byron 5.
| Snowden (4)

N. Dale
Johnson (4}

William H.
Steele (3)

Thomas F.
Maschler {(3)

Howard M.
Packard (4)

Stanley
Redpath (3)

———
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Lester
Krugman (4)

Walter G.
Willie (4)

joseph C.
Lieb (3)

Don R. Cun-
ningham (3)

Douglas L.
Smith (4)

Edward T.
Parrack (3)
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3. Advertising Agency Personnel Changes |

NAME

FORMER AFFILIATION

Maidic Alexander
Donald Anderson
Harold W. Arthur r
julian P. Brodie '
Alfred J. Blake
Edward F, Chase
Richard Confer

Don R. Cunningham
Paul A. Danielson, Jr.
Willis David

Gerald P. Deppe
Robert M. Dore

Brooks Elms

T. Gordon Ferris [
Robert E. Franklin
Blaisdell Cates

Ben Gedalecia

Robert E. Grove
Cornclius W. Hauck |
Irving Smith Kogan
Stanley ). Leifer
Joseph C. Lieb
Mowry Lowe
Thomas F. Maschler
A. E. McDaniel
Douglas Meservey
Lloyd Miller
Thomas D. Murray
Edward T. Noll
Edward T. Parrack
Robert C. Pcarson
Murray Piatte

M. J. Pulver

W. Stanley Redpath
John ). Schneider
Donald A. Smith

William H. Stcele
Robert M. Stevens
James E. Swift
Charles R. Tanton
Robert G. Urban

Lee Wardrip
Marion Welborn
Bliss Woodward

Ruth Lundgren Co, NY, acct exec
Colgate-Palmolive, Jersey City, brand adv mgr
Acme Fceds, Forest Park, IIl, sls mgr
Lewin, Williams & Saylor, NY, vp

Own publ rels agency

Harold Cabot Adv, Boston, vp

Ceneral Mills, Mnnpls, sls prom mgr

Stockton, West, Burkhart, Cin, acct supvr
Better Living magazine, NY, dir of res
Wilding Pictures, Chi, script visualization
Krugnick & Assoc, St Louis, acct exec
Society of Former Special Agents, FBI, pres
McCann-Erickson, NY

Assoc of Canadian Advertisers, vp

T. W. Moss, Det, acct opers & creative dir
Bernard B. Schnitzer, SF

BBDO, NY, supvr of res

Ketchum, MaclLeod & Grove, Pittsburgh, exec vp
Guenther, Brown & Berne, Cin, dir of media
Maubert St. Georges, NY, publ dir

Vitamin Corp of America, Newark, adv mgr
Biow-Beirn-Toigo, NY, acct exec

WEAN, Prov, mgr

H. R. Basford, SF, mdsg & adv mgr
WBAP-TV, Ft Worlh, Tex, acct exec

). Walter Thompson
Dancer-Fitzgerald-Sample, NY, res project dir
Coca-Cola, NY, vp in chg adv & prom
WXEL, Clev, proder-dir

Ketchum, MaclLeod & Grove, Pittsburgh, vp
Pearson Adv, Pittsburgh, owner

Norman D. Waters, NY, media dir

Calkins & Holden, Chi, acct excc
Ketchum, Maclecod & Grove, Pittsburgh, vp
Biow-Beirn-Toigo, NY, acct excc

Benton G Bowles, NY

Foote, Cone & Belding, NY, acct exec
Servel, Evansville, Ind, gen adv mgr
MCA, NY, publ dept

French & Preston, NY, exec vp

Colgate-Palmolive, Jersey City, gen mdsg mgr, toilet

articles div
Ross Roy, Dct

Norman D. Waters, NY, scc

MEW AFFILIATION

BBDO, NY, publ rels dept

JWT, NY, acct rep

Erwin, Wasey, LA, sr acct excc

Samc, also creative dir

Emil Mogul, NY, dir of publ rels dcpt

Same, cxec vp

McCann-Erickson, LA, acct exec & mkig serwices
specialist

Earle Ludgin, Chi, acct cxec

Haroid Cabo: Adv, Boston, dir of res

Ncedham, Louis & Brorby, Chi, tv-art visualizcr

Weintraub & Assoc, St Louis, exec vp

Weiss & Geller, NY, exec

Bermingham, Castleman & Picrce, NY, r-tv dir

Robert Otto, NY, vp & dir of Canadian opers

McCann-Erickson, Clev, acct exec

Same, vp G gen mgr

Same, dir of res

Same, chmn of the bd

Same, aiso vp

McCarthy Co. Adv, NY, dir of publ

Fiore & Fiore Adv, Jersey City, dir of mktg & mdsg

Same, vp & acct supvr

Bo Bernstein Adv. Prov, vp in chg of r-tv

Earle Ludgin, Chi, acct exec

Clenn Adv, Ft Worth, acct cxec |

YGR, SF, acct exec

Same, res dept mgr |

The Gctschal Co, NY, vp G mdsg dir |

Lang, Fishcr & Stashower, Clev, tv dept

Same, exec vp

Van Sant-Dugdale, Balt, copy supvr

Same, gen mgr

Earle Ludgin, Chi, creative staff

Same, exec vp

Same, vp G acct supvr

The Lynn Organization, Wilkcs Barre, creative dir in
acct exec

Same, also vp

McCann-Erickson, Clev, acct excc ]

BBDO. NY, publ rcls dept

McCann-Erickson, NY, asst dir of mktg

J. Waltcr Thomoson, NY, vp & markets dir

McCann-Erickson. Clev, sls prom & display mgr
The Caples Co., Adv, LA, mgr
Same. vp

4. Sponsor Personnel Changes

NAME
Richard Berggren
R. M. Blough

Homer H. Evans, jr.
Allen D. Gage
Chester G. Gifford

Walter Joffrey

N. Dale jJohnson
Michacl Kory

Lester Krugman
George A. Lee
Joseph H McConnell
R. James Molloy
Milten C. Mumford
Dave Murray
Howard M. Packard
Maxwell Silverstein
Douglas L. Smith
Byron S. Snowden
W. C. Sugg

Homer L. Travis
Leonard €. Truesdell
lames W. Veeder
Walter G. Willie

FORMER AFFILIATION

Stiller-Rouse & Assoc, Beverly Hills, gen mgr
James Lces & Sons, Bridgeport, Pa, dir of adv & sls prom

Schick, Stamford, pres

Bristol-Mycis, NY, W Va slsman

Fmerson Radio G Phonograph, Jersey City, dir of sls
Bulova Watch, Flushing, adv dir

B-istol-Myers, NY, LA slsman

Colgate-Palmolive, Jersey City, pres

Lever Bros, NY, vp
WENS, Pittsburzh. prog dir
S. C. Johnson & Son, Racine, internatl vp

Dodge Div, Chrysler, Det, dir of adv & mdsg, trucks
Upjohn Co, Kalamazoo, Mich, rcgl sls mgr

Chicopce Mills, NY, adv-sls prom mgr
Toni Div, Gillette Co, Chi, W regl mgr

NEW AFFILIATION

Hoffman Radio, LA, natl adv mgr

U.S. Steel, NY, Chmn G chf exec officer

General Dynamics Corp. NY, adv mgr

Nash Motors, Det, natl adv supvr

Avco, Croslcy & Bendix Home Appliances Div. MY,
pres

Kclvinator Div, Det, vp in chg sls

Same, Phila, mid Atlantic div mgr

Same, vp in chg of sls

Emerson Radio, Jersey City, vp in chg mktg

Same, E central div mgr

Reynolds Metals, NY, dir & gen counsel

Nash Motors, Dct. sls prom mgr

Same, dir

Duquesne Brewing, Pittsburgh, asst adv mgr

Same, ecxec vo & dir

Glamorene, NY, adv dir

Johnson's Wax, Racine, adv mgr

Same, asst sls mgr—trucks

Same, asst dir of sls

Kelvinator Div, Det, gen sls mgr

Zenith Radio, Chi, vp & dir sls

Lewyt Corp, NY, natl dir of adv & sls prom

Same, vp in chg sls

SPONSOR




You know
what’s happening!

RADID advertisers and agencies have known for many years
that WHO, Des Moines, is one of the nation’s greatest
radio stations — the biggest, most popular, most productive

station in lowa Radio.

For the sake of all you successful new TV people,
that fact helps explain why WHO-TV, in one short year,

has become one of the nation’s fop television stations.

Suggestion: Next time you talk with the wisest “old hand”
you know in radio or television — ask about WHO-TV.

Better still, ask Free & Peters!

13 JUNE 1955
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WHO-TV
WHO-TV
WHO-TV

& ~\ WHO-TV
g WSy
\jWHO-TV

\ \"/ WHO-TV
WHo-Tvé

WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV}
WHO-TV
WHO-TV
WHO-TV’
WHO-TV%
WHO-TV,
WHO-TV
WHO-TV/-
WHO-TV ‘3¢
WHO-TV,*}_
WHO-TV! 7
WHO-TVY,
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
—~WHO-TV
~“—~WHO-TV

]

WHO-TV

Chainel 13 « Des Moines  NBC

Col. B. ]J. Palmer, President
% P. A. Loyet, Resident Manager
W e

Free & Peters. Inc.
National Representatives

o
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Famous on the local scene. ..
yet known throughout the nation
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%\ TOMN: HARKER, National Sales Director ° 318 E. 57th St, New York 22, Eldorado 5-7690 f

7] BOB WOOD, Midwest National Sales Mgr. 230 N.. Michigan _Ave’, Chicago 1, FRanklin 2-6498 \
GAYLE V. GRUBB, Pac. Coasf Natl Sales Mgr. 111 Sutter Bldg., San Francisco 4, Calif., WEst 1-2093
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This is

San F'rancisco. ..

where wonmen show no
mchination to change their minds
abont one thing. Jane Todd
has been their favorite local
women connnentator since her
first rating in 1950, Today
her audienee is almost double

her nearesl rmnln'til()r.

KCBS

50,000 WATTS

Kepresented by CBS Radio
Spot Sales

26
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Rayen [center), four Bates execs surround Teddy Snow Crop, Miss Minute Maid:
(Left to right) Wm. Mussor, Wm. Kearns, Rayen, John Lyden, Thomas Moore

James Rayen

Wi Sponsor -

When Bing Croshy first bought Minute Maid stock eight vears
ago, he paid 10¢ a share for it. Today his $2,000 investment is
worth close to a quarter million. These figures are just one indi-
cation of the growth enjoved by the leader in the {rozen juice
business. From a sales gross of less than 83 million in 1948, the
firm zoomed to $50 million in 1954. I'rom December 1951 onward,
Snow Crop sales (as an owned division of Minnte Maid) will have
to be added to the over-all sales.

“Our advertising has been an important factor in the firm's
growth,” says Jim Rayen, Minute Maid ad manager since 1949.
“The big share of our budget this year is in spot tv. However. with
the addition of the Snow Crop hne, we may zome day find it eco-
nomical to sponsor a network show and rotate commercials on it.”

At the moment, Raven i< supervising three distinet advertising
campaigns: one for Snow Crop orange juice and frozen vegetables.
one for Minute Maid (through Ted Bates) and one for HHi-C
(via J. R. Pershalll Chicago). His 1955 ad budget: $3 million.

*“Though it's a little unusual in the food business for one com-
pany to have competing brands,” Raven told spoNsor, “in practice
it works out no differently than cigarette company advertising. Even
hefore we hought Snow Crop, we used to make a check on them
once a year. At that time we asked a panel of 2.000 women what
they thonght of Minute Maid and of Snow Crop.”

Both juices rely principally upon 20-second film eommercials and
magazine advertising for sales. Both juices stress identification of
the trademark (Mi<e Minute Maid and Feddy Snow Crop) rather
than personality eclling of the products on tv. Both appeal pre-
dominantly to young housewives with children. The main difference
in the copy approach is that Snow Crop is sold as the pnlpy juice,
whereas Minute Maid stresses a thicker. smoother texture.

“Frozen foods have just begun to hoom,” says Rayen. (lFor de-
tails about Golden Gift chilled orange juice and a new development
in food packing sce 30 May 1955 sronxsor.) “Today still only
35 to 4077 of the public are regular users of frozen orange juice.
But the \mmerican housewife has increasingly favored the {rozen
foods industry because of convenience.” * Kk *
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W.IAR-TV

made this
KING-SIZE sale!

Narragansett Lager Beer, brewed in one of America’s great breweries and largest purchaser
of New England TV time, is “sold” on WJAR-TV, Channel 10. In addition to sponsoring a
home-and-away schedule of Boston Red Sox major league baseball games, Narragansett
has pioneered in spot video by maintaining across-the-board adjacencies to key network
and live local programming.

The first King-Size bottle, originated by Narragansett, was introduced in the Southern New
England market on Channel 10 and from then on ‘Gansett sales have been just that — King-Size !

Client: Narragansett Brewing Company
Agency: Cunningham & Walsh, New York City

Represented Nationally by WEED

Powerful 10

Providence,
Rhode Island




Is a Matter of

Comparison . . .

In New York Harbor you neced
the tug, not the liner! And who
would you rather be. David or
Goliath? IU's pretty wuch the
same with KSBW-TV. We are
not the largest market in Amer-
ica, but when it gets down to
“Cost per Thousand”. Channel 8.
with all four networks and a cap-
tive audience of 102,840 sets
(plus a large fringe audience).
can certainly «lay the giants and
nudge the largest liner into her
berth, Ask your ollingbery rep-
resentative about our rich Cen-
tral Coast of California, noted
for its agricultural outpmt and

magnificent play grounds,

CBS, NBC, ABC, DuMONT

by Joe Csida

NARTE Couventious: yon can't afford to miss ‘em

I threatened, last time out, to indulge in further wordage
on the 10th annual reunion of the American Broadcasters’
Mission to Europe. 1 hereby withdraw that threat. The mect-
ing convinced me that there is very little a guy can write abont
occasions like this. which would truly interest any large group
of readers. For a fact. those sessions are highly personalized.
heavily sentimental get-togethers which donbtless have small
significance to any but the parties concerned.

As long as 1 did start it however. just for the record: Every-
body showed up excepting Martin Campbell from Dallas,
Morrie Novik from New York and Jack Alicoate. Hope
they’ll be with us next time around.

One remark made at the luncheon strnck me a~ particu-
larly interesting, and worth passing on to thiz scction’s steady
customers: Clair McCollough. who had just returned from a
whirl around Enrope, told us that the commercial tv fran-
chize holders in England were doing a rushing husiness. It
was Clair’s guess that if this kept np, it would just be a ques-
tion of time before all broadeasting, radio and tv. throughont
Furope, would be able to come ont from under government
domination. and operate on the free hasis. with which we have
been so long blessed. It was Clair’s observation. and a proper
one in my book. that such a development could not fail
eventually, to eaxe world conditions generally. Quite a guy is
that McColough. In the most perpetnally relaxed. pleasant
manner he manages to aceomplizh more than a dozen more
openty earnest and frantic gents. As witness the job he, as
co-chairman with Henry Clay did in putting together what
was probably one of the most exeiting and eventful conclaves
in broadcasting history in Washington last week (ax this is
written).

I noted in the 30 May issue of sro~Nsor that a number of
ageney ladies and tads had raised their hands and voiced their
Lelief that attendanee at these confabs is well worth an ageney
man’s time. Over more than a decade 1 have certainly found
them to be worth the white of any thinking man in the indns-
try, in whatever phase he operates. I would consider it more
wasteful than T can really afford to be, if 1 didn’t to=s out
some ob=crvations of mv own on the recent Convention.

For one thing the "55 mecting demonstrated dramatically
the aggressive. progressive trade press which serves the hroad-
casting business,  sponsonr sponsored the ~econd anmual Tv

(Please turn to page 70)
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For The Birds

We see by The Carrier Pigeon Digest that a
movement is on wing, underwritten by the Car-
rier Pigeon Association, to challenge tv. A pub-
lic relations campaign is to promote the use of
pigeons for delivery of conmmercials, on the basis
of (1) lower cost, and (2) pinker eyes.

Alert to our responsibilities, we turned the clip-
ping over to Research. His report follows.

“Figured this up Army Signal Corps’ alley. Sought
cost data. Contacted Commanding Officer (a
bird colonel) in Charge of Coops, Signal Corps
Br., 2d Sv Comd., who refd me to Transportation
Ofhicer, who refd me to Message Center Mainte-
nance Officer who refd me to Public Relations
Officer of QM Depot who refd me to C.O. in
chg of Coops, Sig C Br. (same bird). Started
over. Got to Air Force Hq., Pentagon; told info.
classiicd. Wrote Congressman. Invited me to
hunch, next visit to Washington. \Wrote Ed., Car-
rier Pigeon BDigest. Had figs finger-tips. Fle
quotes Sig C. on what it costs to keep one pigeon
one day:

Feed . .. .23
Straw S B 03
Loft rent . e 210
Identification bands .008
Coop maintenance , 5
Overhead (maintain army) . 25175
Depreciation (birds that don’t make it) . .382
Bird maintenance (ground crew, bathing,
clipping, worrying about stragglers) . _.  4.73
Recruiting program for pigeons Sl
Message comtamers . .0l
261.12

13 JUNE 1955
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“Throw out the overhead item (gotta have an
army anyway) and the maintenance item (ditto)
and 1ts costs $1.61 per pigeon per diem.

“A pigeon can do 200 miles duily, properly mo-
tivated. Got to be chaufteured to point of re-
lease, got to eat and drink en route, and needs a
night off once in awhile. Assume he works 25
days a month and he’s good for 5000 miles top a
month. Allow 10c a working day for carfare and
it works out to abeut 83c per thousand iniles
worked, give or take an army.” —DBruce

The cost per thousand for WMT-TV can be
shown to be as low as 72c.* It’s true that on
WMT-TV you reach people, instead of travel
miles, but what's a Research Dept. for, anyway?

1What about pinker eyes?—Ed.

Fver see one of our announcer's eyes on a Monday morning?

VV MT’TV Chaunel 2 100,000 watts
CBS for Eastern lowa

Mail address: Cedar Rapids

National Reps: The Katz Agency

“There are about as many ways of figuring cost per thousand as
there are pigeons and tv stations combined. 'Be glad to explain this
one to any, like they say, interested party.
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Nighttime network lineups will undergo drastie revamping

in programing next fall. At least 50 show changes set

re movie promotion will be seen on 90-minunte shows will go on CBS TV, Heavy anto spending this season will

in coming season. Above, showing To be shown on Saturday nights, they will continue during next with Chevrolel and
‘Disneyland” underwater movie-making feature Bing Crosby, Noel Coward. others Ford making new big show purchases

It 100ks like the battle of the century as the tv networks line up for the fall nighttime
programing sweepstakes.

The drastic show changes =ct for the fall testify not only to the fiereeness of the
competitionn among the network titans but to a continuation of the tv network programing
revolution which began this season.

With Du Mont assuming the form of a film production outfit, the prime contenders
have narrowed to three — ABC, CBS and NBC. The former, while making no preten-
sions to copping No. One place during 1955-56, has gained a placc in the sun and intends
to keep itzelf under the warm rays.

Though program lineups are :ztill incomplete. there are already about 50 show
changes in the three-network picture. This includes new shows — there arc about 35 of
them — as well as changes in time slotting and program switching from one network to
another. (See chart on next two pages.)

Included in thesc calculations are show change< made late this season. Not included

are the daytime change=, plans for CBS mid-week spectacular~. the possibility of NBC’s

Wide Wide World becoming that network’s fourth nighttime spectacular and ABC’s

| Saturday night lineup, which is completely up i the air at the moment. Further revi-
sions among shows that now seem sct camnot be discounted. either.

l The upcoming lineups involve wrenching changes in which practically complete
, evenings have been revamped. No one is being smug about next season, not even the

13 JUNE 1955 Fall nighttime uneticork tv lineup next page



BATTLE OF THE TITANS

(continued )

leader in billings. The fact that the
laurel of victory sits uneasily upon
the wmners head 1s dramatically
pointed up by the fact that CBS TV.
No. One in sales. has blueprinted asx

many changes as ABC TV and NBC

TV put together.

FALL TV LINEUP: 1955

There's big crop of new shows com:

ing on the networks at niéﬁt. Here's
the picture at SPONSOR's_presstime

7:13

7:30

7:15

3

8:15

3:30

8:15

9:15

9:30

D:15

10

10:15

10:30

10:15

11

SUNDAY

For example, sweeping upsets are in
store for CBS™ Tuesdayv and Saturday
night lineups. The only shows that
remain in the same slots during the
foriner time are the Red Skelton show
and See It Now and Skelton is in for
changes in format (for a change). On
Saturday night Beat the Clock and
T'wo for the Money remain in place.
while the Damon Runyon Theatre also
stays put but will be pre-empted one
week in four by Jubilee, the Ford
dealers’ hour-and-a-half extravaganza.

Jubilee. incidentally, marks the first
time J. Walter Thompson will gets its
feet wet in a spectacular. The agency,
m its quiet way. had been in the fore-
front of those resisting the bidding up
of talent prices by the big show-.

Heavy type indicates new shows in slot. See footnote.
Blank means show is not yet set

MONDAY

From the point of view of all three
networks, the biggest face-lifting in
programing will take place on Tuesday
nights. Like CBS, ABC is doing it up
big.  Undaunted by the loss of the
U. S. Steel and Elgin alternate dra-
matic hours, ABC is determined to
make Tuesday one of its best nights,
is throwing in some of its choicest
morsels, notably Warner Bros. Pre-
sents, the second hall of which will be
opposite the Berle-Raye-Itope parlay
on NBC. Aside from its two 15-minute
shows before 7:30. the only ABC show
which remains pat is Make Room for
Daddy, the Danny Thomas situation
comedy.

NBC’s new plans for Tuesday night
are not as extensive as those of the

TUESDAY

AIBC CBBS NBC
You Asked
Por It It's a Great
~kilppy Peanut Life*
Btr. Div., Best J.asslc Chrysler-
Foods Campbetl Soup Plymouth Dealers
Gulld. Baseom 1liy F RBDO McCann-
& Bonfigll Hy-F Erickson
Oy-L&F
Pine-Thomas
Feature Fllms® Jack Renny Frontlers®
(Particlpations; alt. wIth (3 weeks In 4)
sales plan net Private_Sec'y Reynolds Metals
completed) Amer. Tobarco NY-F Seeds
i F7:30-9 NY-I» RRDO

Colgate Sundayv
Hr.

{3 weeks In 1)

Colg. -I’almollve

. ’l‘oa;lt‘ of the HY L& W Fsty
ne-Thomas own <
Feature Films® Lincoln- Mercury Sp(;.c.t.?‘(;f’;)ars
:30- Dealors 5
o v T (1 week In 1)
(cont'd) NY L, K&E Sunbeam ;
Mashelline;
Lauls Iowe
1'errin-ans;
Gurdon 1lest:
NY L, D-F-8
Chance of @
Lifetimo*
Emerson Drug: GF ‘Theatre
Lentherle Genersl  Eleetrle
NY-L L&N: NY L&I® BRDO
Caw Tv Playhouse
Goodyenr;
Phllce
(alt  sponsors)
&R
NY L. Hutehlun
stork  Clab Alfred Hlteh-
©-0p cock®
NY L Bristol- Myers
Y&R
Lir¢esk the Rank Show not laretta Young
Dodge declded® Show
NY L Cirant P Lorlltard P’rocter & Gamble
NY-F Y&R NY F R& R
What's My Line? Itob  Cumnilngs
Remlnetem Rand Khow
Jules  Mumtenler R. J Revnolde
Y&R, Karle NY F Faty
NY L Ludglin
“13 fors e alse showi which

chsnge thne slots or nctwork. Includlng now shows and chagges etarting latc thls season.

ABC

Kukla, Fran &
Ollle

co-op
Ch-1L

John Daly. News
Miles Labs
NY-L Wade

Kid film show™
(tentatively
fungle fim or
Shrena, Queen of
the Jungle)

Tv Recader’'s
Digest
Studebaker-
Packard
NY-L R&R

Voleo of
Firestone
I’irestone Tire
'Y-L  Sweeney
{slmul) & James

Klesewetter,
Baker, Hage-
dorn & Smith

NY-.L&F

S

Doug Edwards
News®
Amer Home Prods
NY-L BB&T

Robin Hood*
Jehnson &
Johnson; Wlildroot

Y&R: BBDO

Burns & Allen
Carnation;
Goodrich

Erwln, Wasey;

Ily ¥ BBDO

Talent Scouts
CRBS-Columbla;
Liptim
Bates;

NY L Y&R

I Love laucy
Proacter&Gamble;
Jeneral Fouxls

NB&T:
Hy-I?

December Dirido
General IPoods
NY L B&B

Studlo One
Westlnghouse
MeCann-

NY L, FErlekson

NBC

Tony Martin
Assoc. Prods.;
Wobster- Chlcago
y-L Grey;

J. W, Shaw

“News Caravan
R. J. Reynolds
NY-L Esty

S1d Caesar
(8-9: 3 wks 1n 4)
Amer. Chlcle;
RCA:  Speldel

D-F-5; K&E;
NY L SSCB
Producer’s
Showcase
(Spectaculars)

(1 week In 4)
Ford: RCA
NY-L K&E

9-9:30
(3 weeka In 1)
Dow Chemleal
lly-L. MacManus
John & Adams

Robert Mont-
gomery I’resents

0:20-10:360
8. €. Johason;
Kchlek
NL&NB;
NY L K&E

Robert Mont -
romery 1’roscnts
$:30-10:30
(cont*d)

ADBC

Kukla, Fran
& Ollle

€0-0p
Ch-L

John Daly News
Tide Water QOil
NY-I, Buchanan

Warner Brothers
Presents®
(7:30-8:30)
Llggett & Myers;
GE; Monsanto
C& W : Maxon,
Y&R: NL&B,
Hy-F Gardner

Warner Brothers.
Presents®
7:30-8:30

(eont'd)

Wyatt Earp*
Parker Pen;
Gencral Mills
Tathnm-Lalrd:
NY-F D-F.S

Make Room for
Dadily
Amer. Tobacco;
Duwdge

R&CR;
NY I Cirant

DuPont Theatrs®
DuPont
BBDO

Name's the
Same*
Ralston-Purlna
Gulld. Bascom

& Bonfighl
NY-L

CBS

Doug Edwards
News*®
Amer. Tobatco
NY-L SSCB

Name That

Navy Log*
Sheaffor Pen;
Maytag
Seeds: MceCann-
NY-F Erickson

" You'll Never

Get Rich*
(Phil Slivers®)
R. 1. Reynolds;
Amana Refrig.

Esty: Maury.
Les & Marshall

Mlss Pepper-
dino® or
Joa & Mabel*
{Spensorshlp
to be set)

Red Skelton
Pet AMlIk;
S, C. Johnson

Garndnor;

iy ¥ N1&B

The $64,000
Questlon®
Revlon  Prods.
NY-L Welntraub

Sce 1t Now

(Rponsorshlp

to ho sot)
NY-L&F

Hvy-1,

NBC

Dlnah Shore
Chevrolot Dirs
Campbell-
Fwald
Nows Caravan
R. J. Rcynolde
NY-L FEaty

Mllton Berle
19-13 ghows)
Martha Raye
(13 shows)
8.9
Sunbeam: RCA;
Whirlpool
Perrin-1"aun;
NY-L K&E
Rob 1lope
(6-8 shows)
Dinah Shore
(2 shows)
Chevrelet
Camphell-
NY L Ewald

Flreslls Theatre
Procter & Gamble
NY- P Cempton

Armstrong Cirtle
Theatre: alt. with
Pontiac Hour®
9:30-10:30
Armstronqg Cork ;
Pontlac
BBDO; MacM,
NY-L J1&A

Armstrong Clreclo
Theatre; alt. with
Pontlac Hour*®
9:30-10:30
{cont'd)

Blg Town®
Lever Bros.;
A.C. Spark Plug
SSCB, McC-E,

OBM ; Brother
NY-F

Where showe have muitlplg sposisors, agencles a!

e PO e
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other two networks but about half of
the lineup will be changed in one way
or another. Armstrong and Pontiac
will sponsor alternate dramatic hours,
1eplacing the former’s half-hour drama

Other nights which will see serious
alteration are Wednesday and Friday.
On each of these nights the number of
changes in programing total no less
than eight on all networks.

show and Truth or Consequences,

which is being moved to Friday. Fol-
lowing the Armstrong-Pontiac hour,
NBC will bring in Big Town from
Wednesday. Preceding the new dra-
matic hour will be Fireside Theatre,
which will be given a shot in the arm
by the addition of movie star Jane
Wyman. While Fireside Theatre has
riot been doing badly—its ratings have
been running in the 30’s—P&G is de-
termined to build the show to top rank

on it in recent weeks.

SDAY

i;urd‘s
Y’.
Mfg.
Ludgin
1 Coke Timo
e Coca-Col.a
Chlef® BELE D Arcy
wship i
News Caravan
e Plymouth
NY-L Ayer
Sereen Directors’
j Playhouss®
Hils Eastman- Kodak
s INY-F IwT
Co. :
Motars ;
i
lumbia
Goller; FathoBrestl.(nWS
Bug‘““ P. Loriilard
ates  NY.F Y&R
lonatre
ate
Esty
Kraft Tv
Theatre
S Kraft ¥oods
NY-L JWT
a Secrot
teynolds
. Esty
[
Tbis Is Your
Life
Hazel Bishop:
ow Cen- procter & Gamble
L; with . Spector:
%l Hr.®* Hy-L. Compton
rlectrlo:
Steol
- BBDO

i

The broad picture: Two notable
developments took place this =eason:
the introduction of the lavish hour-
and-a-half show on a more or less reg-
ular Dbasis and the tentative romance
between video and Hollywood, a la
Disneyland. Next season will see not
so much a consolidation of these trends
as a continuation for they may have
started a programing revolution the
end of which is not yet in sight.

to seil

In the midst

sponsurs on converting

DuMONT fall evening lineup
at present comprises

three sponsored shows

of a rcevamping of its

network operation Du Mont is secking

their

shiows to film via the video-film cam-

l cra,

Du  Mont

the Electronfcam. If
shows

placed on

of sclling fonr 1o

successful,
would tend to be

spot ha<is and Its net-

work character would be changed. In
addition to the nighttime shows listed

below, Du Mont reports it has hopes

six more.

Life Begins at 80, Sundays, 9:30-10:00
Sponsor. Serutan; Agency, Kletter
Origination: NY: livo

Professionai Boxing, Mondays. 9:00
to conclusion
Co-op, orlgination: NY, livo

At Rlngside, Mondays. followlng boxing
Co-op, origlnation: NY, live

Studio 57. Tuesdays, 8:30-9:00
Sponsor, Helnz; Agcncy, Maxon
Originatlon: NY, live

What's the Story?, \Wednesdays, 8-8:30
Sponsor, Du Mont Labs; Agency, direct
Originatlon: NY, llve

Professionai Football, Saturday evcnlngs
Spensorship not set

. g Origination: varlous, (]
and has lavished a lot of time and care The spectaculars appear here to stay. s :
(Please turn to page 124) ——
ABC CBS NBC ABC CBS NEBC ABC CBS NBC
Kukla, Fran & Kukia, Fran
Ollle & Ollle
€0-0D ¢0-0p
Ch-L Ch-L )
DouuN Edwards J—__—_Dal . . -tDounNeEg:vard's
ews* ohn ¥, News W
Jg‘lhge%ytérh’(%‘ Amer. Tobacco Mlles Labs Pharmaceutloals
NY-L Buchanan NY-L ssce NY-L__ Wade NY-L Klotter _ om
§ Dinah Shore . Colie TIme
Chevrolet Dirs, g
Sgt. Preston R My Friend Coca-Coia ‘ .
éf,’,‘,’:,,’,"‘]{'ﬁf{, of the Yukon® Hy-L Cmﬁ:ﬂd Rin Tin Tin Fllcka® NY-L D*Arcy Boeat the Clock New program
e AR Quaker Oats Natlonal Blscult  (spgnsership Eyivania Swift
to be set) Wherry, Baker Hy-B K&B be set) News Caravan -L wT
NY-F D-F-8 NY-F & Tllden News Caravan Plymouth
)?Yg, Remci!’;ilsy NY-L . Ayer
Stage
1 heen® Wanted® Yo Pot Cdp & Rl Mama T ‘»‘1.;}??“‘"
Blsh 8 an otpolnt (alt. P& G
A"gmlralwh (sponsorship DeSoto Motor snnonsorshlp General Foods P. Lorlllard i .
Erwlin, to be set) Div., Chrysler to be set) NY-L B&B Hy-L L&N Houston P%Zmacg:'n'u
NY-L Wasey NY-F BBDO INY.F  Msxon NY-L ' Combton 1ne'j Gelideotton:
Noxzema Chem.
JEEEEE— R & J. W. Shaw;
Stop tho Musie® Cllmax ) FC&B:
Quallty Jewlrs (3 weeks in 4) T"“xglo"?.’" In, e (I Ny-L sscs
Noechi Shower of Stars Justice Chevrolat Our Miss ldite of Riley Ko
-L Grey (1 week In 4) i) Nambell- Brooks® Gult O S
£:209:20 NY-L | Y&R |NY-F  Ewald | Geperal Foeds  NY-L - Y&R NY-F  Kudner
McCann-
Hy-L  Erickson
People Are
Funny*®
Two for the $-9:30: 3 wks In 4
sx: Dollar a Second 3 Big Story M Tonl; Paper-Mato
Star Tonight Sbowg!ln;fx Stars ngcg:“g‘eﬁfyen Mogen Davld R.c;?s%d:;:olds Amesrin}c‘)%bl:m‘ p. l..?)r:flyhrd pBeurno:t.
AL 8(’33,;33%0 NYop Chvy Wl‘r‘l,oem & NY-F Esty NY-L&F SSCB NY-L L&N Hy-F FC&B
NY-L Geilor Jimmy Duranto
it's Aiwa 3 Show
T T (3’ 3}3\:0’;3 J:l)l ‘9532-10:1.:3.:&?
30-1
Hy- lLudnor
Four-Btar Schiltz Play- Procter &cg’;':?;: U e
Piayhouse Ford Thoatro Tho Vlse heuse*® New pregram® —_— Spectaculars
Singer Sewling: Ford Motor Sterling Drug Schlitz Brewing Campboll Soup Jublleo® 9-10:30
Bristol-Myers ~ NY-F NY-F  D-F-S§ NY.F L&N BBDO (i wk in 4) (1 wk in 4)
NY-F Y&R 9:30-i1 Oldsmobllo
Ford m“:'w'r NY-L  Brother
Johnny Carson o Tho Llneup Cavalcade of Gunsmoke® George Gobel
Showe ev";?"ﬁmbn(i:“ Brown & Wamsn; Sports : '0'10'30 b (3 "“_k;, in &)
Revion: (alt.  Sponsor) Procter & Gamble 10 pm to concl I(.I "g ; |h'1‘ Armour; :,‘C{él”}"
‘Genersl  Foods Gl Bates: Gliiette gge oW L G ]
Welntraub: Lux Vlideo Afbert-Frank. HV°F TSR NY L Mazon = mriesy
Y&R !l'hoeatre Guenther-Law
10-11 — b
Lever Dros.
Hy-L JWT Person to Person Redc::rtler’s D.m'g‘o:::o“m Yg‘irn%.;q,
An;:elzlno‘{'l“c(;:‘o.. (10:45 or at (3 weeks In 4)  \Warner lludnut
Katz: Jtonel of fight) Anheuser- Busch 3DO;
NY-L iy SRS RRI g nS NY-F  DAry  NY-L K&E
i

|It 85 clients. Originations: NY means New York, Hy means Hoiiywood, Ch means Chicago. L means live, F means Glm. Al times aro Eastern Standard.



e THE PROCTER & GAMBL

On these pages SPONSOR presents the third in a major
series on the world’s largest advertiser and number one air
media client. sPONSOR had long sought the opportunity to
analyze Procter & Gamble’s radio-tv approach and was
able to prepare the present series with the aid of interviews
with company executives, key people in P&G agencies and
other veteran observers of the broadcast scene. This is the
first comprehensive treatment to appear in print of the
current air media thinking of a company which is frequent-
ly talked about in advertising circles but which is rarely
quoted on its own philosophy.

by Herman Land

’s the great soap opera edifice that took P&G a gener-
ation to build on radio and tv beginning to crumble?

Could this be the real significance of the daytime show
cancellations ordered by Procter & Gamble for the end of i
ihis month?

The king of the serial field is dropping seven soap
operas — five on radio, two on tv. In addition. P8G
dropped a video serial in March.

At mid-season P&G still hoasted 12 daytime radio
strips. With the planned cut, this will be reduced to seven,
five on CBS. two on NBC. The winter of 1954-35 that
saw six tv serials going on tv gives way to a sumnzer with
three.

Of the five remaining daytime tv shows, two are not
serials. And the non-serial category may loom larger in
the &G picture for the soap firm seems to be reacting
favorably to NBC TV’s efforts to push its new daytime
personality shows.

Serials diwciudling: Tragic mien of heroine in NBC Ti"s Concern- ‘
ing Miss Marlowe, (to left) could symbolize what may be beginning

of the end of an era. This is third tr serial dropped by P&G this
spring; others are Road of Life, CBS T1, Golden Windows, NB(C

TV, leaving only three. In addition, soup firm has cut its radio

seriul lineup from 12 to seren

Non-serials: P&G may buy NBC T17s Tennessee Ernie (lejt), is
now sponsoring On Your Account with Dennis James on CBS

SPONSOR




P&G’s network decisions in both daytime radio and tele-
vision are being watched carefully. But industry prophets
have not been centering their attention on soap operas as
such. Rather, guesses have revolved around media values.

These prophets have been predicting for some time that
P&G would exit shortly from daytime radio because of tv
competition and regard the new cuts as corroboration of
this theory. And the forthcoming tv slashes as well have
been viewed by some as evidence that P&G is getting ready
to depart fron daytime tv owing to high costs and the
pressure of nighttime tv on P&G ad budgets.

What's the real story? At P&G headquarters in Cinein-
nati. you won’t get direct media comparisons — or pre-
dictions. But general conversations with P&G executives,
as well as talks with P&G agencies and the networks, lead
to the following conclusions:

1. You just can’'t sum up P&G’s actions with a =imple
explanation. I’8G is big and complicated, and so is media
buying. (Complications involved will be made clear later.)

2. The dropping of Concerning Miss Marlowe and
Golden Windows on NBC TV, and of Road of Life on
CBS TV is not a sign of retreat from daytime television,
but of dissatisfaction with specific shows. It is further
evidence that the firm reputed to know more about broad-
casting than anyone eclse has not yet found itself <o far as
daytime programning is concerned. For all the vast media
knowledge reposing in the experienced minds and copious
files on the eighth floor at Sixth & Main in Cincinnati, the
soap company is to a large extent groping its way, hoping
in time to find a programing key that will do for it in tv
what the daytime serial did for it in radio. Whether it’s
soap opera which will be the major programing fare in tv
only time and the taste of the public will tell.

3. Radio 1s looked at today for the effect it provides
in combination with tv. Tv delivers the “basic” audience.
Radio “extends” that audience, not only geographically
and to radio-only homes, but through the tv-home audi-
ence as well which is not then tuning to tv. The new
schedules simply reflect what is primarily a hudget adjust-
ment to the priority needs of the company’s new major
medium. Soap operas as a programing form will probably
remain basic with P8G on radio despite the cuthack.

Paytime (v’s future: To P8G’s representatives the
question, “Are you going to drop daytinie tv?”" seems to
come as a surprise. The company regards itself as pri-
marily a daytime advertiser. And a company spokesman
explains why. “First, daytime tv compared with radio
has taken the number one media position, as everyone will
agree. Second, we need daytime advertising for the
tremendous values it offers.”

P&G has already proved to itself from its own experi-
ence that daytime tv can deliver great audiences. It now

(Please turn to page 118)
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Whad's behind the daygtime radio=te cutbacks?

P&G SERIES IN BRIEF

PART l The reasons behind P&G’s heavy
plunge into nighttime television
16 May
PART 2 How P&G buys spot, plus analysis

of spot’s marketing role

30 May

PART ¢ The daytime question P&G’s tv
‘ J problems, and function of radio

13 June

How P&G gets the most out of its

seten agencies by careful planning
27 June

PART /]

HOW P&G DAYTIME STRIPS ON
CBS RADIO EXTEND THE FOUR-WEEK

REACH OF DAYTIME STRIPS ON CBS TV

In U.S. tv homes

293 . OF U8 TV HOMES
3 3 upsodes

BRIGHYER DAY
CBS-TELEVISION

AR ACam CATE

GUIDING LIGHT
€85 -RADIO

T3 g ere reae
NET REACH

4 ) epreodas

In total U.S. radio homes

- i —k ROT OF ALL US RADIO HOMES
- - 39 eprsodas

1 A Bl warrs

BRIGHTER DAY
CBS-TeLEVISION

GUIDING LIGHT 62% OF ALL US RADK) NOMES
CBS RADK 15 A epsodes
XA A Ol Lol
NET REACH

2 STRIPS COMBINED

33 2% OF ALL US RADIO MOMES
4 b epsodn

SOURCE: CBS Radin research study hased on speelal Nlelsen data,

coverlng four wecks endlng October 23, 1951

Radio serial reached 13.9°¢ of all tv homes. extending
[vory Flakes’ tv reach 33.07% . Total tv homes reached in-
creased from 29.3% to 39.0%. Combination extended
radio’s reach 66.8%, to total of 33.27¢ of all radio homes
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orning-minded
or open-minded ?

Typical spot radio buy in non-morning time

delivers 109, more homes. 289, lower cost=per-M

Radio’s weekly audienee: Nielsen chart below shows that cumulative audience totals in
1.5, radio are highest in afternoons, Fveuing llome fignre is 9096 as good as morning level

HOMES REACHED

% TOTAL HOMES ‘000

TOTAL DAY { ALL HHOMES 90.6% 41527
oRninG ALL JTOMES 77.8 35,678
A 00N TV HHOMES 75.1 21,580
RADIO ONLY 83.7 11.098

P ALL TTOMES 79.0 36.217
oomlon TV HOMES 75.1 21,183
RADIO ONLY 885 11,734

o [ ALL TTOMES 70.0 32,116
. TV TTOMES 62.1 20,312
RADIO ONLY 88.8 11,774

AVG. HRS. LIS-
TENED PER HOME
PER WEEK

17:32

:02
6:30
8:17

7:35
6:20
10:12

6:106
3:42
10:43

-1
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MORNING SQUEEZE

Morning 1= spot radio’s
mosl popular time pe-
riod Dbecause many
clients feel it is

“tv proof.” But
ru-h to mornings
ienores some excel-
lent buv~ at other
times of day. Latest
trend: a re-examina-
tion of non-morning

spot radio opportunities

4‘1’0 morning slots the only “best
buy™ in spot radio?

If you'd asked that question of many
leading spot radio advertisers last
year, chances are they'd have answered
“ves.”

But in the first half of 1955, “mormn-
ing-itis” has been giving way to a
more flexible approach. Symptoms:

e Pall Mall used to have a blanket
ruling for its agency. S3CB: “No ra-
dio after 9:00 a.m.” This edict is being
quiethy dropped: Pall Mall is currently
edging into late-afternoon and  eve-
ning spot radio.  Although SSCB s
keeping the move under wraps. one
media man admitted: “We showed the
latest evening cost-per-1.000 figures to
the client. The rest was casy.”

e P’al Blades, which seeks a male
audience in its steady spot radio cam-
paigns, has also scrapped a “mornings-
onlv™ yardstick.  Pal, through BBDO.
has started to add schedules of spot
radio announcements adjacent to news
and sportscasts after 5:00 p.m.. and
before 7:30 p.m., in a dozen major
markets.

e Sun O Co..
audience-sceking advertiser. has been
switching its spot radio tactics. The
newest Sunoco buys, unlike those of

anotlier male-

SPONSOR
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last year, have been between 4:30 and
7:00 p.m. in large Eastern markets,
through Ruthrauff & Ryan. Reason:
the large male audience, in and out of
home, during this time period.

e Maxwell House Coffee, one of the
first major adhertisers Lo move from
afternoon and evening radio into
morning slots. has quietly started to
move back. Though Benton & Bowles,
Maxwell House is currenth picking up
choice afternoon availabilities in a
a number of leading cilies. As one
B&B buver explained it. “It just
wouldn’t make sense to pass up these
buys.”

o Luft Co.. whose “Tangee™ brand
is one of the best-known in the cos-
metic field, is virtually avoiding morn-
ing radio, excepl on Saturdavs and
Sundays.  Aiming its campaign al
teen-age girls, Luft has begun buying
afternoon participations in well-rated
d.j. shows between 3:00 and 7:00 p.m.
The campaign, through Warwick &
Legler, covers some 12 markets.

e There are others. Winston Cig-
arettes. through William Esty, has
been scouting for non-morning slots
with a big oul-of-home audience.
Whitehall Pharmacal. long a mornings-
only client, has bheen scouting might-
time availabilities. The big auto mak-
ers who use spot radio—Ford, Chev-
rolet, Pontiac, Dodge, Nash. DeSoto—
now hop around all over the day with
saluration spot campaigns. Herbert
Tareyton now buys spot radio “be-
tween 6:00 a.m. and 11:00 p.m.” Le-
ver’s Surf will soon be sold via afler-
noon parlicipation prograins, as well
as with mid-morning spot schedules.
Bromo-Seltzer. after an  18-month
hiatus. has returned to afterncon and
evening radio.

Why the switch?

By checking closely with a number
of lop agency buyers, SPONSOR quickly
found the real reason.

[’s not a sudden change, either in
buying philosophy or in the status of
radio, buyers report. Rather, i’s a
gradual realization on the part of ad-
vertisers and agencies that spol radio
availabilities must be evaluated in
terms of what they are delivering for
how much money-—uot just looking to
see 1if the slot 1s opposite a big tv show.

“Non-morning** values: That non-
morning spot radio often offers plenty
of value for the advertising dollar is
no secret 1o most timebuvers.
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“In radio today you're dealing with
more specalized audience segments. H
you buy early-morning radio, vou're
getling an audience loyal to the early-
morning personalities — a ‘fan’ audi-
ence.” said J. Walter Thompson’s
Amne Wright. “In order to reach a
broader listenership. it's somelimes
wise to consider other personalities.”

Added Foote, Cone & Belding media
strategist Art Pardoll: “We've found
that nighttime radio can be a terrifie
buy, either on a saturation plan or
even with a half-hour prograni. There
are oo many variables in advertising
to generalize aboul stations or times.”

Ou the other side of the buyer-seller
fence, reps share the same view.

“H's been tough to sell non-morning
radio for the past three or four years’
said a Blair v.p. “A client looks al
radio. He sees plenty of tv competition
al night, practicalh no tv rivalry in
the morning. Therefore, he feels,
morning is the only buy. And his
thinking can easily stop right there.”

“When you’re up against ‘the morn-
ing mind’ there’s very little vou can do

except to keep hammering awayv

with facts,” added Free & Peter's
Frank Woaodrufl.
By spot-checking reps. spoNsor

came up with a sample of the kind of

factual values that are being offered to

clients in non-morning radio teday.
(Please turn to page 52)

AUDIENCE COMPOSITION BY HOURS OF THE RADIO DAY

Bars in chart below show how many listeners there are for every 100 listening hones.
Divisions in bars show how audience is divided between men, weomen, teenager~ and
children. Prepared by Blair rep firm from Pulse winter 1951 data, chart reveals tha:
advertisers can often pinpoint an important audience segment at lower eost out<ide of
client-crowded morning radio hours. Nearly twiee as miany men are listening to radio

at 6:00 p.m. as compared to 8:00 a.m., for instance; level of women listening at 8:00 p.m.

is 90% as good as level of women dialing at 9:00 a.ni. Sets-n-use ar
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Radio Gets Results contest provides portrait of

local-level radio’s ability 1o sell range of products

One of the best indications of where radio <tand- 1oday in its ability to

11 the American consumer is provided in RAB’s Radio Gets Results contest.
President Kevin Sweeney'’s hard-hitting RAB has amassed documentation

of radic impact in the form of local-level case liistories covering 13
categories of advertizers. $PONSOR present: condensed versions of the

13 first-prize winning entries in this article, six starting on these pages and
seven to follow next issue (27 June). The contest was under the
supervision of R. David Kimble as director of tlie local promotion department
(he now divects the newly-created local sales and service department).

KEVIN SWEENEY

RADB president

PART ONE

OF TwWO PARTS

.
A ).
R. DAVID KIMBLE
RAB local sales director

Local radio’s strenoth:

e cash-register proo

Want an answer (0 the man who says *the dealers

demand (v**? These case histories show what

(X 1d A

' here’s one thing and one thing
only that makes an advertising medium
¢lamorous.” the owner of a New York
radio-tv appliance store recently told
SPONSOR.  “Nales, and

sales!”’

salex niore

Case histories from local dealers all
over the country submitted to the third
annual RAB Radio Gets Results contest
indicate that radio is definitely con-
sidered a “glamorous™ medinm at the
retailer level by those who know how
to use it. Fach year RADB awards
prizes to local-level advertisers who
use the facilities of its various member
stations throughout the conntry. The
vardstick: sales suecess. This year well
over 300 entries poured in, a large
number since each entry had to be
fully documented.

These RAB contest entries analyze
the radio techniques used by local re-
tailers 1o ~cll such widely divergent
products as $6.500 homes; electrical
apphances: shoes; banking services;
furniture in shorty virtnally  every
type of service and produet people buy
from local dealers,

Generally, the winning sponsors had
cetlain basie strategies in counnon:

1) They used higher frequency sched-
wles than winners when the contest be-
an three vears ago. (2) lLetters from
the local dealers showed that they re-
lied greatly upon station wmanagement
to advise thenr on effective schedules,
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(3) Usually, station personalities or
ad-libbed the sponsor’s
frequently the commercial
was written by the station stafl,

There were 13 first prize winners,
one each in 13 business classifteations:
apparel—Cy’s  Campus  Sport  Shop,
which uwsed KOFE, Pulhnan, Wash.;
appliances  Caprino Television & Ap-
pliance Co.. WJTN. Jamestown. N. Y.:
amusements — Super  Music  Lnter-

prises, WWDC. Washington. D. C.:

announcers
I)]C."\'Sﬂg(’ N

automotive-—Gardner Buick. WEMP,
Milwaukee;  departinent, drv  goods

and variety stores — Linm & Scruggs
Department Store, WDZ, Decatur. 111.;
drug stores and products  Cohen Drug
Stores, WCIIS. Charleston. W. Va.:
furniture and floor covering dealers-

Standard Furniture Co., WROW, Al-
bany, N. Y.: financial —Shelby Streel
Federal and Loan Association, WIFBM,

Iidianapolis: grocery  stores  Zink’s
Supermarket. WSLM. Salem.  Ind.:

B. . Click & Sons.
WCAU, Philadelphia; housing mate-
rials and supplies- -George T. McLean
Industries. WAVY. Norfolk, Va.: spe-
cialized services  Stamdard Radio and
Record Co.. KNA, Seattle, Wash.: mis-
Jolim W. Black. KDKA.

grocery prn(lll('ls

cellancous
Pittsburgh.

RARB had a team of three men, rep-
resenting  specialized  fields of retail
business judging the conlest entries:
Lonis Geodenough, managing editor of

cadio can do locally

Retatling Daily; Roy Miller, editor of
Food Field Reporter; Ldward Krus-
pak. advertising manager, Automotive
Vews.

One of the most significant uses to
which the RAB case histories can be
put is in demonstrating the impact and
standing radio achieves on the local
level. A frequent statement by time-
buvers and account men who would
like to zee advertisers increase their
spot radio spending is: “The dealers
are hypnotized by the glamor of tele-
vision. What can we sayv?”

The ease histories slarting helow
provide a well documented answer.
They are doubly significant because
they are local. While wany a national
advertiser (as wax pointed out in SPoxN-
sorR’s  All-Media  Fvaluation  Study)
camot trulv measure results from ad-
vertising, this is seldom the case lo-
cally. A retailer sees the advertising
money come back quickly— or else.

Six case histories appear this issue:
seven more will appear in the next js-
sue (27 June).

Homes: George T. MceLean Industries,
Portsmouth. Va.. scored with an an-
nouncement  schedule over  WAVY,
Norfolk. Va.

Mclean develops housing and com-
munity  projects, builds homes i a
market saturated with competition. In
fact, this corporation estimaltes that

SPONSOR




Clothing

C. J. (Cy) Jacobs (centcr) owner of Cy's Campus Sport Shop,
Pullman, Wash., shows some of hi< best sellers 10 two prospects
J. Ronald Bayton tleft), partner-manager of KOFE, and John
Puckett right), comumercial manager of prize-winning KOFE

Richard Davis, v.p. and general manager of George T. McLean,
shown checking shipment of mateiial for a new housing development,
credits WAVY, Norfolk, Va., with selling more than 25

liomes at $8,500 each after 17 weeks of advertising at $3,300

Food

WCAU, Philadelphia’s John Trent (fourth from left) reads a
first-prize plaque awarded for the B. E. Glick & Sons campaign
on WCAU, as mewmbers of Glick’s Philadelphia distributors, the
George S. Washington Co., look on. Left to right: W, E. Wroe.
partner; J. Best; R. E. Herbster; Trent; Il. A. Washington, partner;
M. L. Root; W. detl. Washington, also pairtner in Washington Co.

there are some 75 other huilders in its
area. The $6.000 budget allotted to
advertising 79 new houses in their
South Loxley Place development did
not seem like an extravagant sum. At
first, the client planned to buv the tra-
ditional print advertising to sell the
liouses.

As McLean Industries’ Richard Da-
vis told radio station WAVY: “When
you first approached us on using radio.
you knew how skeptical we were that
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your medium could sell an expensive
commodity like an §6.500 house in a
real estate field as highly competitive
as ours, After 17 weeks. South Loxley
Place is all sold out. . .”

McLean invested some $£3.300 on
WAVY and got £212.500 in houxing
sales as a return. Daviz eredits WAVY
with selling more than 25 of the 79
homes that were eventually sold. and
in less time than had been anticipated

(Please turn to page 110)

Records

Millard Smith, owner of Standard Radio
and Record Co., Scattle, Wash. (below),
listens 1o his own advertising and “Good
Music” on KXA, Neattle. tlis hour.
announcements daily thronghoeut the year
brought him a 309 sales increase and

a first-prize award in the specialized
services category of RAB's contest

Tv sets

Si Goldman, president of WJTN

and WITN.FAL Jamestown, N, Y.

(right), tells Joe Caprino,

owner of Caprino’s Tv & Ap-
pliance Co.. that Caprino earned

first prize in RAB’s contest
for re<ults from its 50
announcements  weckly
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Tv commercial demonstrate

.

- =
what firm couldn’t get across in its
print campaigns: with 5-Day pads you can put on deodorant without

L,
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zetting clothes wessy, fingers sticky, On a glass pane, girl spreads
“greasy” cream, “watery” spray deodorants, then dabs on 5-Day

Brand with 5 strikes agamst it

1009, tv budget has infused life into 5-Day Deodovant which

had at

Ieast five major obstacles to snecess. including a name

that discourages frequent repeat sales

r"i” fwo snminers ago 3-Day Deo-
dorant was one of those drug prod-
1wts i the limbo stage: alive but not
ively.  The deodorant industry  was
booming but 5-Day was sweating just
to inch up. What’s more the company
ouldn’t relate its  advertising, pri-
arily magazine, to whatever
there was

Then in the sunnner of 1953 5-Day

rowth

took flyer in network television
dumping its whole budget into Break

the Bank on NBC TV. Though the pro-
m was hardly a high-powered ve-

40

hicle  with its  summerreplacement
rating in the under-20 bracket, 5-Day
suddenly came awake. Tt has been put-
ting all of its budget into television
ever since.

5-Day Deodorant Pads started out
with at least five strikes against it:

1. 1t was one of a number of prod-
ucts owned by Associated Producis. all
of which were suffering such serious
financial difficulties that a new man-
agement bought them out for $750.000.

2. The new management, namely
president of the nresent Associnted

Products, Morns Levinson, had had no
prior experience with drug items, (A
former Wall Street lawyer, Levinson
had been a v.p. at Chicagos Consoli-
dated Foods just prior to buyving Chen
Yu.)

3. Associated Products was a small
firm. with comparatively few resources,
in a field of competitors whose parent
companies were spending millions 1o
promote deodorants as part of a com-
plete drug line: For example, Carter
Products’ Arrid and  Bristol-Myers’
Mum plowed bhack large percentages

SPONSOR
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of sales into advertising.

4. Several years on the market had
done little to popularize the pad deo-
dorant. There seemed no reason to
suppose that demand for snch a prod-
uct could be built.

5. The very name, 5-Day Deodor-
ant Pads, implied long-lasting proper-
ties for the product that the firm
neither could nor wanted to back up.

Despite these handicaps. 5-Day Deo-
dorant Pads sales increased 2407
since 1948, or 1157 more than the
growth rate of the deodorant industry
as a whole. In 1954, 5-Day had sales
totalling $3.4 million against $1 mil-
lion in 1948. The bulk of the increase,
however. came after network tv was
used. Sales then went from $2.3 mil-
Hon in 1952 to the current rate of
about $4 million.

“Tv has had more to do with our
sales increases than any other single
factor.” Morris Levinson, 5-Day’s
youthful president, told spoxsor. “Be-
yond contributing to our sales in-
creases, the medium also takes the
place of a sales force in our company.”

Although it had been on the mar-
ket for some 15 years, 5-Day never
cut a mark in the deodorant busi-
ness, untit 5-Day’s agency, Grey Ad-
vertising, put the entire advertising
budget of the firm into a short run on
network tv. At that time, summer
1953. the firm put its entire $355.000
budget into 13 weeks of Break the
Bank, NBC TV.

The firm saw an immediate correla-
tion between sales increases and tv ad-
vertising. Prior to 1953, 5-Day had
advertised primarily in national maga-
zines. In 1951, for example, the firm
spent $230,000 for advertising—5§155,-
000 in magazines, $41,000 for car-
cards, $34,000 for spot tv. In 1052,
5-Day’s entive $195,000 budget was in
national magazines. Sales were climb-
ing steadily, but not sufficiently in
proportion to the increased deodorant
market as a whole. Nor was it possible
to trace sales to the advertising expen-
diture.  When 5-Day changed its
strategy and switched to network tv,
there was a definite upward curve in
tv cities compared to markets without
network tv coverage.

5-Day was so satisfied with the re-
sponse the first 13-week network tv
canipaign brought from dealers and
retailers that the entire 3675,000 ad-
vertising budget for 1951 went right
back into network tv. Again the firm
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Speeial promotions, like combination 5-
Day and Lentheric offer, are pitched on tv

concentrated on the summer months,
bought half of the Milton Berle time
on NBC TV and put in The Arthur
Murray Party on Tuesday evenings.
The results were good, and 5-Day ex.
tended its sponsorship into the fall.

“In the deodorant business, late
spring and summer are the promo-
tional seasons,” explains Wallace T.
Drew, 5-Day account executive at Grey
Advertising.  “Actually. sales remain
[airly stable throughout the year. You
might say that 60<7 of the sales are
mnade during the summer months. 10°¢
during the cold season.”

Drew is well versed in the idiosyn-
cracies of the deodorant business. Be-
fore coming to Grey Advertising in
August 1954. he was product manager
for Bristol-Myers” Mum, onc of 5-Day’s
top - spending competitors (with a

budget estimated at $800,000 for

105.1).

This year, 5-Day is spending at the
rate of $1.1 million for advertising
again. all of it in television. On 17
January 1955. the firm began sponsor-
ing The Tony Martin Show, NBC TV,
Mondays 7:30-7:45 p.m.. on a tvpe of
alternating deal with the Toni Co. Ac-
tually, it’s worked out in such a way
that each sponsor gels a minute of
commercial time one weck, a minuie
and a hall the next.

Except for Break the Bank (which
had previously
Mum). 5-Day’s network tv buys have
been relatively economical “fringe”
buvs. In the case of The Arthur Mur-
ray Party, VMurray himself pave most
of the talent costs, leaving the bill for
time to the sponsor. The show had a
peak Nielsen rating of 25.

heen sponsored hy

The Tony Martin Show, right at the
edge of station-option time like the
other 15-minute song shows. has had a
top Niel:en of 18 to date. The co-
sponsorship deal makes this network
buy equally economical for 5-Day.
Come sunmuner 1955, the firm intends
to keep The Tony Martin Show, add
The Arthur Murray Party as well.
5-Day’s aim is clearly for spread and
coverage at the lowest possible expen-
diture.

At the beginning of 5-Day’s tv ven-
ture the commercial format presented
something of a problem to the agency.
[t was felt that 5-Day commmercials

(Please turn to page 18)

Morris Levinson, 5-Day president (left), and Herbert Strauss, Grey account supervisor

(right), chat with girls who sell 5-Day in firm's new flm commereials on two NBC TV shows




Nomtor: network radio’s futu

(0-hour weekend show on NBC Radio presents new network formula of multi-h

]

cumulative ratings at low cost, offer maximy,

i

COMMUNICA TOR-IN.CINEF
JIM FLEMING

llistoning homes for as little as
29¢ a thousand.

And, maxmum advertising flexibil-
ity.

That, in an advertising nutshell, is
the basic pitch for NBC Radio’s new
marathon Vonitor. which
stanted vesterday (12 June) with a
<imulcast send-ofl after one of the big-
zest promotional build-ups in recent
vears including a heavy schedule of
NBC TV tune-in announcements.

The program. which will jump to itx
full 10-hour length on 18 June, carried
a near-sellont crop of blue-chip air cli-
ents: Chevrolet, ’hilip Morris. Chese-
brough, Gruen. Western Union. RCA.
Nash. Carter Products, Morton’s Salt.
Goodrieh. Nearly §1.750,000 worth of
stoss business 1s on Vonitor’s beoks.

program.

Listeners who dialed Monitor guick-
Iy realized they were tuning something
new in the way of network radio en
tevtainment; 1t may well set a new
sales-and-program pattern for network
if the public takes to it.

Gone was the old concept of qnarter
and half-hour scgments, eacli compart-
nented with i< own advertiser.
place was a new pattern, hour aflter
hour. of commercials in semi-fixed

radio

I oits
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CASUAL COMMUNICATOR
DAVE GARROWAY

by Charles Sinclair

“positions” of minutes, breaks and six-
second billhoards,

Gone too was the network program
philosophy of “specifie program 1ty pes
in speeific slots.”

Honitor’s microphones (and, yester-
day, cameras) ranged freely around
the world, freed of the clock, pausing
for pickups at San Quentin DPrison, a
jazz concert at Hermosa beach, an in-
terview with Martin & Lewis in the
Catskill “Borscht Circuil.” news re-
motes from European and Asian capi-
tal<, live danee music from Chicago.
drama at the Bucks County Plavhouse,
sportscasts  from the nation’s hall
parks, and taped “Monitor Snapshots™
such as a Madagascar earthiquake and
the grouls of feeding alligators.

Interspersing this  potponrri  were
capsule newscasts. weathercasts. sports
results and a series of the quick pre-
views of upcoming Monitor events that
\BC President Pat Weaver calls “for-
ward indexing.”

Monitor listeners. hour after hour.
were everywhere—in homes. driving
cars, at the beach. in readside restau-
rants, at picnic grounds. in boats and
cven in the air. Aceording to a pre-
liminary guesstimate of NIBC Radio re-

NEWSMAN COMMUNICATOR
JOIIN CAMERON SWAYZE

searchers. as many as 10.000,000 peo-
ple were reached at one time or other
during the premiere show.

“No gelting away from it,” said
Monitor’s Director of Operations, Al
Stern. “‘there’s something for everyone
in Mouitor.”

Something for admen: )/ onitor com-
bines a number of advertising appeals,
just as it blends diverse program ele-
ments.  You'll get as many reasons
why Vouitor was purchased as there
are clients in the show.

sPONsOR checked the program's Jead-
ing clients and agencies. learned:
o Philip Morris likes principally the
fact that Monitor is a long, long pro-
gram (the portion in NBC option time
runs 14 hours: the total show is 40
hours). Radio-tv ad executive Tom
Christensen put it this way: “We
needed a radio vehiele that was so long
we don’t have to worry about conflict-
g sponsor identifications when we
sell two brands.” Alreadv, the two
principal Philip Morris produets—PM
and Marlboro eigarettes—have been
scheduled. using 30-second participa-

tions. Other Philip Morris tobacco
products may be slotted later.  Con-
SPONSOR

HUMORIST COMMUNICATOR
ITENRY MORGAN
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's that build big
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CULTURE COMMUNICATOR
CLIFTON FADIMAN

tracts are through Biow-Beirn-Toigo
for PM and l.eo Burnett, Chicago, for
Marlboro.
o Western Union, pioneer Monitor
advertiser. has its eve on both the in-
home and out-of-home audience to
Monitor. WU is using a mixture of
live and transcribed minute announce-
ments to plug such summertime tele-
graph services as vacation money or-
ders, wiring ahead for reservations,
and sending WU wires to the folks
back home. The order was placed
through Albert Frank—Guenther Law.
e Goodrich Tire & Rubber Co.,
through BBDO. is also attracted by
Monitor’s out-of-home potential. but is
slotting most of its tire commercials
at times when weekend motoring is at
its peak—Saturday and Sunday after-
noon. “A motorist is very conscious of
the quality and safety of his tires while
driving. Thaf’s the time to sell him.”
' said a BBDO Goodrich account man.
o Gruen Waich Co. is another adver-
tiser attracted by the length of Moni-
tor. The watch firm intends to sell its
full line of tinie pieces——hizh and low-
priced. men’s and women’s models—
with a schedule of “quickie” six-second
(Please turn to page 101)

“MONITOR™ AT A GLANCE

[ Time: “Monitor™ had a =imnleast “~hakedown™ on 12 June, goes to
l. full 10-hours-continuous length on 18 June. Program will be heard
on 180 outlets, hetween 8:00 a.an. Saturday and midnight on Sunday.

Rates: Minute announcements are 31,000 cach during 11 “network
2. option” honr=.  30-<ceomd ~lotx are $3,000 for a block of four
o per weekend; 6-second billboards arc $3,000 for a Dblock of 10.

Discounts: Maximnm weckly discount i~ 10% off for 10 minutes of
‘ 3 | commercials per weekend. Maximum volume diccount: 20% off for
| Y 250 minutes a year. NBC Radio i~ offering what amounts to extra
| 33% di~count, giving “three-for-pricc-of-two™ before 1 October,

PARIS COMMUNICATEUR SCREW BALL COMMUNIC ATORS
ART BUCHWALD BOB & RAY

First sale: /A. Frank-G. Lau ageney bought “Monitor” for I estern Union. IHere, NBC’s
Bob Pauley, Al Stern (outer pair) pitch to F-L Chmn. Howard Calkins, r-tv v.p. Bob Day
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B&MTY TEST: HOW IT LOOKS THROUGH THE EYES OF THE COMPANY’S SALES V.P.

SPONSOR asked E. R. Elwell, Burnham & Mor-
rill's sales vice president, for his analy-
sis of the tv test in the Green Bay, Wis.
area. Excerpts from his comments follow.
"The products involved are of two character-
istiecs, actually requiring powerful adver-
tising to increase consumer acceptance. B&M

HaM

BURNHAM & MORRILL Co.
Punﬁ,rooe ProoucT:

brick oven-baked beans are the most expensive
canned beans on the market today, and neces-
sarily so in view of the character of the
process and the ingredients involved.

Now as for actual results, . . . we consider
them outstanding . . ." (Full statement in
text.)

B&M sales oam
00%

Sales accelerate with last half May up 32389,

For the first time in television and trade paper history, spoxsor is able to
report results of a (v test campaign as they happen. spoxsor recently revealed
that Burnham & WVorrdl 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: 1o see if tv alone could boost sales.

T'his (s spoNsoR’s second major series on media. The first was sSPOMNSOR™s two-
year All-Media Evaluation Study (recently published in book formy. The All-
Wedia Study explored the role of cach major advertising medinm, urged adver-
tisers 1o test media. The present B&M campaign is one case of an advertiser
turning to a media test in the effort to solve a marketing problem.
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I ‘l
' 7 [ lla.lf of Mav saw sales of'BS\[ oven-
/ / baked beans and brown Dbread take a

Aflel 18 weeks of television, Burn-
ham & Morrill sales in the Green Bay.
Wis.. area have hit a 10077 gain over
the same period in 1954 when no tele-

vision was used. These are the cam-
paign highlights in tv weeks 17 and 18
(the last half of May).

CURRENT SALES: The last

tremendous leap over the same period
last vear. Where B&M <old 410 dozen
cans last year, this vear's sales were
1,755 dozen or over four times as
many. This put the percemtage in-
crease for the pertod at 328°¢. The
only previons period when sales in-
creased at a faster clip was during the
first. hall of April when sales were
3707 up over the previous year.

(Sales by dozens the first hall of
April this vear were 1.641 compared
with 350 dozen cans in 1951.)

In dollars Burnhain & Morrill took
in an estimated $4.500 from its sec-
ond hall May sales this year compared
with 81,150 last year (in the televi-
sion test area).

SPONSOR




It's again the brown bread which
has made the greatest record of in-
crease. In the latter hall of May last
year B&M moved 1o brown bread at
all into wholesale channels. This year
it sold 250 dozen cans through the
broker, Otto L. Kuehn Co. of Milwau-
kee. (All sales figures referred to are
on the wholesale level, indicating move-
ment to jobbers.)

If you study the sales figures shown
for the second half of May in the hox
at right, you'll note that the 18-0z. size
of B&M beans is accelerating more
rapidly than the 27-0z. size. This is
probably a reflection of the high price
of the product; housewives are condi-
tioned to paying as little as 10¢ for a
small can of beans whereas the 18-oz.
B&M beans sells for about 25¢ retail
and the 27-oz. is a 35¢ item (or higher
i smaller stores).

2. TOTAL SALES: For the entire
18-week period of television advertis-
ing {starting 24 January and running
through the end of May). B&M sales
are ahead 100.2%. Sales in 1955 to-

taled 12,451 dozen cans of all test

products. Sales last vear were 6.220
dozen.

The only change in marketing tac-
tics introduced to the area this year
has been the television campaign which
represents a $12,500 expenditure over
a 26-week period. The station used is
WBAY-TV, Green Bay, a Channel 2
CBS TV affiliate, and the campaign
cousists of six one-minute announce-
ments weekly; tlhese are mainh aired
during afternoon time.

No extra merchandising or other ab-
normal effort is being exerted at the
point-of-sale. The campaign was de-
signed to stand or fall on the basis of
demand created by television commer-
cials alone. The commercials are pre-
pared by WBAY.TV, using copy points
supplied by B&M and its agency,

BBDO, Boston.

3. CLIENT'S OPINION: As pre-
viously reported, Burnham & Morrill
executives at its Portland, Me., head-
quarters feel that resulis of the televi-
sion test thus far have exceeded their
expectations. SPOANSOR asked the com-
pany to prepare its own analysis of the
test’s significance and E. R. Elwell,
vice president and general sales man-
ager, responded with the memorandum
which follows:

“At this tine, somewhat beyond the
hal-way mark in the above test, | feel
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that readers of sroxsor would be in- 1955 SALES AFFTER 18

terested in our appraizal of results to i Y e o g~ yam

. . WEEKS OF TV: 12,151 DOZEN
“This test was undertaken for the

obvious purpose of determiniug the 1951 SALES FOR SAME
actual results of tv advertising under  pRRIOD (NO TV): 6,220 DOZEN

known circumstances of existing dis-
tribution. and estimated appraisal of GAIN: 100.2(70 I,
sales possibilitics, with adequate ad- 1 3
vertising to the consumer of the char-
acter involved. The test obviously will
supply the basis for appraisal of the
power of tv generally in circumstances
siniilar to those surrounding the cur-
rent lest,

“As of this date, readers are of
course familiar with actual results ob- L’
tained, in actual vohime and percent- \ ; . {
agewise. And they would be justified : %
in assuming our complete satisfaction
with the results obtained, justifving
our advance appraisal of possibilities.

“The products involved are of two
characteristics, actually requiring pow-
erful advertising to increase consumer
acceptance. B&M  Dbrick oven-baked
beans are the most expensive canned
beans on the market today. and neces-
sarily so in view of the character of
the process and ingredients involved.

throughout the period of the test, to
date, in spite of lower prices and vari-
ous “deals’ on competitive brands.
“The other product—B&M brown
bread-—is a product little known to the
consumer, of distinctive character and
special serving methods, with which
the average consumer. in the territory
imvolved, would not be famihiar. These

Yet full hist prices have been in eflect (Please turn to page 92)
o l
. 7
Burnham & Morrill sales 15-31 May ‘54 vs. ‘55
Sales of two sizes of B&M beans and one I(} 0z, 27.01. brown bread
size of browr bread at the wholesale " r— - s
level (by dezens of cans)t ‘54 vs. '55 '54 vs, 'S5 54 vs. '55
n AREA A (50-mile radius of Green Bay)
1. Manitowoc, Wis. 20 20 15 l§ 0 0
2. Oshkosh, Wis. 0 60 0 15 0
3. Appleton, Wis. 70 250 35 60 0 60
£ 4. Gillett, Wis. 0 50 0 ,—',‘J 0 30
5. Green Bay, Wis. 20 150 85 150 0 100
6. Menominee, Mich. 0 150 0 . 2i 0 20

Totals A 170 680 135 315 0 210

AREA B (50-100 mile radins of Green Bay)

E: 7. Fond Du Lac, Wis. 0 30 25 25 0 0

8. Stevens Point, Wis. 0 130 0 30 0 0

9. Wausau, Wis. 0 8 0 3 0 20
10. Norway, Mich. 0 0 0 0 |
11. Sheboygan, Wis. 10 50 30 50 0 20
12. Wisconsin Rapids, Wis. \] 30 30 0

Totals B 170 320 55 1’90 O 40

Totals A & B 220 1,000 190 505 0 250

TOTAL ALL PRODUCTS ‘54—410 dozen cans |'55—1,755 dozen cans

$Television campalgn began 20 January, 1935
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MICHAELS 1Is NEWS VETERAN

KWI1Z's one-man news dept., Pat Michaels,
covered Korea for MBS, other parts of globe
for NBC, CBS. He plays it for exclusives

T & 4
i |
) . | “ ) | }
Little station in California aroanses andience excitement with tablsid
approach which drives for exelusives, throws ont radio taboos ;

| “FLYING SAUCER™ SCOOP

| They said this experimemntal plane
would never fly. Defore anyone
could stop them, Michaels and in-

‘ ventor teok off.  Resulting story

I cleared inventor of charges he
misled investors, made exciting
listening on KWI1Z, >anta Ana

ATOMIC TESTS sCOOP

Michaels Dbelicves other reporters assumed
Navy would turn them down, therefore did
not ask to cover rccent atomic exercises
ofl S, Californta coast. lle was only news.
man on board. AL left, Michaels and lis tape
recorder ride line hetween two ships. Above,
lie’s safely back on deck of another ship
after helicopter he rode became  disabled
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Adfeen who must study local radio programing carefully in order to uppraise its
valees will fined the article starting below fascinating reading. [t shows how
radio news, when gathered with initiative and impact-creation aforethought,
can build excitemnent among listeners. The article, written by Pat Michaels.
news director ai KWIZ, Santa Ana, Cdl., reflects the increasing importance
news is wcquiring for stations large and small throughout the United States.
(spoxsoi’s Buyers’ Guide to Radio and Tv Station Programing, recently
published, shows that 985 of all radio stations responding have daily news-
casts now. fu 1931 92770 of respondents reported daily newscasts.)

spoxson belicves many more stations can profit from the experience of out-
lets like KWIZ which have been using news as a major audience attraction.
ft is Jor this reason that this article, giving tips on radio newsgathering, is
being published. Admen can aid in the process of stunulating radio stations
to cover news, particularly local, with imagination and initiative, by indicating
to stations that they are aware of the impact such a news approach can attatn.
SPONSOR is eager lo gel and print reactions of admen and station executives
to news policies like those at KWIZ which seek to give radio the excitement
of a Chicago newspaper school tabloid.

* * *

one-man ncws staff and pitted him
against 12 powerful daily newspapers,
16 radio stations and seven television
outlets—all of whom considered our
fast-growing county as part of their
primary coverage area. And. if 1 look
a little battered, it’s only because 1
was that single newsman.

L ittle more than a year ago, radio
KWI1Z had but one of its 18 hourly
newscasts sponsored. Our news de-
partiment was almost non-existant. Our
newscasts consisted of 909¢ wire ser-
vice copy and 109 rewrites of news-
paper accounts,

Bov! How times have changed!

Today, there is only one five-minute
period that remains unsponsored. Our
newscasts are comprised of 80 local
news with 209 wire service,

How did we do it? What was the
magic formula? The answer is easy.
Tabloid journalism! And to accom-
plish it, we threw away the book!

KWIZ has broken practically every
rule for modern radio reporting. A
year ago we became competition, and
we set out to lick. news-wise the 31
compelitors who drew advertising
money and news blood from our lush
Los Angeles fringe area. We took our

There was only one way a lone
newsman could handle a situation like
that—Dbreak a few rules. Our rule-
breaking approach to radio news to-
day would probably greatly upset the
equilibrium of the staid minions of
the Columbia University journalism
school. But it works! It's a formula
for success any station in a competi-
tive market can follow—and win!

But. first of all, you’ll have to lose
vour dignity.

Only recently. the renowned Jona-
than Daniels, editor of the Raleigh,
N. C. News and Observer told the
American Society of Newspaper Edi-
tors that he detested the editorial
“tendency toward dignity,” of news-
papers today. Radio stations, too, can
learn from Daniels’ remarks. Aren’t
we considered members of the press?

“I doubt.” he said. “that the Ameri-
can press or the press of any other
country should ever grow dignified.
I know that it cannot fulfill its func-
tion and ever be docile. It is not a
trade designed for dignity.”

Amen.

Veteran journalists who remember
the days of Chicago’s fierce tabloid
lattles during the “roaring Twenties”
will recall the blazing headlines that
competed daily. Eachi paper was much
the same in content. but varied only

Award went to Michacls for his broadcasts,
Vern Stephens, George Chula (ahove) give
Pat Michaels “outstanding citizen” plaque
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in that one, big lead story that almost
invariably was exclusive. The paper
with the most imagination-capturing
licadline and story, naturally sold
more newspapers. And it was a neces-
«ily of mnewspaper economic life in
that era to get that daily big exclusive.

Our news department set as its goal
al least one, big splashy exclusive a
day; something no one else had, some-
thing we could “play” for hours be-
fore it was picked up, printed or
broadcast by any of our competitors,
This would be our story. And we.
alone, would find it. We didn’t care
if it was a national or extremely local
story—as long as it affected the peo-
ple of our coverage area. and as long
as it captured the hmagination of our
listeners and made them tell their
neighbors, “Did vou hear what Radio
KWIZ said today?”

In order to free myself to hunt down
these exclusives we threw out one of
the oldest rules in the radio journal-
ist's handbook. We later found that
rule to be a complete fallacy.

The United Press Radio News Style
book states, “A really good story must
be rehandled several times during the
day and it iz his (the news writer’s)
job to dig up an angle which can be
dressed up as the lead on successive
stories without distorting the essence
of the story itself.”

We didn't take the advice. Instead,
we gave up rewriting, although some
stories are used hourly and as many
as 18 times in succession. The only
time we rewrite a story is when new
facts or developments are brought to
light.  Otherwise it =stays the same.
And we’ve never had a complaint. The
repetition of the story, as a matter of
fact, has had the same listener reac-
tion success as the Pepsi-Cola ad. It
gives the story import—drives it home!

We decided to usc everv story we
could lay our hands on locally rape,
scandal and other items ordinarily
considered taboo in radio news.

And. as if this policy weren’t enough
to give deep-throated radio news
hnow-it-alls heart spasms. we =ct a
policv of uxing the “flashiest.” most
dramatic leads, or opening sentences.
possible. on cach of the news ~tories
we would air. regardless of impor-
tance. Thus. almost everv storv coukd
be switched around in position on sue-
ceeding newscasts, giving the appear-
ance that the mnewscast had been
changed. but still mainatining the aura

( Please turn to page 88)
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Channel ]5 WHBQ-TV The Mid-South’s
Most Powerful

Memphis, Tenn.
Station
A General Teleradio Owned Station

Leads

Competition

In These

Six Verified Market

Measurements:
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in nighttime competitively rated quarter hours from 6:00
P.M. to sign off. A.R.B. Report of March, 1955.
Telepulse Report February 1-7, 1955.

in daytime audience. A.R.B. Report of March, 1955.
Telepulse Report February 1-7, 1955.

in national spot advertising. Rorabaugh Report, 1st quarter,
1955, released April 25, 1955.

in local spot advertising. Local Air Survey conducted week of
April 3, 1955.

in merchandising promotion. Billboard Survey published April
9, 1955.

in servicing film commercials. Billboard Survey published

February 19, 1955.

Choose your rating service . . . check . . . measure and compare,
and you will recognize the certified leadership WHBQ-TV has

altained in less than two ycars of operation.

Channel WHBQ-TV

Moemphis, Tennessce

CBS and ABC Programs

Represented by Blair TV, Inc.
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Those traveling stars: The tv film
industry continues to update the old
vaudeville line about “Have tuxedo,
will travel.”” There’s hardly a major
tv film perzonality who doesn’t try to
squeeze i as many personal appear-
ances as possible between shooting
schedules.

Many of these “p.a’s" follow the
Hollvwood pattern of a star touring to
boost a show with the trade. A good

sample of this came last month at the
NARTEB in  Washington,
where many film personalities—ABC
Filin’s Sheena, Guild's Liberace, MCA
TV’s Guy Lombardo and others—were
on hand.

But the more important side of per-
~onal visits 1s concerned with advertis-
ers tie-in=, particularly at the local and
regional level.

One of the most active in this area is

convention

Ziv. whose film stars- Richard Carl-
son. Adolphe Menjou. Leo Carillo. Da-
vid Brian. Ann Baker—are eonstantly
on the road, and have made several
hundred appearanees.

A typieal schedule during a personal
appearance includes press interviews,
guest tv and radio appearances. motor-
eades identifying the star with sponsor
and product, tie-ins with eivic groups,
schools. hospitals. local charity drives
and community projects, and in-store
appearances,

Typieal of sueh whirlwind visits is
the one made last month by Adolphe
Menjou (Favorite Story) to Columbus,
Ohio. where for three days he was
hailed as the “hest-dressed heer sales-
man in town.” The oeeasion: the 50th

" il shows recently made available for syndication

New or first-tv-run programs released, or shown in pilot form, since 1 Jan., 1955

Show name l Syndicator | Producer . Length No. in series ' Show name Syndicator l Producer ' Length | No. in series
o ADVENTURE DRAMA, MYSTERY
Adventures of Officlal Sapphire Films 30 min In production New Orieans Minot TV Minot TV 30 min. 26
Robin Hood Police Dept.
Adventures of Officlal Towers of London 30 min tn production Paris Preclnct MPTV Etollo 30 min. 39
Scarlet PlImper- Police Call NTA Procter 30 min. 26
ne Sherlock Holmes MPTV Sheldon Reynolds 30 min. 39
Captain Gallant TPA Frantei 30 min 39 o -
| Spy Gulld Gulld 30 min. In production =
Jungle Jim Sereen Gems Seroen Gems 30 min I (Pliot) MUSIC
New Adventures NTA Bernard Tabakin 30 min. 26 '
of China Smith — . _ o .
Passport to Danger ABC Flim Synd. Hal Reach. Jr. 30 min. 39 Bandstand Revue KTLA KTLA 30 min 6
Rin Tin Tin® Screen Gems Screen Gems 30 min I;% Bobby Breen Show Bell Bell 15 min. 1 (Piiot)
Sh:::a},u’?;:zcn of ABC Flim Synd. Sharpe-Nassour 30 min. Stars of the Flamlngo Flamingo 30 min. 39
Scldiers of MCA-TV Revue 30 min tn production Grand Dle Dory '
Fortune** _ Ina Ray Hutton Guild Gulid 30 min. 1 (pilet)
Tropic Hazard Sterling Sterling 15 min. lnjprearction Story Behind Randall-Song Ad 30 min I (Phiot)
*Avallable In markets not currently bought by Nabisco Your Music
**Sponsoredt by 7-Up In 120 markets, but snany arc open on alternate week basls. Th’i‘s Is Your Officlat Jack Denove 30 min. 26
uste
COMEDY SPORTS
The Goldbrrgs Guild Guill 30 min. In production Jimmy Demaret Award Award 15 min, In production
Great Glidersiceve NBC Flim Dlv. NBC TV 30 min ! (Pllot) Show
Little Rascals Interstate Roach 10 min. 22— reel Mad Whir! NTA Leo Seltzer 30 min. 52
('‘Dur Gang') , 20 min. 70—2 reel Touchdown* MCA TV Tel-Ra 30 min. Approx. 13
Looney Tunes Guild warner’s '50"3)'""‘05: Library Avallable with «tmt ot fall football season. New film ench week, No reruns,
You Can’'t Take It  Screen Gems Screen Gems 30 min. 1 {Pliot) -
With You
VARIETY
DOCUMENTARY
Eddie Cantor Ziv Ziv 30 min. in preduction
Comedy Theatre®
Haoll i T ] in. 7 R
WP D L "‘3',’;1}?"’" T op,.):,‘;fm v 3 min “Show ts sponsored by Ballantlne in 26 maikets. s atred In total of 201 markets.
Living Past Film Classies Flim Classics 15 min 7
Mr. Presldent Stuart Reynolds  Stuart Reynolds 30 min. 3
Scienee In Action  TPA Callf. Academy 30 mtn. 52 WESTERNS
. of Scicnees o o — L
Uncommon  Val seniral Ners 30 mun.
feomme e P'?H:rmuo G'T"ﬁfa’,'m“o : Gese Autry—Roy MCA.TV Republie I hour 123
ogers
Buffate 8111, Jr. C8S TV Flylng *A* 30 min. In production
DRAMA, GENERAL Steve Donovan, NBC Flim Div. Vibar 30 min, 39
Western Marshal
Dr Hudzon"y MCA TV Meorgan & Solow 30 min. In production e S
Seeret  Journal ,
Celebrity Thratre®  Secrcen Gems Screen Gems 30 min Naone WOMEN'S
Confldentlal Flle Guild Gulld 30 min. tn productlon — — —— e —— -— —
Brother Mark Guilit Guill 30 min. tn production )
Hlz Honor. NBC Fifm Dlv. Galahad 30 min. In production Hollyweod Previrw  Flamingo Balsan Produc. 30 min. In production
Homer Bell tions )
Scisnce Flctlon ZIv Ziv 30 min. In production It's Fun Teo Guild Gulld 15 min. 156
Theatro . Reduce
Wrong Numbir! John Ctristlan John Christlan 30 min. I cpilet)y Life Can Be ABC TV Flims Trans- American 15 min. 5 (pllots)
Ve ' ar o tard Theatre *° 1l M EoASATY Beautiful

R



Anniversary of August Wagner Brew-
eries, the show's local sponsor.

Menjou was met at the airport by
AWB President James Amento,
whisked to the tv studios of WBNS-TV
to do a live commercial for Gambrinus
and Augustiner Beers. presented with a
gold bottle of the former, later enter-

tained at a company anniversary party.

Next day, he met the press, was in-
terviewed on radio, attended an out-
door party, visited the Lockbourne Air
Base where he m.c.’d a show, returned
to town to do a tv guest shot on a tv
news show,

The following morning Menjou
guested on a tv cooking show where
he demonstrated how to make a Cheese
Fondue (with the sponsor’s product),
attended a style show, toured the fa-
mous Columbus Zoo (donated by the
brewery’s founder), dined at a party
in his honor, later crowned Miss Ohio
Press Photographer at Memorial Hall.

Wherever he went, Menjou sprinkled
charm, sartorial splendor. and plugs
for Gambrinus Beer. Said Byer & Bow-
man, the brewery’s ad agency:

“Mr. Menjou’s appearance created a
tremendous impact. We are confident
that his visit will pay off in increased
good-will and better public relations
for our client, August Wagner Brew-
eries.”

Quick closeups: Bulova Watch deal-
ers can have a Bob Hope film for free
this month. The famed funnviman has
made a set of dealer tv commercials
for the watch firm’s retailers to use in
local co-op advertising. The films are
a set of three: a two-minute sketch: a
one-minute announcement; a 20-sec-
ond break. Additional promotional
material, to be used in dealer tie-ins
with theatres showing Bob’s newest
movie, Seven Little Foys, is available,
Dealer requests for the free commer-

cials must be made by 30 June.
*® * *

The newest tv filin feature packages
are becoming quite competitive with
theatrical showings. Late last month,
WOR-TV, New York took the pick of
the NTA “Fabulous Forty” package,
walked off with 11 features. DPrice:
$102,000-plus. The films have an av-
erage “age” of about two years. The
oldest (Three Husbands) was first re-
leased in 1950; the newest (The True
and the False) has yet to go into its
theatrical release. The films will be
seen in Million Dollar Movie, the sta-
tion’s successful multi-play cinema
series. * * %k
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If you want to reach the television
viewers of the South Bend Market
there’s only one way to do it. Buy
WSBT-TV. This station gives you

. : more viewers than all the others put
i f together! No other station, UHF or
: i WS BT-TV : VHF, whose signal reaches the South
: <, : Bend Market, even comes close to
: I WSBT-TV 1 share-of-audience. Fur-
f e d : thermore, when you use this station,
' PRIMARY COVERAGE | . .
: ARER H your sales story is presented with a
: g clear, interference-free picture.
l Indl‘ﬂﬂd : * TV Hooperatings, Nov., 1954 for South
: Bend-Mishawaka, Ind.

% Pulse, Jan., 1955 for the 4 Northern Indi-
ana Counties of St. Joseph, Elkhart, Marshall
and Kosciusko.

A BIG MARKET... A PROSPEROUS MARKET

The primary coverage area of WSBT-TV embraces a prosperous 9-county
market in Northern Indiana and Southern Michigan. The following in-
come and sales figures show clearly the sales potential of this great market:

Effective Buying Income . . $1,165,620,000. Food Soles .. $182,091,000.
Total Retail Sales ........ $783,927,000. Drug Sales ... $22,930,000.

Source: Sales Management Survey of Buvxing Power, 1955.

SOUTH
BEND,

| IND.
CBS
Dufimng
A CBS BASIC OPTIONAL STATION

ASK PAUL H. RAYMER COMPANY © NATIONAL REPRESENTATIVES
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MOVIE

CRACKERS

~PONSOR: io City Theatre AGENCY @ Direct

CAPSULE CASE HISTORY:  J. P Parehes, WTCN-T) s
wn. made neo live one-minute pitches on his 9-3:30
Wonday through Friday show, offering 12 passes

o the Hartin & Lewis movie, “Three Ring Circus.” To
et the passes, riewers had to name the stars shown in

a clip n the movie. Quer 1,100 picces of mail were
received in response. The cost for the two announce-
ments: =80.

WTON-TV, Minneapolis PROGRAM: J. P. Patches

CARS

SPONSOR: Ral-ton Purina AGENCY: Guild, Bascom &

Bonfigli, S.F.
CAPSULE CASE HSTORY : Guild, Bascom & Bonfigh
ran a test program in the L.A. market for their Ralston
Purina account. Starting in June 1951 the only adver-
tising for Ry Krisp in Los Angeles was Bandstand
Revue. screened Sunday evenings over KTLA. At the end
of eight months Ry Krisp sales showed an increase of
90¢. The program was deemed so effective, 10 other
markets throughout the country are now heing serviced.

KTLA, IHollywood PROGR AM: Bandstand Revue

RECORDS

SPONSOR: Whitehouse Co. AGENCY: Parker Adv., N.Y.C.

CAPSULE CASE HISTORY: Fol[ou'ing a series 0/ par-
ticipating announcemenis, the Whitehouse Co. received a
total of 413 leads the first week of their tv campaign [or
“18 Top Hits” The second week they received 4006, the
third week 466 and the fourth week 389. The total num-
ber of leads: 1.674. The cost of their campaign: $325
per week.

WCEA-TV, Champaign, Il PROGRAM: Aunouncements

SPONSOR: \Laywood-Bell AGENCY : Carmona & Allen.
tollywood
CAPSULE CASE HINTORY . The ageney awrites: “I1 is

axiomatic in the retail antomotive field that “spots™ will
not sell cars. Fortunately, we did not discover this until
it was too late. . . . The client hasn't found out to this
date that spots wor’t work. Probably because he has
been too busy coanting his profits.” Using only an-
nouncements on KTTV, the Mavwood-Bell Ford Dealers
climbed [rom 2%¢d in sales in Soathern California to
second. The cost for the nighttime participation s $150
per week,

KNTTN. B o N | PROGR AM: Announecement-

GROCERY STORE

SPONSOR: Diamond’s Dept. Store AGENCY : Direct

CAPSULE CASE HISTORY:  Diamond's had used tv for
special promotions, only recently assumed regular spoa-
sorship of Ringo-Bingo at 9:00 p.an. on Wednesdays.
Thice games are played on each show and three winners
selecred, two by mail and one by phone. Iu order to
play. new cards are needed eacl week. These are [ree
for the asking at Diamond’s stores, but are only given
on request. Each weel: 9,000 1o 12,000 cards have been
given oul. The cost of the show is $125 weelkly. plus
prizes. They give away a minimum of $60 in prizes
cach week,

KCIB-TV, Minot. \. Dak. PROGRAM: Ringo Binge

CERPETING

CARS

O o 1 Ward AGENCY s Direet
CAPSUEE CASE THNTORY . Having had saceess with
television on a speciel offer o screwdeiver sets. Mont-

07 ard e this vear for their annual carpet
le. Last year e was promoted with broadsides and
onsiderable newspa-er display space. Montgomery Ward

stores in the area this vear sold over five times the
the previoas vear's sale. The cost for the
1

PROGR AN \nnouncements

SPONSOR: Milner Clvrolet G VGENCY : Direct

CAPSULE CASE HHSTORY: Live commercials on their
Friday night \mos 0" \ndy show brings the Milner
Chevrolet Co. heary sales. They display two. or three
cars. used and new, during each commercial. One Sat-
arday they sold dall the cars shown the previous night.
In a two-week period they made sules totaling $10,000
as a direct result of the television advertising. Their

cost (s S198 for each show. |

WSEETY., Jack-on, Viss<, PROGE AN : Amos 0" Andy

|
) |



We’re topping ’em all in saturated San Diego!

i ’ A . Ee— .
San Diego has more TV homes than @
Denver, San Antonio or Portland, Ore.*!
We dominate this vast audience :
l day and night, month after month (after month)! WRATHER-ALVAREZ BROADCASTING, INC SAN DIEGO, CALIF.
REPRESENTED BY PETRY

Take Pulse-1955: Out of 458 quarter-hour periods,
KFEMB-TV scores 321 wins! Tops 71 % of «ll the time'!

*Television Magazine, Feb. 1955 America’s rrlO re I]]a rket




That's what a growing number X

these days. And the place they1
Dollar for dollar, it turns up 81% bigal
medium. Where else s it possible fc“

much of hus market for so litt




“the icing and more of the cake.

Wl e

ople seem to want from theur advertising
dering it 1s the CBS Radio Networtk.

diences than the next most efficient

national advertiser to reach so

i dollar’s worth of yoour advertising, and see where it's noticed ~ the most: If you tell your story in

wpers, 210 people will see it. If y'ou put it in magazines, 277 will see it. If you act it out for the television cameras,

wople will watch. But tell it on CBS Radio, and 643 people will listen... g€ W because dallar for dollar,

t for prospect, the biggest buy's in all advertising are the programs on

\
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BATON ROUGE:. '

*
 WATCH YOUR SALES

—

in the
SOUTH’S

Fastest ymlr/hy
marker!

et

POPULATION
1940 ... .. .. 88,415
1953 ... ... 197,000 |

RETAIL SALES

1940 ... $ 20,251,000
1953 ... $184,356,000*

RANKS 92nd IN EFFEC-
TIVE BUYING INCOME

HIGHEST PER CAPITA
INCOME IN LOUISI-
ANA

WORLD'S MOST COM
PLETE OIL CENTER

CHEMICAL CENTER OF THE SOUTH
DEEP WATER PORT

Lo see your sales l('il(ll

ther greatest heights in
this 1ich  pevuo-chemical
nunker, selear WAFBTV
Baton  Rouge’s first TV
station,  witl highly rated
network  and local shows
front 6:55 am o nndmight.

Tom E. Gibbens
PRESIDENT & Gen, Manager

Adam J. Young, Jr., Inc.
National Representative

*East Baton Rouge Parish,Survey
of Buying Power, 1954

Channel 28

BATON ROUGE, LA.
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(Continued from page 10)

be proud that they are in it, I have never heen able to figure
out where the dissenters eome from or who listens to them. I
realize of course that not all tv i< on an aesthetic level with
the Elizabethan theater nor is the commercial copy you see
completely {ree of the blatant or the phony. But by and
large I think tho=e who have had anything at all to contribute
to television in the past five or six years can take pride in its
achievements. Television has given onr country the fastest,
mosl absorbing and widely available entertainment—plus—
information in the history of mankind.

It has provided us with works of art. It has opened new
avenues of enjoyment. It has made familiar to millions many
things offered previously only to the few. It can be exciting
and stimulating and relaxing in the very same evening.

Moreover it is part of the great schene of things—unparal-
leled scheme 1 <hould say—that has helped create what we
call the American Way.

Whether your tastes run to the “Saint of Blecker Street,”
the ballet, the news. a quiz or a whodunit. tv provides a
variety of matter nneqna](‘d in the annals of show business or
of publishing.

‘The quality of it= drama improves daily. The criteria its
advertising men impose upon both its programing and its
copy are constantly being upgraded. (Have you seen recently
any kines of shows of 19507 Or of film commercials of
19507 1 have!)

1 don’t mean that we should sit back in the belief that we
have already fashioned a Television Utopia. How could we?
It= competitors alone are forcing tv to get better and better.
Nevertheless, T wish T wounld read or lear a little more often

that it’s a heek of a fine thing to have aronnd the house. It iz
*x X K

Letters to Bob Foreman are welcomed
Do you always agree with the opinions Bob Foreman ex-
presses in “Agency Ad Libs?” Bob and the editors of sroNsOR
would be happy to receive and print comments from readers.

Address Bob Foreman, ¢/o sronsor, 40 E. 49 St.

SPONSOR




I. V. story board

A column sponsored by one of the leading film producers in telerision

SARRA

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

Here is a new series of 90, 20 and 10-second commercials for Diewrys Beer. Subtle
selling is the continuity keynote as a slim, trim trio—that really looks the part—
sings of the product’s brewing process . . . the process that produces the brew of
fine, full flavor and rare cnjoyment, but without even a trace of that “full feeling.”
A singing, dancing series that makes friends for Drewrys. Created by SARRA for
Drewrys Limited U. S. A., Inc. through MacFarland, Aveyard & Company.

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

Camera magic in a simultancous combination of live action and animation gives
stniking emphasis to tlie sales features of the new ’55 Dodge in this new commercial.
Headlights, cowl, full vision windshield flash successively into view until the entire
car is “matcrialized,” seemingly at the announcer’s command. Combined camera
techniques skillfully and dramatically present these featurcs, and the convincing
voice-over sales message by Rex Marshall completes the sell. Produced by SARRA
for the Dodge Division, Chrysler Corporation through Grant Advertising, Inc.

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

Cartoon animation. live action and mechanical animation air¢ smoothly combined
in a new series for Fineline Pencils. The special lead and eraser features of the pencil
“with the white pearl center” are simply explained in an easy appeal to muake viewers
buyers. Produced by SARRA for the W. A. Shaeffer Pen Company through Russcl
M. Seeds Co., Inc,

SARRA, Inc.
New York: 200 East 5Gth Street
Chicago: 16 East Ontario Street

The proof of a TV commercial is not how the master print looks in the projection
room, but how it gets across on home screens. To make sure of brilliant home
reception from every print made of its TV productions, SARRA has its own especially
equipped and staffed laboratory for processing 1V film. tere SARRA’s VIDE-O-
RIGINAL prints are custom-made. These duplicates faithfully reproduce the sparkle
and clarity which twenty years of experience in advertising production put into the
original film. Thus the advertiser is assured that every time, on cvery screen, his
conunercial will give a fine performance.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street
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CAPITAL TYPES =3

THE TOP BRASS

Misses the 01d Outfit,
especially when the 01d
Hip Wound stiffens up on
rainy days. Hates civil-
ian red tape; fights back
with requisitions.

In the Washington area.
advertisers commanding
the biggest audiences
use WTOP Radio. WTOP has
(1) the largest average
share of audience (2) the
most quarter-hour wins
3)VWashington's most pop-
ular local personalities
and (4) ten times the
power of any other radio
station. You too can get
top sales results with
Washington's top station.

WTOP RADIO

Represented by CBS Radio Spot Sales
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See: *Why I'm throngh with big tv shows”

H]) S Issue: 2 May 19355. page 31
0 0

Subject: Spectaenlars: do they sell?

NBC President Pat Weaver told the Advertising Club of New
Jersey recently that advertisers who cvaluate spectaculars in terms
of cost-per-1,000 have missed the point completely. Says Weaver:
“Spectaeulars were created for different purposes and goals.”

As an indication of the success of the spectaculars, Weaver point-
ed to the high ratings they had achieved (average Nielsen 41.0)
and the fact that four out of five of this season’s regular sponsors
have renewed their contracts for the fall. Going on to outline the
variety of uses sponsors had for then.. the NBC president asserted
that sponsors used spectaculars for their: (1) power to cause talk
in million of the natiens hiomes, (2) ability to provide the pres-
tige faetor among opinion-forming groups, (3) merchandising
power that is useful in galvanizing a dealer organization.

Sales power of the spectaculars was pointed up by reference to
Sunbeam’s sale of one million electric frying pans at §25 each.
largely because of spectacular advertising. The prestige factor, he
continued. was amply demonstrated by the reaction to the Oldsmo-
bile-sponsored Babes in Toyland show. *“The company received an
avalanche of mail from viewers . . . with whom Oldsmobile were
sure they could do business,” he noted.

Looking ahead, Weaver listed these three trends of importance in
manufacturing and marketing: (1) The Incentive System—ever
higher standards of living and increase in leisure time for all Amer-
icans, {2) The Distribution System  further growth of the sel-
service element, with the attendamt rise in the need of pre.selling
the consumer, (3) The Production System—the development of
automation, calling for a new concept of production which would
do away with scasonal cyeles.

As far as the future of spectaculars is concerned, NBC has an-
nounced plans for four 90-minute black-and-white summer “spe-
cials,” as replacements for the color spectaculars. The first will be
Remember—1938 on Sundav, 19 June.

»CC? Radio-tv farm director: he's the raral
H

air star
Issue: I November 1931, page 46
0 0 Subjeect: Importance of farm directors in

rural air media

A behind-the-scenes operation of the National Association of Tele-
vision & Radio Farm Directors, their P’rofessional Guidanee Coni-
mittee, benefits advertisers by helping to fill the ranks of the nation’s
farm broadeasters. The committee: handles requests from both man-
agement and farm broadeasters in securing jobs; aids in the coun-
seling of young people on opportunities in the field of farm broad-
casting; intends to- compile a list of colleges offering radio courses
and help students and instructors contact NATRFD members for
advice and information. The commitice may also act as a speakers
burcau to provide informed ~peakers on rural problens.

The members of the committee are Chairman Donald A. Tuttle,
WGY. Schenectady; Ed Mason. KXXX. Colby, Kan.; Wally Erick-
son, KFRE. Fresno; Norm Geron. WIZL, Springfield. 0O.; Homer
Quann, WSVA, Harrisonburg. Va.; Herman Harney, KFAB, Lin-
coln. Neb.; Dick Passage, KYAK, Yakima, Wash,: Robert Parker.
formerly of the University of Conneetient. now moving into RFD

work in Wisconsin. * * *

SPONSOR




X
® Nighttime Sock in the Daytime * ey

N
...on Illl.lll-W, of course!
P +x

. B 4 # = . ».0
: ) "HOUR OF SHOWS™ ., ¥/,
WITH " :

JOHN CONNOLLY
12:30 to 1:30 P.M.

e Monday through Friday

Chalk up another powerful sales-maker for Michigan’s

First Television Station!

""Hour of Shows'' presents two outstanding productions
back to back. .. features Dane Clark, Melvyn Douglas,
Ann Rutherford, Cesar Romero, Marjorie Reynolds
and other headliners. To add still more glamor, the
“Hour of Shows” host is matinee idol John Connolly
who has sung his way into the hearts of hundreds of

thousands of Detroit-area women.

Here's the quality, the appeal, the salesmaking sock of
nighttime programming at daytime rates. Here’s where
your Detroit participation budget belongs. For availa-
bilities on ‘“‘Hour of Shows,”” phone, wire or write your

nearest Hollingbery office or WW J-TV direct.

In Detroit . . . You Sell More on channel

PR NBC Television Network
DETROIT

FIRST IN MICHIGAN ® Owned and Operated by THE DETROIT NEWS Associate AM-FM Station WWJ

® National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
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CHRIS LYNCH
Time Buyer
Ted Bates, Inc.

says .

With the average family
income figure at $7,321,
according to SM 1955,
that’s 3rd in the country,
WNHC-TV, is unique in
the New England TV

market, Converted to

total purchasing power
WNHC-TV is in the cen-

ter of a 6 billien dollar

market. These facts, and

there are many more,

are the reasons | choose

WNHC-TV

for

every time.

Compare these facts!

15 County Service Area
Population 3,564,150
Households 1,043,795
TV Homes 934,448

results §

See Your KATZ Man

Serving Hartford & New Haven areas

60

Robert S. Nyburg

Nyburg Advertising, Baltimore, Md.
President

glmcy »profile

Most of Bob Nyburg’s business revolves around America’s move
to suburbia. His agency, Nyburg Advertising in Baltimore. special-
izes in promoting shopping centers.

“One of the trickiest problems in shopping center advertising is
devising ways lo use tv and radio to produce the maximum traffic for
the center,” says Nyburg. (He feels that one of his promotions is a
success when 150,000 customers erowd a new shopping center in the
first two days of an opening planned and advertised by him.)

“In v we frequently use fashion shows,” he told sroxsor. “It
may seemn strange, but the stores in the center which have nothing to
do with fashions use these shows for mention of their serviees or
products with great success. And the cost’s low, because the station’s
fashion eommnentator eoordinates the show.

“On radio we've used bingo-type programs, with cach store in the
center providing one bingo eard. No one medium alone builds store
traflie, but tv and radio coupled with a newspaper campaign have
always produced gratifying sales increases.”

I’s difficult 10 give a formula for the combination of media that
will successfully inerease shopping center traffic, but Nyburg has
found that his promotions average this type of budget sphit: news-
papers, 30% ; outdoor, 11%; tv, 35%; radio, 24, That 1s. 59%
for the air media, 41% for newspapers and outdoor.

“One of the most interesting phenomena of the shopping centers is
the fact that it unites qroups of competing advertisers in one over-
all promotion. In that sense, these promotions bear a resemblance
to such coordinated retailers’ efforts as the Chieago State Street pro-
motions or the New York Fifth Avenue Assoeiation’s efforts. One
retailer alone is generally too small to afford all the advertising e-
dia, but a group together can spend enough to increase store traffic
for all.”

Nyburg, who began working in advertising at the Katz Ageney in
Baltimore, has been an agencyman for nearly three decades, exeept
for five years he spent as a Lt. Colonel in Europe and Africa. One
thing he learned in the Army he’s kept up with: photography.

“I’s my only claim to art,” says he seH-deprecatingly. “I guess
we're doomed to having just one artist in the family.”

(Nyburg’s referring to his father, Sidney Laner Nyburg, listed

in Who’s Who as author of five novels ) * ok Kk

SPONSOR
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'HESE ARE THE RAMPARTS WE WATCH, FROM BRUNSWICK, ME. TO PT. JUDITH, R. I. AND BOSTON WEST THROUGH WORCESTER
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Gadinero

WHDH believes in continuing research for
facts about the listening habits of the ra-
dio homes in this four-state area, and this
third area survey conducted by Pulse, Inc.,
brings to 24,600 thf number of homes in-
terviewed in this series of surveys. As each
survey has been made, we have learned
from it many hitherto unknown points of
information about the radio audience.
In the past, many advertisers have been
content to accept a city at-home rating as
a measure of audience. Since the original
survey —January 1953,-advertisers have
come to know that the out-of-home listener
is an important factor in the overall radio
audience. New Englanders do a great deal
of their radio listening out of home; driv-
ing to wark, to winter resorts and summer
resorts, for a day at the beach or the lake;
or on a picnic. Where they go, they take
radio with them.

In this survey conducted by Pulse in Jan-
uary 1955, WHDH has confirmed the fact
that the listening audience comprises the
greatest circulation of any media. As ex:
plained on the inside pages, the new Cumu-
lative Pulse Audience (CPA) percentagé
of radio listening in the course of a week
shows that there are few people not -ex-
posed to radio.

50,000 WATTS - BOSTON - 850 KC



r_[;nis 3rd annual

WHDH area survey

conducted in Jan. of
SURVER NO.3-insgese 1955 by Pulse, Inc.

not only verifies

s the ﬁndfngs of its

WHOH

two predecessors of
Jan. ’53 and ’54,
but it contributes
further to progress-

ive research.

In the first two reports it was proved that:

Listening habits of people in the outside counties
differed from those of people in the 5 eounty eity area.

WHDH?’s city ratiugs were direetly projectable to

the total area while those of network afhliates were not.

Audicuce composition varies when the total audi-
enee 18 couuted because of the differenee hetweeu at-

home and out-of-home audience composition,

The cumulative weekly audience of individual pro-
grams on WIHDH and other radio stations is from 2.0
to 8.16 times larger than the average daily quarter
hour rating,.

NOoTE: This information is available in Surveys 1T and 2.

This 1955 report shows that WHDH has become
cven more dominant iu the area. The average quarter
houv “homes-using-radio” has increased, and the actual
number of radio homes itu the area has grown from
1,440,080 in 1954 to 1,490,690 homes in 1955. This

1s an werease of 3.59% or 50,610 homes in one year.

Among the new features of this report are the Cumula-
> Pulse Audience (CPA)—<howing the wide seope
of radio listening. Further, the program preferences

are shown—indicating the treud of radio listening.

Additionally,arca figures for the 12 midnight to 6 a.m

rudience are avatlable for the first time.

The list of counties below
are those in the WHDH cov-
erage area. Those which are
asterisked are in the Boston
City area which is part of the
total area. The total area con-

tains 1,490,690 radio homes.

This total 25 county area

is the most important area of
the four New England states
of Maine, New Hampshire,
Massachusetts and Rhode Is-
land. It represents 71% of
the population of the four
states, according to the 1950
U. S. Census. It represents
81% of the retail sales of
those four states according to
Standard Rate and Data Con-

sumer Markets, 1954,

We believe that the follow-
ing information concerning
this area is of Importance to

all buyers of radio time.

COUNTY % OF INTERVIEWS
& POPULATION
MAINE

Cumberland
Knox
Lincoln
Sagadalhoc
York

MASSACHUSETTS

Barnstable
Bristol
Dukes

* Essex

* Middlesex
Nantucket

* Norfolk

* Plymouth

* Suffolk
Worcester
NEW HAMPSIHIRE
Belknap
itillsboro
Merrimack

Rockingham
Strafford

RUHODE ISLAND

Bristol

Kent

Newport

Providence

Washington Yo

TOTAL 100




936 out of every 1,000 homes in New England listen tosradio in
‘ the course of a week. In the 2nd survey of the WHDH area—January
( :UMULATIVE 1954, WHDH had Pulse count thie cumulative audience of individual
_-— I radio programs on WIIDH and other stations.
The figures were so %ignificant that in this 3rd Survey—January
1955, WHDH had Pulse count the cumulative audience on a daily
PULSE and weekly basis for eight Boston stations and for all radio. In the
course of a 24 hour day, radio reaches 72.4% of the homes. In the
course of a week, radio reaches 93.0% of the homes in the 25

county area.
UDIENCE In comparison with other media, radio suffers when judged only

by the average quarter hour “homes using radio” figures, or by
average station quarter hour ratings. In the area report, the average

quarter hour “homes using radio” figure is 24.4; but the total weekly cumulative audience listening to
radio is almost 4 times that figure or 93.0. WHDH’s average quarter hour rating is 4.3 (the highest
of any station) but its unduplicated audience rating for the week is 71.2.

This CPA study is proof that radio time if sold and bought wisely can give almost complete satura-

tion of an area.

There follows the results of the CPPA report for the WHDH area:

HOMES % oF TOTAL
1,061,400 WHDH 71.29, Television has an 89.3% penetration of the
997,300 WRBZ 66.9% area, which means there are 1,331,180 tele-
493,400 wCop 33.1% vision homes. The cumulative Television
1,056,900 WEE] 70.9% penetration of the total 1,490,690 homes in
769,200 WNAC 51.6% the area is as follows: T
243,000 WORL 16.3% B |
116,200 WTAO 7.8% REACHED PER WEEK STATION HOMES PER WEENK
682,700 WVDA 45.8% 1,283,300 ALl TV 86.0%
1,395,300 All Radio 93.6% 1,395,300 All Radio 93.6% /ﬂ?'

W H vs. N
PULSE OF AREA 7 DAYS—SUNDAY THROUGH SATURDAY

6:00 AM*—12 Midnight—January 1955. By Quarter Hour Total Ratings.
*(Sunday 7:00 AM—12:00 Midnight)

i:‘; : : : -




PULSE

OF THE

AREA
JANUARY

1955

MORNING
6:00 AM TO
12:00 NOON

AFTERNOON
12:00 NOON 70O
6:00 PM

EVENING
6:00 PM TO
MIDNIGHT

MORNING
6:00 AM TO
12:00 NOON

AFTERNOON
i2:00 NOON TO
6:00 PM

EVENING
6:00 PM TO
MIDNIGHT

MORNING
7:00 AM TO
12:00 NOON

AFTERNOON
12:00 NOON TO
6:00 PM

EVENING
6:00 PM TO
MIDNIGHT

6 ur AM 615 AM 636 M 615 AM 760 AM 715 AM 730 AM 745 AN 800
WHDH 12 WHDH 16 WHDM 2.1 WHDM 2.2 WHDMH 3.9 WHDM 41 WHDH 50 WHDM 53 wuo.‘~
WEE] 07 WNBZ 09 WBZ 19 WBZ 22 \WEEI 32 WEEl 38 WER 11 \WEEI] 11 WEE] »"
WIRZ 06 WEEL 09 WEEL 15 WEK) 1x WBZ 50 WRZ 33 WBZ 40 WHZ 3% WRL g -
WVDBA 0.4 WVDA 07 WVDA 09 WNAC 09 WNAC 23 WNAC 2% WNAC 23 WNAC 25 WNAC g}
WNAC 03 WNAC 04 WNAC 66 WVDA 69 WVDA 10 WVYDA 13 WYDA 12 WORL 1.3 WVDAR
WORL . WORL. 02 WORL 02 WORL 03 WORL 03 AWORL 0xX WORL 10 W\vDaA 1.2 WORL §

1200 N 1215 PM 12:30 IPM 1245 PM 100 M 113 PMO 1530 1AL 145 PM 200
WEE] 5 WEE) 35 WEE] 531 WERK) 71 \WEE] v 3 WEEL A1 WEEI] 56 WEEl 55 \WEE] ¥
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WBZ 23 Wiz 22 WBZL 23 wWnz 21 WNAC 22 WwWBZ 19 \VBZ 18 WNAC 21 WNAC [“
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WVYDA 15 wWvbha 114 WVDA 17 WYDA 13 WYDA 191 Wyby 19 wWyvDaA 14 WvYDA 14 \\'\'I)Ad
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‘WHPH .1 WHDH (.5 WHDH 1.8 WHDH 2.1 EUGVEPEN WHOH 3.3 WHDH 3.8 WHDH 4.0 WHDI
WNAC 08 WNAC 13 WEEI 18 WBZ 18 WNAC 26 WNAC 30 WBZ 31 \WEEI 30 WEEIE |
WBZ 05 WEEI 08 WBZ 08 WEEl 16 m WRZ 28 WEEl 28 WBZ 28 WNACH
WEEl 63 WBZ 05 AVNAC 08 WNAC 10 WEEI 1.6 WEEl 20 WNAC 28 WNAC 26 WBZ @§ 1
WYDhaA 03 WYDA 03 WVvDA 0.5 WOBL 05 \\'()Hl: 11 WORL 13 WVDA 18 WORL 13 WwWvyDs
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WHZ 33 WMEEl 33 AVEE! 33 WEElL 36 WEElL 25 WEEl 31 WEEl 31 WEEl 28 WEEW «v
WEELI 31 wBZz 2% WBZ 13 WBZ 23 WBZ 23 WBZ 20 \WBZ 23 WBZ 26 WBZ L
WOBL 1.6 WVDA 13 WNAC 20 WNAC 20 WNAC 20 WNAC 18 WVYDA 18 WNAC 20 WNAC ¥
WVYDA 16 WOBL 16 WVDA 18 WVDAN IT6 WOBL 18 WORL 16 WNAC I6 WVYDA 16 WvVvD: ¥
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WONRL 138 WOHL 13 WVDA 16 WVYDA 16 WORL 13 WNAC 135 WBZ 18 WVDA 16
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WEEL 38 WEEl 4.1 AVNAC 88 WNAC 83 WBZ 23 WRBZ 21 WNAC 25 WHZ 28 WNXN
WBZ 28 \WBZ 15 WNBZ 28 Wiz 21 WVDA 23 WNAC 21 WM DH I:U WVvYDA 1y =R b\
WVDA T8 WVDA 20 WYDA 1.0 AWVDA 10 WNAC 21 AVYDA 20 wWyDa 1 ¥ WHD..M l{;;ﬁ WVD
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W WHDH AUDIENCE COMPOSITION
PULSE OF WHDH AREA—JANUARY 1955

NUMBER OF PERSONS PER 100 HOMES LISTENING BY HALF HOUR PERJODS

MONDAY TIIROUGIL FRIDAY SATURDAY SUNDAY
6:00AM 79 75 7 161 6:00AM 70 70 10 150 7:00 AM 100 50 150
6:30 81 88 9 2 180 6:30 80 73 7 7 167 7:30 7% 1s 25 175
| 7.00 78 79 18 9 184 7:00 81 16 14 5 176 8:00 53 63 n 63 190
| 7:30 84 85 16 4 ]89 7:30 86 86 14 4 ]90 8'30 38 50 8 58 ]54
‘ 8:00 66 81 16 8 171 8:00 79 19 18 7 183 900 8 78 15 1 136
8:30 57 84 9 8 158 8:30 62 80 15 6 163 : R N PR
9:00 8 82 9 7 136 9:00 65 8 13 10 175 9:30
9:30 42 86 7 5 140 9:30 60 84 16 7 167 10:00 82 86 20 6 194
10:00 38 85 8 8 139 10:00 51 78 20 12 161 10:30 95 90 21 s 2N
10:30 36 87 10 7 140 10:30 50 719 17 8 154 11:00 84 86 13 7 190
11:00 36 90 8 9 143 11:00 SO 80 24 8 162 11:30 84 84 13 7 188
11:30 36 89 1 9 145 :l:30OON 52 g% %l 6 }2; 12 NOON 83 78 15 7 183
12 NOON 37 86 9 9 141 2N 5 1 7 .
1230 PM 39 87 9 7 142 12:30PM 58 83 15 7 163 'f:gg PM §§ §§ :g i }§§
1:00 32 90 7 7 136 1:00 59 75 19 6 159 0 S i e
i 1:30 37 86 8 8 139 1:30 56 85 15 4 160 :
2:00 34 8 15 6 14 2:00 67 90 20 7 184 2:00 € 719 17 3 175
2:30 36 87 15 7 145 2:30 73 87 20 3 183 2:30 1 85 15 4 181
3:00 36 8l 1 10 138 3:00 83 83 17 3 186 3:00 79 82 i 4 176
3:30 42 85 16 7 150 3:30 85 85 15 3 188 3:30 82 85 n i 178
4:00 46 83 18 7 154 4:00 76 76 13 3 168 4:00 77 80 15 10 182
4:30 58 83 17 6 164 4:30 76 74 16 3 169 4:30 77 80 15 6 178
5:00 57 82 17 7 163 5:00 78 716 14 5 173 5:00 5 19 18 7 179
5:30 62 8l 17 10 170 5:30 78 80 18 5 181 5:30 75 88 19 3 185
6:00 85 78 14 8 185 6:00 81 8 16 5 183 6:00 81 78 13 6 178
6:30 81 82 16 9 188 6:30 76 84 16 5 181 6:30 78 18 16 3175
- 7:00 81 77 15 8 181 7:00 83 86 9 6 184 7:00 88 78 13 9 188
I 7:30 79 80 14 8 181 7:30 82 82 9 6 179 7:30 67 75 8 8 158
i 8:00 82 83 12 4 218 8:00 78 81 19 4 182 8:00 62 6% 15 8 154
i 8:30 83 83 1N 41 218 8:30 82 82 18 4 186 8:30 83 83 17 183
) 9:00 8 86 12 3 186 9:00 79 82 14 4 179 9:00 8 14 17 4 713
! 9:30 80 85 14 3 182 9:30 85 13 9 3 170 9:30 8 15 18 4 183
j 10:00 81 82 12 2 177 10:00 88 82 9 3 182 10:00 85 82 7 174
! | 10:30 81 83 n 1 176 10:30 8 19 7 3 175 10:30 85 78 7 170
11:00 83 73 7 163 11:00 87 78 9 4 178 11:00 90 75 5 170
i 11:30 87 73 4 164 11:30 86 67 0. 163 11:30 93 72 7 172

In the course of the survey, Pulse, Inc., had a special set of questions: “What is your favorite
station for—Music—Sports—News—and Drama?” The results of this questionnaire are illustrated in
the following bar graphs. Q. WIHAT IS YOUR FAVORITE STATION FOR:

11492 89

WBZ WEEI WNAC WVDA WBZ WEE! WNAC WVDA WBZ WEEI WNAC WVDA WBZ WEEI WNAC WVDA

In three of the four categories, all 2,000 or 1009, of the respondents stated a preference. In response to
the question on drama, only 51.8% stated that they had a favorite «tation. This could indicate a declining
mterest in this type of programing, a resuht possibly of the extensive competitive aspect of television pro-
graming in this field. It would appear that in dramatic programs, sight and sound are preferable to sound
. only.

Programing of mnsic, news and sports sustains interest. Music appears to be most competitive to TV
programing; radio news is more immediate and affords better local coverage; and the limitations of TV
tme and costs have kept sports coverage a major radio feature,

&=
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RATING POINTS—PROJECTED TO RADIO HOMES
BASED ON 1,490,690 IN WHDH AREA

AND COST PER THOUSAND PER SPOT ANNOUNCEMENTS AS INDICATED

RN N TN wABio
1.0 14,907
1.1 16,397
1.2 17,888
1.3 19,379
1.4 20,869
1.5 22,360
1.6 23,851
1.7 25,341
1.8 26,832
1.9 28,323
2.0 29,814
2.1 31,304
2.2 32,795
2.3 34,286
2.4 35,776
25 37,267
2.6 38,758
2.7 40,248
2.8 41,739
2.9 43,230
30 44,720
3.1 46,210
3.2 47,701
3.3 49,192
3.4 50,682
3.5 52,173
3.6 53,664
3.7 55.154
3.8 56,645
3.9 58,136
4.0 59,627
4.1 61,117
4.2 62,608
4.3 64,099
4.4 65,589
4.5 67,080
4.6 68,571
4.7 70,061
4.8 71,552
4.9 73,043
5.0 74,534
5.1 76,024
5.2 71,515
5.3 79,006
5.4 80,496
5.5 81,987
5.6 83,478
5.7 84,968
5.8 86,459
5.9 87.950
6.0 89,441
6.1 90,931
6.2 92,422
6.3 93,913
6.4 95.403
6.5 96,894
6.6 98.385
6.7 99.875
6.8 101,366
6.9 102,857
7.0 104,348

1.00
91
.83
17
1
.67
.62
.59
.55
.52
.50
47
.45
.43
4
.40
.38
.37
.35
.34
.33
.32
.31
.30
.29
.28
.27
.27
.26
.25
.25
.24
.23
.23
.22
.22
.21
.21
.20
.20
.20
A9
A9
18
18
18
A7
A7
A7
A7
.16
.16
16
15
a5
15
15
A5
.14
14
14

1.34
1.22
1.11
1.03
.95
.89
.84
.78
.74
.70
.67
.63
.61
.58
.56
.53
Sl
.49
.47
.46
.45
.43
.42
.40
.39
.38
.37
.36
.35
.34
.33
32
31
31
.30
.29
.29
.28
.28
.27
.26
.26
.25
.25
.24
.24
.23
.23
.23
.22
.22
.21
.21
.21
.21
.20
.20
.20
19
.19
19

[

1.47
1.34
1.23
1.13
1.06
98
92
.86
.82
a7
.74
.70
.67
.64
.62
.56
.59
.54
.52
.50
.49
.47
.46
.44
.43
42
41
.39
.38
37
.36
.35
.35
.34
.33
.32
32
31
31
.29
.29
.28
.28
.27
.27
.26
.26
.25
.25
.25
.24
.29
.23
.23
.23
.22
.22
.22
.21
.21
.21

1.61
1.46
1.34
1.23
1.15
1.07
1.00
.94
.89
.84
.80
.76
.73
.70
.67
.64
.61
.59
57
.55
.53
51
.50
.48
47
.46
.44
.43
.42
.41
.40
.39
.38
.37
.36
.35
.35
34
.33
.32
32
31
.30
.30
.29
.29
.28
.28
.27
.27
.26
.26
.25
.25
.25
.24
.24
.24
.23
.23
.23

1.74
1.58
1.45
1.34
1.24
1.16
1.09
1.02
.96
91
.87
.83
.19
75
72
.69
.67
.64
.62
.60
.58
.56
.54
52
.51
.49
.48
47
.45
44
.43
.42
Al
.40
.39
.38
37
.37
.36
35
34
34
.33
.32
.32
.31
31
.30
.30
.29
.29
.28
.28
.27
.27
.26
.26
.26
.25
.25
.25

2.01
1.82
1.67
1.54
1.42
1.34
1.25
1.18
1.1
1.05
1.00
.95
91
.87
.83
.80
7
.74
A
.69
.67
.64
.62
.60
.59
.57
.55
.54
.52
.51
.50
.49
47
.46
.45
44
43
.42
41
41
.40
.39
.38
37
.37
.36
.35
.35
.34
34
.33
.32
.32
31
31
.30
.30
.30
.29
.29
.28

3
2

.02
.74
2.

51

2.3
2.13
2.01

1

1
1
1
1

1

1

.88
17
.67
58
.50

37
31
.25
.20
15
Rl
.07
.04
.00
.97
.94
91
.89
.86
.83
.81
79
17
.75
13
g1
.69
.67
.66
.65
.64
.62
.61
.60
59
.57
.56
.55
.54
.53
.52
.52
.51
.50
49
.48
.47
.47
.46
.45
45
44
43
.43

3.
3.
2.

2
2
2

1

1

1
1
1
1
1

1.
1.

35
04
79
.57
.37
.23
2.09

.96
.85
5
.68

.59
.52
45
.39
.33
.29
.24
19
15
1
.08
.05
.01

.98
.95
.92
.90
.87
.85
.83
.81

79
a7
.76
74

72
.70

.69
.68

.66

.65
.64

.63
.62
.60
.59
.58
.57
.56
.55
.54
54
.53
.52
.51
.50
.50
.49
.48
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PULSE OF THE

January 1955 12 Midnight to 6 AM
12:00 M 12:13 AM ‘ 12:30 AM 12:15 AM
WIIDH 2.1 wWHDH 2.0 WHDH 1.9 WHDII 1.8
( WEEI 1.7 WEEI 15 WEEI 1.5
WBZ 1.6 WBZ 1.4 WBZ 1.2
WNAC 14 WNAC L1 WVDA 1.0
WVDA 1O WVDA 1.0 C O N C L U S I O N
1:00 AM .&1:15 AM—
WHDH 1.7 WHDH 1.6 With each successive report and survey of
WEEL 1.2 WEEL 10 its area, WHDH has striven to discover
WDBZ 0.9 WBZ 0.7 T q q
new- factors of radio’s listening informa-
tion which will be of assistance to adver-
1:30 AM 1:45 AW tisers in the allocation of their advertising
WIIDII 1.6 WIIDH 1.4 dollars. :
WEEL 10 WEEI 0.8 When television first came into the area,
WBZ 05 WBZ 05 listening habits changed, but not as dras-
tically as some predicted. We feel that the
e O 2.15 AW 2:30 AM 243 Aw CPA figure of 93.6% of the homes in the
WHDH 1.2 WIIDH 1.0 WHDH 1.0 WHDH 0.8 area listening to radio in the course of a
WEEI 0.6 WEEI 0.4 WEEI 0.4 WEEI 0.3 week md!c.ates that radio is in a very domi-
WBZ 0.3 WBZ 0.3 WBZ 0.2 WBZ 0.2 nant position. With television penetration
almost equalling that of radio in this
tion A ps A - s A ltwenty-ﬁvF county area, it is evident that
| ' e AN both media can exist together.
WHDIT 0.8 WD 0.8 WiIDI 0.8 WHDH 0.8 Listening habits have changed, and the
WEEI 0.3 WELI 0.3 WEEI 0.3 WEEI 0.3 -h has b fited the ind d di
WBZ 0l WBZ 0.1 WBZ 01  WBZ 01 change has benefited the indepencent radio
station. No longer do the once-a-week net-
work shows dominate the radio audience.
1:00 AM 4:15 AM For example, the WHDH two-hour pro-
WHDII 0.7 WHDH 0.7 grains from ten to twelve noon on Satur-
WEEI 0.3 WEEL 03 day and Sunday have the highest ratings
WBZ 01 wWBZ ol of any program on radio—night or day.”
: The radio audience has become more even-
1:30 AM 415 AW N ly divided in its attention.
ST (0 SO T < The tremend?us nfxmber of automobile ar.ld ’
WEFI 0.3 WEFEL 0.3 o portable radios still make out-of-home lis-
WBZ 0.1 WBZ 0.1 o tening count for 20% of the total radio
<ot audience, a most important factor in ra-
5:00 AM 5:15 AM 5:30 AM 3:45 AM dlo = tOtaI CerUIat.lon. . .
' _ Last year we predicted that the wrist radio
WwWIHDIH 0.9 WIiIDII 0.9 wWIIDH 0.9 WIHIDI 0.9 wouid b orn on the opposite arm from
WEEI 04  WEEL 03  WEEI 04  WEEl 04 20 LU G U Wi h
¢ ‘ W7 02 WBZ 02 Wz 02 the wrist watch. In this past year,we have

AREA
\YS-SUNDAY THROUGH SATURDAY

seen several tiny pocket radio models with
just a small button earphone; and only the
other day we were approached with an eye-

glass radio, in which the batteries, transis-
tors and circuit were on the frame of the

OWNED AND
OPERATED BY

BOSTON glasses with one of the ear pieces acting
HERALD-TRAVELER as an earphone. Truly, radio can go any-
CORP. where, and in these days of nuclear ten-

° sion the portable radio is as important in

a home as a fire extinguisher and a flash-
light.

*This is indeed a revelalion of the changing
¢oncepls of radio programing.

REPRESENTED

NATIONALLY BY
JOHN BLAIR

AND COMPANY

50,000 WATTS - BOSTON - 850 KC

P,
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Ask FREE & pgy
ERS, Ing
for detaiis, oy

...AND LOCALLY
Highlights of Local Sales
(Six weeks ending May 20, 1955)

27 S-minute newscasts per week

8 15-minute newscasts per week

S 15-minute daytime serials
per week
2 half-hour musical programs
per week
85 announcements per week
all the above are long-term
contracts!

This fine sales record reflecis local
advertisers” high regard for KENS'

sales effectiveness.
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CHANNEL 10

PHOENIX

June 15th was "M Day" in Phoenix. On
that day all CBS Television programs
moved to KOOL-TV. Smart Advertisers
Moving, Too! In order to obtain maxi-
mum coverage . . . top adjacencies . .

local and nafional advertisers are also
moving to KOOL-TV. For information,
contact your nearest Hollingbery office.

KOOL-TY--
KOOL-AM -~

511 W. ADAMS PHOENIX, ARIZ,
... - BASIC (BS

RADIO and TELEVISION
for CENTRAL ARIZONA

MATIONAL REPRESENTATIVES

TV — GEORGE P, HOLLINGBERY
RADIO-AM RADIO SALES COMPANY
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(Continued from page 281

Pioncers” dinner, at which an award was made to Presidential
press secretary Jim Hagerty, and at whieh George Abrams.
advertising vice president of Block Drugs, delivered a most
mealy message on one major advertisers’ views of tv. Broad-
casting-Telecasting ran a cocktail party to end all same at
the National Press Club. And The Billboard picked up
the tab for a Tv Film Panel. which was attended by cloze to
300 people in spite of the fact that it was scheduled for 8 a.m.
of a Monday morning. There aren’t many industries in which
the trade press contributes so actively and effectively to indus-
try welfare.

One boat the NARTBers really missed. incidentally, was
that carrying a large list of tv film producer-syndicator pas-
sengers. It seems to me that with the tremendous amount of
airtime filled with film these days. with the huge amount of
advertising dollars spent on tv film properties, the NARTB
should take special pains to set up one or more substantial
sessions to help shed light on the many vexing problems faced
by this segment of the industry.

On the other hand I was happy to note the continuing ef-
forts to organize a tv film industry association. The distribu-
tors scem to be making real progress in this direction, and
I'm still hopeful. as 1 wrote more than six months ago. that
agencies, advertisers, stations and networks will see fit to
participate in whatever ways are feasible in such an organiza-
tion’s activities, Surely this segment of the business can nse
all the stabilization it can get.

In the fuss and fnrore of the Convention not too many folks
knew that on Wednexday, the third day of the meetings, one
of radio’s hardest fighters had a heart attack.  'm talking, of
course, about John Patt of WJR, Detroit.  Johnny was taken
to the hospital Thursday. and 1 hope by the time this sces
print, he's back in fine shape again.

President Eisenhower, it has been noted previously. was
the first of the nation’s chief exeeutives ever 1o address a
broadeasters” convention. lke said he hoped future Presidents
would do likewise, and we think they will. All the dynamism
and force of this indnstry is concentrated into a fast few days
at these meetings, and if you're in any part of this business
you should make "em. Why not make a note now 1o he at next
year’s Convention? LS

SPONSOR




| "KANSAS CITY: KCMO Radio & KCMO-TV M
MERED"H | SYRACUSE:  WHEN Radio & WHEN-TV ..., ...
VIR PHOINIX:  KPHO Rodio & KPHO-TV. . s

elenos OMAHA:

YV V(0] MY aciioreawinn BelterHomes oo Suecessful

d
and Gardens an Furmlng
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B Asks...

Can the negative approach in advertising, long stricily

taboo, be effective in selling a sponsor’s product

NECATIVE OFTEN A “CIMMICK”
By Peter S. Cardozo

Creative Supervisor, Radio & Tr
Fuller & Swmith & Ross, N.Y.

In the old Ver-
montism,
man at a politi-
cal harangue asks
another: “What’s
he talkin’
about?” The an-
swer is: ‘“‘He
don’t say.” And
. this is the way |
fecl about the negative approach in
advertising: many times the advertiser
don’t say what he’s talking about.

one

No doubt there are instances when
the negative approach can payv off
handsomely. But when banner head-
lines shout, “Don’t read this ad. un-
less . . .7 or “Don’t buy this product.
unless you want the best” they may
well attract momentary attention, but
it takes more than a skyrocket in the
skv to sell a sponsor’s product.

The negative approach fast becomes
“a gimmick” for the sake of “a gim-
mick.” It can lardly be the hasis for
a long-range campaign of selling ships
or sealing wax. The skyrocket’s flare
dissolves and the public feels cheated.
When Mr. Consumer buys a product,
based on this type of negative advertis-
ing, and after trying it comments: “I
don’t think this sealing wax is hetter
than any other kind,” he feels like a
foothall player who has been “sucked
in” on an end-around reverse play | ..
he doesn’t like it

b am sure there are exceptions, like
B’rer Rabbit pleading not 1o be thrown
into the briar patch which was just
where he wanted to be thrown, but |
am definitely a believer in “aceentuate
the positive.”

In America, we grow up believing.
3y experience we learn to take some
teaching with a grain of salt. but for
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that teacher (advertisery who can
produce an infectious excitement about
his subject (product), we have open
minds (and open pockethooks).

“Time for the commercial”
means tinte now for the advertiser to
convince not con the public.

now

YES, IF FRESH AND ORIGINAL

By Harry R, Beuder
Copy Chief

Ketchuni, MacLeod & Grove, Pittshurgh
Almost any ap-
proach can be
used effectively H
it is handled with
freshness and
originality. So
the question of

Y whether the neg-
e BN ative approach
i '!‘i} ~/ can be
fectively in advertising is one that ad-
vertising people should be less con-
cerued about,

I think that, generally, there should
be little doubt as to whether the ncga-
tive or positive approach should be
used. In most cases. the positive ap-
proach is obviously stronger. In other
cases, as least as good a job can be
done positively as negatively.

Actually, ’m not always sure what
people mean by a “ncgative” approach.
It’s so often a matter of degree. Much
of our so-called “fear” advertising—
halitosis. B.O., five o’clock shadow—
has a decided negative flavor to it even
though it holds out decidedly positive
benefits,  And it scems to be pretty
powerful at the caslr register. The
whether positive ap-
proaches could have done even belter
secems academice to me,

However, there 1s an arca wherc the
question of megative vs. positive is
very muclt to the point, The primary
function of some products and services

used ef-

(question  of

is to do away with something that peo-

a forum on questions of current interest

to air advertisers and their agencies

!

ple don’t want. For instance, if you
had to do an ad on the Salk vaceine,
“avoid polio™ would be a wmighty
strong approach.

By the way, would you consider it
posilive or negative?

NEGATIVE NOTHING NEW

By Bob Kirschbatum
Radio Tv Copy Superrvisor

Grey Advertising, N.Y.

The negative ap-
proach as an ad-
vertising formula
has been used for
vears. It is best
known and rec-
ognized as copy
that de-empha-
sizes the consume
% er benefit and
plays up the consequences of not using
the product.

Today, a new kind of “negative”
approach has appeared on the scene.
Perhaps one of the most outstanding
examples of this modern negative ap-
peal is the current canmpaign prepared
by the Grey account group for Chock
full o’Nuts coffec: “Don’t spend the
extra money for this coffee—unless
you're just plain crazy about good
coffee!”

Nervy, stark. daring, presumptuous.
witlt morc than a touch of snol appeal,
it hits with the inpact of a seream in a
reading room. llere is a campaign
that dares to tell potential customers
... “Hands off this produet, unless you
have the sensitivity and appreciation
for the finer things in life. Everyone
doesn’t, you know!”

Even when tempered by the gentle
jingle. *“Chock full o’Nuts is the heav-
enly coffee,” this “negative’ little devil
charges in where angels fear to tread —
and gets remembered to the hilt. Re-
call of the jingle is excellent, as is the
provocative leadline.

SPONSOR




lIs this mew kind of “negative” ap-
proach to set a trend? If success is the
measure, the answer nray well be a re- |
sounding “yes.” This 1s by nmo means
an unqualified endorsement of the
negative approach in advertising. Few
techniques are more delicately bal-
anced in terins of public acceptance.
Few require a more intimate knowl-
edge of product, mnedia, market and
basic human nature.

Unquestionably. the negative has its
place . . . but let the user beware.
Doir't spend the extra time on it -
less you're just plain smart and daring,

NO APPROACH TABOO

By Arthur Bellaire

V.P. Charge of Radio & Tv Cominercial
Copy. BBDO. N.Y.

No approach
should ever be
taboo in adver-
tising, so long as
it’s clean and
honest, but 1 still
think you can go
wrong more of-
ten being nega-
tive than positive.

This is not to say many great cam-

o
paigns have not been built on the neg-
ative approach. “B.0.” was a nega-

ety very megative e s the fo TV SHOW GREAT?

mously successful M.J.B. coffee line,
familiar for years in many parts of
this country: “You can’t make a bad

cup of M.J.B.”

The clap-clap of a child’s hands in response to a familiar tune
. . . the burst of laughter from a timid little boy when he sees a
funny cartoon . . . the enthusiastic response from youngsters grouped
around the TV set exploring new playtime crafts and friends . . .

The presence of a “don’t” in a copy these result 1n a child’s faithful belief that “*Aunt Fran’s OK.” . . .
line doesn’t necessarily make the ap- that’s what makes whns-tv’s “Aunt Fran Show™ great.
proach negative. Chock full o'Nuts’ | Mothers too, share this same belief in Aunt Fran. They heartily
“Don’t spend the extra money for this approve of her “mnstruction through entertainment” show methods. '
coffec—unless you’re just plain crazy These young homemakers, representing America’s most potent family

buying group, become familiar with the products Aunt Fran ad-
vertises, while their youngsters enjoy wbns-tv on-the-spot visits with
the butcher, baker and candlestick maker.

These combined ingredients of fact and fancy make whns-lv’s
“Aunt Fran Show" great.

about good coffee” is about as positive
as you can get in my estrmation, Any
time you can call the public crazy for
not trying your product—and get away
with it—inore power to you.
Negatives which, 10 me, are most
dangerous are statements of what a
product will not do, including those
aimed at the emotion of fear. For it
is entirely possible for the negative
thought to turn against the advertiser
using it and work not only to his detri-

|
‘ -
ment but to an industry’s detriment as .

well.
CBS-TV NETWORK — Affiliated with Columbus

Good products do good things and. COLUMBUSI OHIO Disparch and WBNS-AM » General Sales Offce:

to me, the public is more receptive 33 North High S1.

generally to benefits than to fear of (HANNEL 'Io REPRESENTED BY BLAIR TV
the consequences. * K *
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Deparanent store sale sparked by tv gaius S10,000

When the Diebel Co. decided to try
tv for the first time in their Annual
Spring  Carnival  Housewares Sale.
WKNX-TV, Saginaw. Mich.. set to
work. With only one-third of a sale
ad budget that itzelf had been reduced
this year by nearly one quarter, the
tv station helped boost sales $10,000
over a 1951 event which was pushed
solely in newspapers.

The reaction of the departinent
store’s general manager: “There defi-
nitely is a place in department store
advertising for television (and) . . .
radio and television are stronger than
newspaper.” (Radio ix a regular part of
the department store’s advertising plan,
wax not upped for the sale period.)

Despite increased store competition
during the sale period, tv proved its
worth by snbstantially boosting =ales
in the departments that were featured
in tv announcements. To check this
trend, some Hems were advertised
solehh on tv. The two fargest sales
davs of the week, Mouday and Satur-
day, were each boosted over $1,000
higher than the corresponding days
last year.

As a result of the sales increases,
Diebel signed up for a year’s contract
of 400 announcements on WKNX-TV.
Station Manager Howard H. Wolfe
described the largest department store
contract for tv in Saginaw as a “mu-
tually happy™ event. * k%

Du Mout (v begins new late-night film short format

A new type of late-evening program.
ing has been begun by WABD, Du
Mont tv outlet in New York. Designed
to accommodate the late night viewer
who does not want to st through a
full feature movie. Featurama consists
of a sclection of short films much like
tho=e m the newsreel theatres,

The features vary in length, though
ione exceed 12 minutes. The types
vary too. from cartoons to shorts to
news clips. Fach film is preceded by
an announcement of its length, o the
viewer can decide if he can afford to
stay up to watch it that night or wait

WYNONX. Knoxville holds
open house weekeud fete

WNOX, Kknoxville, recently opened
its new broadcasting facilities in a
burst of ¢ivic pride. The radio station
buil an aunditorium-studio that seats
1,250, onh to have more than 6,500
people show up for their open honse
broadeast night. A crowd of 1550
filled the anditorivm which was de-
signed with o sound svstem on par
with that of the famed Radio City
Music [lall in New York. according
to the sation.

The other studios are housed in the
70,000-square  foot  former Whittle
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for its rescheduling later in the week.
The program is aired seven nights a
week from 11:10 to midnight weck-
days and from 11:00 to midnight Sat-
urdays and Sundays. A fresh show is
offered Mondays and Thursdays, and
the rest of the time the order of the fea-
tures is altered to allow early exposure
of each. Newx clips are changed daily.

Ted Cott. director of Du Mont's
owned and operated stations, con-
ceived the idea of Featurama which
started on WABD, New York, 23 May.
Du Mont expects to start Featurama
later on WTTG, Washington,  * % %

Springs Hotel and the auditorium-
studio ix claimed as a first in several
dimensions by WNOX: a« the onh
radio broadca=t building of its kind

WNOX's new auditorium-studio seats 1,250

in the world. and the largest radio
studio in this country,

The open housze lasted all weekend
and featured station personalities. re-
cording stars of country music and the
Knoxvilie Symphony Orchestra. When
the symphony orchestra performed,
adinissions were charged and the en-
tire amount turned over to the Knox-
ville Syinphony Fund.

In addition to these activities. a
week was set aside by the proclama-
tion of the mayor. George Dempster,

who named the week “Greater \WNOX
Week.” * kK

Brieily . . .
WEOK, Poughkeepsie, has  an-

rounced a gain of 75% in national
spot revenues for the vear ending 31
March. The formula the station and
its rep, Everett-McKinney, found suc-
cessful was first 1o sell the local dealer
and distributor, then to  dilligently
follow through with the agency and
client.
* * %

Color tv pulled over 5.000 Texans
to a five-hour colorcast by WBAP-TV,
Fort Worth. With no attraction other
than the color show itself. just big-
screen color tv sets, the stalion crowd-
ed the Will Rogers Memorial Coliseum
i that city,

WBAP-TV regularly programs six
hours weekly of color. but to promote
the big event. they began an all-day
color broadeast with a children’s show
in the morning.

* * *

A v station turned to a spot radio
canipaign to promote its uhf conver-
sion and programing. WXIX. Mil-
wankee. bought 2.000 radio announce-
nments over two loeal radio stations in
Milwaukee.  Consisting mostly of 20-
sccond and one-minute amouncements
during daytime shows. the amounce-
nents featured sonnd tracks of CBS
TV personalities pligging their shows.

L * i

A Radio Conmmercials Contest is be-
ing held by the Advertising Associa-
tion of the West. Commereials created
and broadcast between 1 May 1954
and 1 May 1955 are being considered.
Prizes are to be awarded at the con-
vention of the organization to be held
in Portland, Oregon, 26, 27 June 1955,
There are two mam categories of judg-
ing in the contest—programs and an-
nouncentents—and  each categorv is
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classified for cities of over 100,000 @
population and for smaller cities. |
Where 80% of the
homes hear
WNAX-570 from
3107 times a week.

Entries are judged for originality, i
information, effectiveness, listenability.
credibility, good taste and results. A ‘

BIG AGGIE LAND:

perpetual trophy is to be awarded to
the agency, advertiser, station or in-
dividual having done the best over-all
job, and will be held by him until the
next year’s contest.

- s e e an g W oD es e wms

% * *

Programing to entertain women is
not new, nor is programing to inform
them but WJNO-TV. Palm Beach, has
a program that does both, and they
think that is new. Women Want to
Know is a show on which there is a
guest who is questioned by the panel
ladies about topical issues of the day.
The first guest put to the test by the
ladies was actress Faye Emerson.

After the first show, P’roducer Fred
Granik received many queries about
the possibility of running a Women
Want to Know column in national

magazines %n conjunction with the ( - It won't be easy, even for Big Aggie
show. Granik plans to move the show av, (our alter ega) ta count oll the
all over the U.S. and have representa- money in Big Aggie Lond. Far this
tive cross-sections of the various eit- vast and prasperous land is
ies on his panels for each show. inhabited by mare than 2%4 million

% . & peaple with effective buying

income aof better than $2.8 !
An anthology of top tv scripts has billion annually.

been published by Hastings House.

Under the title of “Top Tv Shows of MONEY, MONEY, MONEY, all over the place

the Year.” Irving Settel compiled a |
group of shows that represent the top

scripts actually produced over tv. com. The citizens of Big Aggie Lond

plete with all stage directions. The _ GO GO AU S

scripts were selected for reading qual- I S5 ogriculture and the great industries
e - that derive fram it. And

ity as well as for their contribution

. . WNAX-570, the Big Aggie Station,
to the visual medium.

strides the length and breadth of

Big Aggie Land telling them how

ta spend it. They listen, tao, os I
our fabulous mail count praves |
year after year.”

Settel is an instructor in tv at Pace
College, New York, as well as tv edi-
tor of Compact magazine and creator
of the ABC TV show Who's the Boss?
He is co-editor, with spPoxsoRr Publish-

N - Sa just remember this — whatever
er Norman Glenn, of Television and medio you buy in other lands,
Advertising Handbook:. there is anly one law-cast, ll

high-return waoy ta sell the 670,000
fomilies in the Great Upper
Another foreign language network Missouri Valley. WNAX-570.

has come into the radio picture on the
West Coast. The Portuguese Spot Net-
work is programing to the more than
100,000 Portuguese-speaking people in
the San Francisco Bay area.

Thus far, the network consists of
six stations, with KTIM, San Rafael.
as the key station in the package mer-
chandising plan for regional and na-

* * *

*Ask your Katz man faor dota an
thot fabulaus mail count.

WNAX-570
Yonkton, South Dakoto

A Cowles stotion. Under the
same manogement as KVYIY
Chonnel 9, Sioux City, lowo
Dan D. Sullivan,
Advertising Directar

CBS Radie
tional advertising. Louis R. La Fon- — "
teese Associates are the reps. e S o
(Please turn to page 124)
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I. New stations on air*
CALL [CHANNEL( ON-AIR ERP (kw)**| Antenna NET STNS, SETS 1N .
OITY & 8TATE LETTERS | NO. | DATE | visual | (tt)*** | AFFILIATION | ON AIR l LTS RS oL LY XHELE LR
LAFAYETTE, LA. KLFY.TV 10 23 May 28.2 450 None NFA Comelia Bestg Co. Rambea,
Thomas A. De¢Clouzt, vp
Harold J. Dethommer, vp
RAPID CITY, 5. 0. KOTATY 3 29 May 148 260 None  NFA B Mg gunon e
Peter A. Duhamel, vp
NORFOLK, VA, WTOV-TV 27 25 May 166 380 WTAR-TV 356,492 Commomseaith Bestg Co.
U . Scott, pres.
WVEC-TY Robert \~’asdml:.r . vp
Joscph B. Matthews, vp
wm. 8. Carpenter, vp
II. Necw construction permits*
‘ e SETS IN
CITY & STATE A CHANNEL  0ATE DF GRANT ERE Lowd '};‘")e,","j’ IR MA(EJOIB)ET‘T PERMITEE, MANAGER, RAQIO REPY
SHREVEPORT, LA. 12 19 May 316 1206 KSLA 80,250  Strevesort Tv Co.
’ Dor George, gen partner & mar
Een Beckham. gen partner
BISMARCK, N. D.! i
12 18 MOY 13.2 310 KFYR 27’750 r(‘ggv?eo::nﬁslg:s‘onscoKXJB-Tv, Valley
City and KCJB-TV, Minot)
MEMPHIS, TENN, g
3 26 May 100 978 ml:ABCQT-TV 349,034  WREC Botn Sesles, - S
WAILUKU, MAUI, i
AW AL 12 25 May 30.2 5940 None NFA r“uasé‘f'cg:‘“m' sres.
1HHI1. New applications
CHANNEL DA e ESTIMATED
CITY & STATE ! SES ERD low) Afieana ESTIMATED b SIYEAR T SHATIoNs APPLICANT, AM AFFILIATE
OWENSBORO, KY. 1 i inc.
4 9 May 20.9 275 $77.550 $84,000 None e
Ben. H. Townsend. vp
Morris E. Kemper, treas
Joel W Townsend, secy
LAS VEGAS, NEV.* itz Zenoft, ¢
13 20 May 12.72 98 $74,000 $200'000 KLAS-TV :ﬂ;;glzishrsoﬂo:l\:i:rr City News. Boulder
KLRJ-TVY City. Nev.,, owns KBMI, Henderson.
Nev.)
CARLSBAD, N. arls
M. 6 20 May 1.43 382 $79,218  $168,000 None B LR
Norman K. Looso. vp & treas
Edward P. Talbott. secy
LAREDO, TEXAS 8 2 May 28.2 963 $105,450 $77,380 None R A L e
et __B 0 X S C 0 R E . *NMoth new o.n.'s and statlons eolng on tl alr leted o those which occurred between
t Statl A
T ral
= e in (not
A0S »d as bolne
= be ed approxt-
251 of s radle
| tmo 1t i
B35.809.000 SPONSOR | the reps of
i tv NFA: No
33.9200.000 1 n ma KXJB TV
KRONA TV, 1K u. 3 ber
2
SPONSOR
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WNBQ famous “Chicago School” of television has a
bright new honor pupil on its roster—the BOB & KAY
WITH EDDIE DOUCETTE show.

Every weekday, 12:45 10 2:00 p.m., these three Chicago
favorites turn the pages of their TV Magazine of the Air.
Women are making a pleasant daily habit of Bob & Kay’s
interviews with fascinating people, Eddie Doucctte’s cooking
demonstrations, and musical features by the Art Van Danmie

Quintet and Joc Gallicchio’s orchestra.

Yes, the new show is stacking up nicely! And, backed

by an active promotion and merchandising service, it's well

embarked on a carcer of making sure for advertisers that
up THE PAY-OFF IS AT THE POINT OF SALE!

A few weceks after its premiere, BOB & KAY WITH
‘ EDDIE DOUCETTE invited its viewers to send in their ‘
n 1 C e names, addresses and telephone numbers, to qualify for
= awractive prizes. For four weeks running, the mail stacked [

up at the rate of 2,500 picces a week. A grand total of 10,000 |

neces of mail—and the show’s just getting going!
1 J g § gomg |

For surring audiences to action, there’s nothing hike a ’
“Chicago School” television program on WNBQ. That's

how things stack up in the Midwest. ‘

WNB O E TELEVISION IN
CHICAGO
Y a service of @

represeuted by NBC SPOT SALES

~
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Sell the Nation’'s
14th Largest Market!
...use WGR's
Salesmen of the Air

~ - v

MUSICAL CLOCK

Starring John Loscelles
6:30 - 9:15 AM — Mon. thru Sot.

Buffolo’s oldest service-type woke-up
progrom. Music, time, weather,

Helen Neville Show ‘
2:10 - 2:30 PM Mon. - Fri. ‘
Hints ond News for women from

Buffolo’s outstanding homemoker's
counselor. Live oudience.

PLUS

Outstonding 5 and 10 minute
News ond Weather Spots

Representalives:
FREE AND PETERS
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5-DAY DEODORANT

(Continued [rom page A1)

should stress the method of using the
deodorant. since this is Its most dem-
onstrable feature. Last winter, the
firm made some new film commercials
through Universal Films in Californa.
featuring three starlets, Joan Vohs.
Roclielle 1Tudson and Coleen Gray. In
each instance, the siress of the com-
mercial is on “ease of using 5-Day.”

The girl in the commercial sits be-
hind a glass. She spravs the deodorant
of an unidentified competitor onto the
class. The deodorant yuns down. Then
she puts eream from a competing
cream jar on the glass, This dcodor-
ant is greasy. At last, she takes a pad
of 5-Day and dabs it on the precise
spot on the glass she wants to put it
on. h doesu’t run: isn't greasy. Says
the girl: *. . . With 5-Day Deodorant
pads you press fully active deodorant
right through that oily film. Tt does not
run off. I checks perspiration in-
stantly and dries fast . . . hecause vou
rub it in. . . . Switeli to 5-Dav Deodor-
ant pads tomorrow, . ..”

Actually. 5-Day has a dual purpose
in advertising. as its connnercial ap-
proach shows: (1) to sell the deodor-
ant market as a whole: (2) to take
customers from the sprav and cream
deodorants.

“We originallv switched over to tv
because we felt that newspapers and
magazines hadn’t clearly told people
what our product was all about.” Lev-
inson told sroxsok. “The copy wasn't
gelting over. Sure. our sales were in-
creasing. But there was no appreciable
difference between the cities that used
advertising and those that didn’t. When
we went on tv. we got visnal demon-
stration of the difference hetween our
product and other deodorants. From
that point on. sales shot up.”

There's no age limit in 5-Day’s ap-
peal, hence the firm’s choice of tv pro-
graming, “With Arthur Murray we got
females from age 15 nupward.” Levin-
son added. “And po:sibly some men.
too.  Our commercials  occasionally
sard, “Yonr husband will like it also.” 7

IHHowever, men are still not the im-
portant part of the deodorant market.
In fact, 757 of men who nse a deo-
dorant use the same kind as their wife.
Lt the past five years the percentage of
men using deodorants has risen from
19 to 41 7. Nonetheless, the grow-.
ing importance of male-appeal cos-
metics ha< not escaped Levinson nov

the agency (which. incidentally, han.
dles parts of the Mennen Co. account
—a firm that leads in male cosmetics).
Tony Martin now gives the live lead-in
to the commercial because the agency
feels that this will give the deodorant
more male appeal.

5-Day uses its tv advertising to sub-
stitute for a sale< force. Besides Mor-
ris Levincon, the company has a v.p.
of sales. Bernard Gould. but no sales-
men. Gould. formerly with Toni, and
prior 1o that with Gillette for 16 vears.
joined 5-Day  in 1951. He gives
wholesale salesimen an  interest in
selling 5-Day by offering such sales
incentives az “30 pounds of canned
goods” for =elling a certain quota of
»-Day to retailers.

The firm makes efforts to tie the
wholesalers and retailers into the ad-
vertising effort with offers like frec
dance lessons for wholesalers and re-
tailers from their neighboring Arthur
Murray studios. Some 60,000 people
from wholesalers and retailers actually
took advantage of this offer.

In a booklet addressed to its whole-
salers, 5-Day stresses the extra profits
wholesalers can derive from 5-Day’s
unusual distribution and sales set-up:

“707% of 5-Day sales move through
wholesalers! (Some major deodorants
sell as little as 3077 of their sales
through wholesalers.)

“No large direct-selling organiza-
tion to ‘skim the e¢ream from vyour
men’s territories.’

“No chiseling into your profits with
big shelf discounts.”

The firm then enumerates some of
the incentives for the wholesaler sales-
men, such as the Reid-Monarch Food
Deal which provides that salesmen who
exceed a certain quota get a bonuos of
17 to 33 pounds of camed food which
5-Dav bought from Reid-Monarch.

5-Day keeps a close check on results
of its network tv advertising in a sam-
nle arca. It keeps a man on s payroll
whose sole job it is to check the uven-
tory of GO stores in the New York. New
Jersey and Philadelphia area  cach
week as a gauge of tv’s sales pull.

In fall 1954 Grey Advertising hegan
testing spot tv in the Indianapolis area
for 5-Dayv. The tests weren't conclu-
sive and were extended through spring.
Currently 5-Day is testing six cities:
two with network tv. two with spot tv.
and two that have no advertising at all.
Fach week a man from 5-Day audits
10 stores in each city. Six-week figures
have been compiled by now and show

SPONSOR




The mazxe —of details involved 1n expert film processing presents no problem at Preci-
sion. Skilled technicians, exclusive equipment, and expert research groups team up constantly
to keep performance at the highest possible level. Precision-processed filin is recognized by
mdustry leaders — producers, directors, cameramen—as the finest in the field.

Just one example of ad vanced film printing methods is the individual Printing Control Strip
technique —available only at Precision. This Strip permits complete printing control without
notching or altering the original film in any way—and may be filed forlater precise duplication.

In everything there is one best...1n film processing, it’'s Precision.

A division of J. A. Maurer, Inc.

13 JUNE 1955 79




317 hours per week

Muncie is 1st
in the nation in
s HOURS PER WEEK

SPENT VIEWING TV

WLBC-TV is 1st

choice in

MUNCIE FOR

TV VIEWING
They really go for TV in Mun-
cie as proven in a recent na-
tion-wide survey made in 34
cities by the American Research
Bureau. The average Muncie
family spends 31% hours per
week watching television . . .
more hours per week than any
other city | WLBC-TV leads in
Muncie according to the No-

vember A.R.B. Report, telecast-
ing from 7 A.M. to 11:30 P.M.

CBS-NBC- DUMONT-ABC NETWORKS

'

‘ )

CHANNEL
MUNCIE, INDIANA
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the tv arcas well ahead of the cities
not advertising.  Findings will deter-
mine what 5-Day will do in fall 1933,

Besides  advertising  the produet,
5-Day also samples it heavily. Com-
pany research has shown that seven
out of every 10 samples produce repeat
sales, so that this expensive way of
opening up new markets has paid off.
Sampling has increased over the last
few years from 92,600 in 1931 to
500,000 in 19534,

Several new products helped to in-
crease the over-all deodorant business
during the past few vears. Since the
Korean War particularly, Americans
ceem to have become so scent-conseious
as to invest twice as much in deodor-
ants of all types as they had before
1950, Part of 5-Day’s success story is
the story of a rapidly expanding de-
odorant market. In short. the deodor-
ant industry increased its over-all
sales from $18.71 million in 1948 to
$46.6 million in 1954,

Some of the new products that con-
tributed to these sales increases include
the spray  deodorants, which began
selling in a big way in 1930, following
introduction of Stopette a couple of
vears earlier. These spray deodorants
represented a plus busiress. and con-
tributed particularly
men  niore

toward making
deodorant-conscious. By
1953 stick deodorants were adding to
over-all sales volume. Most recently,
in February 1935, Bristol-Myers in-
troduced Ban, still another type of
deodorant. This latest entry works on
the principle of an enlarged ball-point
pen, which releases a deodorant lotion
when pressed against the skin.

Industry sources place sales of the
artous ypes of deodorants in the fol-
lowing order: Carter Products’ Arrid.
a cream deodorant advertised through
SSCBL elaims the number ane position
in over-all deodorant sales.  lts sales
volume is expected to reach the $6 nil-
lion mark in 1935, according to the
drug trade.

Arrid Meer Millie. CB3S
TV it has also sponsored CBS TV's
Vame That Tune, which the firm plan<

sl)onsnrs

to replace with another network prop-
erly. Also, Arrid sponsors Ziv's Mr.
DA, a syndicated half-hour show,
covering 90°¢ of the 1.5, tv markets.
The firm uses some radio, newspapers
and sonie Negro magazines, but v is
unquestionably  the  backbone of its
nmultianillion dollar advertising cffort.
deodorants,  Mum

\niong  eream

rates second, with sales under $4 nil.
lion. Among the spray decodorants
Stopette  is  Number One, Mennen
ranks second. The stick deodorants
have leen gaining rapidly in the past
two years, but =0 many firms have in-
troduced stick deodorants that no one
brand dominates.

Lotions had never taken more than
27 of the deodorant market collec-
tively until recently. With the intro-
duction of Bristol-Mvyers’ new Ban.
Bristol-Myers” product manager. R. K,
Van Nostrand. expects to see lotions
assume new importance. Introduced
in February 1935. Ban began adver-
tising once weekly on Arthur God-
frey’s morning simulcast.  Ban puts
some 50 to 60% of its budget into
radio-tv. splits the remainder between
inagazines and Sunday supplements,

Mum. the cream deodorant. and
Mum Mist. Bristol-Myers™ spray  de-

* * * * * * * *

oA study of radio commercials and
their  effectiveuness  made by Horace
Schwerin, the rescarcher. established
that when a beauty expert delivered a
testimouial on cosmeties. 17% of the
women listeners believed and remeni-
bered it. When an actress gave thie same
testimonial, the  believability rose 1o
25%. A professional woman raised this
to 12%, bnt an ordinary honsewife sme-
ceeded in comvinecing 45¢% of the femi-
nine audience that she was telling the
truth., . .**
JULES ALBERTI
President
Endorsements. Inc.

* * * * * * * *

odorant, rotate commercials on Bristol-
Myers™ Stage Seven, CB3 TV Sunday
evenings.  Arrid  Spray  Deodorant
(through Ted Bates) is a relative new-
comer in the spray market. having
been introduced two yvears ago. Arrid
Spray usez mostly spol tv,

In the among  deodorants.
5-Dayv has emerged asz a fast comer.
IU's Dbeen bucking s~tifl  competition
in termix of advertising dollars from
such giants as Arrid. Mum and Stop-
ctte. but its =ales continue rising. The
latest 5-Day promotion is a double
offer of Lentheric and 5-Day i special
low-priced package.

Savs the tv commercial: “Right now
yon can try 5-Day Decodorant TPads
and save 50¢ in the bargain, Simply
buy a fnll-sized jar of 5-Day for 59¢
and get absolutely FREE a bottle of
Miracle by Lentherie, known through-
out the world for fine perfumes. 5-Dav
Deodorant Pads, Lentheric’s enchant.

race
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91.7% of the rural families

~in our 41 counties
~ listen MOST to

THE CITY FAVORITE, TOO!

November, 1954, Hoopers for Fargo-
Moorhead show that WDAY gets
more than three times as many day-
time listeners as the next station!

)
hJVERY survey that's ever been made around directions. Each was asked. “To what one radio ! I
these parts has shown the tremendons prefer- station does vonr family listen the most?™

ence for WDAY. The latest, condncted by the
Of the 1,681 replies, 1,541 said WDAY!

Northwest Audit Company of Fargo, gives

WDAY a lead of 32 to 1 over the next-best sta- . . .
The survey covered 41 counties in North

tion and 11 to I over all other stations combined! . .
Dakota, Minnesota and Sonth Dakota. and gives

A double postcard was mailed to 3,200 rural von a good idea of the reception WDAY gets in
families living within 150 miles of Fargo, in all this arca. Get the facts from I'ree & Peters.

WDAY

FARGO, N. D.
NBC ¢ 5000 WATTS ¢ 970 KILOCYCLES
FREE & PETERS, INC., Exclusive National Representatives




for the

T0OP tower
TOP power
In
Milwaukee
it's

WT'VW

channel 12

W' TV W

Now wunder construction
by WTVYW Channel 12 in
Milwaukee is a Giant
1105 foot Tower. When
completed this structure
will be the tallest in Wis-
consin and will give Chan-
nel 12 comparable cov-
erage to any television
station in the country. Yes,
and no converters are
needed for VHF Channel
12 in Milwaukee.

316,000 watts

channel 1 2

Represented Nationally by
Edward Petry & Co., Inc.
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ing fragrance, Miracle, a $1.09 value,
yours now for only 59¢.”

Levinson first got into the deodorant
business in 1947, when he bought out
Associated Products, owners of Chen
Yu cosmetics, 5-Day and <everal other
products, which jointly owed his part-
ner some $750,000. Levinson, tlien a
v.p. in Chicago’s Consolidated Foods
Co., raiced the money to buy out Asso-
ciated Products, in turn sold most of
the line except >-Day which he decided
to promote.

One of the last lines Associated
Products sold was its pipe business, the
Kaywoodie and Yellow-Bole pipe trade-
marks. Levinson intends to coneentrate
on drug items. has several in his lab-
toratories right now in various stages
of development.

Besides supervising his multi-million
corporation, Levinson finds time to be
an active member of The Young Presi-
dents Club (he’s 41), and to shop
around for possible additions to his
drug line that he might buy out in the
future. * ok ok

MORNING-MINDED
(Continued from page 37)

e In Cleveland, WTAM offers a
5:30 p.m. newscast which reaches 149
more homes at a 30% lower cost-per-
1,000 than a well-rated news strip on
the same station at 8:30 in the morn-
ing.

e In New York, Columbia’s flag-
ship WCBS is currently sold out dur-
ing the popular 6:00-9:00 a.m. period,
during which 1t reaches, on the aver-
age, some 272,580 listeners at a cost-
per-1,000 of 55¢. But WCBS  has
availabilities in the 4:00-6:00 p.m,
period reaching an average of 251.110
listeners at a cost-per-1,000 of 50¢.
I's almost a mathematical halance of
90/ of morning listening level for
07 of morning costs.

e In San Franeisco. KNBC's popu-
lar Doug Pledger morning show, 7:00-
9:30 a.m., ix virtually sold out. But
K\BC has another ace up its slecve:
in the afternoons Joe Gillespie’s d.).
Show. 3:00-5:15 pan.. delivers 1077
more homes at a cost-per-1,000 that 1s
2877 lower.

More people: less cost: \dmen
who examine the week-long enmulative
andiences of radio shown in the Niel-
sen chart on page 36 will qnickly see
that the “homes-reached” fignres for

non-morning radio hold up stronglv
against the popular wake-up slots,

But there are two other important
research factors, apart from sheer
“homes-reached,” which work for non-
morning radio’s Dbenefit:

1. More people: The number of
listeners-per-set — a  simple  concept
which advertisers nevertheless often
forget—rises as the dav grows older.
According to Pulse, between 9:00 a.m.
and noon there are some 118 listeners
in every 100 listening homes. Between
noon and 6:00 p.m., the figure rises to
127 listeners. Lvenings, between 6:00
p-m. and midnight, it again rises, this
time to 16} listeners. ldentical ratings
in morning and evening radio, in other
words, do not mean identical audi-
ences: the evening andiences will he
nearly 407¢ larger for the same
“homes-using-radio” level.

2. Audience composition: The chart
on page 37 will give you a good idea
of what radio audience composition is
like in large radio-tv markets during
the entire day. It contradicts a number
of popular beliefs, however. 1{ you ap-
ply male audience composition figures
against sets-in-use levels, for example,
you'll find there are just as many—
and often more—men listening to ra-
dio in the early evening and at night.
Eventually, researchers predict, anal-
vsis of out-of-home radio listening will
show that there’s a huge bonus audi-
ence of men listening to radio in autos
during the afternoon commuting
hours.

The cost factors of non-morning ra-
dio have been working in favor of the
advertiser for several seasons now

According to the Station Represen-
tatives Association, more than half of
the stations in the country have equal-
ized day and night radio spot rates—
one reason why it’s often possible to
reach more homes at a lower cost-per-
1.000 in afternoons and evenings.

Networks have taken their cne from
tliese moves, too. In some cases. net-
works have been most active in hring-
ing day and night prices in line to re-
popnlarize radio. As SPONSOR went to
press. CBS Radio was proposing adop-
tion of equalized day-night rates, with
weekend rates to go up 5%. This
would be CBS Radio’s first new rate
card since 1951 (although disconnt
structnres have heen revised to give
heavy reductions on nighttime gross
charges). Stations are being offered,
in return for this deal, 70-second (a

SPONSOR




13 JUNE 1955

. - " . =N e,

“Clarinda bought it up to the hog fair . .. it sings. 100.”
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ninute plus a 10-second i.d. spot)
<tation breaks. and extra co-op pro-
graming. :

A telephone survey of reps produced
this non-morning cost consensus:

Afternoon and early-evening costs
are. todav, about 10-207¢ lower on a
net-after-discount baxis than the costs
of =pot radio morning time.

On  most  of the high-powered
(3.000 watts and up) radio outlets,
nighttinte costs are generally about the
~ame ax morning. In some cases. run-
of-~tation nightinie <pot schedules can
be had at attractive dizcounts which

HERE'S
BUYING
POWER!

WIBW.TV’s coverage area is a vast,
booming, $1,300,000,000 market with
$223 million in food sales, $79 mil-
lion in drug sales, and $233 million
in sales of general merchandise.*
Here’s big buying power for your
product!

rer Marke:

84

make the campaign cheaper than
morning schedules, sometimes by as
much as 30°¢.

The pinpointed andieuce: |y the
pa:t sea~on or 0. many an otherwise-
good non-morning spot radio availa-
bility has been passed up by clients
iecause the rating was topped by those
in the popular 7:00-9:00 a.n. period.

But, as BBDO timebuyer George
Polk pointed out:

“In buying time, the highest-rated
slot isn’t always the hest. The best
buyv is rcally the time that has the

HERE'S
SELLING
POWER!

WIBW.TV . .. Topeka’s only TV
station . . . delivers top coverage in
44 counties in 3 states . .. 153,744
big-buying TV homes ... 71% satu-
ration!* WIBW.-TV gets RESULTS
for advertisers because we’ve mas.-
tered the personalized, local ap-

proach that turns viewers into buy-

ers . .. a trick we learned years ago
on WIBW radio. See your Capper
man for real TV selling power!
*3/1 . . . excluding urbanized Kansas City and
5t Joceph.  CBS—DuMONT—ABC

The Kansas View Point

TOPEKA, KANSAS

Ben Ludy, Gen. Mgr.
WIBW & WIBW-TV in Topeka

KCKN in Kansas City

greatest number of potential customers
for your client’s product or service.”

The more creative radio salesnen
have lately been hammering away on
this point, often with real succesx.

A good ca~e in point is the brand-
new campaign of George W. Luft Co.
through Warwick & Legler mentioned
earlier in this report.

IFor years, Luft had been using print
campaigns in women’s service maga-
zines, Life, movie magazines and other
print media. No air media was used.

Then, in February, RAB’s Jerry
Danford called on Warwick & Legler’s
media department, and showed an
RAB-compiled set of figures to Luft
A/E John Welsh. Media Director Har-
ry Way and Timebuver Jerry Mol
fese. In turn, the agency applied the
figures to Luft’s marketing problems,
added figures of its own. and made a
pitch to the client.

The client bought it. Since the cam-

* * * * * * * *

¢eWe who know how to move people 10
Laiughter and to tears, who know ahout
human frailties and fears and frosra-
tions, seem to have acqnired this in<ight
for use exelusively on the con=nmer. the
audience, the publie. . . For we, who
make it our business to learn about the
confliets and anxieties, the motives and
cemotions of other people. too often are
gnilly of treating onr felHow hnman
beings as thongh they were somewhat
less than human,**®
BEA ADAMS
Vice President
Gardner Advertising
* * * * * * * *

paign was just beginning as SPONSOR
went to press, it was too earhy to judge
result=.  But, as Warnwick & Legler
pointed out: “*We feel this campaign is
an excellent buy. and delivers just the
audience the client wants to reach. Get-
ting good availabilities was no prob-
lem at all.”

These are the figures that RAB
pitched to Warwick & Legler. They
represent a good example of how radio
can be used at other-than-morning
times to reach a pinpointed audience:

“l. In metropolitan markets. more
than 97¢¢ of tecn-age girls (13-17)
listen to radio during the week.

“2, 76.3°7 have their own radios
for personal use.

“3. 50.9¢ listen every dayv. 71.3%
listen five days or more each weck.

“1. They listen an average 2 honrs
and 23 minutes cach weekday, and 2
honrs and 20 mimtes cach weekend
dav.

(Please turn to page 88)

SPONSOR



W hat /mppe/ze(/ I zlma-rillo, 1exas

when KGNC-AM &'TV
for the Cancer Fund

(Excerpts from the Amarillo Daily News, April 18, 1935

eent to bat
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. Telethon Tops Cancer Crusade Goal .
Cog W
2 A3
45 22
% Refore you could sa, jack- | cost. Mrs. Warren Freeman sald| watching s similar auction in ;'9:;".
'7*' ) rahbit, the value of the truck | she'd buy the license plates, and Cleveland. Kritser personally “,-"
i The famed creator of the| had been met—and passed. In | lluhert Cole, Potter County tax| took on the task of interesting ‘-;_'N,.
;f.}mho vaccine, Dr, Jonas Salk, “’"-h“ Gll')aham};:Ioem_c Plt;.w collector, who has worked with lt:t::ch;n; In com:idbuung the 3
"7;r was given a 1355 Oldsmobilew| 2% NCINE brought up into the | the Cancer Crusade for years, s auctioned,

G background, with a price tag [ c3ig he'd guarantee anv license There were the staff mem-

3 and the Canrer Crusade gained
:g@t $22,244.29 as the result of the
';:{S%Mr telethon from KGNC-
IR ‘vlTV and KGNC-Radio yesterday.
@73 Jn a triple play—from auto
%33 dealer to Cancer Crusade to the

~=‘.

;‘v famed scientist—the blg car,
3% with air conditioning to be
‘é", added, was paid for by the gifts
,‘)\) of enthusiastic West Texans.
3 To the young scientist who
% will receive no remuneration
;'}‘f' for his long work on perfecting
';k‘f the vaccine that may eliminate
A5 polio from the world, other

. givers added a gold key, a
%3 license plate, In tact, every-
% thing including an expense paid
A3 trip to Texas 0 accept the

s car.

Late last night Dr. Salk had
- not yet been reached for a
j«-, statement at his home near

; the University of Pilttsburgh

", where he is a staff membe1 of
the medical department. Al-
though he has steadfastly re-
fused any gifts from individ-
uals, it was thought by some of
=i’ his co-workers in Pittsburgh
that he would take the car
since it was purchased with
dollars that will go to search
fo. a cure for another dreaded

. disease—cancer.

%7 Originally KGNC-TV planned

’ to auction off dozens of items
contributed from  Amarillo
merchants (with one big re-
frigerator from a Happy mer-
chant and the Happy Lions
And until around 4
i p.m. the auction went off as
» scheduled with more than $8.-
000 ralsed by the sale of mer
chandise,

Then a Chevrolet truck was
brought on, and a bid came
: from New Mexlco for $1750 on
{ the valued $2064.25. Sam Fen-
berg called In:

“"Lat's put up the money and
buy that truck for Boy's Ranch,
I'll give $300."

The idca caught on. The
auction had been going well
enough when people were bid-
ding for merchandisc for their
own use, with the knowledge
that all monles would gc to the

Cancer Crusade. But with the

3.0 chance to simply give without
¢ any hopc of having something
‘ly to show for It, the telephone
j‘;ﬂi lincs clogged.
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of 3419, and someone yelled

"let's give the plow to the

Boy's Ranch, too.”

The Oidsmoblle had beea dls.
played, as had some other ex.
pensive appliances to the tele.
viewera, But no jids had been
received on i, yet.

Then came a call. Jim Pear-
son, 1606 Lipscomb, was making
anothcr attempt to give an ap-
preclatlve gift to Dr. Salk, Earlier
he had sent a check for $5 to
the Amarillo Daily News, asking
that it be given to Salk. His let-
ter had been used In Letters to
the Editor and the check sent
back with a suggestion that It
be given to the National Founda-
tion for Infantile Paralysis, which
had ralsed the funds that pro-
vilded the research teams for
pollo.

"Why don't we give that auto-
mohile to Dr. Salk,”” he sald.
**Come and get my $5.”°

It was like hitting the jackpot.
In less than an hour, $6.538.50
had been donated toward the
value of that car—and wlth every
cent of 1t golng into the Cancer
Crusade funds'

One of the first donors to the
fund was Ken Randall, whose
firm of Garner-Randall Motors,
Inc.. had donated thc car In the
first place. His was one of many
$100 gifts. (In fact, a fcw of the
contributlons came in addresscd
to the polio fund, but these would
be separated and sent to that
organization, The team of auc-
tioneers, headed by Johnnle Linn,
and formed of Pappy Watson and
Bob Izzard, explained carefully
what was going on—but on any
triple play, the onlookers are apt
to be contused!)

The telethon was a runaway
-by that time, With a dosen fine

appllances awalting homes, the
"'gift for Dr, Salk’ kept eight
telephone lines in consatant use.
It was after ¢ p.m, before
Johanle Linn counig get the
cameras back on the appl.
ances.

Between times the Amarillo
Chamber of Commerce had of-

to Texas to plck up the car,
Several Individuals had offered

SN ‘r.-\‘a't“-"\.r"‘"“""-'k"
;?ﬁ A‘b,l‘_ 'f-'vﬂ,;"'/ .v»’“‘

to take thc car to him without

P oS00

R

.department of KGNC, who kept

fered to pay Dr. Salk’s expenses !

'I
357555

-\, ‘
SRR, ;"

number Dr. Salk wanted. Some-
one offered a gold key. And the
cost of airconditioning the car
was added by Insplration of one
caller,

Then W. A. Graham called to
say he could stand the gift of
another plow. “Auctlon It off so
Dr. Salk can have one If he's got
a farm,” he sald. No one knows
yet whether Dr. Salk has a farm
or not, He's got a plow!

The generosity of the Plalns
people was truly a Golden
Spread yesterday aftermoon.

Frank Pursley of Mlam! bought
s $500 defense bond for $501.
Even after walting 10 years to
get his $588, he'll atill be short
of what he pald for It.

Other ltems sold at well over
retail price as Plainsmen bid to
give the Cancer Crusade assist-
ance. Exhorted by Johnnle Linn

to remember what research had
done toward stamping out polio,
the moncy came a-bouncing.

**We can give our time and our
money to defend our country in
war times. Why can't we give
both to wipe out the shameful
death rate of cancer —one of
every seven deaths in the U.S.A.
was caused by cancer last ycar,”
he sald. ""At least 265,000 Amerl-
cans will die from cancer this
ycar. Our dollars can help to
fight this battle, too.”

Not all of the $22.000 fund
raised In the telethon will be
ctedited to the Potter County
goal (which alrcady had more
than $3,000 In earlier donations).
All of the donations made by resl-
dents of other counties will be
credited to their countles. The
breakdown of contribultons will
e given Monday by Calvin
Handy, head of the aocounting

the books on the telethon yester-
day.

To try to give full credit to
all the people who made the
telethon & success was like
trying to sweep up the ocean,
sald Pappy Watson as he scur-
ried from televtsion studio to
redto rooms, keeping the simul-
cast under way for an extra two
bours.

First, there was Tom Kritser,
wbo co-celved the idea after

bers of the radlo and television
station who balit the show, stalf
it through the long afterncon.
With no lunchb and a long de-
layed dinner hour, they were
fed by hambargers from Stan.
ley’s, and fried chickea from
Jones. Dell’'s Raach House told
the tired, hot crew to come out
for a steak dimner, P
Armstrong Transter Co. hauled °
the heavy aucton Items to the
studios,
dellver to the buyers any items
purchased.

And of course there were thou-
sands who bought auctioned
items,
many of them anonymous. For
example, there was the lady who
paid $139 for a chair she could
buy for $100, or Sam Fenberg.
who after giving $300 to the truck
for Boys Ranch added another
$100 to the¢ Cancer Crusade by
contributing $100 to Dr.
car.

“The Onlv Bargain ilere May
Be Your Life”

That sign dominated the cam-
era picture. No one tried to buy
any bargalns.

And they gave In gratitude to

a young man who had saved their 7

children from polio—and to win .
the battle against cancer which
another young sclentist, God will-
Ing, will do In some not too far
off future.

KGNC
AM & TV

Amarillo,

Texas

NBC and
DuMont
Affiliate

National

Reps:
The Katz

Dub Trotter offered to ¢

or made contributions — 3%

Salk's s







This week’s big news from the
Kingfish and his Mystic Knights

is that there are now thirteén
brand-new half-hours in the can.. .,
thirteen fabulous and wonderful
new adventures.of Amos 'n” Andy,
Kingfish, Sapphire and Mother,
Lawyer Calhoun, Lightnin’ gnd the
other Amos 'n’ Andy characte s,

With this series of 13.new films,

there are now 78 half-hours of |
Amos 'n’ Andy — broadcasting’s
longest-running hit — available

for local or regional sponsorship ...
ready to go to work selling for you
as they are currently seiling for
Sears Roebuck, Rexall, Safeway,
Food Fair, Piggly Wiggly, Kroger,
Westinghouse and others.

Amos '’ Andy wins the biggest
audiences in its time periods

in large markets and small .

North and South. .. in Detroit
and Tulsa, Rochester and Little
Rock . .. drawing bigger audiences
than many of television’s most
famous network programs. Look
at these ratings: Syvracuse 36.9,
Fort Wayne 11.1. New Orleans 50.3,
Little Rock 58.1, Columbia 15.7,
Evansville 56.4.°

For more information and a list

of markets where vou can sponsor
America’s most enduringlyv-fanious
comedy team, call or wire..

NEW YORK, CHICAGO, LS ANGELES, DETROIT,
SAN FRANCISCO, ST. LOUIS, ATLANTA, BOSTON
DALLAS. IN CANADA: S, W. CALDWELL, LTI

n
{
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MORNING-MINDED
(Continued from page 81

..

3. They listen every part of the

day:

Morning

I eel:days 17.0¢

Weekend days 13.3¢
Afternoon

I eekdays 13.2%¢

Weekend days 35.8
Fvening

I eekdays 12.57%

Weekend days 1107

0. And here's thetr favorite histen-

ing:

Popular music (d.is) 05.0" ¢
Evening plays . - 8.4%
Popular music (live) 8.3
Partety shows . 3.3%
Classical music 1.3
Special teen-age shows 2.3
Complete davtime plays Rt

3204

7. The study was made by Pulse.
luc., for RAB during April 1951, in
Boston, Chicago, San Francisco, Bir-
mingham, 1. Worth Kansas
City.”

As far as Lufl executives could see.
the evidence in favor of disk jockey
<hows as a means of reaching teen-age

and

s7

‘)

260 Time Rote

20 sacond or 1 minute
Average Class A Rating

TELEPULSE Dec.'54

e et

s ' .
Interconnected NBC .. CBS & ABC  DuMon

givls was overwhelming. And, afier-
noon and evening d.j. shows produced
91« of the level of Hstening done by
teen-age girls to morning d.j. shows—
and often at a lower cost-per-1,000.
Thus, the current Tangee campaign
is confined 1o afternoon and evening
“personalities” that
appeal 1o the high school set. So far,

record-spinning

aboul a dozen markets are being used.
But if the campaign pulls well, 1t s
due 1o expand.

A YSR media buver summed the
situation up in these words:

“There’s always a cerlain amount
of psychological pressure behind me-
dia buying. 1In the past three years,
clients have headed for moring radio,
because they felt it was a “secure’ buy.
Besides, it had an advantage of being
popular with so many other clients.

“But this year, with the jam-packed
situation in morning radio resembling
the nighttime spot v situation, the bal-
ance is swinging the other way. We
find advertising managers and account
group people far more willing to talk
aboul non-morning radio.

“1t looks like afternoon and evening
radio is aboul to be rediscovered. ** %

BUYS _

-

)

140,545 Sets

(Primary A G B)

1953 Nielsen Plus
RETMA to April 1, 1955

Carter M, Parham, President
Harold

(Hap) Andcrson, Mgr.

i_"" [
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TABLOID RADIO

(Continued from page A7)

of the dramatic opening, or lead story,
that has become synonymous with ra-
dio news.

We called thi~ opening lead. *The
hook.” T was designed 10 fire the
imagination of the listener. And in
itself, it broke another staid rule of
radio journalism,

Radio news texthooks say opening
sentences should carry the enlire story
idea across 1o the listener. But why
let the lstener get away? Magazine
arlicles use a "hook” 1o make the
reader econtinue through the piece.
Newspapers never tell the whole story
in the beginning paragraph. Why
should radio? We decided only 1o
arouse the curiosity of the listener—
make him listen to the whole story,
and thus the whole newscast—giving
him the facts Litle-by-little,

Iowever, we recognized immediate-
ly, that this hook, or flashy lead had
lo be accurate and truthful. as well as
dramatic. With the new-found time 1
gave mysell by dropping rewriting.
we found that 1 had alto more time
for checking stories and articles.

Radio is notorious among news-
papermen as a rvesull of the many in-
accurale accounts aired by stations
across the country. We wanted 1o
build a reputation for aceuracy, be-
cause we knew our dramatic leads and
exclusive stories would cause a rash
of red-faced jealousy among our “dig-
nified” compelitors — and the casiest
and most-used old saw of professional
journalists is to point their fingers
and =ay, “Don’t believe it. Not a word
of truth in i, Can’t be.
radio.”

We checked  and
cach item for aceuracy.

During one particularly long stretch
of daily exclusions on a marathon
grand jury meeting (where we di-
vulged testimony offered before the
top-secret sessions and startled even
the grand jurors) our closest news-
paper competitor became almost fran-
tic. Almost daily it “jazzed™ its front
page accounts of jury happenings with
speculation in order to keep paee. Bui
cach day, there also was usually a
boxed retraction of the previous day’s
storv.  Radio KWIZ has nol
asked 1o retract any item used on the
air during the past year! We check
first, air later.

I accuracy and exclusives were im-

It was on

double-checked

been

SPONSOR



portant to the success of our opera-
tion, then there is one other point that
must be regarded as of equal, if not
more, eonsequenee. That factor. I ean
only term as “guts.” And this factor
is one that needs whole-hcarted co-
operation of management if it is to
succeed.

Fortunately, owner Lirncst Spencer
and Manager Hal Davis gave me free
reign in the news department. When
grand jury investigators announeed to
the press one day that they would
subpoena me to tell how I managed to
get transeripts of jury testimonv before
they  were released, Davis glanced
through the newspaper accounts and
smiled “damn good pubhcity.” Other
station managers would have been
quaking in their boots. (Needless to
say. the jury did not subpoena me,
because I informed the investigators
on the air that as an ethieal journalist
my sources of information would al-
ways be secret.)

One thing we learned, as a result of
this incident, was that the people—
our lsteners—are smart. [t became
a common Jlocal joke that the news-
papers felt “outraged” and carried the
investigator's announeement only be-
cause they had been secooped by the
radio station. As Davis said, it turned
out to be good publicity, and we
picked up listeners by the score.

Guts, of course. plays an important
part in getting a story. It took a lot
of guts—or maybe sheer audacity—
to hunt down William G. Bonelli.

Bonelli was a state official who gov-
erncd Southern California liquor k-
censes. He disappeared shortly after
the attorney general’s office announced
an investigation of his domain.

Oune newspaper, in particular, the
Los Angeles Times, had in eflect
brought about the liquor probe by
repeatedly attaecking DBonelli. The
“Liquor Czar,” as he was called, eoun-
tered by publishing a bhook called
“Billion DoHar Blackjack” wherein he
charged the newspaper with attempt-
ing to “run” Southern California.

Other area papers, wishing to eatch
the ball from the Times and run away
with the story assigned a battery of
veteran journalists to track the for-
mer liquor chief down. Conservative
estimates on the number of newsmen
hunting Bonelli plaeed the figure at
50—all with lush expense aecounts.
The former offieial, however, was not
leard from for four months. The only
reports as to his whereabouts were the
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|

week.

almost daily f{ront-page items i the
bevy of newspapers that said Bonelh
was in South America. Mexico City.
Las Vegas. or the Freuch Riviera.

All reason would dictate that ii
would be impossible for the one-man
stafl of radio KWIZ to hunt down the
former liquor chief. but we decided to
try. 1 had only a hunch and a hope.
The hunch was that Bonelli was stay-
ing al his ancestral ranch in the middle
of the Arizona desert near Kingman.
I wrotc him a letter, addressed to the
ranch, explaining that I would like to
interview him—to find out if he was
really hiding, to learn his views on the
liquor probe.

I didn’t expect an answer. And |1
didn’t get one. But I knew if Bonelli
werc not at the ranch the letter would
probably be returned. If he were
there, the former liquor chiel now
kuew my nante, knew what I wanted,
knew I was not afliliated with the
newspapers he considcred his encmies.
He would have no reason to fear an
intcrview. He couldn’t be extradited
from another state on a mere sub-
poena.

“I want $60 for expensecs. to look
for Bonelh,” 1 told Hal Davis that

NIELSEN

SOUTHWEST VIRGINIA'S [)é04t€en RADIO STATION

His only comment a~ he authorized
the check was “You're crazy.”

But the hunch paid off. At the ranch
house. I met Wilham G. Bonelli, 1le
stood in the doorway, holding a stack
of almost one hundred letters similar
to mine. “You're the first reporter to
have guts enough to come out here.”
he said with a welcomiug smile. “The
rest just wrotc letters and waited for
me to answer. | never answer letiers.”

Our later handling of the Bonelli
exclusive was typical of the policy we
have sct. We decided not to lav all
our eggs in one basket. 1 split my
storv of the interview into five parts

revealing only one-fifth of the in-
formation learned in each. We re-
leased each installment at 12 noon.
giving us the longest plav before the
evening ncwspapers could pick up our
story and run it under the banner
headlines they gave to the aceount.
We had newspaper reporters coming
out of our ears. Newsmen from Sacra-
mento to San Diego daily telephoncd
our news department at 12:15 to get
a review of the story we had just
aired. Los Angeles and loeal papers
apparently scrammbled to tune us in at
noon in order to get the tid-bit offered
that day.

For 31 years
WDBJ has been
the MOST LISTENED
TO— MOST RESULT-
FUL RADIO STATION in

Roanocke and Western Virginia.

Ask Free & Peters!

Established 1924 + CBS Since 1929
! AM . BO0O WATTS . 960 KC
FM . 41,000 WATTS - 94.9 MC
ROANOKE, VA.

Owned and Operoted by the TIMES-WORLD CORPORATION
FREE & PETERS, INC., National Representatives
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We allowed ecach of the almost 200
new=papers that carried accounts of
our =toriez to repeat them after they
were aired on KWIZ  with the proviso
that onr station be mentioned,

The resulting publicity  {focussed
more niterest on our News (lepartment
than amv other single iten we have
broadeast, We feel it brought us a
considerable number of sponzors. too.

Iowever. just as in the Bonelli case,

becausze they don’t think thev could
get them if they tried. So they don’t
try.,

That’s how we happened to be the
only news medium represented when
Task Foree 11 went through its atomic
mancuvers off the coast of Southern
California last year. We were the only
ones who had asked to go along. Oth-
ers apparently felt the Navy consid-
ered the tests too top secret to allow

We have found. too, that the “twist”
is something few reporters attempt in
order to get an exclusive story. Much
of our news is based on these “twists”
on major items,

Such was the case of the Horton
Wingless —a  saucer-shaped airplane
developed by a local imventor. The
government charged, and area news-
papers made headlines out of the {act.
that the Horton Wingless could not

we have found in our hunt for exclu-
sives that modern news reporters are
all too fearful of taking a gamble—
they overlook the big stories primarily

news coverage.

Again, we werc quoted in news-
papers, not ouly in Southern Cali-
fornia. but throughout the country.

fly. The government took the inventor
to court. But before they did. this re-
porter and the builder-designer spent
almost one hour in the air aboard the
radical eraft—zooming over Southern
California cities. proving that the ship
r could and did fly and was a great avi-
. i iw. — ‘ ation advancement. The charges weie

: N, , thrown out of court when our news
accounts of the thrilling ride were pre-
sented to the judge. Not only did we
n:ake headlines, but we feel that the
Horton Wingless will win its place in
the aviation field. as the result of our
’ ride.
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in population
and 45th in retail sales

Ak ok ok ok kK & |
i ¢¢Advertising i< the conuterpart in dis- |
tribution of the machine in production.
By the nse of machines. our production
of good~ and services has been multi- I )
- plied. By the nse of mass media, adyer-
tising winltiplies the selling effort,**
FREDERIC R, GAMBLE |
President
AAAA |
* * * * * * * * '

These and a thousand other similar
stories we have handled during the
past year, They bronght a lot of at- '
tention to onr station. But it was ouly

=, IN BUILDING MATERIAL - ();I(’. slnr]y—an .oxclusi\'?-]—tl]mt bronglht
vilding Materi e about the regiment of help we now
Hardware Store Sales Milligrg HARDWARE STORE SALES have lhrougl: Orange leml\‘ News
g /]  Building Material and Hardware sales are Serviee, ’ ‘

21| DENVER 2 '4_.‘ UP because mo'i)e _Pj?P'e it with more When we captured a particularly
: CIIE) Fo SR il vilding and buying more exciting local scoop last year I had the
22 | CINCINNATI ; factories, more warehouseg, more horpes item mrimeoor'l shed and we wailed it
: in the Phoenix area. The city is growing l “t.‘I' e e
K steadily, attracting substantial and diver- 1.0 the smaller. coinnnimity nc“s'pup('rs

PHOENIX 487 sified industries, becoming more and more in our coverage area. Along with the |

; a significant distribution center for the mimeographed story went a personal \

24| SEATTLE g Rocky Mountain States. note to the pnblisher. explaining onr .
a Are you getting your share of this rich new policy and calling attention to |
251 YOUNGSTOWN [+ 45.9 market? You WILL, if you sell your product the big. powerful competitors that

through KPHO, and KPHO-TV! You’ll find
their persuasive, penetrating, coverage
can be your best advertising program, too!

YOUR 3
MERED\!
STATIONS

-

faced each of us. “Maybe. we conld ' o
work omt an exchange of news.” | N
said in the note, “to better enable all .
of us to meet the competition of the
bigger mediums?”

It wasn't long before Edgar F. Elfs.
trom, publisher of the Fullerton Naily
News Tribune came into onr office
and said he had been thinking simi-
larly for the past few days. And. he

| said, he knew of some other publish-

*SRD Consumer Markets ‘55

SOLD _
reaelicd most effectivel

KPHO-TV =« KPHO

Dial 910 « ABC Basic
Hi Fidelity Vioice of Arizona

REPRESENTED BY KATZ

through , ..

Channel 5
First in Arizona since '49

AFFILIATED WITH BETTER HOMES and GARDENS e
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YOU MIGHT CATCH A 2372-LB. SHARK*™

BUT...

AMERICAN RESEARCH BUREAU
February, 1955 Report

GRAND RAPIDS—KALAMAZOO

Number of Quarter Hours
With Higher Rating

MONDAY THRU FRIDAY WKZO-TV/| Station B

7 am— 5 p.m. 144 56

5 p.m—IIl p.m. 83 37
' SATURDAY & SUNDAY | |

10 a.m.—I1 p.m. 80 } 24

NOTE: Survey based on sampling in the following propor-
tions— Grand Rapids (15%), Kalamazoo (199%),
Battle Creek (19%), Muskegon (17%).

WKZO — KALAMAZOO

WKZO-TV — GRAND RAPIDS-KALAMAZOO

WJEF — GRAND RAPIDS

WJEF.FM — GRAND RAPI|DS-KALAMAZOO

KOLN — LINCOLN, NEBRASKA

KOLN.TV — LINCOLN, NEBRASKA
Associated with

WMBD — PEORIA, ILLINOIS

13 JUNE 1955

YOU NEED WKZO-TV
TO LAND SALES
IN WESTERN MICHIGAN!

The February, 1955 American Research Bureau Report for
Grand Rapids-Kalamazoo shows that WKZO-TV is the top-
audience TV station in Grand Rapids and Battle Creek, a-
well as in Kalamazoo.

WKZO-TV is the Official Basic CBS Television Outlet for
this area. With 100.000 watts on Chamnel 3, WKZO-TV
delivers a brilliant picture to one of America’s “top-25"
television markets—over half a nullion TV homes in 29
Western Michigan and Northern Indiana counties!

Let Avery-Knodel give you the whole WKZO-TV story.

100,000 WATTS ¢ CHANNEL 3 e 1000° TOWER

Kalamazoo - Grand Rapids

KZ0-TV

Avery-Knodel, Inc., Exclusive National Representatives

*A. Dean caught a 15’ man-eater weighing this much at Streaky Bay, Australia, in January, 1953.
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ers in the area who felt the same way. iug allotted to each office. The news-

\s a result of this meeting, six com-
munity newspapers and KWIZ forned
the unique news =crvice that has heen
labeled “The nost amazing journal-
istic endeavor of the decade.”

We call it OCNS—Orange County
News Nervice. It's strictly a co-op.
Teletvpe machines are installed in the
city rooms of each of the newspapers
and in our radio KWI7Z newsroom.
We operate mnch on the prineipal of
any wire service. Copv is filed from
eacl point to the other ~ix points on
a “split” schedule—certain times be-

papers ring our coverage area. with
radio KWIZ in the center. At our dis-
posal to cover stories in the area of
cach of the six communities repre-
sented, are the reporters of each news-
paper’s stafl.  Similarhy, the radio
KWIZ news department is at the dis-
posal of cach of the mnewspapers to
cover stories in our home town of
Santa Ana. lowever. in order to han-
dle the many affairs of this principal
community. the newspapers also have
hired two persons to work out of our
office. Heretofore, each of the news-

Obviously
OUTSTANDING

MORE LISTENERS THAN
THE NEXT THREE PEORIA
RADIO STATIONS COMBINED*!

See A
“Pulse 1954 Hooper 1955

WM BD rITIIr

€BS Radio Network
5000 Walls

e
| 551

FIRST in the
Heart of llinols

92

papers had to naintain one full-time
man on our community for coverage
of community happenings. Now. they
enly pay a small portion of the previ-
ous cost and receive the news by tele-
type—increasing the efficiency of their
coverage many-fold, but at far less
cost.

OCNS, just like the deletion of re-
writing, offered us inereased oppur-
tunity to track down the big exclu-
sives. Instead of one a day. we now
concentrate on at least three a da).
And we’re getting thein.

Often, we billboard our scoops—

1gi\'e them advance billing with an-
nouncements — before we air then.
Other times, we lay our blockbusters
in the middle of music shows in an
effort to keep our listeners glued to
their radio at all times.

There’s no doubt we've broken a
lot of radio’s journalism rules. But
as we look at our monthly billing for
news sponsorship, as we read our call

f lctters on the front pages of important
newspapers. we don't care.

Tabloid journalism in radio may he
“Undignified.” but it pays! And it
gets listeners, too! * x %

BGM TV TEST

(Continued from page 15)

characteristics of the two products
really set a hard test for the advertis-
ing medium employed.

“Now as for aetual results. nnder
the conditions described. let me say
that we consider them outstanding on
the item in largest initial distribution
—B&M brick oven-baked beans—and
almost astounding in connection with
the lesser-known product, B&N brown
bread.

“The conclusion? Well, the test i«
not vet over. vet | am told that it is
gaining in momentum. and showing
larger percentage increases on larger
bases—an extremely  favorable sign.
We have every expectation that the
eventual rate of sale will be beyond
otr initial expectations.

“Now of course all tests have a pur-
pose, and the purpose being demon-
strated. action based on results is nat-
nral to assmme. [t is obviously unatu-
ral. therefore, that the resnlts of this
tv test shonld have a definite. and ey en-
tnal. cffect upon future advertising
programs— dependent. of course. npon
final results. circumstances at the time,
and the general budget. The extent of

(Please turn to page 102}
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More than eight of every 16 kemes imn Iows are eguipped with telephones, and |
the ratio is increasing.

‘In the center of-Iowa, where farm and industry meet, the television set count igs
going up, too. Now, in more than 315,000 Iowa homes, TV dials consistently turn
te WOI-TV, the area’s pioneer telecasting service.

01-TV

AMES - DES MOINES

IOWA STATE COLLEGE
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Advertisement

The NSouth Is Different!

)\

Have vou heard that sclling the
South takes a different formu]a—d
special effort? Wondered about stories
of “a changing South?” Al right.
here’s a way to sell the South, in terms
of i's own individual structure.

Let us get over one point at the out-
sel. You can make sales in the South.

It is being done right now. There is
one formula that’s different. And suc-

cess is not so much a matter of special
effort, To get the
best and quickest results you never
peck away with a hairpin, you go gel
a tool designed for the job. You never
wade through the final details, but find
a specialized assistant, agent or sales-

as special choice.

man whom you can rely on to under-
stand your problems and interpret
them. In radio station WDIA. \lem-
phis. you have at hand a medium
shaped by the South’™s own character.
ready be fitted to your organiza-
tion’s needs.

‘They listen to iz Ten percent of the
Negro population in the United States
live inside the WDIA coverage area,
This in itself is a heavy-spending mar-
ket bigger than the \('ﬂr() populations
of Chicago plus Philadelphia plus Los
Angeles: the biggest market of it~ kind
there is.

In the Memphis area alone, the bus-
thng and prosperous center of thi< mar-
ket, 40 pereent of the population is
Negro. And these people had never
really been approached until WDIA

94

By Harold Walker

started programming for them. There
is still no medium. even those designed
for the Negro readers in metropolitan
sections of the North. which attains a
fraction of WDIA’s coverage and ac-

ceptance here.

For WDIA uses Negro voices and
Negro nusic. You hear it as vou drive
past a barbershop or lunch stand, or
when you turn the dial on vour own
sel—and vou can’t mistake its rich
flavor. This was a wondrous and jov-
ful thing to these folks from the start.
Their pride and happy sense of owner-
ship—their habit of keeping WDIA
tuned in day and night—their whole-
hearted welcome to the way WDIA
came to them with their rhythms and
accents—have had pretty fabulous re-
sults and still do.

Just one result is the fact that with
WDIA you get the top audience rat-
ings. on all surveys. day and night, in
a city that has seven other stations—
some of them on the air twenty-five
vears. The WDIA hsteners don’t <hifi
around. They're listeners for good.
Good results, too.

It was this feeling about WDILA{ too,
that pushed WDIA from 250 watts up
to 50,000 walts in one greal move.
WDIA 1= «till the only 50,000-watt sta-

tion in Memphis.

Willing (o speund: Yet there's still
another aspect of this “Golden Mar-
ket.” in addition to its proven devo-
tion to WDIA: and that’s the fact that
it consists of a group of people who
actually huy more things than the av-
crage. and often better. They are cager
customers. They know quality and na-
tional brands.

The Negro 40 percent of Memphis
buys 50.0 percent of all the laundry
bleach.  They buy 60 percent of all
deodorants. 115 percent of the girls’
dresses, 61.8 percent of the flonr. That
will give you some idea of the favor-
able situation already there when you
start advertising over WDIA. These
people are carning over a quarter bil-

lioar dollars this year. They are spend-

ing 80 percent of what they make, on
consumer goods and services. They
spend what they make. Their families.
homes and friends are the most im-
portant elements in their hfe. And
they are 100 percent sold on WDIA.

Only One in America: [n short,
WDIA’s Memphis and Mid-South op-
portunities are these. A market of
1,230,724 Negroes, more than in any
other one place in America. A markel
of 80 percent spenders who buy quan-
tity and quality. A market in which
nothing elsec comes near the coverage.
much les: the special appeal of WDIA,
which hits themn where they live. A
market whose loyalty has lifted WDIA
to the top—and kept it at the top—of
power and audience measurements. A
market where—to horrow the legend-
ary remark Gen. Forrest may never
have uttered—you get the mostest with
the fustest.

Just how much weight is carried by
a solid 40 percent can be seen in suc-
cess stories of such accounts as

Wrigley’s Gnm. Breast O°

Chiclien Twuna, Pan-Am Gas

and 0il, Calnmet Baliing Pow-
der, Miller's High Life Beer.

And there’s a good record made by
WDIA in the line that interests yvou
most.  Would vou wrile and let us
know the kind of product on which
vou'd like to see some eloquent fig-
ures? We believe they’ll add up to the
one formula for selling “a changing
South” which would be of real advan-
tage to you.

WDIA is represented nationally by
the John E. Pearson Company.

/;%m\ PEPPER, President

J

NS

BERT FERGLU S(L\' General Manager

Hos tria

HAROLD WALKER, Commercial Manager
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WKHM Gets the

SAVI
10%

BUY ANY 2 OR MORE
OF THESE POWERFUL
STATIONS AND SAVE
10% FROM RATE CARD

WKMH-Dearborn-Detroit
WKMF—Flint, Mich.
WKHM-Jackson, Mich.
WSAM-Saginaw, Mich.

Represented by Headley-Reed

13 JUNE 1955

Lion's Share

The biggest department stores, super markets,
car dealers, appliance dealers, oil companies,
banks, dairies and beverage distributors in
Jackson place 609, to 1009,* of their radio
advertising budgets with WKHM. And that’s
smart spending, too, because WKHM is
FIRST in JACKSON for Power. . . for Ratings

. for National Programs! Folks count on
WKHM for the best Disc Jockeys . .. News
every hour on the hour . . . and top Sports
Events including the play by play of all Detroit
Tiger Baseball Games night and day, at home

and away.

You, too, can get more Jack out of
Jackson if you put WKHM to work for you!

*Names and figures on request.

WKH

Jackson, Michigan

FREDERICK A. KINORR, President
JOHN O. GILBERT, Mg. Director
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B&GM TV TEST

(Continued jrom page 92)

our action will of course be determined
by these factors, yet it is particularly
that consideration
should be given to maintenance of re-
sults actually obtained through the test
in the territory imolved, geared to
then-existing  distribution and poten-
tial as we then see it; that is, with
proper relationship of cost 1o sales
volume.

obvious major

“In passing along the above com-
ments to readers please emphasize our
keen interest in the test still under-
wav, onr determination to profit by it
in our future operations, and our ap-
preciation of the cooperation extended
by station WBAY-TV. sroxsor and
all involved in the staging of this very
revealing and convincing test.”

W. G. Northgraves., B&M advertis-
ing manager. whose own reactions to
the B&B tv test appeared last issue (30
Mayv 1955). had this comment:

“SPONSOR’s periodic reports on zales
in the WBAY-TV area have been read
and carefully studied by all of our re-
gional sales managers since, in their
individnal sales areas thev have mar-

kets  which. sales-wise. have many
characteristics of the area in which
the present test is Dheing conducted.
Of course, factors such as
competition, deals, price. as well as
distribution, obviously enter into each
mdividual market picture: but. it is
surprising to note the similar charac-
teristics of the Green Day Market and
other sales areas.

“Personally. I feel much of the *sim-
ilarity” is traceable to the products in-
volved—New England  brick  oven-
baked beans and New England brown
bread—products that are really ‘spe-
claltiex”, when ¢ne compares them with
ordinary beans with pork
which. as you know. are sold nation-
wide and are in no sense a ‘premiuny’
product.

“And, of course. as Ned Elwell has
indicated in his memorandum, brown
bread iz a specialty, specialty. Al-
thongh the custom of eating hrown
bread with haked beans is as common-
place in New lingland as New Eng-
land itsell in most areas to the West
and South of New England this par-
ticular product is practically unknown.
It is my feeling that the WBAY-TV

commereials in which both items are

Various

canned

twi'BEST SELLERY”

CKLW.TV penelrales a popu-
tation grond tolal orea of
5,295,700 in which 85% of all

famities own TV sels,

Channel 9
325,000 Watts

Nofional Kep.
Adam J, Young, Jr., inc.

in the Detroit Area!

CKLW rodiocoverso 15,000,000
popvlalion area in 5 imporlanl
slotes. The lowesl cost mojor
stalian buy in lhe Delroil oreo.

800 kc. Radio
50,000 Watts

J. E. Campeau, Pres.
Guordian Bldg., Datraill
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featured as a team has been respon-
sible. for the unusual increase in sales
of BAM brown bread. Brown bread
really complements haked heans and
vice versa, <o that once tried, and the
consumer haz discovered the unusual
flavor combination, repeat combina-
tion sales are hound to follow.”

0. BACKGROUND: The memos
from Ned Elwell and W. G. North-
graves indicate clearly that B&M’s
problem is selling the Cadillac of the
bean familv (as Otto L. Kuehn Ad
Manager Marvin Bower terms the
product) in a market where most peo-
ple are more accustomed to buying
low-priced beans. B&M beans had heen
long established in the Green Bay
area before television was hegun as a
test this year.

Also long established was the fact
that sales were on a steady, hut low
plane. The B&M tv test is not a case
of a company getting a tremendous
boost out of tv simply by establishing

distribution.  The company had for

* * * * * * * *

eeWe are commuuicators, like
papers and radio at its best. For adver-
tising snpport. we mn<t provide n-<eful
television selling to every mnational ad-
vertiser.  For  eireulation  vitality, we
mnst provide programs of sufliciently
varied interest to reach every home and
every person in that home over onr
sehedute. We must gamble on shows,
on talent. on projeetss and we will lose
in doing this all teo often. Bnt only
a great netvwork can afford 1he risk,
and that is essentially why the great
network serviee is so important to this
eonntry.*®
SYLVESTER 1, WEAVER, JR,
President NBC
* * * * * * * *

e WS-

some ycars atlained near 1009¢ bean
distribution in the area. The brown
bread. on the other hand. had limited
distribution and it is therefore show-
ing the most spectacular increases.

An indication of the problem high
price represents to B&VM can be found
in the fact that the company has come
out with a new size can intermediate
hetween tlie 18 and 27-0z. bean sizes.
It will be priced at about 29¢. making
it casier to compete with other lower-
priced  beans. The 27.0z. pot
sells for about 35c.

The 22-07. «ize las not been intro-
duced into the Green Bay area to avoid
confusing results of the test. Marvin
Bower poinled out there might be a
tendency {or consumers to flock away
from the 27-0z. to the new 22. It
would then be diffienlt to judge results

compared with last year when there
* kK

hean

was no 22-o0z. size.
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KCMC-TV Dominates
the ARK-LA-TEX
with Power & Programs!

On the air 110 hours
per week with Maxinnun Power

p over
hours tnterconnecteq M
CNetwork —

o jal
f Programs ABC
} ber month DUMON" ,
1 L]
\

1 136,230
i
" TV Channe]
the ouly full } Homes 6
power station i Pelevisio 100,000
between Memphis | osozine watts
& Dallas . N Juner, ss

nearly 500 miles!

,_,,'/’/;/’
//
Vo

<

An amazing area story of
M Power ... Programs . . . Mail
% ... Promotion . . . Circulation
' and cost-per-thousand in a
/, Billion-Dollar Market area

A Tops in Texarkana-Shrev ep01t ; :
1 and the ARK-LA-TE o

TEXARKANA Q

: \ 1
| Kc M c = l v 182 M\LES :----" oo edeomieemee
| ‘ (]
‘ \ .
Represented by YENARD, RINTOUL & McCONNELL \r 5"8“'0“
WALTER M. WINDSOR, General Manager ] LOUISIANA
[
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MONITOR

hillboards.  But Gruen was also at-
tracted by the fact that Monitor’s cum-
ulative potential is likely to include a
full cross-zection of listeners. “Circu-
lation like this is certainly the ‘newest
look™ in network broadeasting.” said
Bill Lucas, Grey Agency assistant A L,
Honitor, incidentally, marks Gruen’s
relurn to national radio advertising,
alter a lapse of several seasons.

e Carter Products. for Carter’s Little
Liver Pills, likes Vonitor's coverage,
and the fact that NBC Radio dehivers
a good audience i the smaller, “C”
and “D7 L.S. counties. “We're hoping
to reach a large audience of older folk,
on a cumulative basis, with the pro-
gram,” =aid Norman L. Peterzell, prod-
uet group ad manager. “That’s why
we're slotting our minute participa-
tions, for the most part, on Saturdav
and Sunday nights. \lso. stations reach
out further at night, and will give us
deeper penetration into rural arcas.”

o Chesebrough Manufacturing Co.,
through McCann-Erickson, likes Moni-
tor’s commercial flexibilitv. *"Some of
our commercials will be live. using the

show’s personalities.  Others will be
transcribed.  Part of the scheduling
will be done next to news and sports
segments. Bul, to reach the maximum
audience, we will al~o scatter our shots
throughout the day in other program
segments.” said ad manager Albert
Richardson. During the summertime
run, Chesebrough will be pushing
Vaseline Hair Tonie, stressing the fact
that sun. wind and water are rough on
the nation’s scalps and that VHT is
the answer. “The out-of-home audi-
ence, at all hours. is particularly im-
portant to us,” Richardson added.

Summed up, admen buying the show
feel that Monitor delivers a national
radio audience at a low cogt. and an
excellent ehance to spread commer-
cials around to take advantage of the
cumulative pile-up of radio listeners
over a long program stretch.

Says NBC’s Al Stern:

“Monitor is going to” be ‘primary’
radio listening. You can relax and
listen. You caun drive and listen. You
can do a certain amount of light work
and listen. But vou won't be able to
read a book, or hold a cocktail party,
or do something complicated and lhis-
ten to Monitor.

veveeenee it Viirginia use these
Selling Personalities .« wwnu

LIDEN AAROW 6107 AM,
Caets out with the farmers and talks

their longuage.

Fricays
No Prémiom
Rates

%
e WA
—
=

5:30 to 5:45 P.M, Sweet talking
mistrass of ceremonies and selling.

WRVi

80,000 Watts
Richmond, Va.

REPRESENTED BY
CBS RADIO SPOT SALES

ﬁ?’ﬁ STUITZ 9 to 10 AM.

Knows his music. Co-auvthor “little
Things Mean o lot"

For 29 years o

Yirginia institution

“Monitor's commercials won’t just
shide off the listener: his attention will
be on the show.”

Industry reaction: Yonitor is the
latest link in the echain of muliple-
client participation shows that NBC
toppers Weaver and Sarnoff have been
building for several seasons on NBC.

It follows in the footsteps of the
“Tandem Plan” in radio, and later the
“spectaculars” on NBC TV.

But o far Monitor has met with few
of the blasts once heard from reps who
felt that NBC (and other national net-
works) was making a grab for nation-
al spot business.

Admittedly, Monitor may attract a
certain amount of revenue into its net-
work option periods that might other-
wise wind up in regular weekend na-
tional spot radio. And reps feel the
show is “nothing stations couldn’t do
as well for thems=elves.”

But Monitor has something for the
stations and reps. too. Unlike the
earlier network participation shows,
the program will be fed to stations,
gratis, during 26 non-network-option
hours. Stations, in turn, can take the
program from the network line, and
offer its availabilities for sale through
reps and salesmen.

Thus, Monitor’s 40-hour length will
be occupied by clients from three
sources: network sales, national spot
sales, local sales by NBC Radio
affiliates.

The idea is already catching on
among the networks. As SPONSOR went
to press, Mutual was putting a some-
what similar plan into the works, and
ABC Radio was eveing the Monitor
operation closely.

Streamlined pricing: Sqates the of-
fictal NBC presentation on Monitor:

“Your advertising schedule can be
tailored precisely to meet your particu-
lar merchandising requirements.

“It is productive and economical for
all  whether vour produet has a brief
selling season. whether you need low-
cost cirenlation, continuous repetition,
whether you need to vary the intensity
of vour advertising or the length of
vour copy from week to week.”

Here's the commercial
Monttor:

sel-up on

1. Time slots: Although Monitor
will go up to its full 40-hour length
next week, not all of its is available to
NBC network advertisers. Of the total

SPONSOR
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This is WAVE-TY's coveroge |
orea, based on engineering 4

studies ond moil response. . y Fy

KENTUCKY

Give your nose a brief respite from the
grindstone. You can find what station
has the biggest TV audience in

N

Kentucky and Southern Indiana

4 P7AREE R LR o e i

in ten easy minutes! — TA Il =

BY CALLING YOUR REGIONAL DISTRIBUTORS!

Ask each, “What Louisville TV station do you = /
and your friends prefer?”

A simple question—and you'll get an equally

simple answer . . . WAVE-TV. G 7
Try it and see.
! 1
.
CHANNEL LOUISVILLE - J

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

NBC) SPOT SALES
 J Exclusive National Representatives
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|
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Cal Douglas
Star of

“WAPI NEWS"

6:30 a.m., 8 am., 6:30 p.m., Monday-Friday

“NOON EDITION”

WABT 12 to 12:30, Monday-Friday

Now News Director

for the 3 stations
WABT, WAPI, WAFM

Cal Douglas has proved so able as a news-
caster that he has been placed in charge of all
In his new position he will

new programs.

integrate national and world news and provide
He will
continue on the air in addition to his work

a broader coverage of local news

cetind the scenes.

Stars Sell on

Alabama's

greatest RADIO station

WPl

Birmingham
Represented by John Blair & Co.
Scutheast, Harry Cummings

greatest TV station

LIMLBT

Represented by BLAIR.TV
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show, 1} hours only are considered

“network option time.” 1t is in these

times and only these times—that net-

work client<” commercials will be aired.
These are the network’s time periods

i Monitor:

] :?() a.m. to noon, NYT

:00 pan. to 6:00 p.m.
0 p.m. to 10:30 p.m.

Sunday

_ (
Saturday 1
)

{

Within these periods, advertizers
can’t pin their slots down within a few
seconds.  But they can pick the half-
hours in which they want their an-
nouncements to be aired. And, to
sone extent, adjacencies (news, sports,
enlertaininent) can be worked out.

Other time periods of Monitor—the
remaining 26 hours of the total 40—
are reserved for local stations to sell
in regular spot channels or for local
shows which are not being pre-empted
by the network program. During these
hours, NBC feeds the program, but
can’t sell national advertising in it.

2. Rates: One of Monitor’s best
come-ons Is its low price.

Minute announcements in the show
are regularly priced at $1.000 apiece,
gross  before commissions and dis-
counts.

Thirty-second  announcements
told in blocks of four per weekend.
Price: $3,000 for the unit of {our,

TR
C] O8RS,

are

Six-second announcements are sold
in lots of 10 per weckend, again at a
gross price of $3,000.

Contracts are very f{lexible. Adver-
tisers can jump in for a short-term sat-
uration drive of a few weeks, or thev
can stay in for 52 weeks,

3. Discounts: There is a weckl, dis-
count structure. scaled to the number
of minutes per weekend you buy. Max-
imum : 109% off for 10 minutes per
weekend,

There's also a volume discount,
scaled to the number of minutes used
during 52 weeks. Maximumn: 20% ofl
for 250 minutes a year.

The discounts combine, can give an
advertiser as much as 307 off.

4. Talent charges: After 1 October
1955 there’ll be a program announce-
ment charge Dbilled on a net basis,
which includes the cost of Vonitor tal-
ent on hive commercial copv.

Minute announcements
charged  $50.00  Thirty-sccond
nouncements. $37.50: six-zecond bill-
board. §15.00.

5. Market-by-market buying: 'here’s
even a buy-within-a-buy on Monitor.

will be
an-

The program is available, on an indi-
vidual station basis or as a group. on
the five NBC Radio o&o stations in
New York, Washington. Chicago,
(leveland (expected to change soon to
Philadelphia), and San Francisco. This
paekage is handled by NBC Spot Sales.
Commercials on this basis, however,
can be “bumped™ if there's a conflict
with products of network-level clients.

Special intro offer: NBC Radio has
a special “lntroductory Dividend Plan™
for advertisers who get on the Monitor
bandwagon early in the game.

Clients who place a non-cancellable
order for an announcement schedule
totaling 20 commercial ininutes or
more. to be aired prior to 1 October
1955. are entitled to the following deal:

1. One free minute of commercial
time for every two minutes vou buy.
Thus, advertisers such as Western
Union and Philip Morris receive what
aniounts to an additional 33% dis-
count.  Alinute annouucements then
cost in effect a gross of $667.00. The
offer is in licu of discounts.

2. Paid commercial time bought
under this introduetory plan can be
combined with commercial time sched-
uled after the first of October for a
cumnlative discount.  For example. if
an advertiser has signed up for the 20-
plus-10-free minutes arrangement, and
then orders an additional 30 minutes
after 1 October, he pavs for them at
the >0-minute discount rate 107¢ ofl.

3. During the introductory period.
\BC Radio is waiving the program tal-
ent fees mentioned earlier.

How Monitor works: The man in
charge of Monitor's eomplex. sprawl-
ing program format is a veteran news-
man naned Jim Fleming, the original
news editor of NBC TV's Today.

As Fleming outlined it to SPONSOR,
Monitor's program structure will shape
up something like this:

“This isn't really ‘new’ radio we’re
doing.” le said, “even though it’s cer-
tainly the world’s longest radio pro-
grani.  It’s the oldest kind of radio—
providing the listener with a steady
flow of interesting entertainment and
information. and taking radio micro-
phonex wherever they can go.

“Of conrse, we'll have plenty of
newscasts, news events, and news an-
alvsis in the show. Bul we're going to
try to present news in a ‘different’
style—one that will become associated
with us. For example, we may bring
audiences a series of news analyses

SPONSOR




Spots are arailable on
“Cartoon Carnival,”
produciug ratings as
high as 16.8 last
March, with au audi-
ence that’s growing
daily. Further details
from The Katz Agency,
our national represen-

tatives.

greater
Nashveille
watches

channel»

the outlet for 62 Tennessee and Kentucky coun-
ties reaching a quarter of a million tv families -a billion dollar
market—with Nashville’s highest towered, maximium powered
equipment. In addition to complete coverage of Nashville,
WLAC-TV delivers a consistently clear signal to an area that’s
“fringe’ to others, “basic fabric” to Channel 5. This exclusive
WLAC-TV honus area produced $217.718.000 in retail sales

last vear.

WLAC-TV

100,000 watts ® Channel 5
CBS Basic Affiliate

Nashville, Tennessee




right in the middle of capsuled news-
casts. Also, our news won’t be of fixed
length, so we can cover a story aud
get a ‘cumulative eflect’ of news.

“We'll also cover the feature side of
news heavily.  Shirley Thomas will
cover Hollywood. Art Buchwald will
do features from Paris and otlier I uro-
pean cities. lLeon Pearson will cover
the Broadway beat and the theatre.
We'll have news and feature reports
from the world’s major cities Rome,
London, Paris, Ankara. Buenos Aires,
Hong Kong. Capetown and many otlr-
ers.”

But Moniror will not be a 40-hour
news show, although news will be a sta-
ple in its program diet. According to
Fleming, there will be many other ele-
ments as well.

There will be music, for instance.
“Half of our music will be live,” he
told spoxsor. “We will have three or-
chestras regularly on the show, and
we'll do pickups from eight dance re-
motes. We don’t plan to air any full-
length serious music, although we may
do personalily interviews with famous
musicians at music {estivals or at con-
certs.”

Sports results will be covered, with
special outside-the-studio pickups ar-

ranged from gports events.

The rest of the program is largely
anybody’s guess. Fleming and his staff
lrave many sources to draw upon—Ilive
pickups, taped interviews, pickups
from the audio of NBC's television
shows. feature pickups such as a dive
oun the atomic submarine Nautilus.
Material will be culled during the
week. and assembled into the loose
framework of the long Monitor show.

Monitor’s sheer length is somewhat
misleading; the program has a formu-
la, despite itz seeming lack of one.

Eaeh hour will start with a time sig-
nal. and a news show. This is turn will
be followed by a sports summary in a
fixed position. On the half hour. there
will be a wrap-up of local news, weath-
er and traffic handled by the local sta-
tions. Stations will sell the hour and
half-hour breaks, and will also have
thiree non-recapturable minutes of com-
mercial time to sell locally within the
hour. And, some of the network adver-
tisers are already insisting that their
commercials be spotted next to fixed
features, such as the news.

This formula holds true for both the
network and mnon-network portions.
The main difference: In the non-net-
work portions of AMonitor (those por-

proof positive

WCUE

... FIRST
. AKRON

SHARE OF Mon. thru Fri. Mon. thru fri.
/ RADIO AUDIENCE | 8:00 A.M.-12 Noon I 12 Noon-6:00 P.M.
atestl weue | 322 327
”0’{1)3" Station B | 29.5 28.3
ratings| Station € | 27.0 21.6
Marerpvrit | Station D 4.2 9.3
WCII(,’ . . Akron’s only Independent—we’re home folks.

TIM ELLIOT, President

John E. Pearson Co., National Representatives

108

tions outside of the 14 “network op-
tion” hours) the stations can sell all
of the commercial slots. And. they’re
not charged for the program seriice,
which is fed to them like a co-op show.

Monitor will be worked in shifts. as
far as the broadcast talent is con-
cerned. The program will be <phit up
into four-hour blocks, presided over by
a “communicator’—a Pat Weaverism
for “master of ceremonies.” Fach
“conmiunicator” will be backed up
with a team consisting of a namme disk
jockey, newscasters, sports editor.
writers and program execulives.

The list of “communicators” cou-
tains many familiar names:

Dave Garroway, Morgan Beatty, Red
Barber, Clifton Fadimnan, Walter Kier-
nan, Ben Grauer, John Cameron Swa:-
ze, I'rank Blair and others.

In addition. a number of radio-tv
personalities who have appeared on
many an NBC show—Boh and Ray.
Allen Funt, llenry Morgan, to name a
few-—will handle regular or occa<ional
commentary and entertainment fea-
tures.

Push-button studio: Qne of NBC
Radio’s major investnents in Monitor
is the newest studio in network radio.
built at a cost of some 5150,000.
Called “Radio Central,” it is a wonder-
land of push-buttons and softlv-lit
broadcast cousoles that occupies a
space just in front of NBC’s Master

Control on the fifth floor of New
York’s RCA Building.
Executive Producer Jim Fleming

calls the new studio, llomme base for
Monitor, “a listening post on the
world.”

Conmunicators will =it at a control
console which provides 24 different
<ources of mouitoring, both forcign
and domestic. Among the push-hutton
radio sources: trans-Atlantic and over-
<eas broadcast circuits, special broad-
cast lines and long-distanee lines. and
\BC’s regular radio and tv andio
lines.

The console allows for the handling
of 12 individual pickup points at one
time, in any combination. In addi-
tion, the Radio Ceniral studio will be
in contact with roving NBC reporters
operating in the new, slick Ford Thun-
derbird units equipped with two-way
radio, and with NBC reporters flying
over wajor cities to eheck on traflic
conditions.

\BC's News Room is being moved
in next door to the uew studio on the
north side to become part of the Moni-

SPONSOR
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A Case Study

THE AREA OF EFFECTIVENESS OF
A SELECTED VHF TELEVISION
STATION

By

J. H. Westing, W. D. Knight and other Faculty
Members of the School of Commerce of the
University of Wisconsin, i1s now available.

This Research is based on WBAY-TV, Green Bay,
and was conducted during 1954.

Our present Research project for B&M Beans
and Brown Bread is in no way connected with
the above.

For a free copy of the AREA OF EFFFECTIVENESS OF
A SELECTED VHF TELEVISION STATION,
write WBAY-TV, Green Bay, WWisconsin.

L
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tor operation~. With all of the press
services available a few feet away, hul-
letins can be brought to the communi-
cator, save NBC, in a matter of sec-
onds. A full news staff will be on con-
tinuous duty to revamp and update the
NCWS,

“*Monitor™ research: Vith the pro-
gram in its infancy as SPONSOR went to
press. there naturally isn’t a rating or
research case hiztory to show whether
or not Monitor ix a big success or just
another show.

NBC., however, has made some cau-
tious predictions:

1. Audience size: NBC is pretty
sure the show will draw well.

P’rior to the show’s start. NBC used
105 identification announcements (at
network cue time) and 52 minute an-
nouncements on the NBC TV network

an airtime investment of $600.000.
In addition, £170.000 worth of radio
cues and announcements were used to
hoost the show in advance. This, in
turn, was backed with a promoetion
~chedule of 500-line newspaper ads in
20 markets on “M-Da.” 12 June, and
a pre-hroadcast publicity job.

IR ARAILS Nerwork

DAYTON
COLUMBUS
SPRINGFIELD
ASHLAND-HUNTINGTON

BUY...

2 — get 5% discount
3 or 4—109% discount

IT SELLS!

for ACTION, call:
Any or Pat Williams
H-R WING
Otfice Dayton, O.
HE 3773
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The kick-off simulcast drew plenty
of attention, too. 1t was aired on some
45 stations of the 53 basic outlets of
NBC TV. covering approximately 80%
of all US. tv homes. On radio, the
show is scheduled on a lineup of 180
stalions, represenling eoverage of
about 907 of all U.S. radio homes.

Monitor's premiere was seen, by
NBC’s guesstimale, in some 3,000,000
tv homes during the premiere, and was
heard in 1,600,000 radio homes and an
uncounted number of out-of-home loca-
tions,

According to Director of Operations
Al Stern, Monitor’s weekly home au-
dience will amount to “about 4,000,000
unduplicated” each weekend, now that
the show will operate as a radio-only
vehicle.

2. Audience vs. costs: Again, guess-
work is in order. NBC researchers
feel that the show will easily draw a
1.5 Nielsen radio rating nationally.
This will produce a cost-per-1,000
homes of 96¢ on the minute announce-
ments, 3¢ on the 30-second participa-
tions. and 29¢ on the six-second bill-
board-—a <et of figures highly com-

petitive with anv ad medium in sight.
* kX%

LOCAL RADIO’S STRENGTH
{Continued [rom page 39)

for the job, that is 17 weeks instead of
six months,

This is the strategyv that produced
those results.

When WAVY approached McLean,
the station management had an idea of
the ty pe of schedule that would reach
potential new home owners.  WAVY
reasoned that the weekend is the time
when the family gets into the car and
goes “home shopping”—in fact, this
tradition is so firmly entrenched that
some families that have neither the
need nor the money for a new home
can’t resist the weekend “real estate
hopping.”

Said WAVY: “Why not reach these
people at a time and on the days when
their habit and mood would make them
ntost receptive to a sales idea and a
honse-hunting snggestion?”

Melean bought the idea. and from
2F April through 14 August 1954
WANVY' s Kurt Webster delivered Me-
Lean connnercials in Saturday Sesston,
1:30-2:00 p.m. and Sunday Session,
12:00-2:00 p.m., two musical pro-
erams. The copy was ad-libbed and in-

terwoven with Wehster’s comients on
highway traffie conditions, weather re-
ports and comments about the music.

Concluded McLean’s Richard Davis:
“Just as soon as we get started on other
housing developments which we plan,
we promize to relurn to WAVY.”

It’s interesting lo note that McLean
led the way to the airways among local
builders, and that the firm’s advertis-
ing approach has since been copied
both on WAVY and on other radio
stations by other local builders and
real estate developers.

Appliances: Caprino Television &
Appliance Co.. Jamestown. N.Y., runs
50 minute announcements weekly over
WIJTN, Jamestown, N. Y.

Until a year ago, Caprino had mere-
Iy been a service agency for television
sets. Today his name has become so
familiar in Jamestown as the place to
buy all applianees. that Joe Caprino
now sells more Sylvania tv sets than
any other dealer in Southwestern New
York, is expanding his line to include
furniture and has added a branch store
in Sinclairville, New York.

How did Caprino build his volume?
A long-time radio user, he switched to
saturation  announcement schedules
over WJTN in fall 1954, He bought
50 one-minute announcements a week
on a floating schedule seven days week-
ly. Ilis objective: hoth to sell tv sets,
appliances and services and to build
the store naine.

His agency. H. J. Weil Advertising
of Buffalo, developed a slogan for him
("Go, go. go see Joe!”) that was so
successful, Joe Caprino’'s brother bor-
rowed it to advertise liis new barber
shop a few months ago. Said his radio
announcements: “Go. go, go see Joe’s
brother.”

Caprino had been using radio for
five vears before the heavy announce-
ment campaign. Through the years his
radio budget had grown to the point
where it took 65 of over-all adver-
tising expenditures. le switched tae-
tics and added to his radio dollars last
fall when he had two carloads of Syl-
vania sets to sell. They were piled on
the sidewalks and they had to go fast.
Caprino bought 85 announcements for
the first weck. Shortly thereafter the
sidewalks were clear again.

Said Caprino to Si Goldman. presi-
dent of WJTN and WJTN-FM: “1954
was the biggest volume year in my
history, and [ felt it was only proper to

(Please turn to page 114)
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This summer big

budgets will be planned
with BASICS Iike these

ALL THESE AND MORE, ARE INCLUDED IN 1955 FALL FACTS 0UT 11 JULY

“I am very much taken with the section in your Fall Facts Issue labeled TV Basics. [ would
like cach one of our acconnt executives to have it. Would you send me 10 copies and plcase

S . L
bill me accordingly.

“There’s only onc word for it: Terrific!

II. Lyman Iart, pres,
Hart-Conway Co., Rocliester, N. }

I'm referring to sroxsor’s Fall Facts ls<ue”

George J. Abrams, v.p., Block Drug Co., Jersey City

“A record breaker in size. so was your
cighth annual Fall Facts Issuc a record
breaker in the amount of pertinent, pithy
information crammed in highly rcadable
form into its pages. Congratulations to
vou and the staff of spoNsOrR on a monu-
mental task, superbly done.”

Sylvester L. Weaver Jr., pres,
NBC, New York

“That 268-page behemoth was passed on
to our Salcs Manager with the following
message: ‘Pleasc see that all sales per-
sonnel read and initial this issue. It's
loaded!™™

Lawrence . Rogers 11, vp.,

WSAZ.TV, Huntington, . Va,

“We are very much interested in passing
on to our clients the information contained
in your Radio and Tclevision Basics from
your VFall Facts Issuc. We would appre-
ciate recciving 100 copics.”

Luana K. Lewis, radio & (v dir,,
Ayxlin Adv. Agency, Houston
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Deadline
27 June

Publication
11 July

w'c'rc not stretehing it. The Fall Facts Issne (this is our

ninth) is invaluable to timebnvers, aceonnt exeentives. ad managers,

radio and tv directors, station executives. Nowhere else can they

get best-buying tips. costs, trends. directories. Nowhere else ean they get
1955 Radio Basies, Tv Basies, Film Basics, Timebuying Basies.
Nowhere else can they learn why this fall and winter are different

and how to eash in on the differenee. They get this (and much more)
while they're bunrning midnight oil making fall and winter deeisions.

The 1955 Fall Facts is all meat. It's 1009 geared to buyver wse.

Anything that doesn’t fit the use requirement is ont. That's

why vour advertising message shonld be in.

| Sponsor, 40 E 48th Street, New York 17, New York
| Please reserve —— page(s) in sronsoR's 9th annual Fall Fact< Basics.
l My position preference(s) is:
I D TV SECTION D TIMEBUYING BASICS D RADIO BASICS
I [] RADIO SECTION [ Tv BASICS ] TV FILM BASICS
| I
i SIGNED - FIRM l
I RATES: double spread $900 1/2 page $265
v MECHANICAL REQUIREMENTS

I full POSk 5450 |/3 RaEH slso Same as regulsr  jssue of SI’ON.\‘:)I:

2/3 page $330  1/6 poae  $100 T e pare(Fa Facta e
I (Above ate single Insertion rates; contract advertisers pay pdo-stitched.)

their regular carned discount rates.) | _ 3




IN EVANSVILLE INDIANA

\  WISE

D & BUYERS
CHOOSE

SALES WITH SHOWMANSH.P

HIGH NOON RANCH
Mon. thru Fri.—11:45 to 12:15

Featuring Doug Oldham and the
Dixic  Six, Jeannie Lamb  and
Ulvsses Carlini the wops in “live
local™ programming.

PARTICIPATIONS AVAILABLE

Represented by

MEEKER TV, INC. — ADAM YOUNG
ST. LOUIS

CHANNEL §

FIRST

IN
PUEBLO
COLORADO

CHANNEL 11

FIRST IN

COLORADO
SPRINGS, TOO

Covering Colorado Springs and Pueblo
for CBS, ABC, and DuMont
television networks
NATIONAL SALES OFFICE
KKTV, PUEBLO, COLORADO

Represented by GEO. P. HOLLINGBERY
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LOCAL RADIO’S STRENGTH
(Continued jrom page 110)

send my formal appreciation to WJTN
for the part it had in helping me
achieve this record. As you know, we
used WJTN from the minute I had a
stock of television sets to sell, and have
nsed it consistently since that day .
increasing my use of its every vear and
my business has increased every ycar.
“WJTN  has helped me Dbecome
known throughout southwestern New
York and northwestern Pennsylvania.
and has played a major role in the out-
standing success I've had in <elling
Sylvania tv sets and Whirlpool wash-
ers and driers as well as other lines.

“*‘Go, go, go see Joe!” has become
so well known and so familiar solely
and completely through WJTN. . . .”

Apparel: Cy’s Campus Sport Shop,
Pullman, Wash., has announcement

schedules over KOFE, Pullman, Wash.

When Cy Jacobs bought out a sports
shop in February 1951. he decided that
Cy’s Campus Sport Shop would be-
come “the” store where Washington
State and University of 1daho students
were concerned, His medium: an-
nouncements in popular KOFE record
shows.

He started with a five-a-week sched-
ule. stepped up his advertizsing to 10
and 12 announcements a week as busi-
ness boomed. In each instance, he sells
a particular item of clothing or en-
semble. There’s the story of the An-
geles Peggers  (casual denim  men’s
slacks) for example. Cy Jacobs began
advertising them over KOFE, put 957%
of his budget for advertising them on
that station. Within a year the slacks
have become de rigeur on campus, and
are now the only kind young men in
the area will wear. 1Pullman clothing
retailers all want to carry the line now.

In April 1954, he introduced “Lady
Manhattan™ shirts for girls. On the
first weekend, and as a result of 10 an-
nouncements over KOFIS only, more
than 100 shirts were <old.

In September 1954 he advertised
“Cougar jackets” on KOFE. By spend-
ing 870 on the station. Cy Jacobs sold
over $1,500 of these wool jackets in
three weeks. From February throngh
December 1951, the store sold 1,200
pairs of the denim “Angeles Peggers”
slacks as a result of a 959 KOFI ad-
vertising budget.

February 1955 showed a 509¢ in-
crease in store volume over February

1953, yet the enrollment at WSC and
the University of Idaho had not
changed appreciably,

Here’s a sample of the rather un.
likely collegiate humor in the commer-
cials that has done the fabulous sales
job (in this instance for Lady Man.
hattan shirts) :

Announcer — “It is night on the
Thames. 1ligh above the murky river,
in a cozy little 84-room caxtle, a touch.-
ing scene unfolds.”

Woman: Hello.

Man: Hello.

Woman: You're familiar.

Man: So I've been told.

Woman: I've seen vou in church, I
believe. . .

Man: P've been there.

Woman: ... why, good heavens! 1
do believe vou're my husband! And
where’ve vou been, m’lord?

Man: Why, I've been living in the
east wing for the past 37 years, m’lady.

Woman: Why. then you are my hus-
band. Lord Manhattan.

Man: Lady Manhattan.

The announcer makes a briefl clos-
ing pitch in the same vein. and the
coeds come rushing into Cy’s to buv
and buy and buy.

Writes Cy Jacobs about the sales re-
sult= in this RAB entry: “I do hereby
swear and afhirm that all statements
contained herein are true and correet,
except for being understatements.™

Specialized services: Standard Ra.
dio and Record Co., Seattle. Wash..
has a 532-week announcement schedules
over KNA. Seattle. Despite the fact
that major record mannfacturers re-
duced disk prices about 30% last year,
the Standard managed to increase its
dolar volume by 309% in 1951 with
the help of radio. It has also taken a
commanding lead over retail competi.
tion in the market (29 retailers exclu-
sive of variety and department stores) .

This independently  owned  record
shop has an annual advertising budget
of over $5.000, puts 75% of this into
radio. (Of the remainder, 157 goes
for catalogues. 107¢ to newspapers),

Standard Radio uses a mininmum of
four straight one-niinute
ments dailh. on KNA. Seattle, seven
days a week. all vear ‘round. The
pitches run at all times of the day, but
only during daytime hours and when
music is featured. The weekly expen-
diture averages S80.

Planning to renew its radio schedule
for the third consecutive year, Stand-

announce-
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PORTRAITS OF WGY-LAND

Schenectady, N. Y. is the second largest city in the
New York Capital District market which ranks 32 in
national retail sales. (Albany, N. Y. is the first city)
Schenectady has a population of more than 98,000. Tt
is the center of heavy industry for eastern New York.
Schenectady is the western gateway to the rich farm
country of the Mohawk Valley.

Schenectady is just one of 22 cities in WGY-land

1i .
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Hello. I'm Martha Brooks—hostess on the Martha Brooks Show
(WGY Monday thru Friday—9:13—10:00 a.m.) Today I'd like to tell
you something about the WGY market area.

with a population more than 10,000. The entire WGY
market includes 1,004,750 radio homes in 53 coun-
ties of New York and New England.

I can help you reach this market during primc
morping hours on the Martha Brooks Show-.

Just one thing more. Only one radio station can
reach this huge market for You.

ALBANY—TROY—SCHENECTADY—plus—53 counties in New York and New England
Represented nationally by Henry |. Christal Co., Inc. New York » Boston « Detroit « San Francisco

13 JUNE 1955
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El Paso County

4th in Texas

In Per Family
Effective Buying
Income®

TEXAS' TOP 10 COUNTIES

1 Dallas County {(Dallas)

2 | bbock County (Lubback

s—Harris County  ‘Houston)

4—EL PASO COUNTY (El Paso)
Jefferson County (Beaumont)

$6.440
6338
€276
6,155
5.928

€—Nueces County Corpus Chr stt) 5.829

Travis County (Austin)
& Tarrant County {Fort Worth)
9 ~Besar County (San Antonio)
10—Mlennan County (Waco)

5.598
5528
531
4 641

11 5 Sales Mamt Survey of Ruving Power

- KROD-TV

CHANNEL 4 A
EL PASO Texas/ ¢,

CBS - DUMONT . ABC

AFFILIATED with KROD-600 ke (S000w.)
Owned G Operated by El Paso Times, Ine

Rep. Matianally by the BRANHAM COMPANY

According to
Morch 1-7
Telepulse,
KTVH hos
15 of top
15 weekly
ond 9 of 10
top multi-
weekly shows

“Windy" invites you to join the “Blue Ribbon”
list of advertisers now taking advantage of
KTVH’s dominance of the TV audience
in the rich mid Kansas area. Do it now—by
contacting a KTVH representative, today!

VHF CHANNEL

ATTS  CBS BASIC—DUMONT 12

WATTS

J Repretented Notionally by H-R Representatives, Inc

KTVH, prioncer station i nich Central
Kansa<. serves more Than L4 mimpoitant
communitics bosides Wachita. Main
office and studros i THutchimson; office
and studio in Wachita (lotel Lassen)
Howard 0O, Peterson, Generul Manager
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ard will increase its radio appropria-
tion by about one-third.

The shop’s owner, Millard Smith,
reports that the KXA announcements
have produced complete sellouts on
specific groupings of record stoeks and
name brand record players. Says he:
“Never have we had resultx like this
from any other advertising. Hundreds
of people mention KNA when they
come in. and 1t Is easy to trace sales of
large equipment and reecords to this
source alone. KXA has proved to be
the best medium for our advertising.”

Sniith also reports that the last mea-
sured week in 1955 (the ninth week)
showed an 807¢ sales gain over the
same week in 1954

The shop’s over all advertising ob-
jectives: to sell merchandise. build
store trafhe and establish good will.
To further these aims, the client co-
operates  with the station in many
ways, lle allows KXA to prepare and
schedule all annommcements. He sup-
ports his air advertising by exhibiting
window displays furnished by KXA.
by in-store signs, and by displays
pomting up KXA-advertised items.

Grocery products: B, E. Glick &
Sons, Corning, Cal., uses weekday par-
ticipations over WCALU, Philadelphia.

In Philadelphia, Glick had tradition-
ally been a snrall newspaper advertiser,
using two-inch ads or at maxinmm,
one-colunin ads. Yet the competition
i the market from nationally adver-
ticed olives has been considerable dur-
ing the past decade or more.  Until re-
cently, ripe olives had been luxury
items. WCAU suggested that they be
sold “to the person next door’” and in
quantities at that.

Ghick’s loeal distributor, the George
C. Washington Co. passed along to the
sponsor WCAUs suggested schedule of
participations  ou  the John Trent
Housewives™ Protective League shows,
Glick decided to give radio a 13-week
whirl. Today Ghick’s Ripe Olives are
the No. One seller in the Philadelphia
area. Glick’s business in Philadelphia
doubled in 1954, and the firm has al-
ready signed up for seven nrore 13-
week periods,

Generally,  Ghek’s  schedule  on
WCAL was the following: two after-
1oon between  4:30
p-m. and 1:55 pame. and one evening
annoucentent between 10:30 pan, and
FH:00 ponn one week, The alternate
week Glick bonght two evening and
one- aflternoon participations. Scheaule

annomnncements

1an on a Monday-through-Friday basis.
Weekly cost of the participations was
$195.

Here’s how Howard A. Washington,
partner in Glick’s Philadelphia dis-
tributing house. described the results
to WCAU: “We have noted since B. E.
Glick & Sons eontracted for time on
your radio program, llousewives’ I'ro-
tective League, that we have been able
to secure larger outlets which are the
major chains and supermarkets. We
are very happy to see that our sales
volume has more than doubled since
entering this program.”

Grocery store: Zink's Super Market.
Salem, Ind., a 15-minute
morning program on WSLM, Salem.
Ind.

Gailard Zink got into the =uper nar-
ket business some 17 years ago, after
returning from Chicago to see his
father’s store emptly on trade. After
one year, the store grossed $25,000.
Today his volume 1s 200,000, and he
expects $225.000 in 1955.

Zink’s sales volume has been increas-
ing steadily in the past three years. It
was $185.000 when WSLM went on
the air. Sinee that time two-thirds of
his §7.000 annual advertising budget
lias gone into radio, the remainder into
direct mail. His customers are both
the rural and urban housewives. These
he reaches with Statesmen Quartet, a
transeribed  15-minute  feature  atred
daily. Monday through Saturdav. at
6:00 a.a.

The main interest of the show is the
reading of the names of people who
register at Zink’s, and have their names
tape recorded for broadeast. During
this reading, an alarm clock goes off,
and the person whose name is being
read at that time gets a basket of groc-

sponsors

eries.
shhow. to musical accompaniment from
the quartet which sings pop tunes.
Besides  sponsoring this program.
Zink alo buys announcements. To test
radio’s pull, for example. Zink ran a
special on hams and potatoes. Within
two hours after the show, Zink had
sold two dozen hams and by noomn, 50

I's the grass roots give-away

bushels of potatoes,

To promote the store’s anniversary
on radio. Zink offered to give away hot
dogs, got traflic of 5,000 visitors in-
stead of the expected 3,000, and had
to buy 2.000 more wieners in a hurry.

7Zmk told broadcasters and admen
about his experience with radio at the
recent NARTB Convention (See SPON-
SoRr 30 May. page 112). * ok Kk
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SPONSORSWARMTO AP

Because . . . it’s better
and it’s better known.

"Airliner Down...
on my way "’

Case History No. 9

The jangle of a telephone startled
Bill Bowers, News Director of KTTS
and KTTS-TV, Springfield, Mo., out
of a sound sleep shortly before mid-
night. A deputy sheriff was calling —
one of Bowers’ good news sources.
Bowers listened, suddenly wide
awake. Seconds later he put in calls
to The Associated Press bureau at
Kansas City, and to his station:

“An airliner’s reported down
north of the airport,” he said.
“I’m on my way.”

His call gave The AP a head start
on the crash, in which 13 were killed,
22 injured. But Bill’s work had just
started.

He drove through a chilly rain to
the crash area. Plodding over a
muddy farm field, he reached the

wreckage just as survivors were being
removed.
He helped ambulance drivers. He
interviewed survivors. He started
work on an identification list. His ...meantime feeding the story to his  handled the story,” he said. “It’s that
back, still sensitive from a recent spi- station. spirit of cooperation that makes AP
nal operation, began to hurt. He con- Twenty-four hours later, Bill Bow-  a great service.”
tinued his rounds. ers was able to resume his interrupted Bill Bowers is one of the
The AP, meanwhile, was wrapping sleep. And the next day, the doctor niany thousands of active
up other details through a multitude put a brace on his back again. But newsmen who make The
of telephone calls. Bowers came Bowers didn’t mind. AP better ... and better
through again—with the first survivor “I am proud of the way all of us Enown. i
interview, plus a casualty list. %
Soon, AP staffmen arrived from 4 : :
Kansas City and Bowers helped them el R e
Field Representative can wive you
complete information. Or write
£
Those who know famous brands...know the most famous name in news is AP &
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Now it costs less
to sell

MINNEAPOLIS
ST. PAUL

Maximum power at minimum

cost — choice availabilities.
ASK 316,000
watts on

H-R Channel 9

Offices, Studies, Transmilar
FOSHAY TOWER

Minneapolis

Represenied Naotionally by H-RTELEYISION, INC.,

TRIED by a
"IO MAN" lIRY

Yes, 10 of the current accounts
on Bob Trebor’s "DAY-
BREAKER” Show have been
sponsors for 3 or more years.
Several for 4Y5 years on this
5-year-old show.

The verdict of this 10-man
jury is justified! From morning
to night WVET gets results
in-the Metropolitan Rochester-
Woestern New York Marker,
3rd largest in America’s first

State
5000 WATTS

1280 KC

IN ROCHESTER, N. Y.

Represented Nationally by
THE BOLLING COMPANY

PROCTER & GAMBLE
(Continued [rom page 35)

SPONsors the two top-rated daytime
programs, Search for Tomorrow and
The Guiding Light, both on CBS TV.
The first show reached over 5,600,000
homes per show in March, the second
almost 5.350,000. (In 1949, by com-
parison. P&G’s top radio serial, Ma
Perkins reached 4,325,000 homes for
Oxydol—this year the figure was down
to 2,431,000, according to Nielsen.

As for why daytime advertising is
nceded, P&G explains it as arising
from the pressures of the marketplace
and competition. Daytime air expo-
sure is essential because this is the
most eflicient route to the primary

| prospect, the fickle housewife. As de-

veloped during the radio era, P&G’s
daytime air advertising via soap operas
has been based on the principle of
frequency. the ideal being a situation

ir. which as many housewives as pos-

stantly

~ your product.

sible listen to your show as often as
possible.

Whether on radio or tv, this daytime
approach prevails. The importance of
frequency is underscored by this P&G
agency account man’s statement: “The
figures show that a soap brand is con-
losing and adding customers.
Actually, there appears to be little
Lrand loyalty at all, rather an inces-
saut flow of customers to and from
This means that you not
only have to hit themn as frequently as
possible, but that you can never stop.
I[f you do, you can't replace those cus-
tomers you've lost, not to speak of
altracting new ones.”

What is surprising, he notes, is that
despite the lack of any ol)serva])]c true
brand loyalty, the relative ranking of
the brands appears to remain stable.
This is at least a partial reflection, he
feels, of the amount of advertising the
hrands get.

It was the soap npcra’s grecat con-
tribution to commnercial broadeasting
to have met these needs of frequency
and volume. When I’8G radio head
Bill Ramsey brought Ma Perkins to
national coverage over two decades
ago, after a successful 13-week experi-
ment in Cincinnati, he was pioneering
a program form which quickly proved
capable of attracting and holding large
female audiences.

The <imple, historic fact is that for
over two decades, the oft-maligned

soap opera has continued to be the
nost popular program type in daytime
radio. This holds true today. The
latest Nielsen standings showed that
the first 10 daytime radio programs
were all daytime serials.

Their hold on audiences knows no
equals. AMa Perkins has been on the
air for 22 years, Pepper Young's Fam-
ily 19, Right to lappiness 16, Road of
Life 17, The Guiding Light 18, Perry
Mason 11.

P&G’s oldest going tv serial is
Search  for Tomorrow, now in ils
fourth year. But already it has proved
able to surpass its radio fore-runners
in two important respects:
day-to-day holding power. In March
Search had an average-per-minute
Nielsen rating of 17.2. the top daytime
rating. In March of 1949, by com-
Ma Perkins on radio held
down a respectable but much lower
11.1.  (Tv rating is percent to homes
in areas covered; radio is percent of
all radio homes. Comparison, there-
fore, is an indication of popularity
potential rather than homes delivered.)

Search delivers. too, an impressive
frequency of viewing. According to
Niclsen data, close to half of the audi-
ence walches four or five times a week.
No radio serial, according to a P’&G
spokesman, has managed that striking
a frequency of viewing.

ratings and

parison,

To this frequeney record must be
added the full “reach” story of Search
to appreciate what P&G sees as the
daytime potential in tv. The nel
weekly audience is 279 of all U. S. tv
iomes. Over a four-weck period, the
unduplicated coverage is 39.7¢¢.

But Search and Light are by no
means representative of what PRG gets
on its other daytime tv shows. Road
of Life which has been dropped, deliv-
ered only 1,717,000 homes in March,
while its radio counterpart delivered
2.201,000. Concerning Miss Marlowe,
which has also been dropped, delivered
1,779,000. Brighter Day came in with
2.890.000 homes.

This does not compare favorably with
many of the radio serials. lixamples
(Mareh) : Our Gal Sunday, 2,201.000
homes; Young Pr. Malone, 2,217,000;
Guiding Light, 2,293,000.

The
and its agencies practice a combina-
tion tv-radio policy. Tv, it is held,
delivers the audience core, the basic

SPONSOR
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prospect group. You then employ ra-
dio to “extend” your audience reach.

The chart on page 35 illustrates this
thinking. It was prepared by CBS
Radio Research from special Nielsen
data. The tv show is Brighter Day, on
at 4:00 p.m. The radio show is The
Guiding Light, at 1:45 p.m. The radio
serial during the period stndied was
heard in 13.9% of U. S. tv homes and
in 16.2% of all radio homes. The tv
serial was reaching 29.3% of all tv
homes and 19.9% of all radio homes.
The combination extended the uet tv
reach 33%, delivering atotal of 39.0%
of all tv homes. It extended the net
radio reach 00.8%, delivering a total
of 33.2% of all radio homes.

Radio will continue to be important
for a number of P&G brands for the
following reasons outlined by Paul
Huth, director of media:

1. Network radio 1s still first among
the media in delivering low cost-per-
1,000 for P&G brands;

2. Radio goes into areas that can-
not be reached by tv;

3. There is a substantial amount of
listening in tv homes;

4. Listening is higher still in radio-
only homes;

5. Radio is at its most efficient dur-
ing the daytime, and even in the old
days P&G was not much of a nighttime
radio advertiser.

6. Network radio for P&G, at least,
still appears to be the most practical
means of reaching the widely scattered
radio audience,

Cumulative audience: This princi-

ple of extension of audience found in
the radio-tv combination is tied in

“She writes, ‘I just bought a home
advertised on KRIZ Phoenix, with
a lovely rock garden’.”
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with the ceaseless search for the large
cumulative audience. Standard P&G
practice on tv, both daytime and
nighttime, is to spread sponsorship by
a single brand over several shows
rather than limit it to one. A P&G
agency researcher explains why:

“With one show you might, let us
say, reach 60% of all tv homes in four
weeks. (The reference is to evening
programing, but the principle remains
the same for daytime.) But with two
shows you might reach 80-85%¢ of all
tv homes and get a more diversified
audience in addition.”

The budget problem actually ap-
pears to play as basic a role in P&G’s
multiple-sponsorship as any well de-
veloped medha theory. Says A. N. Hal-
verstadt, manager of the advertising
production division:

“There isn’t an advertiser who is
not concerned today with rising tv
costs. It is our obligation to make
advertising dollars stretch as far as
possible. At today’s prices, single-
brand sponsorship is simply too rich
for any one brand.”

SPONSOR’s Comparagraph shows that
this spring only Tide enjoyed single-
brand sponsorship of a tv show (Con-
cerning Miss Marlowe), but this was
only for two-and-a-half days a week.
Three or four brands have been split-
ting the costs of the other daytime
shows. At night, incidentally, no brand
appears to have more than half-spon-
sorship of any show.

Multiple-brand sponsorship is noth-
ing new for P&G, says Halverstadt. It
is applied to radio as well. This spring
there were five radio shows with single-
brand sponsorship; eight carried two
or more brands. In 1947, by com-
parison, all P&G radio shows except
one—there were 14 daytime, six night-
time programs — were spousored by
single brands.

Rule of the vating: Tv's rising costs
have created ever-mounting pressures
for top ratings and dollar efficiency for
P&G. To make ad expenditures pay
off in tv these days, P&G has to reach
tremendous audiences: unless it does,
cost for reaching the prospect becomes
too high. The measure of its adver-
tising efliciency is therefore cost-per-
1,000, while the key to the problem in
the long run is the rating.

Tv time during the day, it is pointed
out by those who feel P&G’s romance
with the medium cannot last. costs half

JOHN IRELAND

reasonsCh =
why %

buy v+
y .%:‘x

EDMOND O'BRIEN

52 star-spangled films, paced by
top names from Hollywood and
Broadway...great scripts...superb
direction by Roy Kellino, Ted Post,
and others. If you want to make a
real impression, this is for you!

ABC FILM
SYNDICATION, INC.

7 Waest 66th St., N. Y,
CHICAGO - ATLANTA - HOLLYWOOD - DALLAS
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W s Tl
Quad-,City

Employment
is up and Steady!

Employment at the large farm im-
plement plants and at some 300
other factories is keeping pace
with increased production sched-
ules. Forecasts of a busy pros-
perous 1955 in the Quad-Cities
have materialized into an active
buying market of !/4 million peo-
ple.

The Quad-Cities offer you a good
marketing opportunity. WHBF s

I “The Quad-Cities’ Favorite'’,

CBS FOR THE

Savimrost

-
f--p
S wace  wotiet
inens

= s
wou vt

TELCO BUMLOING, ROCK ISLAND, Illlﬂﬂls
Eepresented by Avery-Knodul, Inc.

MORE

POWER

than any other Montana

TV, is the reason why

KGVO-TV

Missoula, Montana

sells 9
Montana counties

MORE

MAGNIFY YOUR SALES
IN THIS STABLE $140,000,000.00

V0o )=

University City
MISSOULA

MONTANA

[ ]
Rich Lumbering and
Agricultural Area

167 Mou;iainous Miles from Spokane
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of nighttime, but delivers about one-
third the audience. Costs of daytime
are thus concluded be out of line.
But a P&G agency research head shows

how the best daytime show actually
stacks I from an efliciency point of
view. “lLet us take the top davtime

and nighttinie ~hows for P&G and see
how they compare. In March, I Love
Lucy had a cost-per-1.000 of about
S4L70. Search for Tomorrow had a
cost-per-1,000 of $2.00. The daytime
show, in other words. was more than
twice as efficient as the nighttime.”
This is possible when the show de-
good rating because talent
costs are far lower in the daytime than
at night.  But poorly-rated daytime
shows are indeed more expensive than
high-rated nighttime vehicles,

hivers a

Actually evening shows are expected
to have higher per-1.000 co<ts. but
these are justified by P&G’s media men
on the grounds that nighttime’s huge
audiences are essential in certain casex,

The

conmipany expects to pay more,
proportionately. for such coverage.
But there is no such excuse in the

daytime, since the total base you start
with is 20 much smaller than at night.

This is the dollars-and-cents prob-
lem behind the concern with daytime
ratings. It explains why, as one net-
“P&G won't stay
long with a davtime show that rates
under a

work source puts it,
nine.”
How ratings are used: A\ halance
of coverage, frequency and rating efli-
what the company seeks n
Central to the whole &G
shde-rule operation is the A. C. Nielsen
the firm
for most of its broadcast re-
material.  Paul Huth erplains
the use of Nielen ratings by P&G this
way:

ciency s
each buy.
Co., on which soap relies
heavily

search

1. Nielsen's average-per-minute fig-

ures are cmployed to evaluate “circu-
ktion performance”™ of shows. They
can tell P&G the size of the audi-

ence during the average minute of the
progrant. are therefore guides to aver-
age listening 10 the commercial. These
are the figures P&G employvs to figure
cost-per-1,000. From a comparative
point of view, Huth explains, the aver-
age-per-niinute rating serves “to equal-
ize different length shows.”

2. The well-known “Nielsen-Rating”
i~ used by P&G primarily for the pur-
pose of estimating cumulative audience
over a fonr-week period. This rating

is a measure of how many homes were
tuned to the program for a minimum
of =ix minutes. Because it measures
the
tune-in to a specific show.
minute rating ix emploved by P&G to
nmeasure frequency of viewing. too.

set
the six-

average radio or television

The rating is not onh a sigu of the
size of your audience. =ay~ lluth. but
i~ also directly related to the important
factor of frequency. le cites a hypo-
thetical example:

A high-rated show reaches 807 ¢ of
all tv homes in the four-week period.

A medium-rated show alco reaches
307 ¢ of all tv homes in that same

period. Is there any seriou~ difference
in what the two shows are delivering?
Yes, because the first is reaching each
home an average of 2.3 times, the sec-
ond an average of 1.1

This is another of the reasons yvou
will find the media department of P&G
hard to keep happy with any but the
top ratings. It wants to keep hitting
cach home because of the constant
competitive pressure in the soap busi.

11€58,

Daytime problems: Since PG does
not yet enjoy the best ratings with all
it daytime entries, its media and pro-
gram men are olnioush concerned.
\mong the most serious problems 1=
mounting costs. which affect the whole
media picture at P&G.

sPONSOR asked PXG's AL N, Halver-
~tadt: “Is it true. as some maintain.
that daytime is simply not economical
cnough  for and that

e T

yon yvou may
leave
llahverstadt's careful answer: “We
feel that daytime tv can be of real
value to a number of our brands, But
il we found that through another
medium or combination of media we
could reach more people at a more
reasonable cost, we might very well
utilize it instead. There is a ceiling
beyond which you can’t go in buying
even top-ratedt shows, whether day or
night. High efliciency, high coverage
are all wonderful. But 1if the vehicle
ix <o expensive that it exhauosts all
vour advertising funds at the cost of
<atisfactory frequency, vou may have
to forget about maxinmn coverage and
settle for something less ambitious.
“Amy medinm can reach a point
where it cannot deliver what the ad-
vertiser wants within a cost structure
that it can and should bear for it.”
The cost squeeze works this way,

SPONSOR
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according to a P&G agency. You build
your campaign avound your basic
medium, which is television, and sup-
plement with remaining funds. Your
choice is basically between nighttime
and daytime television. If you choose
nighttime. you may not have a dime
left for anything else. or so little that
vou can't do much with it. Davtime,
while cheaper. is still very expensive,
and will eal up your funds rapidly too,
so that there will not be much left for
the other media. To big-budget
brands like Tide and Cheer, this may
not he a serious problem, but for the
rest of the P&G group, it creates tre-
mendous headaches.

Daytimne tv could suffer in the case
of some P&G brands, says Halverstadt,
if in the face of rising costs those
brands insist on continuing or expand-
ing their nighttiine coverage or if
brands now on in the daytime decide
to venture into the evening schedules.

In the same way, an agency re-
searcher points out, radio tends to
suffer. The cost of a daytime radio
strip is figured by the agency as equiv-
alent to one-third of a daytime tele-
vision strip. Almost invariably the
agency will recommend television, the
basic medium, and there may not be
ciiough money left to do a radio job
i addition.

“We don't want to drop radio,” they
will tell you at a P&G agency, “but
what can we do?”

To counteract the agency tendency
to neglect radio in favor of tv, the
media department of P&G is reported
to have requested its agencies not to
recommend dropping the medium un-
less it was absolutely necessary, on the
ground that network radio today is
still such an efficient buy.

An executive of one P&G agency
feels that “it is a disgrace the way
radio is booed in some other agencies.”
He maintains that “it is time to give

1,000,000
WATTS

st in Power
‘and Coverage

Ay

Vs
7> Wilkes-Burre
Scranton
Coll Avery-Knodel, Inc.
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radio new shows.” He suggests that
sponsors  “should aggressively make
radio versions of tv successes.” These
adaptations should be simple to make,
he insists, and would cost hittle, since
the same performers could bhe em-
ployed.

The P&G agencies are Benton &
Bowles, Compton, Dancer-Fitzgerald-
Sample, Biow-Beirn-Toigo and Young
& Rubicam in New York: Leo Burnett
and H. W. Kastor & Sons in Chicago.

Program troubles: The high cost
of tv is compounding the program
dilemma. Once you could take your
time in building a vehicle. a P&G
spokesman told sPoNsor; vou could
afford to invest the vears and money
to develop a radio property, and
could fool around without too much
out-go of funds in the frst davs of
daytime tv. Todav, he sighs, your pro-
gram has to pay out fast. Concerning
Wiss Marlowe, considered a first-class
show at P&G. just eouldn’t seem to do
much rating-wise after a year, and has
been dropped. Golden Windows, also
on NBC TV. had an even shorter run.

This raises the question whether the
soap opera is any longer a feasible
form of program to build in the high-
cost tv era. At NBC TV an executive
argues that it is no longer possible to
develop the rating on a soap opera
quickly enough to justifv the cost.
NBC TV will attempt to build its day-
time structure around personality
shows, which it believes to be more
merchandisable than serials and more
capable of swift growth. Since P&G
has apparently decided to let NBC TV
determine the program content of the
two NBC TV quarter-hours it is inter-
ested in, the chances are against serials
going into the afternoon slots. At
presstime, it appeared likelv that P&G
would pick up the tab for the first
quarter-hour of The Tennessee FErnie
Ford Show, as well as another NBC
TV show.

Uncertaintv about programing for
davtime is increased by the rating
spread of the serials on the P&G roster,
from 17.0 to 5.5. This iz contrary to
the expericnce in radio. where serial
ratings have tended to remain within
a fairly narrow range over the vears.
In 1949, for example, the difference
between the highest and lowest-rated
P&G radio serial was 1.2. In March
of this year it was 2.4.

Why this should be has a great

reasunsf.

EDWARD ARNOLD

PLQ@)‘USE

Strictly a top-drawer series. . .52

films combining famous stars (like
these), great stories, top production
in one quality package. No wonder
critics call them ‘‘outstanding”
..first class'"!
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. ligion.

many people wondering. Are Search
for Tomorrow and The Guiding Light
programing flukes and just so far supe-
rior to the others as to be no contest?

A network researcher offers this ex-
planation: “There is a psychological
difference between watching television
and listening to radio which people
often overlook. 1t is possible for a
liousewife to listen to a flock of serials
while working in the house. She can
easily let the second-rate show slip
by while she waits to hear the one she
is really interested in. To watch tv, on
the other hand, requires that she pay
it a different kind of attention. This
means she is going to be much more
selective. She simply will not take the
time to watch a daytime serial unless
she really wishes to see it.”

* * * * * * * *

¢¢. ., . we and our public and our ecritics
must note these important differences:
we can help cdncation, but we cannot
be education. We can give the pulpit
a wider range, but we cannot be re-
We can help the American
lhiome, but we cannot be parents. The
true, proper function of tv in our so-
cicty is mot to make a perfeect world,
or even perfect District of Columbia,
but to meet the world as we find it; to
show it to itself warts and all; to make
it better informed and hopefully hap-
picr, and to muke it aspire.®®

DR. FRANK STANTON
President

CBS
* * * * * * * *

Under review, too, in Cincinnali is
the question of how to size up the
daytime tv impact. A company spokes-
man admits that so far there is no way
of pinpointing the medium’s actual
commercial effectiveness. It was quite
different in the radio-only days. We
were largely alone in the medium for
a long time. You could feel the sales
impact of a new strip almost immedi-
ately. In daytime tv, it is much more
difficult to judge.”

One of the basic questions is: lHow
attentively does the woman at home
watch the screen during the day? At
one P&G agency, the daytime approach
holds that the audio must play a more
important part than at night, and so it
looks upon a daytime serial as Dhasi-
cally “a radio show with pictures.”

To this question, too, no final an-

swers seem to have been found as vet.
* K K

40 E. 49TH
(Continued from page 16)

TIMEBUYING MACHINE

[ eertainly was gratified 1o see
(spONsOR, 2 May, 1955) that there is
such a thing as a time buying machine.
Even though I mentioned the machines
in my “Timebuyers at Work” com-
ment, I didn’t believe they existed.
Mr. Flanagan and sPONSOR showed me
how wrong I was.

[ still don’t think the machine is a
practieal reality, however, it is read-
ily apparent that it does not put a
return address on the envelope.

WiLLian B, KROSKE

Radio & Tv Timebuyer
Ketchum, MacLeod & Grove
Pittsburgh

TREWAX

In your 4 April issue you published
a very nice slory concerning our cli-
ent, the Trewax Company.

We would like very much to have a
half dozen reprints of this article, and
if it is poscible to order several thou-
sand reprints, we would like to have
you quote us a price in two and three
thousand quantities.

This well-written article would make

a very nice dealer mailing piece, and
if we could use it in this manner we
would, of course, credit sPoNsoR with
its origin.

BETH NORMAN

Richard N. Meltzer Adv.

Los Angeles

® SPONSOR is happy lo furnlsh reprints of
artleles. A four-page reprint costs $53 for 1,000,
$86 for 2,000 and $119 for 3,000.

TIMEBUYERS

Your article “Top Timebuyers™ (18
April 1955) was of great interest here.
I was particularly pleased with yonr
report on the system for developing
good timehnyers that’s heginning at
many agencies. This report helps sub-
stantiate the practieal aspect of the
teaching methods [ use in my radio.
tv advertising course. The eight points
listed as a part of the agency training
program are all covered in this course.
They are further augmented with a
term project which includes selection
and study of an account with the ac-
tnal working ont of a radio-tv eam.
paign for this advertiser covering all
of the timebuying procedure down to
the point of making out sample con-

SPONSOR
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tracts for the time purchases.
Naturally, this class keeps up with

developments in the industry through
reading assignnments in SPONSOR.

Pat CraNsTON

Instructor, radio-tv

School of Communications

Washington, D. C.

FEE TV REBUTTAL

Your 18 April issue carries a letter
from Leon Gorman, general manager
of WABI-TV, Bangor that requires an
answer if the facts of subscription tv
are not to be buried under a load of
arithmetical garbage.

The statistics he used were appar-
ently supplied by the TV Research
Council, a disguised propaganda arm
of the Theater Owners of America.
Aside from a lack of candor as to the
true interest of the source, the figures
represent a distortion of fact and a
bold attempt to mislead the reader.

It is utter nonsense to state that
subscription tv is going to cost the
viewer 81,500 amnually. To prove that
he doesn’t have any faitli in his own
figures, Gorman immediately climbs
down off the ladder and says that the
annual cost is going to be $500. This
latter statistic makes more sense than
his first one. The job of subscription
tv is to provide viewers with a new
class of program which viewers do
not now get and sponsors cannot now
afford.  First-run  motion pictures,
Broadway opening nights, symphony
concerts, top-flight sports events and
cultural programs would be presented.
There is a very great deal of difference
between this type of attraction and the
type of events regularly presented on

“Remember, KRIZ Phoenix said
we'd find beaux here?”

13 JUNE 1955

present-day tv schedules.

Gorman and other opponents of sub-
scription tv have voiced one statement
that sets a new high in outright
goofiness. This is an assertion that
the public is going to be required 1o
pay for all the programs it now gels
for nothing. Of course the public gets
no program for nothing even these
days. The public paid to build Gor-
man’s station and it pays his salary.
But instead of belaboring that point,
consider the true case of this claim Lhat,
with subscription tv, the public will
have to pay for all these so-called free
programs.

. If subscription tv is to be a success
it must offer a type of program that is
superior to the regular offerings on
conmmercial tv. . . . In the course of a
year, the number of such top-quality
offerings is limited. At the outset, not
more than 10 or 15 hours a week
of such entertainment could he
provided. . ..

In 1933, on the basis of taxes paid,
the public spent something like $3,128,-
000,000 in admissions to theaters,
concerts, baseball games, {ootball
gamcs, and all other amusement events
where an admission fee was charged.
The addition of subscription tv is not
likely to change this total very much.
It is from these fields of spectator
interest thal subscription tv would
draw its box office.

. . . So far as Zenith is concerned,
there is going to be no requirement
for the viewer to make a capital invest-
ment in a decoder. These instruments,
in each case, would be owned by the
local ’honovision franchise company.
Users would probably pay a snall
installation fee and monthly service
fce for the decoder. This is much on
the order of the transaction that takes
place between a subscriber and his
local telephone company.

. Gorman’s own station in Bangor
is currently enjoying a fine monopoly
on all the tv network programing
there is, by virtue of its four-network
afihiation. Within his primary area,
there are five vacant channels. It is
of serious business concern to him
that some, or all, of these channels
could blossom into competition if they
kad access to subscription tv income.
And it is of interest to the public in his
arca that these stations blossom to
offer a wider choice of both subscrip-
tion and sponsored programs.

The real fears that Gorman has are
based on his feelings aboul subserip-
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tion 1v as a possible eompetitor. His
fancied ones, as outlined In his letter
to spoasoR. can largely be dismissed
as nonsense. As for the residue.
there ix still a regulating body called
the I.C.C. that has the power to cope

with any abuse that might ecrop
up. including the number of hours
the station can carry subscription

]:r()j_'rams.

I'en LEITZELL

Director, Public Relations

I 5 5

Zenith Radio Corp.

Chicago
[ Reader Leitzell i« referring to a letter that
appeared in the 18 April iscue written by Leom
P. Gorman, General Manager of WABLSTY, Ran-
gor. The letter by Gorman was itself a reply to
a statement by Jackie Gleason in the 21 March
issne. Gleason had answered the Sponser A<ks
question, “"How do you visualize television 10

vears from now ?” to the effect that moest v
would be¢ pay-tv on film.

ROUND-UP

'Continued from page 75)

KYW. Philadelphia. has sent out a
brochure to admen that leads with the
startling statement that KY'W listeners

Always the Best |
Independent

Buy in the

Market
the AIMS station!

Boston WCOP New Orleons WTIX
Clevelond WDOK New York WINS
Dallos KLIF  Omoho KOWH
Denver KMYR Portlond,Ore KXL
Des Maines KCBC San Antonio KITE
Evanstan , NI WNMP  San Francisco KYA
Evonsville, Ind WIKY Seattle KOL 1
Houston KNUZ  Springfield,Moss. WTXL
Indionapolis WXLW  Stockion ,Cal. KSTN
Jockson , TAIss WIXN  Syrocuse WOLF
Kansas City WHB  Tulsa KFMJ
Huntington, L.1. WGSM  Wichita Kan, KWBB
Lovisville WKYW  Worcester,Mass. WNEB
Milwaukee WMIL |
Canada

Calgary, Alberta, Canada CKXL
New Westminister, B.C, CKNW
Only one Membership
in cach by invitation
market _}Wh'_"
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never leave the signal area even on
their vacations. This data is elucidat-
ed upon further showing the amoumnt
of money spent in the listening area
by the residents plus the money spent
by seasonal vizitors to the area. The
brochure also c¢ites various surveys in-
dicating that summer sales continue
high, and that KY'W programs to the
summer listener using portables and
car radios.
* #* *

01l seems to he taking something of
a back seat in Texas. WOAILTV, San
Antonio, has just concluded a tv
course on uranium prospecting. The
course was a Sundayv feature of eight
half-hour les<ons and featured experts
in Geology. Mining. Physies and Law.

* * *

Radio listeners in Columbus, Ohio,
can get some gnnd news at least once
a week when station WTVN airs a
show with the “lighter and nicer <ide
of the news.” It is aptly named Good
News and ix assembled by Reverend T.
C. Whitchouse, of that city.

* * *

The recent floods and tornados which
hit Oklahoma were covered by WRKY
and WKY-TV, Oklahoma City. in true
on-the-spot  fashion. So  on-the-spot
were the canlera men and broadcasters
that: (1)} they lost a news truck in
four feet of flood water, (2) a remote
crew was nearly electrocuted when a
power shovel cut through their power
line.

The station managed to receive tele-
phone reports  for news broadecast
almost in the tecth of the storm and
telecast sound films shortly after it
was over.

* * *

WTVW, Milwaukee, has the interest
of the folks in thie “Beer Citv™ stirred
as to the exaet time the station’s new
1.105 foot tv tower will be completed.
For the person who comes closest to
the exact second that construetion is
completed, the station has a brand-new
1955 Plymonth sedan. Other prizes,
12 in all, inclnde a eolor tv console.
radio-phonograph.  clock-radios and
jewelry.  The contest s being bally-
local and in
retail store windows,

hooed in the papers

There is also a separate eoutest being
run for admen withh 12 casl prizes.
(WTV W is channel 12 in Milwankee.)
Top prize for the admen is $100 with
other prizes down to §25. * & ok

BATTLE OF TITANS
(Continued from page 33)

CB> has joined NBC, has 14 of these
11s-hour shows in the works, 10 of
which have been sold to Ford dealers
on Saturdays and four of whieh will
be put on during the week. though no
specific times or sponsors have thus
far been announced. CBS has even
more in mind but eannot elear the time
until contracts with 1its clients
permit the web to preempt their shows.

The Jubilee shows-— which CBS
prefers to call its long programs—uwill
be heavily-laden with star names. Noel
Coward will star in three, with Mary
Martin co-starring in one: Bing Crosby
will appear in two plays put to musie.
with Thornton Wilder’s “Our Town”
“High Tor”

new

and Maxwell Anderson’s
under consideration.

As for NBC. in addition to putting
on a spectacular =eries on Sunday
afternoon with Maurice Evans, the net-
work is offering its long-planned Wide
Wide World, an excellent example of
the tvpe of programing that excites
Pat Weaver’s imagination.

Wide, Wide World, which has not
vet been sold, is conceived as an ex-
tension of man’s senses through the
clectronic camera, which ranges over
the earth while the viewer sees all from
his arinchair. Tv audiences, as well as
potential sponsors, will get a sample
of the show soon, since Ford and RCA
have bought it for the 26 June Pro-
ducer’s Showcase, which is NBC's
Monday night spectacular.

While details have not been set, the
following description is a close ap-
proximation of the 26 June show: It
will be series of live piekups from
coast to coast. The show will open
with a view of the Shakespeare Festi-
val in Stratford, Ontario, then hop
across the country by stages, with
pickups in Chicago. Kansas City, Den-
ver and the West Coast. Viewers will
see skiers on the slopes of Mt. llood
and a performaunce of the famous Mex-
ican comedian. Catinflas, whose bull-
fight satire will be picked np by the
tv camera in Tia Juana.

ABC is holding off from the spec-
tacular battle. ‘lThe reason is put this
wayv by Robert Weitman, viee president
in charge of programing: “If yon offer
people a Cadillac on Monday, will they
want a Chevrolet on Tuesday?”

Weitinan is not only afraid that
extravaganzas will make the smaller

SPONSOR




shows look pale in eomparison but
fears this in turn will lead to a multi-
plying of spectaculars with tv costs
rising to such heights that sponsors
will desert the medium. He recalled
his own experience as manager of the
New York Paramount Theatre during
which time, he said. the Times Square
theatres showing both movies and a
stage show bid up prices so high for
stage talent that many of the movie

houses were forced
“flesh.”

*It wasn’t necessarv for this to hap-
pen,” Weitman contended. 'l the
theatres offered good. solid program.-

to discontinue

ing week after week so that the public
knew what it was getting. the stage

shows would have continuned. That’s
what tv needs, good solid entertain-
ment week after week so that the

viewer knows what he can expect be-
fore he turns on the set.”

ABC has been trying to convince
advertisers that the spectaculars are
vot a good buy. Early last month the
network released figurcs. based on
Nielsen data, comparing half hour
costs-per-1,000 with those of spectacu-
lars.  According to the figures, the
spectaculars have delivered. on the
average, a cost-per-1.000 per commer-
cial minute of $1.42. The average
half-hour show this season delivered
an average cost of $2.99.

\BC’s Pat Weaver took indirect
cognizance of these figures recently in
a speech before the Advertising Club
of New Jersey. He flaunted defiance
of the cost-per-1.000 concept. In eval-
uating the spectaculars in terms of
cost-per-1.000. Weaver said, the ad-
vertiser is nissing the point. He
pointed out that skywriting and bill-
hoards offer exceedingly cheap costs-
per-1,000, but not everybody buys
them. Spectaculars, Weaver said, were
«reated for different goals and these.
as he has said so many times before,
are excitement for the audience, a sales
spur to dealers. impact for the product
and prestige for the advertiser.

Most of this season’s spectacular
sponsors agree with Weaver. Ford.

RCA. Sunbeam, Oldsmobile will spon-

$60.00 INVESTMENT
SOLD $1,500.00 in floor covering

VIA ALL-NEGRO
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NASHVILLE, TENNESSEE
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sor them in the fall; Maybelline and
Louis Howe will join them on NBC.
the Ford dealers on CBS. in addition
to Chrysler with its one-hour Shower
of Stars on the same network. lazel
Bishop and Reynolds Metals have de-
serted the spectaculars while Westing-
house will not revive its Best of Broad-
way series on CBS TV,

The prominence of auto
among big show ~ponsors this ceason
and next is no coincidence. In addi-
tion to those mentioned, Buick will
spend heavily on the Jackie Gleason
Honeymooners property. Chevrolet
will plunk down plenty for Bob Hope.
While plans are not final, Chevvy in-
tends sponsoring anywhere from six
to 13 of the Bob Hope vehicles. The
wise-cracking comic set a record of
some kind or another with the price
for each of his shows =et at $200.000.
And that’s net.

In addition to these. there’s Lin-
coln-Mercury dealers with Ed Sullivan,
DeSoto with Groucho Marx. Pontiac
with a new hour dramatie show, Amer-
icas Motors with Disneyland. while
Dodge and Studebaker-Packard are
also network tv sponsors.

names

There are a number of reasons for

thi< heavy inflow of auto moneyv, but
probably the most important one is
that sales are going at a record clip.
Competition is important. too. If one
cets in, the other feels he must. too.
While the auto firms have subsidized
much of the exciting programing on
network tv, some advertisers resent the
inflationary effect on program prices
thix heavy spending has caused.

Movies and video: \Vhile \BC has
been shying away from spectaculars,
it ix up to its neck in another impor-
tant programing (Ie\'(’lopmenl on tv:
the growing romance between Holly-
wood and network tv. Video had al-
wavs been the panting swain in this
affair. ht was the movies who plaved
cov. With Disneyland having broken
the ice, however, the studios are ap-
parenthy convinced that they can gain
more in promotion than thev might
conceivably lose in rentals by exposing
their star names to tv audiences.
One result of this is ABC's new
cshow Warner Bros. Presents. With a
format a little like Disneyland. in that
each show will be built around one of
a series of themes. the Warner Bros.
programs will feature dramas based on

three of its pictures: “Cheyvenne.”

“Casablanca™ and “King’s Row.”

The studio gets its promotion lcks
in via a six-minute behind-the.scenes
bit showing some movie in progress,
plus a three-minute trailer of a cur-
rent release. ABC feels confident view-
ers will like these nine minutes.

Besides the Warner Bros. show. ABC
i= mulling over the idea of presenting
feature films on Sunday night. The
network lias its eve on a Pine-Thomas
package. If put on, it would represent
the first regular network program of-
fering feature films.

Movie tie-ins are cropping up on the
other networks. too. Twentieth-Cen-
tury Fox is producing Front Row
Center for General FElectric. The pro-
gram started 1 June. Paramount Pic-
tures. through its interest in York
Productions. which it jointly owns
with Dean Martin and Jerry Lewix, ix
heavily involved in the Colgate Sundav
Hour. AHred Hitchcock will try his
hand at tv on CBS every Sunday.
And NBC will present an Alexander
Korda picture — the “Constant lus-
band” with Rex llarrison —on its
Sunday night spectacular before the
movie is released for distribution. * * %

Covering the entire
Northwest from Spokane

ANOTHER

KGA

- SPECTACULAR!
“KASH BOX”

starring:
Albers’ Qats
Brownie Cookies
Crescent Spices & Toppings
Darigold Evaporated Milk
Dr. Ross Cat Food
Dr. Ross Variety Diet
Instant Fels Naptha
Lynden's Ravioli
Sunny Jim Products
Surf-Mist Tuna

Each a sponsor proud of KGCA's |
sales-winning KASH BOX program.

" $2412.00

Civen Away—16 week average of a
thousand letters a day!

But you're the real winner—with new
customers for your product!

Inquire:
Reps.: Everett-McKinney, Inc
New York, Chicago, |
| Los Angeles, San Francisco

Box 141 - Spokane, Wash.
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Contact us
or call your
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John Blair man mm:

TODAY!

MILESTONES
BMI's series of program
continnities. entitled “Mile-
<tones,” foenses the spot-
light on important events
and problems which have
<haped the Ameriean seene.
Jnb s release feainres fonr
complete half-honr shows
—ready for immediate nse
—mooth, well written
seripts for a varicty of
n=es.

“Vilestones™ for

July:

VACATION TIME, US. A —

Tips tor a Happy Holiday July 1 10}

THE GREATEST DAY OF THE
YEAR—(ndependence Day
(July 4}

THE TRUE OLYMPIC SPIRIT—
Olympic Games, Stockholm (July 15
THE IMPOSSIBLE TAKES
SOMEWHAT LONGER—Atlantic
Cable Placed Successfully (July 28)

“UMilestone in availoble  for
commerecial nponsorship=—s-ceyour
Joeal atarions for details.
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BROADCAST MUSIC, INC.

NEW YORK o CHICAGO « HOLLYWDOD
TORONTO o MONTREAL
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Johu J, Schueider., acconnt supervisor at
Biow-Beirn-Toigo, Inc., has become a tvice president
at that agency. Schneider oversces the Armstrong
Rubber, Hudson Pulp & Paper and Ansco accounts
at B-B-T. Before joining Biow in 1953, Schneider
was associated with the Kudner Ageacy for 12
years, and with Kenyon & Eckhardt for a short
term. Schneider takes a special interest in tv film
development, is president of the National
Television Film Council, devoted to promoting
proper production and use of television film.

William S. Hedges. vice president in charge of
integrated scrvices for the National Broadcasting
Co., will be the new president of the Rotary
Chnb of New York, effective 1 July. lle succeeds
Fdgar B. Ingraliam, president of Times Appliance
Corp., as head of the New York Rotary, which
boasts about 150 wmembers. In his NBC post,
lledges is responsible for the administration of a
wide wvariety of services applying to both the
radio and tv networks—guest relations, traffic,
the stenographic set-up, communications, space..

Lawreaee Webb has just taken over active
direction of the Station Representatives Association,
succeeding Thomas F. Flanagan in the post of
nianaging director of that organization. For the
past two years, Webb was associated with WLOK
(radio and tr) in Lima, Oliio (now WIMA-AM
and T1') as vational sales manager. Prior to
joining WLOK, Inc., he served as vice president
of WJI, Inc. and WJIW Enterprises, Cleveland.
Febb’s appointnent to SRA became effective

1 June. Flanagan will remain as SRA consultant.

Al Rylander, il recently manager of exploita-
tron for Columbia Pictures, has talken on the
newly-created post of director of exploitation
for NBC. The establishment of an eaploitation
department at NBC, headed by expert movie-mover
Rylander, represents a major niove of a tv net-
worl: into llollywood-like methods of promotion.
Rylander swill lend his eflorts largely to the
ballyhooing of the ABC TV spectuculars neat
season, [le brings more than 25 years of experience
in publicity and exploitation to his new position.

SPONSOR




ANNOUNCING

1955 EDITION OF

TELEVISION
DICTIONARY/HANDBOOK

FOR SPONSORS

*1000 more definitions than
ever before—2200 in all!

*All the new color tv terms.

*Special sections covering
painting technique, art work, tv moving displays.

“A Complete Edueation in Television

for Only $2.7

The 2200 television terms defined in

the brand-new cdition of Television
Dictionary/Handbook graphically measures
tv’s phenomenal growth. The first TV
Diectionary published in 1950 contained
only 300 terms.

Compiled by IHerbert True of Notre Dame
University—in consultation with 37 tv
experts — the 1955 Dictionary is a “must”

for any professional associated with any

part of the television industry!

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!
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] 10-49 copies—$1.50 eoch
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[] Bill me later
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CONTRIBUTORS AND

CONSULTANTS

OR. CHARLES ALLEN. Research Dlr., Medlil School of Journallsm.
Northwestern U., Evanston, Ill.

JOHN W. ANOERSON, Flber Glass Corp., New York
BILL BALLINGER, Tv Prod., Campbell-Ewald, New Yark
BOB BANNER, Dir., Fred Warlng Tv Show, CBS TV. New York

GEORGE M. BENSON, Dir. Sales & Research. Tv Workshoo.
Ford Foundation, New York

RALPH S. BING. Ralph Bing Co., Cleveland

JAMES M. BOERST, I’ublisher, Esccutlves Radio-Tv Service,
Larchmont, N.Y.
WM. J, BREWER, Radlo & Tv DIr., R. J. Potls. Calkins &

Holden, Kansas ity
FRANK BURKE, Ixltor, Radlo & Tv Daily. New York
EDOIE DAVID, Prod.-Dir.,, Ziv Tv Programs, Los Angeles
HARRY OIETER, Tv Mgr.,, Foote, Cone & Belding, Chlcago
ORRIN E. DUNLAP JR., V.P., Radlo Corp. of Amer., New York
HUDSON FAUSSETT, Dir., Armstrong Theatre, NBC TV, N.Y.
WM. D. FISHER, V.P.,, Gardner Adrertlslng, St. louls
DON FORBES, Mzr. Studlo Programs, KCOP, Los Angeles
MAURY FRINK, Pres., Frink Fllm Studlos, Flkart
NORM GRANT, Scenle Dir., NI3C TV, New York
KEITH GUNTHER. Prod.-Dir., KSD-TV, Kansas City
R. B. HANNA, Mgr.,, WRGB-TV, Schencctady
SHERMAN K, HEAOLEY, Asst. Mgr., WCCO, Mlinneapolls
GEORGE HEINEMANN. DIr. Ty Prog., NBC TV, (hicago
BERNARO HOWARO, Academy lMilm Prod., Chicago
DOUG JOHNSON, Author, TV Writer, CBS TV, NBC TV, N Y.
BiLL LADISH. Prod.-Dir., WDAF-TV. Kansas City

ROBERT L. S. LEEDY, Asst. Adv. Mgr., Communications I’rods
Div., Du Mont Labs, Ciifton, N.J

CHESTER MacCRACKEN, V . Radlo-Tv, Doherty, Ciiffu
& Shenfleld. New York

OON McCLURE, Sales Mgr., Bonded Tv Film Service. New York

HARRY Mc¢MAHAN, V.I°, Charge Radlo-Tvy Comm s, McCann-
Erickson, New York

RAY MERCER, Ray Mercer Prodns., Hollywoc
HOWARD NEUMANN. Tv Dir., Lowe Runkle. Okiahoma City

BERNARD F. OSBAHR, Editor, Tele-Teeh & Electronic Indus-
tries, New York

LEE RUWITCH, V.PP. & Gen, Mgr.,, WTVJ. Miam
DR. DIK TWEOT, Xescarch Supvr., Needbham, louils & Brorby,

Steers

Chfearo
WALTER WARE. Scheldeler, Beck & We New York
JACK WEBB, Tv Actor: I’rod. Dragnet, Mark V11 Prodns., Hywd.

AORIAN WEISS, Louls Welss & Co.. Los Angeles

BEULAH ZACHARY, Prod., ukla, F & Of NBC TV, Chl.

copies of TV Dictionary/Handbook as checked below:

] 50 or more—%1.25 eo.

State

[J Bill compony




EDWIN K. WHEELER
(General Manager)

WWJ and WWJ.TV

LIKE MOST
“Newsworthy’

BROADCASTING

EXECUTIVES
Mr. Wheeler’s

LATEST
BUSINESS

PORTRAIT
IS BY...

Jean Racbuna

Photographers to the Business fxecutive

565 Fifth Avenue, New York 17 Il 3-1882
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BMIT

CBS Radio Net
CBS TV Film
CBS TV Spot
Meredith

MCA TV
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Steinman
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CKLW, Detroit

KCBS, San Francisco
KBIG, Hollywood
KCMC-TV, Texarkana
KENS, San Antonio
KEYD, Minneapolis
KI'MB-TV, 8an Diego
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KGNC, Amarillo
KGUL-TV, Galveston
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KOOL-TV, Phoenix
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KRIZ, Phoenix
KRNT-TV, Des Moines
KROD-TV, Kl Paso .
KRON-TV, San Francisco
WKSBW-TV, Salinas
KSDO, San Diego
KSTD'-TV, Minneapolis
KTNT-TV, Tacoma
IKTVII, Hutchison
KWK, Shreveport

WAFB-TV, Baton Rouge
WADPI-WABT, Birminghain
WAVIE-TYV, Louisville

WBAY-TV, Green Bay, Wis,

WRIIEN-TV, Buffalo .
WBNS, Columbus, Ohijo
WEDLNS-TV, Columbus, O.
WS, Charleston, 8. C.
WCt'IS, Akron

WDAY, 1fargo

WDB, Roanoke

WDEI, Chattanooga

MW DA, Alemphis
WIEEIT-TV, llenderson
WIEBL, Syracuse
WHBKK, Rock Istand
WIO-TV, Des Moines
WIBW-TV, Topeka
WILIKK-TV, Wilkes Darre
WISII-TV, Indianapolis
WITH, Raltimore

WGR, Buffalo

WAGY, Schienectady
WIHBQ-TV, Memphis
W DI

WIAR-TYV, Providence
WIKMII, Dearborn
WKZO-TV, Kalamazoo
WELAC-TYV, Nashville, Tenn
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IF YOU CAN USE THE
SERVICES OF A

RADIO-TELEVISION
SPECIALIST

with extensive ad agency
experience in positions of
responsibility like—

VvV Media Director

V Head of Timebuying Unit
V' Talent Buyer

V  Account Executive

and who 1s generally recognized as
having worked more closely with sta-
tions, network executives, and statlion
representatives than any one of the
advertising fraternity. . . .

You'll want to get in touch with me.
I am instanily available and would
like an opportunily to show you how
my varied experience involving the
well-being of 30 different accounts can
fit your agency or advertiser needs.

Please oddress Box 52

SPONSOR
40 E. 49th St.
New York 17, N. Y.

is the

“ronting syvstem”’
keeping vou from moving
ahead faster?

Many an advertising opportunity is
missed beeanse a new idea, a changing
trend, a vital forceast is not scen in
time. That’s why an inereasing num-
ber of Advertising and Station Execu-
tives—who formerly reecived eopies via
the ‘‘routing system’’—now have indi-
vidual subseriptions to SPONSOR.
This way they ’re sure SPONSOR reaehes
them first thing every other Monday
mormng—sure of getting all the latest
radio/tv faets in time to net . . . in
time to profit.

Try an individual subseription to SPON.-
SOR yourself. At Speeial Introductory
Rates, the investment is small, the po-
tential rewards great.

order now
pay later

[}
} SPONSOR 40 E. 49th St. N.Y. 17, N.Y,

home 0 ofiice

]
1
1 L ]
1 Enter my subseription to SPONSOR :
: for the next 32 weeks (16 issues) at
&5, (Yon save 23 nnder single eopy :

]
v costs.) :
: O BIl me 3 Bill company 3 PPayment enclosed 1
T Name '
] ]
B I e s !
] ]
g Address e :
: Cit State. 5 ]
] ]
' ]
|
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CHARLES R. COX

“1 urge every executive...”

“TI know of no better method for cach citizen to pro-
tect the American way of lifc than by building his own
economic security and by helping his Government to
keep financially sound. Both thesc results can be ac-
complished through the Pavroll Savings Plan. [ urge
every executive in the nation to give this Plan his active
and vigorous support.”

CHARLES R. COX, President, Kennecott Copper Corporation

With the active cooperation of Mr. Cox, Kennccott

Partrait by Fabian Bachrach

conducted a person-to-person canvass which put a
Payroll Savings Application in the hands of etery one
of Kennccott’s 20,000 employees. The men and women
of Kennecott did the rest. Country-wide participation
in Kennecott’s l’aymll Plan rose from 24% to 52%.

Your State Director, U. S, Treasury Department, is
ready to help vou install a Pavroll Savings Plan. or
show you how to build participation in an existing Plan
through a simple person-to-person canvass. Write today
to Savings Bonds Division, U. S, Treasury Department,
Washington, D. C.

The United States Government does not pay for this advertising. The Treasury Department
thanks, for their patriotic donation, the ddvertising Council and

SPONSOR PUBLICATIONS, INC.

13 JUNE 1955




DAYTIME ||

CHANNEL
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When the famous “Culinary Arts”
cookbooks went on sale in several
selected groups of Nashville food
stores, the entire advertising program

for them consisted of a 26-week

schedule of daytime spots on Channel
4. *This,” said local advertising men,
“will be an interesting
test of the selling
power of WSM-TV's
daytime program-

ming.”

RESULTS?

Successful beyond all
expectations: 317,649
copies sold.

For further proof of
the selling power of
daytime advertising on Channel 4,

contact WSM-TV’s Irving Waugh or

any Petry man.

WSM-TV

Clearly Noshille’s #1 Station
NBC Affiliare

SPONSOR



Admen own
severest critics

U. S. research for
British tv

Nielsen ““2-day
cumes” for NBC

Study charts
vhf’s reach

Radio music:
is it too hep?

Radio set output
continues high

New NBC spot

tv manual

REPORT TO SPONSORS for 13 June 1955
(Countivined frowm page 2)
Admen continue to be advertising's most probing critics. At annual
Advertising Federation of America convention in Chicago last week
panelist hit lack of believability, imagination in ads. Fax Cone,
FC&B president, stated distinctive ads, especially in printed
media, are virtually a novelty. At convention Ben R. Donaldson,
director of institutional advertising of Ford Motor Co. was elected
AFA chairman. He succeeds Wesley I. Nunn, manager of advertising
department of Standard 0il Co. of Indiana.
—SR—
Another indication British commercial tv will develop along lines
closely resembling U.S. is provided by latest U.S. research firm to
announce operations in British Isles. Schwerin Research, commercial
and program testing service, has London office under supervision of
veteran radio and research man Eric Boden. A. C. Nielsen is also
active in British Isles and there's even plan afoot to start fee tv.
—SR—
Clients in new NBC Radio eecekend multi-hour show, "Monitor," will be
watching Nielsen's 2-day cumulative radio audience figures to measure
effective reach of the show. Earlier Nielsen research has shown NBC
Radio that whole show (40 hours) may touch as much as 30% of nation's
radio homes. A 10-announcement schedule could get a cumulative

rating of 9.5 (or 4,357,000 homes) ; a 15-announcement schedule could
get 10.8 rating (or 4,953,000 homes). See "Monitor" story page 42.

—SR-—
Admen are studying recently made available study of vhf station's
reach. It was made by University of Wisconsin School of Commerce
covering WBAY-TV, Green Bay, Wis., area; results were first reported
in SPONSOR (7 February 1955, page 111]). Study shows tv stations can
effectively reach 75-100 miles in direction away from established
competition. Copies of study are available by writing to Haydn
Evans, general manager WBAY-TV.

—SR—
Does radio play wrong music? Ohio State University has released
study on women's music preferences exclusively to SPONSOR; it finds
that station's choice of music, based on buying of sheet music,
record sales, juke box "plays,” tends to appeal mainly to teen-agers.
Preference for current pop tunes is strongest among 14-18 age group,
while housewives like "sweet" pop tunes best. In 27 June issue,
SPONSOR will cover Ohio State's music preference study in full and
analyze radio station music.

—SR—
Booming purchases of radios by U.S. consumers are continuing. Ac-
cording to RETMA, production of radio receivers for first 4 months
of this year were 42.5% ahead of same period last year—a gain of
over 4 million units. Auto radios now account for whopping 53% of
all radios being produced. Tv set output was also up 46% in first
guarter of 1955.

—SR—
New edition of NBC Spot Sales "Guide for Video and Audio Standards”
gives full status to "full screen" 7%-second station i.d. announce-
ments, hitherto an "alternate" method to 10-second "shared screen”
i.d.'s. Reason: advertisers found too large a percentage of ad
budget being taken up with production costs of different 10-second
film for every tv station on spot schedule. New NBC manual is now
available free to agencies, admen.




SPONSOR
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The Four Basics

Almost accidentally, Radio Basies
was dumped into spoxsor’s Fall Faets
when this mid-summer briefing issue
was in its third year. At the time it
was just a rough grouping of charts
on radio’s size. audience. billings. and
the like. But the feature caught on and
there were requests for nearly 20.000
reprints in the first year,

Came Fall Faets 1952, and tv was
coming with a rush. So Tv Basies he-
came an integral part of Fall Faets No.
0. They sold like hoteakes.

When Fall Facts No. 8 (1951 edi-
tion} was i the planning stages one
of our readers suggested that we ren-
der a big service by coralling the best
available statistics on film usage, tvpes,
reruns. and availabilities and call the
chart scction Filin Basics.

Now comes Fall Facts No, 9 and
Timebuying Basies. This may be the
most basic Basic of them all, for Time-
buying Basies econtains the essence of
13 highly successful timebuying and
timeselling  seminars  eonducted by
RTES (Radio & Television Executive
Soeiety of New York). The Soeiety’s
original plan was to pubhish a Dbook
costing about $1. but after checking
printing prices RTES decided to put
the projeet into sroxsor’s hands. It
makes a neat package in 1955 Fall
Iacts of some 30,000 earefully digest-
ed words and eomes elose to bheing a
book within a book.

At this writing we're so involved in
basics that we've almost lost ~ight of
Fall Facts. Maybe we'll solve our
dilennna by calling the 11 July issue
Fall Facts Basies.

The morning fixation

The greatest danger in media buy-
ing is the fixed idea. And as sroNsor’s
All-Media  Evaluation  Study doeu-
mented at length, media buyers are
often tempted to fall back on some in-
flexible vardstick whieh <ubstitutes for
creative thought.

One of the fixed ideas prevalent in
the buying of spot radio reeently has
been the concept that mornings are
the only smart times to buy. It's a
coneept that amuses and exasperates
veteran timebuyers who can reeall that
at one time or another each of the
periods of the radio dav has enjoved

Applaunse

Dave Mahoney's radio philosophy

David J. Mahoneyv i~ an adman
who's ridden up on a skyrocket but
kept hiz feet on the ground. We've
long followed his career wtih admira-
tion. lle was a Ruthranfl & Ryvan v.p.
at 26, left to start his own agency
whien lie was just 28.
since.

In the few years
David J. Mahoney. Ine., has
come a long way.

One of the things we find most re-
fre<hing about Dave Mahoney is his
point of view abont radio. VMany an
adurm who's come up in the past
decade tends to look at radio as “old
lat.”  There's an entrancement about
television  that  particularls
_\nnll .

attracels

Jut Dave Mahoney cavs it may be
hecause his ageney is youny that it

132

spends more dollars in radio than in
any  other medium.  Said Dave to
NARTB Comention delegates recent-
Iy: “Mavbe we like radio <o much
because our ageney i too young to
remember the great radio davs of the
Thirties. All our boyvs can do is mea-
sure  radio’s  present
against all comers.”

cffectiveness

Dave Mahoney gave the assembled
broadcasters a five-point program of
action to solve sone of the problems
of its present transition period with
which we agree substantially.

Point 1: Restore the rate card. This
would help the entire industry to “re-
capture the respect that radio has
carned in the past and deserves to-
dan”

Point 2: Revive radio programing

faddist favor. Once evenings were the
target for the majority of spot radio
clients with other times going begging.
Afternoons, for their adjacencies to
soap opera. have also been regarded as
target number one,
which onee eouldn’t be sold, are
jammed tight.

There are plenty of former morning-
only elients, however, who are now
adopting a more flexible attitude.

The reasons are simple:

Now mornings,

1. Frequently afternoon and eve-
ning buys offer more audienee for the
dollar than mornings. Some which
come in at a higher over-all cost ac-
tually deliver more potential cus-
tomers. Example: Men's produet ad-
vertisers can often reach more male
prospects in early evening than in the
morning even though total audience
may be lower.

2. A more mature approach to
evaluating radio has been building.
Clients today, and spoxsor has long
urged this approach, have been look-
ing at radio to see just what it ean
do rather than to cheek whether or not
a given slot is opposite a big tv show.

For the thinking of some clients like
Pall Mall, Pal Blades, Sun Oil. and
Whitehall Pharmacal who have been
broadening their consideration of ra-
dio beyond the morning hours, see the
artiele this issue on page 36. The
story headline is an appropriate ques-
tion for admen to ask themselves:
“Are you morning-minded or open-
minded ?”

by introducing new ideas. Where to
get them? Suggests Mahonev: “Try to
re-route some of that horde of voung,
ripe. eheap talent that flows into tele-
vision every year into radio. . . . You
must bring in people who will face
radio programing for what it is—a
brilliant, startling new ehallenge.”

Point 3: Sell radio’s ability to sell.
“But stop fighting other radio stations
with microseopie advantages in eover-
age.”

Point 4: “Agree on one industry.
supported  cquitable  rating  service,
similar to the ALC.”

Point 5: End the television psycho-
sis. Don’t sell against television. “The
fewer times vou mention television in
vour sales pitch, the better your sales
pitch will be.”

SPONSOR
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There’s no substitute for LISTENER LOYALTY

The listener-loyalty which KSTP-TV has
won through superior entertainment, talent,
and showmanship shows up again in the latest
ratings:

From 6:30 AM until midnight, seven days a
week, KSTP-TV leads all other Minneapolis-
St. Paul television stations in average program
ratings.*

In thisrich, active-buying Northwest market
which includes more than 600,000 television
homes and commands a spendable income of

FOUR BILLION DOLLARS, KSTP-TV has long
been the leader. It is the Northwest’s first
television station, first with maximum power,
firstwith color T'Vand,of course, first in audience.

This hstener-loyalty 1s important to you
because it means sales for you. To put your
advertising dollars to work most effectively and
most effictently, KSTP-TV is your best buy in
the great Northwest!

“Weekly average, ARB Alelropolitan Area Report,
April, 1955.

KSTP-TV

MINNEAPOLIS < ST.PAUL

Basic NBC Affiliate

“The Novtbmests. loading Slalion”

EDWARD PETRY & CO., INC.

NATIONAL REPRESENTATIVES




in the of America!
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KMBC
KFRM radio TEAM

——————

Kansas and by thousands of rural fam-
iliecs in western Missouri.

KMBC-KFRM coverage of farm news
and views is part of the well-balanced
programming that keeps the Team [irst
i the Heart of America. Sports, play-by-
play major-league baschall, women's pro-
grams, kid shows, national, regional and
local newscasts, drama, variety, forums
and music — serious and popular — are
other broadcast features that draw and

Agriculture is big business in the
Heart of America. It provides the basic
income for thousands of farm families in
Missouri and Kansas . . . and pours addi-
tional millions of dollars into dozens of
other industries such as transportation,
meat processing, milling, insurance, ma-
chine manufacturing, fertilizer produc-
tion, petroleum, etc.

Because farming /s so important to so
many in the Heart of America, farm

programming receives special attention hold tremendous, varied audiences of

on the KMBC-KFRM radio Team. Daily
farm features — skillfully presented by
the Team’s full time farm experts — are
followed faithfully by high-income farm
folks throughout the entire state of

loyal listeners. Your Free & Peters
Colonel can show you the best way to
present your sales message to this ready,
willing and able market. Contact a
Colonel for availabilities.

in the Heart of America —6th oldest CBS Affiliate

Primary Bausic CBS Radio

Kansas City's Most

...and for television,
the Swing is to KMBC-TV. ..

Powerful TV Station

“Vox
Agricolac

KMBC-KFRM farm service a
to more than mere market repor
regional weather forecasts . . . al
our farm staff handles chis
coverage as well or better than a
in the business. We go a good
steps beyond these fundamentals
ever. Qur farm staff consists of t
the best-known names in the 3
tural broadcasting field — Phil |
Bob Riley and Jim Leathers. The
lows — known and respected by
crs of every age and acreage
Heart of America — speak with 2
ity backed by years of grass roc
perience. Each one VYnows the fa
problems firsthand — and each ¢
utes to solving those problems.

For instance. up
this year neither
souri nor Kansa
graded egg laws
KMBC-KFRM farm department
nized the need for such legislatio
began stumping for government ;
Our men lectured on the sub
farm mectings — they devored s
portions of air time to the crusade
even helped draw up the actual
ing of the law. As a result, theit
helped secure the passage of grad
bills during the 1955 sessions i
the Kansas and the Missouri legis

Bangs disease i
was another p
our farm experts
bring under contl
Kansas. By workin
the Farm Bureau and other agrict
organizations, Evans, Riley and Ld
were instrumental in securing th
tion of a state Bangs program.
Missouri docs not have a Bang
However, there is now a bill befe
Missouri legislature; and you ¢
that KMBC-KFRM is in their lo
for its passage!

In 1953, our farm department |
arouse interest in the nced for M
and Kansas laws requiring the
of garbage which is used as ho
Since that time, laws have becn §
in both states — and the dreaded
ease in swine has been greatly r

When our fari

- isn’t at work ol
el pet  legislative |
w"%ﬁ.\ ‘;“1 they spend theil
~ahalkn o publicizing, coulf
and addressing 4

FFA groups-— promoting the w§
the Farm Burecau, Grange Co-0ff
Soil Conservation Service and
Extension Clubs . . . and just g€
working for the good of agriculg

\d

We're proud of the job our fa
partment has done and is doing
Heart of America. Their efforts p
just one more reason why the
KFRM Team is nationally known§
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