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50¢ per copy e *8 per year |

and in the rich market of

'RICHMOND

‘letersburg and Central Virginia

They happen on the basic
NBC-TV station:

WXEX-TV




DON'T BE DECEIVED!
the proof 1s now available

THERE IS NOTHING FINER

Yy BB Richmond
B Virginia

the South’s Furst 1V Station
100,000 WATTS-1049 FEET-CHANNEL G l

it can’t even be equaled

ABC and CBS
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FCC split on
uhf question

Fee tv on
FCC shelf?

on "Weekday"'

New spot radio
sales pitches

4 million new
tv homes
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FCC begins formal consideration of uhf problem today (3 October) al-
ready split on question. Commissioner Robert E. Lee's proposal to
move uhf stations into vhf band was made in face of a previous attack
on idea by Commissioner Rosel Hyde. Lee would relax separation re-
quirements for v's to permit dropping in of limited power v's. He
would also move government services out of vhf portion of spectrum to
allow more room for commercial stations. Hyde is in favor of de-
intermixture so that most markets are either vhf or uhf.

—SR—-
While headlines still crackle with fee tv news, fee tv appears stuck
at dead center. FCC is concentrating on vhf-uhf problem; Chairman
McConnaughey made clear agency is in no hurry to come to a decision
on pay video. Meanwhile, 2 opponents in fee tv hassle have agreed on
one thing: American people should have opportunity to decide issue.
RCA Board Chairman David Sarnoff urged that fee tv be made an issue
in 1956 presidential campaign. Zenith Radio's president, scrappy
Commander E. F. McDonald, said he agreed but felt best way for U.S.
public to decide was to give them a chance to see fee tv in operation.

—SR—
While NBC Radio is going ahead with plans to program "Weekday," its
Monday-through-Friday extension of "Monitor," number of large af-
filiates have still not agreed to carry the show. There is a strong
possibility Westinghouse's NBC Radio affiliates will not go along.
Problem revolves around low rates which many stations feel will
attract national spot business. Said one important affiliate:
"*Monitor' and 'Weekday' is fine for the small stations who don't
have the money to do a bang-up program job but 50,000 watters with
big overhead can't get along on pennies." Issue may be resolved with
compromise whereby stations will carry only part of "Weekday."
Westinghouse outlets currently carry only small part of "Monitor."

~SR—
While stations and reps are concerned about loss of national Spot
radio accounts to spot carriers like "Monitor," they are playing down
complaints that carriers are unfairly priced. Reps are meeting car-
riers head-on with positive sales pitches and evidence that Spot can
compete on dollar basis with low-priced network announcements. For
examples of such pitches and story of what's happening in spot carrier
controversy see "Spot radio fights back," page 31.

—SR—
Lack of regular tv circulation study made new ARF-financed, Census-
gathered figures on tv households interesting reading to admen. Fig-
ures revealed tv saturation in June was 67.2%. This compares with
59.4% in May 1954 ARF-Politz study. In terms of homes this means
nearly 4 million new tv households in 13 months. Highlight of new
ARF study is fact it points up essentially urban nature of tv. TIv
saturation is 78.3% inside Standard Metropolitan Areas, 55.97 in
urban places outside SMA's, 45.9% in rural territory outside SMA's.
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Post-tv rise
in B&M sales

British want
straight tv pitch

Crabmeat sales
up 409% with tv

Paper-Mate won't
change strategy

ABC Radio to
revamp daytime

ANA studies
sales promotion

Uses ratings to
promote station

£
Burnham & Morrill sales in Green Bay test market are up 128% over laml
year, during second month after end of test tv campaign. Rise is u
|

]

startling in view of 98% over=all gain during 6 months of tv. (For
recap of B&M's tv test and analysis of current sales, see page 42.)
—SR—
Reports on British tv commercials have emphasized softness of selling.
But need for kid gloves in selling British public may have been L
exaggerated. Initial Schwerin tests of 25 British tv commercials (in
such product categories as food, cleansers, medical supplies, house- ﬂ
hold goods, cosmetics and beverages) indicate that "entertainment- \
pitch" tends to be resented by British as a form of "sneaking-in the |
commercial.” That's observation made by Eric Boden, managing direc-
tor of Schwerin's British offices. Like American viewers, he says, k
British prefer straight, honest sell. '
—SR—
Dilemma faced by Japanese King Crabmeat: How to sell contents of crab-!|
meat cans on tv without promoting specific brands? Product found
solution in 13-week daytime tv participation schedules, via Gotham-
Vladimir agency. (See story in detail on page 46.) Andy Vladimir,
agency's young radio-tv plans director, now faces dilemma of his own:
2 weeks ago he won 2 round-trip tickets to Spain at New York
Premium Show. Andy, a bachelor, can't decide whom to take along.
—SR—
"We won't change our advertising strategy as a result of Gillette
buying Paper-Mate," says Dave Kittredge, company's ad manager. "Our
Situation is comparable to Toni, which Gillette took over 7 years
ago." (Toni recently switched most of billings from Weiss & Geller
to new agency being formed by Don Nathanson. Toni operates autono-
mously from Gillette whose agency is Maxon.) Paper-Mate intends to
remain with Foote, Cone & Belding. It's heavy air user with over
$2 million spent in radio-tv.

—SR—
Taking a tip from NBC, and its extension of "Monitor" concept into
weekday, daytime radio, ABC is planning to eventually extend its
S5-minute show format at night to before-dark periods. ABC's radical
revamping of its nighttime programing, scheduled to start 24 Octo-
ber, will permit advertisers to buy 5 minutes at any time from 7:30
to 10:00 p.m. Price per segment is $800 with discounts for volume
buying. Each half hour at night will be divided into 5 minutes of
news together with 25-minute programs broken into 5-minute segments.

—SR—
Question of what sales promotion activities (which include various
kinds of radio-tv merchandising tie-ins) should be charged against
ad budget is being studied by ANA. Topic is one of many under Survey
as part of ad group's expanded services to members. Expansion in-
cludes new Information Services derpartment, which will be headed up
by Joseph M. Allen, ANA radio-tv director. Allen was recently named
a vice president.

|

—SR— |
Use of ratings by stations for audience promotion may be more com- ,

mon in future. WNEW, New York, indie, now cites local Nielsens to

tell audience it _is tops in_certain_time periods. Idea came from !
Bud Brand, station's publicity director, who resigns 15 October to |
set up own PR firm. ;
(Spousor Reports continues page 119) |
_J
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WGAL-TV

LANCASTER, PENNA. NBC and CBS

STEINMAN STATION Clair McCollough, Pres.

The WGAL-TV multi-city market area is comprised
of 912,950 TV sets owned by 3% million people who
have $5"% billion to spend each year. For maximum

sales in a multi-city market, advertise on WGAL-TV.

Representatives: M E E K E R TV, l N C -
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| ARTICLES

Spot radio fights back

Reps and stations, while concerned over spot carriers, are now adopting an ag-
gressive sales attitude. An industry storm may be brewing over the carriers

Admen don't know their women

Special survey of AWRT members for SPONSOR produced many valuable tips
on selling all types of products to women via local radio and television

Critices rap filme«tv “offspring®

Loudly heralded mergers between Hollywood and tv haven't been well re-
ceived by the critics. SPONSOR reports a cross-section of views

One dowen, one to go

TvB and N. C. Rorabaugh will provide quarterly reports on spot tv spending
starting January 1956. Spot radio still remains unmeasured for all practical
purposes, though RAB is currently considering study

Farm radio helps boost insurance sales 2757,

MFA sponsors up to 50 daily public service shows on local radio; developed
air media pattern over 10 years and built premium volume from $5 million to
$13 million since 1950. Grass roots approach is basic strategy

How long can B&M coast uphill after campaign?

Two months after the 26-week test ended, sales were 128%, over the same period
last year. Unique marketing background of the firm may keep rate high longer
than usual. Recap of campaign is given

Radio commercials, too, can entertain

Standart and O'Hern agency says soft sell on radio can build goodwill and
sales better than "'the loud pitch,” and entertain listeners as well

Japanese Crabmeat takes to tv for 189, boost

Weekly participations on women's cooking shows with demonstrations of crab-
meat recipes upped Japanese Crabmeat sales from 10 to 40%, within 14 weeks

COMING |

Timebuyers of the U. 8.

An up-dated version of the list that was published in three parts in the issues
of 11 July, 8 and 22 Auqust will appear in a simpler, self-contained section for
asy reference. Source is John E. Pearson Co., reps

Radio rescues a bumper prune erop

Afk‘r a trial of spot radio in 23 cities, the California Prune Advisory Board is
putting $90,000 into a fall spot radio campagn to boost sales

N3 |
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KWKH ..o

HOPS INTO FROGMORE, 100!

‘% H coverage will make you jump for joy, too—in-

cludes thousands of farms, hundreds of towns

like Frogmore (La.)—within our 80-county
daytime SAMS area.

¥ Kwﬁll -
_ _SHREVEPORT —{
“ " H is the home-town favorite, too. Latest Hoopers ’ ’\‘C\__/_ '
p

show KWKH leading its nearest “‘competi-

tor” morning, noon and night—up to 1049,!

_ster-thousand-homes is 46.49 less than that of the
second Shreveport station. The Branham

Company has the facts.

' 1 . N 2 . .
9 | 1 AMS .l les
1 { in Texas, Okiahoma and New Mexico not shown on map

A Shreveport Times Station
| TEXAS

LA IITYTY 50,000 Watts « CBS Radio

| ARKANSAS

The Branham Ca. Henry Clay Fred Watkins
Representatives General Manager Cammercial Manager
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16% sales increase
from $5000 budget in
Southern California!

Would this make you
happy? It delighted Lynden
Canning Kitchens of Seattle,
who chalked up this gain in
their glass and tin packs of
quality boneless chicken
products.

Time: Summer 1955 over
1954.

TERRITORY: Santa Barbara-Tehachapi, south
to Mexican Border—a lush market of 6!/,
million,

PLAN: A dozen one-minute jingle spots
daily Thursdays and Fridays—April 1o August.

RADIO: Station KBIG exclusively, covering
all eight Southern California Counties from
Catalina.

OTHER ADVERTISING: Product identifica-
tion strips on backs of Los Angeles busses.
Point-of-purchase mobiles and stock cards.

THEME: "No Bones About 1t"—ithis clever
radio musical jingle with tie-in display ma-
terial| was created by Rune Goranson Com-
pany, Lynden's advertising agency. Says Mr.
Goranson, "Our 'No Bones’ campaign in South-
ern California really has paid off. We have
had an exceptionally fine year and we attrib-
ute a good share of the success to the cov-
erage given us throughout the area by KBIG."

KBIG was a "hot" station for this summer
product because it delivers all Southern Cali-
fornia at lowest cost-per-thousand listeners.
It can be just as hot for you this winter.

The Cataling Station
10,000 Watts

ON YOUR
DlaL

JOHN POOLE BROADCASTING CO.

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

Not. Rep. Robert Meeker & Assoc. Inc.

Alfred Ritter, Compton, New York, is in the
throes of working out 1956 budgets for Standard
Brands, Socony and other agency accounts. This
fall, he notes, spot radio has made a big comeback.
“Slowly, but surely,” says he, “some of the old
clients who'd left the medium seem to be returning
to it for its low-cost circulation. In radio if's cumula-
tive audiences that are important. Radio today is
getting a stronger hearing in media proposals than
during the past two years.” Al adds that the con-
tinued strength and growth of tv is inevitable, but he
feels that two factors are turning some low-budget
tv advertisers back to radio: (1) tight top avail-
abilities; (2) need for greater selectivity in buying
tv time because of the continuously rising costs.

William Warner, Ted Bates & Co., New York,
has often worried about the relative values of
minute and 20-second announcements. “Right now,
85% of my work is in placing minutes,” says Bill,
“because we're dealing with a food product which
requires the time in order to get across the ease of
preparing the food, its nourishment value or possibly
give a brief recipe. Of course, the minute length
confines us to early and late evening or daytime tv.
Fe feel that a product with a well-known brand
name can usually do as effective a job with 20’s or
even 1.D.s, but new products generally require the
longer copy story. The main drawback of 1.D.s
and 20’s occurs when stations do multiple-spotting.
Then every advertiser is the loser because the effec-
tiveness of each message is decreased appreciably.”

Ed Kurman, Benton & Bowles, New York,
entered media buying from the analysis group a few
months ago. “I think our analysis group gave me
the best possible background for media buying.”
he says. “We did analyses for various accounts and
used almost all research tools that buyers have access
to continuously. We also had the opportunity to
get acquainted with virtually every account in the
shop. In this group, a trainee gets a broad picture
of advertising such as he never could by specializing
on a particular account from the start. W'e worked
with all the buyers’ source materials, and we also
got insight into all types of accounts. Actually,
trainees going into various departments in the
agency can use this heavy research background.
I''s particularly helpful in our media department.
since | buy both print and air media.”

SPONSOR !
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“Mo@iﬁg Uits “oure umpottomd . ..

We cught to know . we have a cuitom

buill model thot's an engineer’s delight.

But in Lovisville . ..

WHAS-TV Programming pays off!

"WHAS-TV NEWS"
6:15—6:30 P. M.

Mondoy through Fridoy
(Market's anly doily newscast
with exclusive local newsreel)

VICTOR A. SHOLIS, Director

NEIL CLINE, Stotion Mgr.

Represented Notiagnally by Harringten,
Righter & Parsons,

Associated with The Covrier-Journal

& The Louisville Times

Your Sales Message Deserves

The Impact of Programming of Character

BASIC CBS-TV Netwark
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i Maybe you can match up these faces. and maybe you
i can’t. But one thing’s sure: you can’t match this WCBS

Radio weam for talent, anywhere.

Their unique talents extend into every conceivable

ficld of entertainment . . . from the theatre to the concert
stuge Lo the world of sports. And their unique selling efforts
¢xtend to every conceivable audience.. . from parent-

wacher meetings to high school dances to local super-
markels to client sales meetings. Everywhere they go,

they 're selling themselves ., and selling their advertisers.

AN YOU MATCH THESEC?

As a net result, WCBS Radio consistently places more
prageams on the list of Top Ten participating shows than

afl the other New York network stations combined.

Unseramble this matched set of nationally-known local

personalities (see answers at right), and put their

GIVE UP? Here, in case yr ‘rc having trouble, s

malchless talents to work selling your product. Just call what they really Took like Fut them all 1 vether.

. . they spell livelicr aud.evices, Fieger su'e | r '
C'BS Radio Spot Sales or Henry Unterimeyer at. ..
W OCES RADIO v vork I '| f .
A - 34
50,000 vwarrs - Number One Station in the Number One Market ]\.t—“l \ y
h BOY HAYWES VESTME ad "uT ALE STEV, 88

| € T ¢

Sd_Ew ORier IJeW H{aRY FL ¥ VEVWAN M Lol

a3

tawny 028§ BlLLECnar) B LNy 8
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¢ Selling
| Something
in San Diego?

7

Whether you're selling ponties or
peonuts—dog food or dishwoshers. ..
KSDO tells the most people oll
obout it in Son Diego’s
billion dollor morket.

Measured by the HOOPER yordstick. ..
KSDO is first in San Diego
... delivers the most gudience,

May we prove we con sell something
for you in Son Diego?

KS 00\

ATTS

w30 k¢ 5000 ¥

son CO- . eapolis
john E'op_ef'pa\\as - "}.‘:zncisco
Ch‘cagMCGaV'e“ —_L:: Angeles 2
Da'e“wa“ Lake — > o
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by Bob Foreman

Single approach to all Lkids is not enough

The first part of this is being scratched out following a
significant event in the life of any family. Some minutes
ago our five-year-old hoy was dispatched for his first bout
with the forces of formal education. Events such as this
always cause one to reflect gravely; hence I rumninated on
the big difference when today’s youngster approaches school,
compared to those of the pre-tv era.

At the age of five, our lad’s predecessors, his two sisters
included, had never seen a full-length motion picture, a
baseball or foothall game, or experienced the works of
Thorne Smith. In addition, this boy’s vocabulary is un-
questionably broader than were those of his sisters, tinged
though it may be with the patois of Dodge City and punc-
tuated with interstellar references.

His understanding of what constitutes fair play, whether
fists or side-arms or the comparative calm of a business
transaction is mvolved, is certainly a lot sharper than if he
waited for lectures from Daddy.

His experience with aircraft, the mechanism of automo-
biles and other symbols of our times is more vivid and au-
thentic than it would be had he come into contact with these
through the comic hook. Or from his mother for that matter.

Whether he is “traumatized” by what he sees before bed

time, as an MD friend of mine infers, I can’t cav. However,
if the symptom of the trauma is inability to fall azleep, our
new scholar has shown no trouble getting to <leep even

during “The Skin of Our Teeth.”

Thus, though it may be discounted as parental puffery,
I think tv has helped to make him smarter in some wavs than
he might have been without exposure to it.

But as the target of advertisers this lad iz a marked person.
He and millions like him have been exposed to more adver-
tising than vesterday’s children three times his age.

Consequently his knowledge of hrand names. his ability

to repeat theme lines and reproduce jingles, his cognizance
of product superiorities and his appetite for scores of items,
edible and otherwise, is nothing short of phenomenal. And
typical.

The best advertising techniques which the medium has to

(Please turn to page 70)
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on our Sth anniversary...

another

I

KMTV Chief Engineer, Roy Schroeder, with KMTV's new
RCA color television camera.

The new color facilitiecs of KMTV represent a
tremendous achievement. Out of the 461 television
stations now on the air in the United States,
KMTYV becomes the 15th to televise local studio
programs in color . . . and the 42nd station in the
nation to telecast local films, slides and movies
in full color.

TELEVISION CENTER /’l_,{{ mT\V /_:& ;MAHA

CHANNEL 3

MAY BROADCASTING

‘: OCTOBER 1955
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KMTYV, Omaha, starts its 7th year
with the announcement that it is now
equipped to televise local studio shows
and film programs in full color.

With the installation of special color
TV equipment, KMTV now bhecomes
the first TV station in its section of the
Middle West to telecast live programs
right from its own studios in full color.
KMTYV has been televising color
network programs in full color since
December of 1953, and will carry

a greatly expanded schedule

of color programs this fall.

So whether you want your product advertised in
full color — or in black-and-white — KMTV is
equipped to give you the finest facilities and serv-
ices in Omaha — one of the nation's fastest grow-
ing markets. It’s another colorful first for KMTV
and KMTV advertisers—and another reason why
— in Omabha, the place to be — is Channel 3.

CBS.-TV
ABC-TV

3 %
¥ 4 . Ropresented by

CO.

11
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.30,428 picces of mail from only five broadcasts!
That’s conclusive proof of the impact and popularity
of a radio program. For nothing beats listener re-
sponse. WCCO Radio is now counting the greatest
audience reaction in its 31-year history —reaction to
its new As You Like It series. One feature alone
the Unscramble-the-Town contest conducted by
£ Cedric Adams on Tuesday nights—has pulled this
astonishing mass of mail. And it’s come from cvery
one of WCCO Radio’s 109 primary countics in four

a
i ‘ - - Northwest states!
. Cou e in, Cedric!

This tremendous response is not only testimony of
the ever-growing vitality of WCCO Radio but also
of the wide appeal of the As You Like It series itself.
It’s a Monday-thru-Friday strip of full-hour (7-8

\ . p.m.) variety shows with the Northwest’s five out-
: standing radio personalitics—Cedric Adams, Bob
S Y DeHaven, Clellan Card, Ed Viehman and Gordon

Eaton—taking nightly turns as emcee. It’s loaded
with ingredients to help your sales curve rise As You
- Like It. And at an amazingly low cost!

Count yourself in by checking with us or CBS
Radio Spot Sales.

Bob DeHaven
Clellan Card
Gordon Eaton

j ol B O S ]
.G ¥y s Ot

WCCO RADIO

Minneapolis-St. Paul
The Northwest’'s 50,000-Watt Giant
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IN THE B/Goov

WACO-TEMPLE

CENTRAL TEXAS MARKET

"ALL 15 OF THE TOP 15 ONCE A WEEK SHOWS
AND 8 OF THE TOP 10 MULTI-WEEKLY SHOWS

are on KCEN-TV

KCEN-TV rated FIRST in 356 of the 411 Quarter
Hours it was On the Air during the Survey

- WACO-TEMPLE TELEPULSE
JUNE » 1955 :

KCEN-TV

Rated Penot

in 213 of the 264
quarter hours it was
on the air prior to 6 P.M.

KCEN-TV

Rated Ferot

in 143 of the 147
quarter hours it was
on the air after 6 P.M.

AFFILIATE

W

' YOUR BEST BUY IN THE RICH..

WACO-TEMPLE

FT. WORTH ¢« DALLAS
CENTRAL TEXAS MARKET
WA KCEN-TV
’ TEMPLE k ~ T ) .“ 1
£ . TEMPLE, TEXAS
HOUSTON General Offices: P. O, Box 188
‘ SAN . ___,-J"' Studios and’ I’runsrnl"er at Eddy, Texas,
‘1\! ANTE)NIO l”I National Rep.: Betwéen Temple and cho
Geo. P. Hollingbery Company | WACO OFFICE:
% Texas Rep.: ~ 506-7 ?rofgssi?nul Bldg.,
A Clyde Melville Co., Dallas TWX: Edd'v No. 8486
"—r - b = 2

th and

' MADISM

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

IRON CURTAIN LIFTING \

We are announcing today a TwB
program for the release of spot televi-
sion expenditures by advertiser and
product.

Your long crusade to make these
dollar data available is thus rewarded.

You can now revise that portion of
your editorial platform which reads
(25 July 1955 spoxsoR), “We fight for
regular publication of spot television
and radio advertising expenditures
comparable to figures available for
other major media.”

“The Iron Curtain on spot television
8 figures” (to quote the heading of
your last article on this subjec;) s
about to lift,
l OLivEr TrEYZ
President
Television Bureau of
Advertising Inc.

RADIO'S MUSIC

Three cheers for your story, “Does
radio play the wrong music” in a re:
| cent issue.

We feel so strongly about it that we
posted the page. magazine and all. in
our control room for all to see. WNNJ
is a regional station, independent, and
serving a predominantly rural area of
northern New Jersey. So, we feel, more
than ever, that hot, top tunes must be
toned down to hold our audience.
Naturally. we have our pop shows.
| but we restrict it to an hour, directed
' to teen-agers. from 4:00-5:00 p.m. The

1est of our broadcasting day is spread
over country-western, light classical,
| nostalgic tunes: even two hours a day
| of serious music—and do we have a
| loval, buying audience!

... We try to hold all commereial
‘spot announcements to 30 seconds—
delivered in an easy friendly manner.
| No double-spotting, either. We feel
that our davtime audience will listen
to shorter spots, rather than the usual
one-minute announcements, Slightly
| less revenue—but a surer audience.

Yes, we all liked your article, be

SPONSOR
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KSLA-FULL
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LOWEST COST
PER

THOUSAND
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\RK-LA-TEX MARKET...

‘ore people with a higher spendable income!
Jver $203 million in gracery sales, $27 million
1 drug soles, $236 millian in automotive sales.

7390 farms with a gross incame af
171,155,000.

New York * Aflanta °

FIRST

SHREVEPORT,
LOUISIANA

OCTOBER 1955

Detroit *

Market
Picture

Source: SRDS 1955 Consumer Markets

PAUL H. RAYMER COMPANY, INC. Notional Representatives

Hollywood

Son Francisco °

Population 1,178,450
Households 311,235
Shreveport Mkt. Circ. . 150,830*
Spendable Income . . $1,275,069,000
Income per household . 341

Retail Sales . $ 876,193,000

*TELEVISION MAGAZINE

Dollas * Chicogo

Affiliated with
CBS and ABC

P~
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l Continued [rom page 11)

‘cause it proved a point we've been
pushing for a tong time.
Triuorston S, HoLMEs
Generul Manager
WNNT
Newton, N. J.

CANADIAN TV

1 would like to thank yon very much
for your comprehensive article on
Canadian television. Canadian tv has
grown so fast with so many stations
coming on the air that it has been al-
most impossible to grasp an up-to-
date picture of the industry. I know
your article will be of great service to
many advertisers and their agencies.

STEARNS R, ELLIS
Canadian Station
Representatives, Ltd.
New York

Pictures switched

Bruce Enderwood., Gruen
Watch Co. v.p. i charge of ad-
vertising, feels convinced that
SPONSOR readership transcends
Ad Row and reaches nrost of the
clevator men at 630 Fifth Ave.,
where his offices are located.

Mr. Enderwood Mr. Reeves 7

“Ever since spoNsor switched
my picture with that of Rosser
Reeves (see Agency Profile and
Mr. Sponsor in the 19 September
issue), l've been having a devil
of a time getting them to let me
off at the right floor.”

The situation is aggravated, of
course, by the fact that both Ros-
ser Reeves, chairman of the
board of Ted Bates & Co.. and
Enderwood have offices in the
same building.

Drawled Reeves: I don't
mind the elevators. That picture
made me look vounger than I
have for years.”

3 OCTOBER 1955

Latest surveys prove
bevond question WMCT

is dominant first TV

station serving rich Memphis

market area of more than
382,000 TV homes (a“m&mfohwﬂ)

distributors' figures

WMCT carries 21%

of the

top 30 shows (earning a rating

of 25 or better)...first* in

film and children's shows...

first* in top-rated evening shows.

Clearly, your first choice

for Memphis TV is)

WMC-WMCF-WMCT
MEMPHIS' first TV station

*June 21-28 ARB

CHANNEL 5

100,000 WATTS

NBC Basic Affiliate
National Representatives

Owned and opera‘ed by

The Branham Company THE COMMERCIAL APPEAL
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DRAMATIC ENTERTAINMENT Al




SUND FILM WAY CUMPLEIEL

ADMISSIONS

MON-=-FRI
ORCH BALC
2.40 1.20

8AT S8UN HOL
ORCH BALC
4.80 2.40

MATINEE
ORCH BALC
2.40 1.20

TELEVISION SUBSIDIARY OF COLUMBIN PICTURES CORP.

John H. Mitchell

Vice President in charge of sales

3130 Maple Drive, N.E. 230 N. Michigan Ave. 4924 Greenville Ave. 157 Bradiey Street
Atlanta, Go. Chicago, 11l Dallas, Texas Ceveland, Ohio
Exchange 6100 Franklin 2-3696 Emerson 2450 Chestnut 7-6736
233 West 49th Street 102-108 Peter Street 212 Beason Building 995 Market St.
New York 19, N. Y. Toranto, Ontaria Salt Lake Gity, Utah San Frandsca, Cal.
Gircle 5-5044 Empire 3-4096 Salt Lake City 3-3903 Douglas 2-1060



THE FEELING OF THE PULSE s

WHB s RUNNING AWAY WITH
KANSAS CITY’S RADIO DAY

Every daytime quarter hour,
Monday-Friday, PULSE finds

WHB in first place. So does

Hooper, so it’s unanimous.*

PULSE—July-August Hooper—July-August

PULSE and Hooper have WHB first in every daytime quarter hour.
\WHDB has more than twice the audience of the second station. (All-day
average Hooper: 44.9%.) Mid-Continent programming, ideas and excite~
ment have achieved this dominance for WHB! The same programming,
ideas and excitement can achieve dominance for you! Run over the Kansas
City situation with the man from Blair, or WHB General Manager George
W. Armstrong.

10,000 WATTS, 710 K.C.

-CONTINENT BROADCASTING COMPANY

President: Todd Storz
WTIX, New Orleans KOWH, Omaha WHB, Kansas City
Represented by Represented by Represented by
Adam J. Young, Jr. H-R Reps, Inc. John Blair & Co.

20
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8 New and renew

1 New on Television Networks

Carroll
SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
::l Corp, Chi - Russel M. Sceds, Chi ' ABC Life is Worth Living; Th 8-8:30 pm- 13 OQct
) At smum Ltd of Can JWT, NY CBS 73 Omnibus; Sun 5-6:30 pm: 9 Oci; 26 wks
ma Refrig, Anana,. lowa Maury, Lee & Marshall, CBS Football games; half Sat: 24 Secpt
NY Arthur Godfrey Time; T 10 30-10:45 am; 3
Home Prod, NY YGR, NY CBS 57 August; 26 alt wks
et Boy-ar-dce div )
kes Antell, NY Product Services, NY NBC 50 Search for 8cauty: M W F 10:30-11 ar )
Oct-9 March
» v Mfg, NY NBC Collcge Football, Sat; 17 Scpt; 10 wk
“1-Nut Packing, Canajoharic, NY KGE, NY NBC Dr. Spock; alt Sun 3-3:30 pm; 9 Oct
% .n Co, NY YGR, NY NBC-82 The People’s Choice; Th 8:30-9 pm, Oct,
1 J Jan-29 Dec
stioh ‘Co. LA. Erwin-Wasey CBS 143 Bob Crosby Show; co alt T 3:30-3:45 pm; 13
) Sept; 52 wks Bowman
hky Choc, NY ) Hilten & Riggio, NY ABC 44 Super Circus; alt Sun 5-5:30 pm: 25 Scpt;
| Pharmaceutical Products, |WT, NY ABC Medical Horizons; M 9:30-10 pm; 12 Sept
t, N
l"c':;umbui, NY Ted 8ates, NY CBS 165 Arthur Godfrey & Friends; alt W 8-8.30 pm
28 Sept; 26 alt wks
wnt Co, Wilmington, Del. 8800, NY A8C Du Pont Cavalcade Theatre; T 9:30-10 pm; 13
Sept; 52 wks
w al Cigar, NY YGR, NY N8C College Football, Sat; 17 Sept; 10 wks
2 it Brewing. St Louis D-F-S, NY A8C Football games (V3) of Chi 8ears & Cardinals
Sun 2 pm; 2 Oct; 11 wks
® Motor Co, Ford Div, NY JWT, NY | C8S 151 Ford Star )ubilee; every 4th Sat; 9.30-11 pm;
| 24 Sept; 10 telecasts
| E3chenectady YGR, NY C85-102 The 20th Century Fox Hour; alt W 10-11 pm;
; S Oct; 52 wks
& al Mills, Mnnpls B8DGO, Mnnpls CBS 136 Busrnslf: kAllcn; Alt M 8-8:30 pm; 10 Oct;
alt wks
wral Motors, Chevrolet Div. Detr Campbell-Ewald, Detr ABC 118 Crossroads; F 8:30-9 pm; 7 Oct
iral Motors, Pontiac Div, Detr McM, | & A, 8loom- N8C Project 20; Sun 9-10 pm; 13 Nov
field Hilis
{ ¥ oodrich, Akron 8BDGO, Cleve €8S 136 Buers fv Allen; alt M 8-8:30 pm: 2 jan 1956;
alt wks
fegg Co, 8attic Creck | Leo 8urnett, Chi c8s 121 Codfrey & sfricnds; alt W, 8:30-9 pm; 26 ait
wks; 14 Sept
wgg Co, Battle Creek Leo 8urnett, Chi cBs 71 Lassie; alt Suns: 7-7:30 pm; 18 Sept; 26 alt wks
wn Co, Green Bay, Wisc Campbell-Mithun, Mnnpls CBS 50 8ob Crosby; alt T 3:30-3:45 am; 20 Sept; 5 alt
wks
T Sr%s, NY, for Lux Liquid & JWT, NY C8s Garry Moore; F 10:15-10:30 am; 7 Oct
so 8lue
4% Carbon Co, NY Wm Esty, NY c8s 121 Arthur Codfrey & Friends; alt W 8:30-9 pm;
12 Oct, 26 Oct, 9 Nov
dte Co. White Plains Bryan Houston, NY C8S 84 Stage Show; Sat 8-8:30 pm: 1 Oct: 52 wks
Mer Oats, Chi Wherry, Baker & Tilden CBS 68 Sgt Preston of the Yukon; Th 7:30-8 pm; S2 wks
% k, Stamfoed KGE, NY N8C 127 CollcgcaFootball; Sat; 17 Sept; 10 wks; Sept 17- ir.
Dec
« Paper Co; Chester, Pa JWT, NY Cc8s 73 Omnibus; Sun 5-6:30 pm; 9 Oct; 26 alt wks
fal Co, Chi Weiss & Geller, Chi C8S 76 Arthur Godfrey Talent Scouts; alt M 8:30-9
. . pm; 3 Oct; 19 ait wks
JVlon Oil & Snowdrift sls, New Fitzgerald, New Otleans C8s 89 Valient Lady; T 12-12:45 pm; 6 Sept; 52 wks
eans
¥ ern Unjon, NY Albert rF"vank’Guenther. ABC Down You Co; Th 9:30-10 pm; 15 Sept
Law, NY

'McCormick

{ Renewed on Television Networks

' SPONSOR i AGENCY I STATIONS l PROGRAM, time, start, duration
L 0il, Balti Katz, B8alti CBS 60 Person to Person; alt F; 10:30-11:00 pm; 9 Sept;
) | 26 alt wks
bipl-Myers, NY YGR, NY C8s 81 Alfred Hitchcock Presents; Sun 9:30-10 pm; 2
i . Oct: 52 wks
C.atioh -Co, LA Erwin Wasey, LA C8S 147 Burns & Allen; alt M; 8-8:30 pm; 3 Oct; 26
alt wks
Clster, Dete McCann-Erickson, NY C8s 132 Climax, Shower of Stars, Th 8:30-9:30 pm:
29 Sept: 52 wks
M; Labs, Elkhart, tnd. Jeotfroy Wade, Chi C8S 24 Garry Moore; T 10-10:15 am: 24 Sept: 52 wks
Te Chi Weiss & Geller, Chi C8S 76 Valient Lady; Th 21-12:15 pm; 1 Sept: S2 wks
Tiley of London, NY N.W. Ayer, NY €8S 61 Carry Moore; F 11-11:15 am; 30 Scpt; 13 wks

1 Hagedorn

In next issue: Neto and Renewed on Radio Networks; Broadcast Industry Executires;
New Firms, New Offices. Changes of Address, Agency Appointments

3 OCTOBER 1955 21
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Lyman

Parmele

Witten

Whitebrook

Peak

Krueger

22

3. Advertising Agency Personnel Changes

NAME
Rodney Albright

Richard W. Bowman
Thomas C. Brennan
Sanford D. Buchsbaum
Albert Carroll

Donna DeCamp

Hugh Dunbar

Jack E. Fuir

Frank Cilday

John T Craff

Horaze Hagedorn
Ceoige Haight

Norman F. Hall
Yerneth Heffington
Kenneth H. Hieronymus
Val Hollingsworth, Jr.
Charles R. Hook, Jr.

Ceo-ge Huntington
Thomas ). King
Walt E, Krueger
Parmelee Lyman
Sanford C. Smith
Harold Tuers

Lloyd C. Whitebrook
Suy S Warren, Jr.

FORMER AFFILIATION

NEW AFFILIATION

i
i

Biow, Beirn & Toigo, NY, sr film producer

Norman, Craig & Kemmel, NY, tv-copy supvr
Official Films, N. Y,

Kieswetter, Baker, Hagedorn & Smith, NY, acct exec
Merck & Co, NY, adv dir

Cary-Hill, Des Moines

WK:C, Hazard, Ky, comm mgr

N W Ayer, Phila, research analyst

McCann-Erickson, NY, bus mgr, tv dept

Fletcher D. Richards, NY

Kiesewetter, Baker, Hagedorn & Smith. NY. Pres

Erwin, Wasey, Okla City, r-tv director

Meredith Pub Co, NY, Pub Rel

Okla Future Farmers of Am, Okla City, exec sec
Scott Paper Co, Boston, asst to gen sls mgr
Deputy postmaster gen, Wash, DC

ABC, mgr radio sis development
D. P, Brother, Detr. acct exec

Lennen & Newell, NY, acct exec for United Aircraft
Fletcher D. Richards, NY

Harriet Hubbard Ayer, NY, adv mgr

Whitebrook Co, NY, pres

D. P. Brother, Detr

Sullivan, Stauffer, Colwell &G Bayles, NY, tv g
supvr

Same, also vp

Foote, Cone & Belding, NY, r-tv supwvr

E. T. Howard, NY, acct exec

Benton & Bowles, NY, vp & dir prof mkt dis
Cary-Hill, Kansas City, c¢cpy director

R. Malcolm & Assoc, Evansville, Ind. Pub Rel
John T. Hall, Phila, research, dir

Same, mgr tv dept

Same, acct sup for Footwear G Cen Prod Dr i
Rubber Co

SSCGB, Hollywood, vp & acct exec
McCann-Erickson, West Coast, dir of r-tv proi
Hall & Thompson, Okla City, pres

Cary Hill, Kansas City, cpy dir.

Cardner Adv, St. Louis, regl acct exec for farm x
Harold Cabot, Boston, acct exec

Kudner Agency, NY, exe¢ vp & member of |
comm

D-F-S, NY, research project director

D. P. Brother, Detr, vp

Mathisson & Assoc, Milw, exec adminsstrator
Lennen & Newell, NY, also vp

Same, acct sup for Am Machine & Foundry Ce
Charles Antell, Balt, director of adv

Kastor, Farrell, Chessley & Clifford, NY.ap &
Same, exec vp

4. Eponsor Personnel Changes

NAME

john W. Brooks
Alfred F, Burton
Ceorge D. Crittenton
George 0. Davies
Charles Fahler
Samuel C. johnson

Robert Joselyn
Harold J. McCormick

Harris B. Parmele
lrvin H. Peak
'‘ashn D. Thuet
_aurence Witten

FORMER AFFILIATION

NEW AFFILIATION

Celanese Corp, NY, gen mdsg mgr
Stamford Conn Drug, Stamford. pres
Lanolin Plus, Chi, asst s!'s mgr

P. Lorillard, NY, tres

Swift, Chi, brand mgr

S. C. Johnson & Son. Racine, asst to. pres

Armour, Chi, brand mgr
General Electric, Syracuse

P. Lorillard, NY, director of research

P. Lorillard, NY, vo & director of [eaf activities
Sylvania Elec, Phila, district sis mgr

Allied Pub Rel Assoc, NY, vp & brd mbr

Same, director of mkting, textile div
Zotox Pharmacal, Stamford, So sis mer
Lanolin Plus, Chi, gen sls mge

Same. also director

Simoniz, Chi, brand mgr

Same, new prod director & mbr ‘of manageme
comm

Simoniz. Chi. brand mgr

Ceneral Electric, Syracuse. adv G sls prom myhw

rad-tv dept
Same, also vp
Same, exec vp
Same, radio sls mgr for rad-tv div
luliette Marglen, NY, pres

5. Station Changes (reps, network affiliation, power increases)

C}ET, Smith Falls, E Ontario will initiate its first broadcast-
ing year about ) October and will be represented in US
by Hoseph Hershey McGillvra, in Canada by James L.

Alexander

KR TV 1 ybbork.

full color

KOVR-TV, San Francisco, Calif., opens auxilliary studios in

San Francisco

KTVW-TV, Seattle-Tacoma has appointed Ceorge P, Holling-

bery natl reps

W70 TV, Minnpls & St. Paul, Minn, will undergo an ex-
pansion program to include more office space and an addi-

Jonal studio

Texas achieves maximum power in-
crease with new 50k transmitter
KMTV, Omaha, Neb is now televising local studio shows in

Natl reps
WTEK-TV,

WFAA-TV, Dallas,
of a tv tower 1685 feet high

WHTN-TV, Huntington, West Va. will open 2 October

WNCT-TV, Greenville, NC stepped up transmission to 316,000
watts on 29 August

WOV B’casting, NY purchased station WOV 8 August

WTAO-TV, Boston,

Knoxville, Tenn will
314,000 watts; will change its call letters to WTVK

Television Knoxville
WWOR-TV, Worcester. Mass temporarily went off the air

Texas has announced the construction

Mass, has appointed Robert S. Kéellet

increase its power to

on 5 Sept because of the UHF problem

SPONSOR.
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WHO-TV

WHO-TV

WHO-TV

W WHO-TV

u\m WHO-TV

\ .| WHO-TV

“WHO-TV

\_*WHO-TV

j-\\\\ WHO-TV

WHO-TV

WHO-TV

WHO-TV

h h i . WHO-TV

WHO-TV

will out! WHO TV

)  JWHO-TV

WHO-TV

W WHO-TV

HEN Dr. Whan made the 1955 lowa Radio-Felevision WHO-TV
Audience Survey, 74 out of every 100 lowa homes had (“(&(& WHO _T\,}

television sets. WHO-TV

Since then, the number has continued to grow tremendously. WHO-TV

loday we estimate that in Central lowa, WHO-TV delivers WHO-T‘,

302,200 televiston homes, representing over a million WHO 'T\/
people — about half urban, half rural. WHO -TV :

WHO-TV serves this great and growing audience in the Wﬂ8:$¥

I:;t (::t}::: tradition. Free & Peters can give you WHO-TV

' . WHO-TV

WHO-TV

WHO-TV

WHO-TV

WHO-TV

WHO-TV

WHO-TVY

WHO-TV

Channel 13 « Des Moines

= Col. B. ]. Palmer, President
4= P. A. Lovet, Resident Manager mﬂ@
o Free & Peters, Inc. N
National Representatires Aflilicte

&
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CAPITAL TYPES #I11

THE KING-MAKER

Waits till dusk when his
wife makes him go to the
Laundromat. Kids keep
hiding assorted small
wild life in his slippers.
Crazy about bagpipe mu-
sic, but not allowed to
play within one hundred
yards of the house. Aunt
Margaret calls him "Cud-
dles": hasn't spoken to
Aunt Margaret since Ar-
mistice Day, 1939.

And in Washington, adver-
tisers call WTOP Radio a
better buy than any other
station. WTOP is the sta-
tionwith (1) the largest
average share of audi-
ence (2) the most quarter-
hour wins (3)Washington's
most popular local per-
sonalities and (4) ten
times the power of any
other radio station.

WTOP RADIO

Represented by CBS Radio Spot Sales

24

Malcolm P. Ta ylm:

W, Sponsor

Taylor-Reed Co., Stamford, Conn.

If you should hear a duet while driving through Stamford, Conn.,
chances are good that vou're catching the vocals of Charlie Reed
and Mac Taylor, former members of the Yale Glee Club, and cur-
rently co-owners of Taylor-Reed Co.

The two men have pretty fair reasons beyond joie de vivre for
singing these days: The Taylor-Reed Co. will gross close to 83
million in sales of Q-T Frosting, E-Z Pop and Cocoa Marsh in 1955.

“It’'s no exaggeration to say that tv built us.” comments chubby,
shrewd Mac Taylor. “Our budget's 100% spot tv because we found
that tv gives us measurable results within a month. In each of 15
markets we're in we've had upwards of 207 sales increases during
the past year.”

Taylor claims his company is living proof of the value of daytime
tv. “We're getting the women at a 40c or less cost-per-1,000 viewers
by buying near Godfrey or other strong daytime programing. And
I’ll tell you something: it’s pretty rare in advertising when. you get
a formula that’s good market by market.”

So convinced is he of the formula that he’s putting $500,000
behind it this year compared to $300,000 last. Through Hicks &
Greist, Taylor-Reed’s agency, the company has made a couple of
comic cartoon films which they call “the bop spot” and “woman in
the shoe,” with jazzy musical jingles and modern. off-beat draws
ings—ofl-beat in all but sales results.

“Let’s face it.”” says Taylor. “A food company is primarily in
the advertising business.”

Taylor himself is a merchandiser “from way back.” Got out of
Yale in 1933, and has been “promoting something or other ever
since,” including expeditions to Labrador with Charlie Reed, trips
throughout Europe with the glee club, and lately the three Taylor-
Reed products.

At home in Darien, Conn., Taylor pretests self-liquidating kiddie
premiums on his five youngsters who range in age from three to
13. likes to “pile the family into our little 26-footer (a cruiser),”
and generally splits himself evenly between family and business.

“Too many parents pay little attention to the kids,” says he,

“and then before they know it. the kids are grown and away.”
* k%

SPONSOR




pSalesman

IN SOUTHERN MICHIGAN

NSIDE DETROIT OR OUT,

TS THE SAME STORY. ..
NJIBK-TV TOPS 'EM ALL IN
AUDIENCE AND SALES PUNCH

CHANNEL 2 DETROIT

First Choice of Viewers
in the 1,590,400 TV-Home Market of
Detroit and Southern Michigan

, HERE'S MORE EVIDENCE TO SHOW L
' HAT CHANNEL 2 IS THE PLACE FOR YOU! e —
| 3 .
sidnlijen Detroit, August, 1955- American Research Bureav o
== ef daytime quarter hour periods ’ '
‘il ARB survey with ratings of 9.0 ond cbove............... 70 ’
i 70 periods with ratings of 9.0 and
- WIBK-TV carries. . ......... eeeeneettestaasanstennsonacnas

it of daytime periods rated 9.0 and cbove on
f#1 Detroit-Windsor stations combined........................

Telepulse, August, 1955
0f Top 10 Nighttime shows 8 ore on WIBK-TV

Of top 17 Nighttime shows 12 are on WIBK-TV
(Three-way tie for Ne. 15 in top 15)

# fe the outside area figures in Ann Arbor and Flint showed
BTV the No. 1 viewer choice, the above in-Detroit figures go
ahillong. WIBK-TV's top CBS and local programming, 1,057-foot
fand 100,000 wat maximum power on Channel 2 offer a big
Mul in sales in the entire “Detroit Television Market™ that includes
'o-=nding Southern Michigan as well as Detroit. We'd like to put
+ Hling power to work for you!

Represented Nationally by
THE KATZ AGENCY

" Notionol Soles Director, TOM HARKER,
118 E. 57th, New York 22, MURRAY HILL 8-8630
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town, ratings soar!

First-run sponsorship

may still be available in your market

NBC Film Division's “Adventures of the Falcon’” makes a habit of raising station ratings

gubstantially in its time period. Out of nineteen major ARB-measured markets where before-
and-after information is available, “The Falcon’” boosted ratings in fourteen! In Memphis, for
inatance, a 14.4 rating before “The Falcon' soared to 25.6 with **The Falcon.” That's the kind

of spectacular raling-increase scored by the series virtually everywhere it runs!

Advertizsers of every description have strengthened their competitive position by sponsoring
| “The Falcon.” Brewers, grocers, appliance dealers, furniture retailers, banks and loan

companies, department stores — they’ve all discovered its built-in selling power.

“The Faleon' sells because it pulls audience . . . immediately! Exciting episodes of adventure all
arcund the world, the exotic flavor of authentic locales, a great new star —Charles McGraw —
whose movie fame is expanding rapidly ... these are the strong audience-values you get with
gponsorship of “The Falcon.” You also get an exclusive package of advertising, promotion.

explaitation and merchandising, unmatched in the industry!

First-run syndication sponsorship, at a down-to-earth cost per thousand, may still be available

in your market, Write, wire or phone NOW!

NBC FILM DIVISION

serving all sponsors
serving all stations
30 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, Il
Sunset & Vine, Hollywood, Calif. In Canada: RCA Victor, 2256 Mutual St.,
Toronto; 1551 Bishop St., Montreal.

OVER THE WORLD!




kKkcra-tv §

changes
the picture
completely in
California’s
rich
Sacramento
Valley!

channel

Complete NBC basic progromming
— with TY stors ond progroms
never before seen in the oreo —
has come to the fobulous Sacro-
mento Yolley!

Sacromento’s new stotion — KCRA-
TV, Chonnel 3 —is the only low
bond VHF stotion in the Valley.
100,000 wotts moximum power.
The television picture hos chonged
in Socromento — o chonge that of-
fects you, your clients and the
viewing hobits of thousonds of
Socramento Volley fomilies.

Be sure to re-evoluote your televi-
sion odvertising in the Sacramento-
Stockton morket. Toke o second
look ot your present spot sched-
vles ond progroms. Then coll Petry.

KCRA-TV delivers one of the
country’s richest morkets, with
spendoble income of more thon
two billion dollorsi

KCRA-TYV
channel S

Sacramento, Calif.
100,000 WATTS
MAXIMUM POWER

ABE@ BASIC AFFILIATE

!

"THERE'’S LOTS TO SEE ON CHANNEL 3"

Tepresented by Edward Petry & Co.

28

By Joe Csida

What the John Crosbys and Jack Goulds contribute

Having been one my=elf, I am an avid reader of the paid
critics of radio and television. Two of the most consistently
entertaining and informative pundits of the broadcast art,
to me, arve the New York Times’ Jack Gould and the New
York Herald Tribune’s John Croshv. I have always got an
extra zing out of Crosby.

Just a few days ago (as this is written), fresh from the
African veldt, he returned to these shores to discover that
The $64,000 Question had become not only tv’s top-rated
program but a national social phenomenon as well. On an
Author Meets the Critic video show several years back I was
the anti critic opposing Henry Morgan, who spoke in faver
of a book John had just published wherein were contained
a collection of his essays and criticisms. I called John a
“Little Jack Horner” type of writer, and Bennet Cerf, from
the moderator’s chair, asked what I meant. I explained that
I had a lucid picture of John rushing into his corner with
Roget’s Thesaurus, Bartlett’s Familiar Quotations and other
like works, sticking in his thumb, coming up with a gob of
witty remarks, plopping them into his column, and remark-
ing most self-satisfiedly, “My, what a bright boy am 1.”

Actually that somewhat shabby analogy was the best I
could do, at the moment, for the purpose of being as nasty as
possible and upholding my anti end of the controversy. |
reallv do believe, possibly along with John, that he is bright.
Thesaurus and Bartlett’s notwithstanding. He is just so
bright that by calculatedly putting pins in the big ones, he
has hecome the most widely read columnist in the business.

On the question of The $64,000 Question, however, I do
believe his timing was a little off. On the Tuesday following
the week in which he ripped the show to shreds. Captain Dick
McCutcheon of the U. S. Marines won the first $64.000.

I was watching the show with my wife, my daughter. who's
17 and just entering college, and my boyv, who's nine. My
family, I believe, is as normal in their reactions to tv en
tertainment as any, and I give Crosby nothing when it comes
to my own unfortunately hard-boiled and cynical attitude
toward video shows. But, to a person, we literally thrilled to
the Captain’s crack at, and capture of, the loot. I think that
if John were watching. he too must have thrilled to it. exaet:

(Please turn to page 74
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When you count
every rated
quarler hour

When you count
all the
audience

here's how
Boston radio
stations line
up in all
500 rated

quarter hours:”

WHDH

first

368 times

Stotion 8 (network
first 128

Stotion C (network)
first 8

Stotion D (network)
first 4

Stotion E (Independent)
first 2

Station F (Independent)
first 1
Stotion G (network)

first O

{Eleven duplicahons
moke folol 511

P.S. WHDH

First or Second in
486 out of 500
rated quarter
hours.*

*Pulie of Boston Tolol Audience —
Mondoy through Sundc

y o

July

quarter hour

WHDH First 73.6%
of the week —

First or second 97.2%,
of the week

C lete t kd L varter

WHDH

850 on the diol
50,000 wotts
BOSTON

Represented Naolionally
By John Blair & Company
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TELEPULSE

Again in August KGUL-TV has the Number One program V
in the Galveston-Houston market. The August Telepulse
shows the $64,000 Question with a rating of 37.2.

NOW MORE THAN EVER=THE BEST BUY IN TEXAS

KGUL-TV GULF TELEVISION COMPANY GALVESTON

Represented Nationally by @ CBS Television Spot Sales
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pot radio liohts hack

ﬂ Defensive attitndes toward spot carriers is playved
| down as reps hegin to sell against them with positive pitcehes

Slute patgorns | ’"i'.*ff” Hrt rad

r‘

-
~ e -

-
o
o -

by Alfred J. Jaffe

Concern among reps and stations over the multiplying number of network spot ca -
and the wav web radio i~ being so0ld today i~ mirrored 11 previous sPoxsonr - -
cn -uigeet (note excerpts reproduced above). The controversy s «till ve halne W

rep~ in particular remain opposed to ~pot carriers

busines~ thev are meetinz the price competition in a head-on mann

For the lutest facs?s on rep selling tacties tnrn the page %}}
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SPOT RADIO FIGHTS BACK

13

(Continued )

Few facets of the radio business
Lave created as much controversy as
the network spot carriers.

In recent months the new web sell-
ing plans—all of which are spot car-
riers in one form or another—have
been brewing a ferment that threatens
to spill over into the consuiner press.
Radio, in other words, may end up
with a bad case of publicly washing its
dirty linen.

Not all of the ferment is unhealthy,
however. The spate of spot carriers,
which have been under heavy fire from
reps and network affiliates alike as an
invasion of their national spot busi-
ness, has begun to touch off some ag-
gressive sales pitches from the national
spot side of the fence.

Some of these pitches meet the spot
carriers head on. There’s not only a
bold anything-you-can-do-l-can-do-bet-
ter air about them but also an effort
which can be wrapped up in the
phirase: *“If you’re going to sell net-
works like spot, we're going to sell spot
like networks.”

Cooler heads in the industry deplore
the current excitement over the spot
carriers and urge a watchful, waiting
attitude, the idea being that this is an
interiim period and no one knows for
sure whether the new spot carriers are
really the long-term answer to net-
work radio’s problem. Wahile the reps
are ‘agin’ ’em to a man, a number of
stations are shrugging off the resulting
loss of national spot accounts, hop-
ing that the new network program de-
velopments will put new life into radio.

There is also a feeling in some quar-
ters that bickering within radio’s fam-
ily will damage radio’s reputation in

radio on the national front.

the eyes of those who use the medium.

Much of the controversy has cen-
tered about NBC’s weekend Monitor
and the planned extension of this revo-
lutionary programing format (called
Weekday) into daytine hours, spot ra-
dio’s juciest domain. Monitor, while
it may be the most obvious spot car-
rier, is not the only one. All the net-
works are now selling, under various

* * * * * * * *

“HOLD, KNAVE!”

In a recent letter to affhliates. NBC Radio’s
station relations v.p., llarry Bannister, said
“, .. apparently CBS called its affiliates to-
gether with the apparent purpose of attack-
ing NBC ... Must be it hurts. Or, to para-
phrase Bill Shakespeare (a well-known
scripter) :

“ ‘They do protest too much, methinks.” ”

Answered CBS Radio sales chief John
Karol: “‘During the past year it has been
CBS Radio that has led in programing, re-
search and promotion—much of it for the
benefit of all radio. Aside:
“‘Blow, blow thou winter wind!
Thou are not so unkind

As man’s ingratitude. ”

X x x x ¥ ¥ X ¥

guises, announcements to advertisers,
and the competition .for the shrinking
radio network advertising dollar has
reached new heights.

This competition has recently set off
an inter-network squabble between
CBS and NBC, the clamor of which
has been added to the sound and fury
emanating from the squared-off poses
assumed by the networks in one corner
and the reps-plus-affiliates in the other.

R, N

TAKE IT EASY, BOYS

This is a peculiar period in the strange career of

The intermural network battle was
sparked by a hard-hitting speech te
CBS Radio affiliates two weeks ago by
John Karol, the web’s sales vice presi.
dent. Karol took some broad swipes
at the current status of NBC Radio’s
sales and programing. He made it
clear he didn’t think much of NBC
Radio as a competitor and character-
ized Monitor sales as actually “give-
away business.”

The speech stung NBC Radio’s stas
tion relations Vice President Harry
Bannister to an answer via a letter to
all affiliates. Bannister said CBS “has
led the way in all the negative steps—
the general rate reduction in July 1951,
the reduction in evening rates in Au.
gust 1952, and the further reduction
in October 1954.”

Bannister also charged that CBS, af-
ter attacking the NBC participation
plan in May 1954, scrapped its “propa-
ganda line” and went ‘“‘all-out on par-
ticipation sales under its ‘segmented’
sales plan.”

The NBC station relations execu-
tive defended NBC’s sales record. He
compared NBC’s sponsored hour fig-
ures for the first week in September
1955, as against the same week
last year, said NBC sales were up
30.1% while CBS sales were down
14.9%. He also compared PIB gross
billing figures for the two networks for
July 1955, compared with the same
month last year, said NBC billings
were up 15.3% while CBS billings
were down 18.3%.

Karol told spoxsor his answer in
the battle of the figures was as fol-
lows: (1) CBS Radio’s sponsored
hours for September came to 34.2

Does this help the advertiser understand the crisis

through which radio is passing?

This is an interim period. Heekday, the Mouday
through Friday offspring of Monitor, has not yet made
its bow. The other network hopefuls, all wedded to
the strategy of commercial flexibility and participa-
tions, are still to prove their mettle.

So this could be a quiet period, albeit active in <ales
planning and preparations. This could be a busy-bee
period both for station representatives and networks.

But no. The void must be filled. So network attacks
network. Reps attack networks. Networks attack
reps. The free-for-all is on.

Is this healthy for radio?

No!

What does the advertiser think about all this?

His only thought, “Things are pretty messy in radio.
Must be a pretty unhealthy situation. Well, I have
other things to think about. I'll think about television,
newspapers, magazines, and billboards.”

Can you blame him?

Take it easy, boys. Radio is a great medium. At
spot rates, or otherwise, the finest buy many a national
advertiser can make. We can disagree without dis-
gusting the innocent bystander. Don't sell radio down

No! the river.
. - E D I T 0 R 1 A L mosvssncmaam v g e
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¥ ghile the NBC fignre, exchuding Voni-

L|‘:“- tor, was 215 (2) CBS Radio’s gross

Tt hillings (PIB) for July were 207

i higher than NBC's, (3) CBS Radio’s

| Aotal-day  Nielsen ratings for August,

fiest report, are 507 higher than

ANBCs

. Kavol's
tor’s sales  as
evohes an “amen” from many stations

=

Woni-

. A1)
business

characterization  of
“ahveaway

" and reps who say that national adser-
i ‘users can in some eases buy a station
~ o an the network for as< little as oue-
% fourth the station's spat rate. While
the new CBS segmentation plan has
not heen thoroughly analyzed by afhili-
ates and reps, there is the uncomforta-
ble feeling that on CBS, too, an adver-
tiser can buy an annonuecement which
breaks down to a much lower cost per
station than a national spot buy. And
on Mutual an advertiser can buy a
* Multi-Message Plan announcement on
more than 500 stations for $1,000 or
an average of less than $2 per station.

The trend toward selling single an-
‘nouncements in programs by selling
five-minute shows has reached a new
peak with ABC’s stem-to-stern revamp-
ing of its nighttime programing. Start-
ing 2.4 October, ABC’s 7:30-10:00 p.m.
time during the week will be broken
down completely into five- and 10-
minute strips. Price for five-minute
show strips will be as little as $§750 per

~ show (or single announcement).

| The impact of low-cost network an-
nouncement buys has hit the stations
and reps where it hurts—right in the
middle of their profitable national spot
solar plexus. For some time now the
reps have been sending out storm
warnings to the effect that the entire
- structure of radio may be undermined
- asaresult of the networks’ encroaching
into a field that was once the exclusive
w} domain of stations. To show this is
- not just talk. names of products who
- have dropped spot radio or cut down
on it to buy spot carriers have been
- rattled off. They include Viceroy,
Swansdown. Bromo-Quinine. Pepto-
Bismol, Miller’s High Life, Goodrich,

| Charles Antell, Tintex.
~ While the initial reaction of reps and
stalions has been defensive, there are
now signs that an aggressive fight to
sell national spot against the spot ear-
riers has begun in earnest. The reps
are not only stressing the qualitative
advantages of spot but coming up with
figures which meet the spot carriers on
their own ground—that of cost. In
other words, reps say, with the right
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New spot carrier plans 1his fall embrace 1wo revolulionary programing developmenis:
NBC’s “Weekday,” ABC's revamping of nighttime schedule into five- and 10-minule units

kind of buying an advertiser can buy
spot at a price competitive with net.
work carriers.

Reps and stations are becoming
mindful that complaints about low-cost
spot carriers may play into the hands
of the networks by reminding adver-
tisers they can get it cheaper elsewhere.

Reflecting this new attitude, T.aw-
rence Webb, managing director of Sta-
tion Representatives Association, said
that reps are beginning to come up
with presentations “which prove be-
yond doubt that. despite the eut rate
prices of some current network partici-
pation programs and programs sold on
a spot basis by the uetworks, the ad-
vertiser ean still buy radio adverltising
on a national spot basis which is
tailor-made for him and whieh gives
him superior coverage, quality pro-
graming, the kind of audience he is

looking for and at prices equal to or
lower than any network buy without
resorling to rate-eutting.”

Webb continued: “The reps are ac-
tively waging cawnpaigns to sell their
represented stations on better local
programing, superior local personali-
ties, better promotion on the part of
the stations and inereased merchandis-
ing. By so doing, stations are increas-
ing their ratings, thereby making such
local programs outstanding buys for
advertisers as against uetwork pro-
graming.”

Among the reps active in selling
against network carriers is the Katz
Agency, which is preparing a series of
individualized presentations for spe-
cific accounts. The prototype of these
presentations, made for a large net-
work radio advertiser who has can-

(Please turn to page 111)

Katz Ageney’s presentalion on spot radio seeks 10 convince adverticers they can do
. ~ . . - 3 ) .
helter 1han on webs with same money. Shown with presentalion are Kalzmen Norman Promy,

M. S, Kellner, radio sales chief; Dan Dennenholz, rescarch head.

Chan1 from pre<enlalion

at righl makes poin1 that spot duplicalion of homes rvached i= usable while web is not

AT ABOUT OUPLICATION |

= Sras=e
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Singer Sewing campaign won prize for WJW

AWRT di~tafl broadcaster~’ charm and sales ability have won
lovalty of audiences.  Singer-sponsored drive for dolls for

charity brought 2,000 to Jane Stevens, won her AFTRA prize

Lady broadcasters of|

_,l‘he man who is an expert on the
subject of “How to sell to women sue
cessfully in radio and television” can
practically write his own tickel in the
ad business.

But admen all too seldom get a
chance to meet one of the best sources
of this brand of advertising knowledge
—the lady members of the American
Women in Radio and Television whe
conduct women’s-appeal air shows.

To most account men, timebuyers
and copywriters these distaff broad-
casters are usually just a series of
names on spot contracts, or else exist
only as pictures in station ads or pro-

AIR-SELLING SU¥

Ione Tracy. Syracuse-area |
make a daytime habit of 1
to “Milady’s Almanac” on

Dottie Paige. Food prodi
regular feature of Dottje’s

“What’s Cookin’”™ WIBW-T

SPONSOR



know themr women . ...

r“’p;lﬁ(‘li(‘ijl advertising tips on selling to female andiences in SPONSOR survey

motional mailings from station reps.

Yet, collectively, these women air
personalities represent move years of
practical air experience i selling all

tvpes of goods and services than the

ladies themsehves are likely to adwit.

In short, they are experts in selling
io wonten. They should be. “There
are homemaking or other feminine-
slanted daytinie shows on 967 of the
nation’s tv outletz and 6177 of the
radio stations, according to SPONSOR's
1955 Buyers’ Guide, and a sizable
cross-section of these shows are pre-
sided over by AWRT members.

Until now, bridging the gap between

(I what these women know from
experience aud (2) what adinen would
like to know from themn lias been far
from casy, An adwen could (and
some doi grab a suitcase and make
a Grand Tour of 1.5, stations, of
course. [For most, however, time and
expense rule out such a procedure.
A better solution eame earlier this
vear when Montez Tjaden of KWTV-
KOMA. Oklahoma City. agreed to
help. Miss Tjaden, at that time chair-
man of the AWRT Publicity Commit-
tee, agreed to make an advertiser-
slanted survey of AWRT members.
(The Publicity Chairman’s post is

now held by Mary L. McDonnell of
New York, AWRT  President  Jane
Daltonr ammounced i mid-September.
The survey replies contain muech in
formation useful to admen  and they
contain a number of eye-openers:
e Only aboot one radio-tv lLiome-
maher in 10 felt that national adver
tisers were nof wmakine anyv “notable
errors’” in ageney-created copy used
for live participatious in homemaking
prograins.
e About four out of every five distaff
performers felt that admen did not
give them enough leeway or flexibility
(Article continues next page)

BBE AWRT BROADCASTERS ARE BUILT ON SOLID KNOWLEDGE OF LOCAL AUDIENCES

e vk, WOW.TY, Oniaha’s

Bty and farm viewers

Pl ir. WIIAS, Louisville
§ ®omist made plea for

ily series appeals

wn-to-earth ad copy.”
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Sally Work. Guests on her WBEN,
Buffalo feminine-slanted show
included a well-known Republican

Walt & Emima Lou. Popular air
couple, the Niel-ons, rate high
with WNIIC-TV, New Haven viewers

Edsthe Fern Melroce. “Honse O
Charm” show on WXYZ, Detroit
originates in lovely model home

Lidie Walters, Greenville, S.C.
listener- can see and hear day-
timer at WFBC remote airing- Ja

Farmer'= W

Mary Landis. Cl

s
tuna =ales jumf

WBAL.TV. B

Ilorence Falk., KM\, &I

lowa listeners know her as “The
chich she i

when airsold on
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lelen Day. WBAY-TV per
-onality demonstrates newest

plastic dinnerware on air

Vivian Batten. Radio-tv star
of KWTV.KOMA, Okla. City

show prefers live tv commercials

Anne Daly. In-store broadcasts
are regular part of Anne’s radio
series on WPDQ, Jacksonville

Connie Stackpole. Manchester,
N. H. listeners dial WKBR for
her friendly household advice

Bee Baxter. McCall's Mike
Award was won for public
service on KSTP-TV program

Margret McDonald. Fort Worth-
Dallas viewers share vacation
photos with the WBAP-TV star

Julie "'n> Johnny. Co-stars of
morning show on WTAG, Wor-
cesler “personalize” selling

Kay Newmann. Dittsburgh tv
viewers see Kay on daytime
show, KDKA movie series

to “do the commercial in my own commercials, from talking to my cuse’s WHEN, complained to sroxsor:

style.”

¢ About one out of two of the ladies
replying to the AWRT survey felt that
commercial copy or film commercials
contained words or phrases more like-
Iy to irritate women dialers than to
send them running to their neighbor-
hood stores to purchase the sponsor’s
product.

Radio gripes: Are creative radio ad-
men out of touch with feminine real-
ity? This was a prime gripe among
the AWRT homemakers. A tvpical
opinion:

“Women hate to be talked down
to,” said Dorothy Shank of Buffalo’s
WEBR. “They want the copy to have
a ring of sincerity. In listening to

listeners, and from reading copy which
comes to the station for other pro-
grams. | often feel that commercials
have been written by someone who
knows nothing about the subject.

“A copywriter just out of school.
trying to tell a woman with three
children how to wash clothes. for in-
stance. Another thing—I often feel
that copywriters sit in their agency
offices dreaming up marvelous ideas
which perhaps a housewife has known
about all along.

“In other words. copywriters should
meect the people thev're writing for—
thev’d learn a lot!”

Here are some other specific gripes:
o “Too much ‘sell ”: lone Tracy,
director of women's shows on Syra.

“Many times advertisers are too de-
manding as to how many specific
points must be included in every com-
mercial. One sponsor went so far as
to say that unless some 10 or 12 points
were included in every comniercial
every tune the station would not be
paid.

“In a one-minute commercial. this
requires me to skip lightly from one
point to the next as fast as possible,
wth the result that none of the points
are really driven home.

“Real emphasis of a few points in
each commercial is far more impres-
sive and does not get boring with
repetition, because different points can
be emphasized each time.”

o “Time-worn phrases”: \lanv an

. Do give local radio-tv distaff per-onalities freedom to do commercials in their
own style, four out of five AWRT members replied in sPONsSOR national survey

21T

2. Don't use time-worn phrases in commercials designed for use in local-level
. i . : )
radio or tv. Pet hates of AWRT: “Yes, ladies . .

DO’S & DON'TS #rox

AWRT AIR PERSONALITIES

7 “You know. friends . . .7 ele.

3. Do provide plenty of product samples, visual aids and other props for nse in t¥
“kitchen” or "home” commercialz, 1v homemakers said. Copy, films aren’t enough

AN B4

IN SELLING TO WOMEN £, Don't try to “localize™ radio-tv commercials today hy remote control. AWRT
SR kedat : aULEE broadcasters said commercials should be given “local slant™ by local personalities
5. Don’t jam too many copy points inte air commercials. Some clients trv to get
across as many as a dozen in each airing. “Spread them.” AWRT members urged

ST
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ladman’s pet plirases used in agency

copy camse the ladies who read the
copy on radio homemaking shows to
grit their teetlr,

1 dislike the phrase *Yes, ladies’
and commiercial seripts using ‘you
know' frequently.” said pert and pretty
Jane Stevens of Cleveland’s WJW.
A veteran of air appearances, women's
¢lnb Innches and charity drives, Jane
added, “When L sell to women on the
air. 1 like to think first: *What is this
product going to do for mv listener
and lier faniily?’ then present the

facts without snperlative adjectives.”

A New Ingland radio homemalker,
blonde Julie Chase of WTAG, Wor-
cester's Julie ‘n’ Johnny daily wonien's
show, added:

“Advertisers are amiss i trying to
build their copy on ‘sale after sale
after sale.’” 1 feel that bargain sales
should be saved for special impetus;
too many sales spoil the value of a
really big one.

“And, too many advertisers overnse
the words "guality” and ‘value.” 1 feel
advertizers should pay the broadeaster

the compliment of trusting her fo

judge her audience and what appeals
to them.”

« “Don't know the audience”: As
the AWRT members saw it. admen
sometimmes tripped over an audience
hurdle on the read to radio-created
prmlu(‘l sales.

“l talk to an area that is largely
rural.” said Harriet P'ressly of
Raleigh’s WPTF. who conducts a daily
half-hour feminine-appeal show. ©I
hike. and my listeners do too. simpler
copy presented to sound like a part of
the average converzation.
Something that sounds like her own

woman's

ordinary hype of chatter. not some-
thing that is just stuek into a show to
nake a sale.”

Added other AWRT homemakers:

"l would suggest agencies send
background material. quickies. and
research material for complete files
and notes to be ad-libbed. 1t is very
difficult to adopt wordy agency com-
mercials to the local picture. h's the
wrong vernacular.” said Jane Dalton
of Spartanburg’s WSPA,

“Advertisers do not give practical
uses: of their product. At the same
time. they are often too commercial.
I like to sell without the buyer heing
aware that she is being sold. If vou
can give her sufficient reasons why

(Please turn to page 78)
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NEWEST SIHOW DEE TIHIS WEFEK: DARRYL ZANDPCK'S <20T1RLON HOLIE ON (BS TV

CRITICS RAP FILM-TV “OFFSPRING”

produced by
commercial’’

Built-in plugs for Hollywood studios in shows
majors draw fire from reviewers as ‘‘too much

1"0\'}0 studios scouring the nation’s newspapers and magazines for
critical huzzahs for this season’s made-in-Hollywood tv shows are. -0
far, in for a big dizappointment.

The two premiering by presstimeso far  Warner Brothers Presents and
MGM Parade— have both Leen received with cool notices by v critics.
most of whom like neither the production values of the shows nor th
extensive plugs for new Hollvwood movies or old Tollywood studios:

o “We are promized fascinating glimpses of backstage Hollywood.”
caid John Crosby in the Hlerald-Tribune and 90 other papers. “The oniy
trouble with this is that, after the frst glimp-e. it i-u't fascinati
Holls wood is tinsel.”

e Jack Gould. veteran tv editor of the Vew York Times, -at throu
the premiere of Warner Brother Presents. snapped next day: “The We-t
Coast hasn't lost its touch for making old movies. \ tv viewer may
tend to judge thea're product by the quality of tv product.”

e Bernie Harrison of the Washington FEvening Star dul like the
warntly appealing film clips in the premier MGM -how of 12- |
(then) Judy Garland. But Harrizon cautioned: "It looks like we're
going to have to =it through a preposterous amount of log-rolling and
clap-trap on the new MGV Parade for sequences like this.”

e Jack O'Brian, tv editor of the Vew York Journal-American drew
a bead on the brothers Warner. and let flv thusly: “An Indian ¢ift to
tv. The final 15 minutes of the hour was a concentrated ¢ ercial
for the film firm which. plus the enstomary six minutes of tv I~
cials. again breaks all rules of the official network tv ‘code’.”

e Tongue-in-cheeked T1" Guide: “Enough to wmake one
whether the Hollvwood mogul: are the same ones who never used t«
mention the word ‘televizion™ if there were ladies in the room.”

Latest development: N ARTB’s Code Review DBoard. in its Septemher
Bulletin. said it was directing its staff to compile more data on the
“trend to insert promotional material™ for Hollywoad. * ox %

wonde
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What TvB-Rorabaugh spot expenditures reports will contain

1. Totzl dollar fizures spent in spot television for gross
lime ts. These will be comparable 10 network figures
rel | throngh media data services such as Publishers

Information Burean and the ANPA’s Bureau of Adver-

tising via Media Records for U. 5. newspaper spending.

2. A breakdown of spot tv
dollar spending by product

QUARTI“I{LY classification,  These will
show how varions important

P
REPORT calegories, such as deter-

gents, shampoos, autos, to-
bacco products and the like
utilize spot television during
a three-month period, based
on 1v data by Rorabangh.

Published after

January, 1956

3. A list of the top 100 spot tv advertisers, again
comparable to those released by other media daia
services. Gross ltime expenditures of each advertis-
er will be shown, with the biggest ones first. List
will contain most blue-chip video advertisers today.

1. High spot of annnally prepared review will be
alphabetical list of all ¢pot advertisers and brands,
with the gross time expenditure of each listed. List
will include all top national tv spot clients, and virtually
all regional accounts using two or more markets.

2. Complete product classi-

fications breakdown of all
advertisers and brands, with
dollars expended by each.
This will afford cross-check
with client list to show what
brand categorics have been
the biggest spenders during
the year, further charting
dimensions of spot tv today.

ANNUAL
REPORT

Published after
January, 1957

3. Interpretive comments by TvB and Rorabaugh:
Tentatively planned are a series of short reports in
annual edition which will peint out the major trends in
spot television during the year covered by the TvB-
Rorabangh research project, and give spot highlights.

»»»»» o AL TS s g ‘: AL s e Y AT A e A N
R S Y,

Ine down, one to 0o

T'hroughout the nation, there are
some 3,000 advertisers who sell their
wares in two or more markets with the
aid of spot television.

During 1955, they will spend the
whopping total of $275.000.000 for
spot tv time, talent and production ex-
penses, according to the latest estimate
of the Television Bureau of Advertis-
ing.

But who spends what in the spot tv
field will no longer be the headache-
creating, slide-rule-juggling problem
that it is today. The iron curtain-like
wraps that have surrounded spot tv
expenditures of national and regional
advertisers will start to rise next year.

Sometime soon after January, 1956,
TvB will release the first thick quar-
terly report on spot tv spending. At
the end of the vear, a special annual
report will also be distributed.

What these reports will contain is
outlined in the box above.

But even more important is what
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they mean to the industry:

e For the first time. what TvB Presi-
dent Oliver Trevz calls “the fullest ad-
vertising dimensions of spot tv"’ will be
open to evaluation by agencies and ad-
vertisers.

e The spot spending of clients, shown
as gross time. will be comparable to

LN

~ THIS WE
FIGHT
FOR

1955 editorial platform

From SPONSOR's
\ (25 July 1955 issue)

“We fight for regular publica-
tion of spot tv and radio
expenditures of companies
comparable to figures

available for all other media”

S T e

Problem of spot tv spending is

solved. Next goal: spot radio

and “combinable” with the gross ad-
vertising expenditures as shown by
such other data sources as Publishers
Information Bureau (network radio.
tv, magazines and supplements) and
Media Records of the ANPA (news-
papers).

e Networks, station reps, individual
stations’ and—of course—the TvB will
be able to utilize the tv spot spending
figures in making well-aimed pitches at
various categories of advertisers, or
even at individual clients.

o Advertisers, large and small, will
be able to check on what kind of spend-
ing their chief competitors do in the
spot tv medium, and will be able to
adjust their campaign plans to meet
competition.

Tv victory: By all indications, the
TvB-Rorabaugh reports are a clear-cut
victory for those who have fought a
long. hard and uphill battle to chart
the dollar spending in spot tv.

SPONSOR
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New team: N. C. “Duke” Rorabaugh (left), Dr. Leon Arons, re-
snarch director of TvB (center) and TvB President Oliver Treyz

Stated TvB’s Oliver Treyz in a 16
September letter to spoxsor’s Editor
and President, Norman R. Glenn:

“We are aunouncing today a TvB

program for the release of spot televi-

sion expenditures by advertizers and
product.

“Your long crusade to make these
dollar data available is thus rewarded.”

(See “149th and Madison” column,
page 14. this issue for full text.)

TvB's research program. part of that
orgaunization’s continuing efforts to re-
late the values of spot tv with the more
widely known values of network tele-
vision. brought this further comment
from Treyz:

“This removes from the ‘secret’ list
an approximate $275.000.000 which
national advertizers will this vear in-
vest in spot television.

“Also it eliminates a situation where-
by various trade journals and compet-
ing media have measured television as
defined strictly by its network facility
dimensions, as regularly reported by
PIB.

“Spot television, therefore. is one of

the last major elements of advertising

whose spot expenditures are lifted out
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of ‘mystery and haze” and into ‘light
and focus™”

As SPONSOR reported in its issue of
5 September. the information that
TvB will be releasing next vear is actu-
ally the result of converting the regular
tv spot Rorabaugh Report data on spot
tv usage into dollar figures. The proc-
ess, as the report pointed out. is large
and complicated--and fairly expen-
sive, since many individual computa-
tions must be made.

Radio problem: While many a tv ad-
man is rejoicing over the idea of up-
coming tv spot dollar data, the radio
version of the same problem still stares
radio admen squarelv in the face.

As SPONSOR has alreadv reported in
previous articles on the subject. one
of advertising’s biggest guessing games
involves spot radio spending. .Agen-
cies for vears have surveved stations
in all parts of the country, trving to
piece together the parts of the puzzle.
Others have checked with reps. broad-
casters and even the recording and pro-
duction companies who prepare tran-
scribed radio commercials in attempts
to establish the size and shape of spot

~pending figure< <tarting in 1956,

discuss details of new project that will provide admen with tv spot

{see box left for details)

radio. Still more have monitored in-
dividual outlets in major cities.

The sole public source of spot radio
data that can be used as a basis for
spot expenditures in the radio field is
the Spot Radio Report, published
monthly by James M. Boerst's Lxecu-
tives Radio-Tv Service.

Working under the handicaps of
client-imposed secrecv and stations’ re-
luctance to fill out questionnaires,
Boerst nevertheless manages to pro-
vide a useful spot radio data -ervice,
similar in many wavs to \. C. Rora-
baugh’s tv spot reports,

Boerst’s report for \ugust, 1935
(covering Julv activity) for example
reports on the spot radio spending for
300 products or brand lines via some
30 agencies. But Rorabaugh's tv re-
ports. on which the ThE will base its
future spot spending e~timate-. cover
about 10 times as many products,

Why can’t Baerst quickly enlarge his

report. thu- ¢ the way for a ma-
jor organization such as Radio
Advertising Bureau  to convert the

figures into spending reports
~aid Boerst to SPONSOR:
Please turn to page 109)
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STATIOK ON THE DIAL PROGRAM TIME

KWKRT BOONYILLE 1370 Music-farm Kews 12:05 P.M.
KWRT @ 1370 Farm Review 120 AM. Sof: |
| KDMO CARTHAGE 1490 Music-Farm News 6:i5 AM, |
KCHI CHILLICOTHE 1010 Mon ot Exchange 12:30 P.M;
KFRU COLUMBIA 1400 Mon of Ewhangc 1:00 P.M.
KREI FARMINGION 800 Music-Farm News: 12:00 Neon
KEAL FULTON 200 Music-Form New¢ 12:50 P. M
AHMO HANNIBAL 1010 News-Markets 12:45 P.M.
:“L’(l)l; JEFFERSON CITY 950 Gail Bank 12."40 P'M ‘
“ 240 Man ot Exchoni 11:4€ '
KBOA KEN/N’ETT 820 Music-Farm ~:fs l]:f:(; ::14
| ::;:‘XO :{'::-;:A'LLLLE lfSO Mon ot Exchange 121:15 P.M‘
A l';gg :::;:;sf .::, 2t Coson 13:00 Noon
U 1200 Dud Cosom-F e ISR
e M-t' - o : Lgson.farm Visits 1260 FM
f! ocal News SO0 P M

/ 0 Man ot the Mill 12°30 P a4

I a County Agent M6 A m
Wosic-Suap Shop T8 AN
¥0-Ag Teacher e -\.&'A
Weather 855 A M

ﬁ'usfc-FJr‘m Nens ’:':(3 P.M

1:55 4\

.‘ \l' i ’
k‘tv . 'l.;r . Wi

ITS 50 DAILY RADIO

SHOWS IN FOUR STATES

MEA STAFF WORRKED OVERTIME FILLING 15,000 ALMANAC REQUESTS. PRODUCED BY

Admen who are “from Missouri”
might listen to the storv two typical
Midwestern radio listeners, Mr. and
Mrs. Oliver Howard of New London.

They'd been teach-

1 SN
{ P i i Fq i Mo., have to tell.

ing their five-year-old to say grace

at the table. The Howards are loval

; li-teners to the Missouri Farmers As-

sociation daily 15-minute noontime
news show on KHAMO. Hannibal. And

here’s the result:
Said son Bert at the dinner iable

® -
s ) |
» ’ 0
~ one day, “. . . and bless too our use |
‘ 4 ; H _ of this food, another service of the
MFA Mutual Insurance Co.”

MFA—the Missouri Farmers Asso-
ciation—has had this major problem
as one of the country’s largest farmer
organization: How to sell farmers on
more than a dozen products and ser-
vices {from insurance to fertilizer)

MEA Mutnal Insurance Co. goes (0 grass roots

with $250.000 radio bndget, inereases policies
that its various divisions provide,
froem 88,“00 to 330.000 in five years’ time without splitting a medium-size hud-
get into too many molecules.

“About 10 years ago we discovered
that we could get to the farmer most
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'r_-

1'|l1'ill)|’\ amd most often with radio.”
Judd Whatt, MEFA Nhual asuranee
Co.'s alinectar of told
sporsoi, VThe power of those litle
ole radio. stations up there v prety

advertising,

great!”

The Mutual Insuranee Co, has ear-
nercd measurable results like  these
from ilx use of radio:

Preminms during the past five vears
hase grown from less than 85 million
m 1930 to S13 nllion m 1955 The
pumber of policies has inereased =ome
275, from £8.000 in 1950 1o 330.-
OO0 last vear.

*I's pretty difficult for us to velate
our advertising 1o every part of our

organization,” Wyatt explains, “We've

Cgot more than 230 local Exchances
¥ g

{retail outlets) and such major units
as MFFA Plant Foods Duvision, Seed
Division.  Tire Produce
Plants. Dairy Plants, Sovhean Mill.
Feed Mills and others. We can't al-
wavs tell whether our advertising's
right. but if something’s wrong with
it we hear soon euough from our 600
agents or 250 Exchange managers.”

The formula that MFA hit upon 10
vears ago and which has been enlarged
upon as the budget has grown to near-
Iv 81 million has received a maximum
of praize and minimum of gripes from
the various components of MFA:

1. Extensive use of local radio—
Cuarrently MF A\ sponsors one or more

Division.

Typical of MF\'s “gras~ roors” radio approach i~ KFRU “Man at
the Exchange™ with anoonncer Brook< (L), exchange mgr. Zaneis,

3 OCTOBER 1955

programs dailv on 39 <taticars, [ i

total «f nemhe 50 daily Lcadeasts
Fhese progimms ine genera ool
I5-minnte < ~ of a aonn A
nature  armed  at farn h
weathereasts ik .
farmie inforn isiv ik

W estern. Lilllally and popular dicect

HHow MEFA sells tis prodoets,

services on (e air:

MEA VMutaad Insorance Co,
developed s radio <trategy 10 yeurs
age, has contimoasly npped 1.
badget in proportion 1o resdis,
MFEFA buys one or more daily

local sia-

eTVICE programs oil

1as, slols them in peak furnier
listening rime, tie- in cowmercial
with daily farm events and keeps

annonncers pilching hard.

at farm audiences,  Approximately
onc-fourth of the hudget is devoted 1o
radio.

2. Increasing use of tv—During the
past half vear. MFA has sponcored
five-minute weathercasts and minute
announcements on seven \lissouri sla-
tions, intends to up the lineup to a

MFA

verlisine,

xhibits, 1ik

TUNED
A'S DAILY RADID

This 17-fo

dozen ~tations hefore veanr < end
Perteadically, the as-watio iy - L
for at atnd “lin
G
| a0l |
1 1
L )
verlt I el
y ol rii el rfe- vty
i N - e
val  VH-
{ tl
lh

ont i M| A
l’l;lli lll(";i t
the hudeet

1. Special sales meetings, promo
tions and 1y/ &

many exchange managers and azents
comtt cost of sales mectings I
of their advertising cost~, it d
cul to estimate MF A< ad hudeet
Iy, Approximately one-third of mer-
all expenditures are allocated to direct
mail. special  promotions.
novelties,

Wvyatt sums up the rea-ons hehind
MFA’s use of the air media this w:
(1) 1o sell our products and services:

Ldl |-

meetings,

{2) 1o acquaint farmers and con.
t Please turn to page 96)
rom State Faic witl a
ap li~I- ~1ation \ ) f

Té--THESE STALIDNS

SERYICE
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the trade.

A
k.
What 26 weeks of tv did for B&M U
Tv advertising alone, at a $12,500 cost for i
the entire 26-week announcement campaign, -

increased B&M brown bread distribution |
and brought all B&M test products a total

989 sales increase over the comparable 26

weeks of 1954. It did this job without

support of any other media and without

price inducemnents or special deals with

Tv advertising was effective 4
in the face of two major problems: (1) a
high-priced product, (2) a product with

mintmal sales in the market previously.
[nteresting angle: the two-months carry-

over of advertising imnpact upon sales

How long can B & M coast

uphll after 1ts tv campat

In second month after tv, sales were 1289, over same period last year

In the second nonth after Burnham
& Morrill’s 26-week test tv campaign
came to an end, sales in the Green Bay
area ran 128% over the same month
last year. This gain, attributed by the
broker on the spot in the area to the
carry-over effect of B&M’s six-months
tv campaign, is higher than the 98%
gain during the campaign itself. (See
charts on page at right.)

Does this mean that any advertiser
who achieves strong impact with a
campaign can drop it and then coast
uphill? The sad experience of many
who've tried indicates that an eventual
decline is inevitable. But the unique
marketing background of B&M in the
Green Bay area may give the product
unusually long-lasting results from its
tv campaign.
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The B&M oven-baked beans and
brown bread products had been dis-
tributed in the Green Bay area for
many years before the company turned
to a tv test campaign. Despite near-
100% distribution of the beans, sales
had always been low because (1) the
B&M beans are the most expensive in
the market and (2) their use was re-
stricted to a small group of consumers
willing to pay more for the New Eng-
land baked-in-molasses flavor.

The company thought of its con-

sumers in the market in gourinet terms.
it shipped a glass container shaped
like an actual bean pot into the market
rather than a large can for its 27-oz.
size on the theory that glass betokens
quality merchandise and the shape
adds novelty interest. But in markets

where B&M is sold as more of a mass:
purchase item, glass isn’t considered
necessary, and cans are used there.

When the tv campaign successfully
widened the circle of B&M consumers
in the Green Bay area, the product it-
self apparently took hold with a sub-
stantial portion of families who are
continuing to buy it now. How long
this hard core will maintain its pur-
chases without advertising, neither the
broker. Otto L. Kuehn Co. of Milwau:
kee. nor Burnham & Morrill Co. execu-
tives in Portland. Me.. can predict.
(sroxsor will attempt to provide the
statistical answer in another report sev-
eral months hence.)

The B&M test of television repre-
sented the company’s first substantial
use of the medium. Itz schedule con-

SPONSOR




B&M SALES 2ND MONTH AFTER END OF TV TEST

(20 Augnst-17 September 1954 va 1955)

sted of six announcements weekly on
IBAY-TV, Green Bay, at a cost of
12,500 for the 26-weck campiign.
&M was putting tv through an acid
lst in one of its most unproductive

"ﬂrk('li. hs conclusion after the test ‘ AREA A (50-mile eadius of Creeen Bay)
as that results were n‘nlu-liv\ul)l\ DA LR o -0
»od..‘ll plans ne nnnu'«l‘mlv use of 5. OSHKOSIL WIS 0
flc\'r:uon. howey ery pr('f(‘rr!n‘g to move 3. APPLETON. Ils. Y
owly before setting television plans, IR 4. CILLETT. WIS -
he finn's approximately - $250,000 ey 5. GREEN BAY, WIS, 2 100
ndget must be spread carcfully over a Pl . MENOMINEE, MICH. 0
tional  distribution  pattern,  and

SN's feeling, and the feeling of its Ty TOTALS A 190 160
rency, Jolin C. Dowd of Boston and
ew York, at the nioment is that low-
st means of using the medium will R AREA B (50-100 mile radius of Green Bay)
ave to be worked out carefully. The

mpany  can't  afford to shoot too 7 FO‘W)‘I)(_J LAC, WIS, ol 0
nlu'{: o; its budeet i1 only a few mar. ) . ) S,TEVII"V‘S PQ"VT U ) il
ets despite lheorvsu!ls it is sure cau ) : ) V.AUS_AU I‘HS. 0
» achieved from tv. spoxsor will con- bl ‘;1(1)51;,0;}0/1:]6:/5 .
nue to report on the company’s think- TS 12. FIS. RAPID.S:, s, 0
1z as its plans evolve. HM RS

The B&M tv test, reported openly in s PR TOTALS B 200 130
e pages of SPONSOR, is believed to

e the first media test ever to be cov- TOTALS A and B 620 890
red in a trade paper while it was | :
1king place. Many readers have sug-
ested that spoxsor recap the high
oints of thie test in digest form. So
ere, weck-by-week, is a suminary of
1e BEM tv test as it happened.

‘reparations (7 February 1955

PONSOR) : Over two vears of meetings S &N . gy . ryp e e g
eceded B&M's sicmonth tv tect. 1t 4  B&M SALES THROUGH END OF 26-WEEK TV TEST
egan in spring 1952 when spoNsor ki (1 Jan.-22 July 1954 vs. 1955)

.ditor-Publisher Normau R. Glenn o o _— S —
tentioned to Haydn Evans, general Sales by dozens of B beans and pvPa— - -

wanager of WBAY-TV, Creen Bay,
{'1s., that sSPONSOR's ambition had al- ) AREA A (50-mile radius of Green Bay)
-ays been to cover a campaign as it vk 1. MANITOW AC, FIS. 290 520
i 2. OSHKOSH, W'IS. 380 610
3. APPLETON, IiS. 800 2.126
4. GILLETT, W1IS. 210 470
5. GREEN BAY, FIS. 1940 3.830
6. MENOMINEE, MICH. 270 600

appened. Within a few months, Evans
alled sronsoR, suggesting the nante of
n advertiser willing to cooperate and
n an ideal position to do so. Time
lapsed while station and client nego- P
sated about release of sales figures, (g TOTALS A 3.920 8,156
nd finally, toward the end of 1954,
b- . Northgraves, advertising mau- U4  AREA B (50-100 mile radius of Green Bay)
ger of Burnham & Morrill, agreed on
7. FOND DU LAC, ¥1S. 160 20

n open test. ‘ °
8. STEVENS POINT, F1S. 490 790

B&M provided sroxsorR with sales 9. WAUSAL. IS 610
igures for Green Bav and the area ’ 10. NORIFAY VHCH. 41 650
-.'llhlll a.IOO-mile radius on an exclu- 8 H{ 5 11. SIHEBOYGAN, IFIS. 105 810
ive basis, Tle firm considered the T 73 12. I1S. RAPIDS, IFIS. 17 220
urket a relatively low-voluine one, Mol
ad used virtually no previous adver- e TOTALS B 2115 3,136
15ing in the area. and chalked up an- " ,
iual wholesale volume of merely 854.- Sy g TOTALS A and B A 11,392 - 631

100 in 1951 for its beans and B&M
srown bread.

(Please turn to page 106) ; | Grand total 1 Jan.-22 July 1951: 11,348 dozen cans

Grand total 1 Jan.-22 July 1955: 22.547 dozen cans




Radio commercrals,

(00,

dan entertam

Standart & O’Hearn agency says soft sell radio

builds sales better than “loud piteh”

Inspired by Noble-Dury Associates’ discussion of entertaining tv commercials
in the 25 July issue of sronsor, Standart and O’llern Advertising analyzes the
eflects of amusing commercials on radio, gives several enlightening examples
of its soft-sell radio copy, its merchandisability and sales results it produces

X%

"re at Standart and O’Hern Ad-
vertising Agency read with consider-
able interest the article “Can commer-
cials entertain and sell,” the success
story of Noble-Dury Associates of
Nashville (sponsor, 25 July 1955,
page 30).

Where Noble-Dury has leaned more

Dramatic skit commercials on radio are not only easy to merchan-
dise. says Standart and O'Hern. but they’re easy to translate to tv,
like the two illustrated below. Both soft-sell commercials used high-

3{,,

strongly toward tv as a medium, we
have used radio as our “work horse.”
And the very nature of our radio ap-
proach has made it easy to carry the
campaigns over into tv, newspapers
and point-of-sale material.

While we have had a number of
successful campaigns in which radio

who “went out for Mueblebach Beer- ‘it sure does break the ice’.

commercials entertained the listener
and gave him a subtle (or not so
subtle) sales message, there are two
campaigns in particular that solved
highly difficult problems:

One of our clients is Berbiglia, a
liquor store chain in Kansas City, Mo.
Liike Hquor dealers everywhere. Ber-
biglia could not mention his line of
products. as such. on radio or tv.
(What’s more. a local ordinance does
not allow mentioning liquor prices in
any printed media.) So, our problem
then was to sell Berbiglia, generally,
in such a way that people would de-
velop a friendly feeling toward their
nearby Berbiglia store.

Our solution was to create a radio
campaign that would sell Berbiglia
as the home of hospitality . . . and our
thinking was that hospitality and the
Old South go hand in hand. We de-
cided that Berbiglia would handle
only “the pride of the Confederacy”—
only the best of everything. Berbiglia
was officiallv declared Southern terri-
tory, “strictly for rebels.”” But who
would do our job of telling the storv?

We decided to create two friendly
pursonalities — characters who would
stress the high quality and low prices
at Berbiglia. They had to be likable.
perhaps even humorous. Because we
believe that when all things are equal

ly identifiable characters; the Southern belle (1.) who says “ a Ber-
biglia likker stoah is always neah,” and Gertrude and Claude (r.)

LR 1]
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price, quality and ease of purchase

people  buy from the person or
stare they hike best,

S we built onr emotive campaign
around two lovable Sonthern char-
acters, Lily Belle and Stonewsdk who
wonld tell alt about the Southern hos-
pitality to be fonnd at Berbiglia.

Lily Belle is a young girl from the
Ol Sonth, full of the Sonthern love
far courtesy and tradition.  Stonewall
is a Sonthern colonel.  He
exaggerated drawl and uses quaint ex-
pressions such as. “Shades of Jeffer-
con Davis” and Bust mah Southern
suspender buttons!™ Tl has a deep
alfection for the Sonth and a haughty
scorn for Yankees.

Here is one of the radio eonmumer-
cials. featuring Lily Belle and Stone-
wall. that will give yon an idea of our
guneral approach:

has an

UUSIC: Fast, Southern music.,
STONEW ALL: Shades of Jeflerson
Davis, What a catastrophe! Whatevah
am ah goin’ to do?

LILY BELLE: Stonewall. deali. stop
tearin” youah curly loeks from youah
. and tell me

noble Southern brow,

what's troublin® vou all.

STONEW ALL: s the Doll Weevils.
gal.  They came a chompin’ and
gnawin’ theah way crost the South
and ate up every hit of the cotton
crop. Il be mah ruin,

LILY BELLE: But Stonewall. You
all didn’t plant no cotion. You got a
tobacco plantation.

STONEW ALL: 1 know it, gal.  Ain't
it terrible. Heah 1 sit with all that
tobaceo to harvest. while them lucky
cotton plantahs got free time to go
to Berbiglia.

LILY BELLE: But youll be the
wealthiest man in the South when you
hahvest vouah tobaeco.

STONEW ALL: Gal. 1 don’t need all
that money with them low prices at
Berbiglia.

LILY BELLE: Stonewall, deah., A
Berbiglia stoah is alwavs neah. You
all can halwest youah tobacco an” still
go to Berbiglia.

STONEWALL: Well, crumble
tobacco leaves and call me =moker.
gal. 1 believe vouah right. Come on.
Let’s sashay ovah to Berbiglia foah
the best.

mah

Result of campaign: The Berbiglia
liquor stores increased sales one mil-

( Please turn to page 103)
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INDIAN CHAPEAUED SELBY GOES OVEIC MIL, FIXIT™ MAIL WEIH AD ENFCO DOIG TS

“MR. FIXIT” FIXES UTILITY'S P.R.

Five-minute "Mr. Fixit” tv strip solved vexing problem of high

cost tv time for Philadelphia Gas Works, builds public relations

j—l supper-lime show reaches over a million homes a week for the
Philadelphia Gas Works. and uses a distinctive low-cost format to do
s0. The high cost of tv eombined with heavy network usage of prime,
evening time had almost barred the utility from tv though it had used
the medium as earhy a~ 19106,

Larl Selby and Mr. Fixit is telecast from 6:25 1o 6:30 Monday through
Friday over WCAUTV. Selbv. a colummnist for the Philadelphia Ev
ning Bulletin, had introdueed the Mr. Fixit characterization in hi~ “In
Our Town™ eolunm to help readers with a variety of problems. The
types of things he's solved in botli his newspaper eolumn and v show
have included: advising a man with hats in his shutters: finding a thrift
shop selling formals for 83: locating a shoe store that stocks odd-sized
ladies” shoes in fashionable models.

Selby opens the show wearing a headpiece that tips his audienee 1o
the suhject he is going to discusx. To date these have included a
lumberman’s cap, a fashionable lad\’s hat and (sec above) even an
Indian headdress.  Letters from viewers are diseussed on the air and
Selby answers everv piece of mail either on television or with a note
referring the writer to another pos-ible <ource of help. The intere-t this
show has received is demonstrated in two wavs,

First. it had an average weeklv cumulative \RB rating of 52,9 in
August. each week reaching 1,107.187 hon.e< with a total of nearh
three million viewer impressions.  With time. talent and production
costs amonnting to 22.000 a week. the cost-per-1.000 is anh 2,07,

Second. as a sales vehiele. the show i< even a greater hoon to the
Gas Works. Varied gas appliance wmanufacturer~ ~pon=cr secmevis of
the show on a eo-op hasis. often with splendid sales re<ult<. A\l of the:e
sales henefit the Philadelphia Gas Works through additional con-ump-
tion and serviee brought about by the new ga- appliance n<tallation

Heavy mail tup to 300 pieces each week). good ralings and proven
high product identification have eonvinced the utility and the W. >
Roberts Advertizsing agenev the show can sell gas and goodwill.  * * *
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low o sell on tv whe
't show the pa

ot

"

Japanese crabmeat made produet so intriguing, women would seek it out

..’,ou want to advertise a food
product that’s high-priced compared to
competition. This product is actually
made by several competing firms, and
therefore packaged under different
brand names. You’ve got to show re-
sults within three months, and on a
skimpy first-round budget.”

If this problem appeared on a post-
graduate advertising exam, a number
of young hopefuls might cheerfully
turn to carpentry or plumbing. But
the Japan Canned Crabmeat Sales Co.
solved just such a problem.

This manufacturers’ association took
a $60,000 budget and with use of day-
time tv achieved as much as 40%
sales increases in its tv markets.

Essentially, this is the situation the
agency, Gotham-Vladimir, faced back
in June 1955 when the crabmeat asso-
ciation joined the shop:

1. Here was a trade organization
composed of four members who are
highly competitive with each other for
food broker business and food store
retail outlets. But each company real-
ized that its own ends would be fur-
thered by greater U.S. demand for the
imported crabmeat as such.

2. There’s no trademark for Japa-
nese King Crabmeat. The only uni-
fying factor on anv of these competi-
tively packaged brands of crabmeat
was the tiny five-point type announc-
ing “Packaged in Japan™ or “Product
of Japan.” It’s difficult to make con-
sumers aware of such small-print in-
scriptions, especially since women
shopping for foods are strictly brand-
conscious.

3. Another difficulty stemmed from
the fact that Japan itself had for years
played down the “Made in Japan”
label because of its political unpopu-
larity. In fact, vears before World
War II. the Japanese had gone so far

46

[N

JaPANESL

T = XinG

S D, CRABMELT
| Wingse e
ting 2T

Dusmear )

4B g AT

v b T
= — - T p—e=s- |

Homemaker shows like WPTZ, Philadelphia’s “Pots, Pans and Personalities” with Mary
Wilson (above) provided highly merchandisable vehicles for Japanese King Crabmeat in
the five markets Gotham-Vladimir ran crabmeat recipe contest, got up to 0% sales boost

as to name a small Japanese island
“USA,” in order to label products
for export “Made in USA.”

4. King crabmeat, undeniably, is
expensive for a mass item. It retails
at about $1.00 a can, when many other

competitive seafoods can be had at
virtually two-thirds the price (if you'll
take tuna or shrimp instead of crab-
meat, that is).

5. Crabmeat has to be sold as ‘the
quality product and high-priced food

SPONSOR




it is. However, Japan has long been
gasoviated with cheap-production and
fmitation-manufactured goods,

Audy  Yindinir, radio-ty
plans director, laced two more ohstacles
in trying to hateh air media steategy
(1) ued to wark quickly to get on

agency

| the air during the big sunnner season:

(2} lack of distribution, sales and
comsumer pesearch information,

Ta sotme tegree the agency was
farced te wark in the dark. Briefly,
ggeney  execulives reviewed the ob-
jectives of the first 13-week campaign:
increased distribation, creating  de-
maml for a high-priced product, mak-
ing varions areas Japanese King crab-
meat-conscions,

Trade magazine advertising was a
must for stimulating interest in the
trade.  However, with the portion of
the budget lelt over for direet con-
sumer =elling. the agency decided to
20 into v ail sone prinl ild\'ertising.
Tv got 823,000 of the total budget.

On first attempt. Gotham-Viadimir
gol stuck in a blind alley because of a
competitive  problent.  The  agency
wanted to boy inlo Garroway’s Today,
but a tusafish sponsor put an end to
that thonghi, The thought of spot tv
arose. am) appealed because of limited
funds, Besides. the agency did not
have sales and distribution informa-
tiony for the entire country. Gotham-
Viadimir, in conjunction with members
of the Japanese Canned King Crab-
meat Sales Co, decided upon these Big
Five marketz: New  York., Boston,
Philadetphia. Bakiimore and Chicago.

Suelution: Vl]adimir noodled the prob-
lem. discussed it with agency brass in-
cluding president and account super-
visor lrwin Vladimir, Neil Rourke,
afe. and Sevinour Kagen. timebuyer.
Resulting decision: highly merchan-
dizable participations in women's cook-
ing shows in the selected markets.
The meager budget was allocated in
each ¢ity according to the sales of
crahmeat in the area up to that time:
In New York it was decided to go on
the air four days a week, in Boston
twice a week, and in Balimore. Phila-
delphia and Chicago one time a week.

“We felt the product needed demon-
siration.” savs Andy Vladimir. “So,
we looked in sPONsOR's Buyers” Guide
to Siation Programing and searched
out the tv stations in the five markets
we'd chosen that had a large home-
making schedule and which were
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equipped with operating kitchen sets.”

As a resalt of the study, the agency

chose WRCA-TV, New York: WDBZ.

TV, DBoston:  WPTZ,  Philadelphia;
WDAL-TV, Baltintore; WBKB, Chi.
cago.

“We then called in the reps of these
five stations individually,” says agency
a/e. Neil Rourhe. “We explained our
problem, sought recommendations.”

Evidence: Ope problem was that the
client is actually in Japan and tangible
evidence of tlhie campaign had to be
presented in a form that could be sent
to Japan. In other words, the stations
were asked to provide extra merechan-
dising cooperation despite the small
television budget.

In chosing five shows in which to
buy participations, the agency also
considered factors beyond merchan-
disability. A high rating was impor-
tant, of course, but so were program
content and audience. Crabnieat, after
all, is a rather specialized item. and
would be more likely to appeal to
women in the higher-income bracket
who are interested in gourmet cooking.

On the basis of these considerations,
Gotham-Vladimir chose WRCA-TV’s
lerb Sheldon Show, WBZ-TV’s Sican
Boat Show, WPTZ's Pots Pans and
Personalities, WBAL-T\ s [[omemalker
Institute. WBKB’s Creative Cookery.
Next the agency called in the various
stations’ promotion managers to dis-
cuss merchandising plans. First re.
quirement: To cut a disk of the com.
mercials (delivered live by the person-
alities in close proximity to a crab-
meat display).

All print advertising used in each
market was scheduled to coincide with
the tv campaign and mentioned the
cooking show the crabmeat was on.

Still not content that every penny’s
worth had been squeezed out of the
meager tv budget, the agency also de-
cided on a write-in campaign to be
announced on tv. The mail pull was
to be used to gauge how women were
using crabmeat, what their favorite
crabmeat recipes were and to stimulate
interest in the product and the pro-
eram. Four out of five stations agreed
to run a contest offering a premium
{a set of six individual glass crabmeat
baking zhells) to women who sent in
the best recipes.

The stations all came up with their
own merchandising packages as well.

(Please turn to page 92)

PROBLEM:

Selling
product paclkaged under
various brand nawmes

1. Japanese King Crabmeat doesn™t
have any trademark, nniform pack:
SR, n-mgnizul»lv ssmbol. The nnly
identify  the

throngh a ~mall-print annonncement

way o prodnet i«

on cans~ <asing “Made in Japan”

2. King Crabmeat is a relatively
expensive food prodnct for the ma--
market. N oretails ot abom §1.00 a
can, thongh ~cafoods

Like <hrimp, tuna can be bhought for

competitive

two-thirds of King crabmeat’s price.

3. The Jupan Canned Crabmeat
Sales Co. provided a tiny initial
budget, virmally no  di<tribution,

consnmer or sales information, part
ly because the home office is in
Tokyo. and the member- are rivals,

1a0anEst
NinG
CRABMELT |

1APA~ESE 1APANESE
KING KNG
CRABMEAT CRABMEAT

PANESE R G 1panEsE
XING - KNG ] KING
tRABMEAT CRABMEL CRABMEAT

Use

SOLUTION:

dewonstrations onwomeun's

daytiwie television shows

1. The agency picked homemaker
shows with <ub«tantial women’s an-
diences preferably in  high-income
bracket~, and had the tv per<onali-
ties of each ~how demonstrate prep-

aration of crabmeat dishes on air.

2. Copy connteracted high price of
item with snob-appeal snggestions,
stressing that crabmeat makes choice
dinners expecting
company.” On tv, crabmeat di-hes
were often shown in fancy <ettings.

“when »ou're

3. Gotham-Vladimir used write-in
contests that tied in with 1the prod
uct, such as contest for best crab-
meat recipes; thewe were rewarded
with weekly prizes of «et< of baking

dishes for serving crabmeat meals,
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SPONSOR Asks...

What would you advise tv and radio sponsors whose

DON'T OUTSELL OUR SUPPLY

© My only objection to tv is that
it sometimes outsells the supply. There
was a product on the market here a
while ago that was advertised on tv.
We stocked it and sales were good.
Then suddenly. with the demand still
high, and the campaign going good,
the product was no longer available to
us. We were out on a limb and,
naturally. we don’t want that to hap-
pen to us again.

1f T didn’t have a particular iten
in the store and 1 heard it was going
to be advertised on tv, I'd stock it. 1
would want to make sure that the ad-
vertiser was going to continue backing
the show on tv and really push it. If
he'd do so, we'd sell it as hard as we
possibly could.

Some products sell very well up
here because of their radio and tv ad-
vertising.  Colgate-Palmolive is one
product line that I can think of off-
hand. The products have been moving
steadily and 1 think it’s due to the tv
show they sponsor. Some products
like Revlon are difficult to keep up
with at all, they sell so fast.

Geritol is a big seller too. If every-
thing sold as well as Geritol. we’d be
very happy. We also push sales with

RETAIL DRUCG STORES BELOW
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products you sell in your store

I

ADVICE FROM THE SELLERS

"t

: East Coast retail druggists tell
sponsors of their experiences selling
drug and products, list

pitfalls from their own local views

cosmetic

e

point-of-sale merchandising. At the
moment we have a display at the cash
register plugging Toni home perma-
nents. Next week it'll be another prod-
uct, but one that we think will show
a good sales record. That probably
means one that is advertised on tv.

Anthony Zanfagna
Playstead Pharmacy

Laierence, Mass.

WIlIY HAVE SO MANY BRANDS?

® There are =0 many products ad-
vertised on radio and tv today that
we'd need a tremendous stock on hand
to carry all of the products available.
I know that many manufacturers in
the soap industry have competitive
brands on the market. This may be
fine with them as they gain a larger
share of the market. but we have 10

a forum on questions of current interest

to air advertisers and their agencies

ASKED
OF RETAIL

DRUGGISTS

carry each one. and that takes up shelf
space that could be used to carry an-
other product. The soap companies
are not the only ones who do this,
though: the cosmetic makers have a
similar system for upping sales of
their products.

If the manufacturers don’t halt this
trend, we may be up against it. We
can not hope to handle all the products
out, and they add to our burden hy
such practices. Thev ought to concen-
trate on selling one item in each line
and sell it solidly.

Some products do sell well, however,
as a result of their advertising on ty.
Revlon is one of the most outstanding
in this regard. Women come in here
all the time sold on one particular
product or another.

We couldn’t change their minds
even if we wanted to. This works out
well for us, as we prefer to sell the
dependable brand name items because
we know the manufacturers will stand
behind us and the product. A situa-
tion of this sort is important to us as
we are a local store with a more per-
sonal relationship with our customers
than anv of the cut-rate stores have.

Joseph Seidman

Bersil Apothocary
Newe York City

(COURTESY AMERICAN DRUCCGIST) ARE AMONG THOSE GIVING VIEWS OF TV'S AND RADIO’S EFFECTIVENESS

SPONSOR




SET DISTRIBETION QUHKLY
& | @ Oue big problem that we have
[ encomntered was bronght abont by v,
We had manmy wore requests for Pink
e lipstick than we could fill. There
was no wav to keep up with the de:
mand that arose after the product was
shown  on television. The  spousor
should have made sure of his distribn.
tion before he put all of the moues
into a promotion getting people to try
to buv a product that we local stores
could not sell.

We have a supermarket bavont in
onr store. so we don’t use much of
the point-of-sale display material that
is given to us. I'd rather see the money
spent on this come to ns dealers in a
higher margin of profit per unit sold.

Charles Antell was a good example.
though, of a brand that went well for

us. People believed the messages they /
heard and saw, and they came in and 4

bought the product steadily for a long

while. 1 thiuk the demonstrations con- % ﬁM‘ %.%-MM#

s e oo v oy o one o B e i s

. o o W, O%’ )
Washington, D. C. M /722»@% mwffé% f/«:w' %

. QUALITY LINES SELL BEST M «%WM &A%Wﬁ/’ﬂ M— /

® We are a real drug store. You ,ag'q,w, coenlte, ofoee - - you mame L.

BBt o coor There e o Toe e comphls, WFBL iliny on amlbviaiter.

::lrl:irf:zlu:n l;)eursci,n:;:l i:e :ﬂ? ahil,;lr,ii f"‘aé‘éw, My@aj’fn 'd’éwq’; e, M

income neighborhood. Our customers i 2/ call o A 'pm

come from as far as seven miles away

because they like the service we give j" v %
’ /we ’ »
and the products we sell. .
Being from a higher income group. / M LTl ﬁe&",

the people are willing 1o pay a little ‘ .
more for the quality goods, which are
e el A o72
)

Bretler’s Pharmacey

often the better brands. We don't like

to try to sell the poorly known. high
mark-up items. Naturally most of the N \
. 4

items we sell are advertised on tv. and i} Y
we give them some display space in the ZJ\ )
store. and on counters by the cash e

register.

Stoppette deodorant has always heen
a big seller here. and I think that the
What's My Line show has a lot to do
with its popularity. We also sell many
Toni home permanents. and they sell

plenty because of their tv show. Most L
customers hike to get the brands ) 4
they 've seen demonstrated on tv. be- r A%s &
t cause they believe what they have seen. — = o 2 . e ; —_
| . . .
(Please turn to page 94) Central New York’'s FIRST Radio Station
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Chart covers half-hour syndicated film

ratings of topi

n— = —— ——
,J el —
E = el LS - -
Top 10 shows in 10 or more markets [ WAL F 5,;3',{‘.&?;‘ 4-STATION MARKETS Miw
o v Period 1-7 August 1955 ‘r:m'.' v \ ] " Seattle- ——=y
TITLE, SYNDICATOR. PRODUCER. SHOW TYPE N.Y. L.A. Boston Mnpts. 8. Fran | Atlanta Chicago Detroit Tacoma Wash. aggg
} . . , 5.2 14.1) 21.2 189 17.4 119 13.5 20.0 15.0 159 13.:.
I 1 I Led Three Lwcs, Ziv (M) 19.3 wach-tv  kttv | wnae-tv  kstp-tv kron-tv | wsh-tv wen-tv wjhk-tv ktnf-tv  wre-tv ] whal-
_,‘ - B 10:00pm 8:30pm{ 7:00pm 8:30pm 10:30pm] 10:30pm 9:30pm 9:30pm 9:00pm 10:30pm] 10:30p 1
| , 5.4 8.5 11.4 12.6 i
2 \ 3 | PPassport to Danger, ABC Film, Hal Roach (A)| 12.8 Lo kesdte Kron-to N =c
- ~ 8:00pm 7:30pm 10:30pm £:30pm
3! i District At . g7.p | 41 117[ 289 220 189 | 145 9.5 143 186 64 102 134
r. istrac ornel v 4. ) _ ®aga- w j-tv king- .ty
M " A L e R e Sl b |
—H
; > - ) 13.2| 15.2 15.0 20.0 12.4 225 19.0 13.4) 11; 13
4 it B“dge ‘14’ NBC Film (D) 16'9 kttv ] wnac-ty kstp-tv kpix wgn-tv  wwi-tv kingty @rc-tv | whal-t w
— I_ 7:30pmf 6:30pm  9:30pm  9:00pm 8:00pm 10:60pm 9:30pm 7:00pmi 10:30; § &
. . _ 6.1 47| 21.9 14.3 9.5 174
5> | & | Man Behind the Badge, MCA-TV Film (M) 15.8 P — sl
$:30pm  9:00pm] 10:30pm ~9:30pm 10:00pm q
([ ==
) . . R X 8.5 15.4 18.7 | 14.2 63 164 6.9 21
6 | 6 | City Detective, MCA, Revue Prod. (M) 153.5 wolx wbz-tv  kstp-tv kron-ty | wsh-te cklw-tv king tv wmal-ty
o 5:30pm 11:13pm 8:30pm 10:00pm | 9:30pm 10:30pm 8:30pm 9:00pm ’.-d'
= ! i 4.1 15701144 7.9 209 | 13.2 13.4 144 129 12.413)
q q Waterfront, MCA Roland Reed (A) 14.3 wahd ktty |wnac-tv keyd-tvy  kron-tv § waga-tv wxyz-tr komo-tv wtop-tv | wmar-
7:30pm 7:30pm{ 7:00pm 7:00pmy  8:30pm || 9:30pm 10:00pm 7:30pm 10:30pm| 10:30p *
! 33 5.7 14.0 16.5 12.9 12.6
8 9 "a("\'(’t Sq"ad, ABC FI‘I’T\, Showcase (D) 13v7 wahv-tv ktty 10:30pm web-tv  wgn-te king-tv
10:30pm 11:15pm kstp-tv 10:00pm 8:30pm 9:00pm f
| 3.9 126) 99 7.5 23 7.5 8.2|
8 | 8 | Stories of the Century, Hollywood Tv (D) 13.7 \|oehs-tv ktew lwnac-ty wten-tv  kovr whkh wtop-tef
5:00pm  9:00pm{ 6:00pm  4:00pm 7:00pm 9:00pm 7:00pm ’
3.2 87|11.5 67 125 15.2 99 139 7.4 13.2151
10 9 Eddie C“"tors Ziv (C) 13.3 wahe-tv  ktte wbz-tv wetn-tv  kron-tv wnbq  wihk-tv king-tv wmal-ts] wbal t ﬁ
10:00pm 7:30pml] 10:30pm 8:30pm 7:00pm 9:30pm  9:30pm 8:30pm 10:00pmf 10:30p |
[
poliy Faay Top 10 shows in 4 to 9 markets - o
14.0 20.5 154 21.0 {
1|1 Life of Riley, NBC Film, Tom McKnicht {C) 17.7 Ktty kstp-ty  kpix King tv
8:00pmy 9:00pm  7:00pm 7:30pm N
9.4 124 9.0 11.7
22 Dong. Fairbanks Presents, ABC Films (D) 16.2 | v ke Estp-tv Etnt-ty
10:30pm 10:30pm 9:00pm 9:30pm
o 5.7 5.0
o | = | Guy Lombardo, MCA-TV Film, Guy Lombardo 16.2
-~ [) | . (X 4 wrea-tv ckiw-tv
Films Inc. (Mu) 7:00pm 9:30pm ‘
- 11.2| 159 149 1.8 4.5 —-
4 G Foreign Inlri’gnc, Sheldon Reynolds (A) 14.5 krea | Wbz-tv  weeo-ty  kvor whbkh
10:00pm[ 10:30pm  8:00pm 10:00pm 10:30pm
'. 4.2 9.4 3.4 13.2
> 3 Ames ’n’ Andy, CBS Film (C) 14.4 ‘scbs-ty kxnt kosr wwj-t¥
| 1:30pm  7:00pm 7:30pm 10:00pm
| 3.5| 109 11.4 | 25.0 ’
(4 | 4 Favorite Story. Ziv (D) 13.5 khij-tv | wnae-tv kron-tv | waga-ty
| $:00pm]J 5:30pm 7:00pm 4 9:30pm
= o .
v (7 Mayor of the Town, MCA.TV Film, Gross 13.2 3.2 5.0 7.0 135 115
‘ Krasne (D} % | wrea-ty keyd-tv wsb-tvy  wmba  wwi-tv
- '1:15pm 7:30pm 2:30pm 10:00pm 10:00pm
. 59 15.2]10.5 16.0 12.2 18.2
8 | 10| The Whistler. CBSFilm, Joel Malone (M) 13.0 | .. keer | whz-ty S wibkery il
| B 9:00pm  10:00pm 11:60pm 10:30pm 10:30pm 10:00pm | |
| 10.9 . 13. 9.0
9 | 8 | Star and the Story, Official Films, Inc. (D) 12.5 e 11.0 3.7
kttv wsh-tvy king-tv¥ wmar-lt
___l_ - 10:00pm 10:30pm 9:30pm 11:00pt
10 | 9 Lone Wolf, UTP, Gross-Krasne (D) 1.1 4.6) 149 19.2 6.2
¢ kttx | wnac-tv  weeo-tv witg
8:30pmf 10:30pm  §:30pm 9:30pm
Bhow type symbols: (A) adventurs: (C) comedy: (D) drama: (Doc) documentary; (K) kids; August.  While network shows are falrly stable from one month to snother In t ®

(M) mystery:
telecast in four or tmore marketa.
market ratings listed above.

{(Mu) rmuslcal;

(W) Western. Fllms listed are syndicated, haif-hour length,
The average rating {a an unweighted average of individual
Blank space indlcstes film not broadeast In this market 1-7

which they are shown, this is true to much lesser extent with syndicated lhmh
be horne In mind when analyzing rating trends from one month to another in this M
to last month’s chart. 1f hiank, show was not rated st all in last chart or ﬂl‘
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Goibus Milw, Phita. Bt L.

Birfm. Charlette Dayten MNew. Or.

9 e
:5 219 7.5 15.0

B tv wim) v wesu tr ksd-ty
— B pm 9 30pm T7:00pm 10:00pm

25.7 15.2
wimj tv kwk tv
§ 30pm 10 0idpen
& 18.5 10.2 16.2
wntm] tr wptz ksl ty

@ 9 30pm 10 30pm 10 0Opm

i

19.5 54.0 23.3 425

waht whty  «hio tv  wdsu ¥v
N 30pm 8'30pm 8:00pm 8 30pm

26.0 37.5 16.8 40.0

whre ty whty uhblo-ty  wdsu-tv
N 30pm 7 06pm 10 30pm 8 30pm

48.8 20.8 24.5

nbty wilw-d  widsu-ty
R 30pm £:30pm 10:30pm

11.2 18.7 §22.3 22.0
weau Uty ksd-ty | wbre- v whilo-tv
] T 00pm 9 30pm | 9:30pm 10:30pm
i . -
I .5 19.2 16.2 11.9]21.3 28.0
3 W tv wimj-tv wesu te ksd te | wbre-iv whio-tv
1 mo [ 00pm 10 30pm 10:00pm{ 2.30pm 9:30pm
| ®7 20.% 20.4 36.3
| e wtix ked-ty wdsy-te
@ o 9 0'pm 9 30pm 10:00pm
9 184 89 12.7]|23.3 26.3
L tv  wimj. (v wesu tv kwk ty | whre-ty whio-tv
—Wpm 10:00pm &6°30pm (0 D0pm] 2 00pm 9:30pm
17.4 17.4 20.8
wtmj-ty knk-ty whio-ty
1 ¥:30pm 9:30m 10:15pm
4 169 20.5 515
® v wylc wabt whtv
{~ Sfpm 9 00pm $:30pm 8:30pm
iy 6.0 17.7 18.3 44.8
¢ e wean-ty  ksd-te wiw-d  wdsu-tv
—‘-onn 7:00pm 9:30pm I 3:30pm 8:30pm
16.2 16.5 42.5
Dfl(;(‘);m 9k:;w;1 “;':;gp:
20.0 43.5
waht wdzy-ty
- I 9:00pm 9:30pm
12.5 10.4 44.8
wien kwk-tv whty
- 9 30pm 10:30pm 9:00pm
.9 ro.o 24.5 42.5
v e Ssom ik
3.9 i
2. tv
fpm
10.7 40.3
ksd-ty wdsu-tv
. 10:30pm 9:30pm
17.8
wbre-tv
- 9:30pm
)5 11.8

1-I¥  wtm)-tv
yom  11:00pm

\Jlamification as to number of

stations {n market 1s Pulse’s own.

(]
(ermines pumber by measuring which stations are actu
ally re-
.‘:ﬁmu In the metropolitan srea of a glven market even though
@iy be outside metropolitan ares of the market.

A GEOGRAPHY LESSON . .. One of o Series

THEY CAN'T FIND
WASHINGTON, D. C,,
PROVIDENCE and

2 CAMBRIDGE in

-~ WASHINGTON STATE

¥ (V)
}“I' (e}
i
3 SEATTLE
BREMERTON & x ‘
L
Nncom )
) e

L

These two explorers
are slightly mixed-up!
So let’s set them right!

CANADA
o

7- :
f Yorvmen

~ 04"0

v, 0
STA Of ail TV stations
AA

in thesfabulous
g : Puget Sound area,
WASHINGTON STATE only KTNT-TV

Ma ! covers all 5° cities

: - W in its “A™ contour.

¢Seattie, Tocama,
Everett, Bromer.
ton, Olympio
We. out here in the vibrant northwest eorner of the nation, have
great respect for Washington, D. C., Providenee, and Cambridge.
That's why we are using these cities to tell our story. Qur story is
this: the combined population of these three eities is about 1.200,000.
And there are more than that number of people living within the
“A" Contour of KTNT-TV, the CRBS television station for Puget
Sound. In addition. there are 800.000 more living outside the “A”
Contour, well within KTNT-TV's INFLUENCE AREA. And average
incomes in the Puget Sound area exceed the national average.

Buy KTNT-TV

420 21319vd

In Washington State, Advertise Where the PEOPLE are

316,000 WATTS

Antenna Height
1000 FT. ABOVE SEA LEVEL

CBS Television for Puget Sound

Represented Nationally by Weed Television
KTNT-TV, TACOMA 5, WASH NCTON

“The Word Gets Around... Buy Puget Sound”




GARAGE DOORS

HOMLES 5

SPONSOR: Wizard Manufacturing Co. AGEXNCY: Direct

CAPSULE CASE HISTORY: As a result of a single an-
nouncement at 12:45 a.n. on Jackson’s Theatre, the
ird Manufacturing Co. sold 12 radio-controlled ga-
age doors. The remote-operated doors can be opened
and closed ichile the driver remains in his car. The
mnouncement cost X150 and brought in $3,000 in orders
This meant $24 in sales for every dollar spent for adver-
a much higher ratio than the sponsor had experi-
wchen it had tried sponsoring a 90-minute movie

on another station.

\, | PROGRAM: Jackson's Theatre,

announcements

FURNITURE

SPONSOR: Borg-Warner AGENCY: D. A. Greenpq

CAPSULE CASE HISTORY: Twelve houses in the k.
price field were sold as the result of a single one-miyes
participation in WBBM-TV’s In Town Tonight. %
builder made $350.000 in sales at no cost on the Bg.
Warner's show. L. J. Gradishaw, Berwin, Ill. repi
“Three people 1who have their own lots came in i
wanted to build as soon as possible. Nine others
build as soon as we can get them desirable locatio
In Town Tonight is a nighttime variety, on whick lal
contractors are allowed to show their latest homes.

WBBM.TV, Chicagoe PROGRAM: In Town Tony
participation

o M

SUMMER CABINS

-

SPONSOR: Eufaula Sportsmans Club AGEXNCY: D

CAPSULE CASE HISTORY: In order to spread then's
of available cabins and cabin sites in Eufaula, Ok,
the Eufaula Sportsmans Club bought a one-minute &
nouncement at 10:20 p.un. Within six days of this sir'e
announcement, it sold 100 cabins, with a gross of $60.0).
It still has 200 phone calls and 60 post cards to che,
but sales were so rapid that the club hadn’t time to [
low them through at the outset. The announcement ot
8120, brought in 8500 for each ad dollar spent.

WKY-TV, Oklakoma City PROGRAM: Announcem

BEDROOM SUITES

SPONSOR: WG&R Furniture Co., AGENCY: Direct

CAPSULE CASE HISTORY:  Not only did tv draw local
customers to the Pulaski, Wis., WG&R Furniture Co.,
but it drew viewers living 50 to 100 miles from the sta-
tion. Participations in a polka band program, the Dick
Rodgers Show, Tuesdays from 9:30 to 10:00 p.m. boosted
sales for the store and increased store traffic noticeably.
These increases in business were apparent to the manage-
ment of the furniture store after only eight weeks of their
52-week contract. Cost: §135 per week.

WMBYV.TV, Green Bay, Wis. PROGRAM: Dick Rodgers Show

SPONSOR: General Department Stores AGENCY: Dit

CAPSULE CASE HISTORY:  The company, operating 3
stores in remote sections of West Virginia, had uns-
cessfully tried newspaper and radio advertising. It n
four one-minute live participations daily on WSAZ-.
which covers 95% of the company’s stores. After ()
days, it had sold 147 bedroom suites totaling $32,76(n
sales. The participations cost 8296. Cost: only 0.f¢
of sales, a remarkably low figure, pointed out the spt
sor’s merchandise manager.

WSAZ-TV, Huntington, W. Va. PROGRAM: Coffee Tue,
participatns

CAKES

MEATS

SPONSOR: Jos. Vaillancourt AGENCY: Direct

CAPSULE CASE HISTORY: Though the French-language
program Tele-Casse-Tete revolves around a puzzle, there
was no puzzle about the sponsor’s results. A total of
3.500 cakes was sold at 09¢ each for a total time expen-
diture of $99. On Tele-Casse-Tete, the m.c. shows a
picture of a well-known personality in the form of a
jig-saw puzzle. Viewers identify the personality and send
in proof of purchase of the tv special to win a prize.
After five 15-minute shows, proof of 82.415 in sales was
submitted by contestants.

CFCM.TV | Quebec PROGRAM: Tele-Casse-Tete

SPONSOR: L.G.A. AGENCY: Dint

CAPSULE CASE HISTORY:  Many stores sell sections |
chickens in an unspectacular way, but the 1.G.A. mee
up a three-legged, triple-breasted chicken and shoud
it over its Thursday night Corliss Archer show. *
though not designed as a permanent line, the item *-
came so popular, some of the stores in the chain are sl
featuring the special. The chain also ran two “Ton
Pork™ sales within a six-week period, boosted sales |
pork 200 and 350 respectively. 1.G.A.s yearly ct
for Corliss Archer: $8.000.

WSAU-TV, Wausau, Wis. PROGRAM: Corliss Art{
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Sign Your Name Atop
Texag Tallest Structure

A goofy idea? Sure, but the roster of WFAA-TV's exclusive
Texas Topper Club is already a whopper, and thousands
more will sign up during the Texas State Fair (largest in the

world, naturally).

The Result: A Lasting Bond Between The Station And lts
Viewers — Your Client's Customers. When They Think Of
TV — They'll Think First Of Channel 8.

Now your signature (on microfilm) can be placed with our
new 12-bay antenna 1685 ft. above average terrain. So
sign and return the coupon and we'll take care of the rest.
And just for laughs, you'll get a Texas Topper Club
membership card!

,f

WFAA-TV

D ALL AS
NBC - ABC - DUMONTY TEAR OUT COUPON

RALPH NIMMONS, Station Manager
EDWARD PETRY & CO., National

Represeniative

Television Service of the Dallos

Morning News

to: {Print name and address)

YES INDEED, add my name. Send my membership card

Write signature on boMtom line 5-10-10

P —— |
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world’s tallest
man-made
structure

1572 feet high-more than

a million viewers wide

OKLAHOMA CITY

Edgar T. Bell, Executive Vice President
Fred L. Vance, Sales Manager
Represented by Avery-Knodel, inc.
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Annual Retail Sales

If you're looking for a terrific buy
for your client (most buyers are)...
then buy Sunflower Network. Sun-
flower gives greater coverage at a
lower unit cost, and...one buy...
one billing means less work for
you...saves you time and the

client’s money.

The SUNFLONER NETWORK

KANS WREN KSAL

5000 NBC 5000 ABC 5000 MBS
1480 1250 1150
KVGB KOAM KGGF
5000 NBC 10,000 NBC 10,000 ABC
1590 860 690
56

New developments on SPONSOR stories

See: Should you redesign your package
for color tv?
Issue: 2] February 19355, page 42
o) 9) Subjeet: Getling maximum visual impact from
package on eolor tv and store shelf

Color tv played no small part in the designing of the new red,
white ard gold Philip Morris package (see below} to step up “im-
pact, visibility and legibility . . . in black and white and color
television.” The tlieme of the advertising in both print and tv
is “Pardon Us While We Change Our Dress,” with pretty young
things shown suiting their actions to the words. On tv three dif-
ferent models change their dresses behind a screen bearing the
old brown package design. As the screen is turned to reveal the
new package design, the girls step out in their own new attire.

Radio, though lacking the visual ability to sell the new design, is
still much in evidence in Philip Morris” promotion plans. A revised
radio schedule is in effect now using the CBS Radio Network to
“reach the nationwide nighttime audience . . . through the diverse
appeals of Bing Crosby, Tennessee Ernie and Edgar Bergen & Charlie
McCarthy.” Like the campaign in other media, it began 1 October.

The full consumer campaign now is under way after first breaking
in the trade press during September. Dealers in some localities had
stocks of the new pack as early as 20 September but the campaign
was paced to begin 10 days later to avoid the embarrassment of
creating a demand that retailers could not fill. (This very lack of
adequate distribution of a product while it is being heavily adver-
tised is one of the biggest problems reported by retailers in the
current Sponsor Asks section; see page 48 for details.)

As far as the influence of color tv went on the package, O. Parker
McComas, president of Philip Morris, Inc., notes, “Color tv is loom-
ing as more and more of an important factor in our lives, and is
sure to gather momentum in the next few years. The new Philip
Morris package, with a strong image and bright color combination,
will certainly transmit better over television than our former pack-
aging.” The sharpness of the design is apparent even in the black
and white photograph below. Under normal tv conditions, it is like-
ly that contrast would be on about this level.

Philip Morris’ experience with the redesigned Marlboro package
introduced in January (see below) favorably impressed the com-
pany. McComas calls Marlboro’s gain “an unprecedented sales in-
crease over what it had a year ago.” Marlboro is now number
three among the filter-tips. and hopes to finish the year in the top
10 among all the cigarette brands. * Kk k

With color v in mind, Philip Morris followed Marlboro in successful pack changé

P
T — BRI
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peter potter alex cooper jzm ameche dick haynes gene norman

thanks!

from the

bob hope

klac big five

to stars with a heart!

danny kaye

danny thomas
peggy lee

hollywood howl charity show
a record breaking capacity crowd
paid $50,000 to see klac’s
gigantic annual charity event

louis armstrong buddy cbsen

‘ johnny mereer

y

mwellie luteher

fennessee ernie ford

gary crosby
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WCAU RADIO

50,000 watts, Philadelphia

pPiease send me more Information about
the WCAU saturation plan that dellvers
1,128,960 adult listener Impressions for
jess than a doilar per thousand.

NAME
ADDRESS

WCBS RADIO
50,000 watts, New York

Piease send me more Informatlon about
the WCBS saturation pian that deilvers
4,611,180 aduit listener Impressions for
less than a dollar per thousand.

NAME
ADDRESS

seceeesnenan

50,000 watts, Richmond

:’hlease send me more Information about
90e WRvVA saturation plan that delivers
4,500 aduit listener Impressions for

less than 3 dollar per thousand,

ADDRESS

©000 0§00 80P NI NI NSO ANOP00000000 000000000 "
.

WBEM RADIO
50,000 watts, Chicago

Piease send me more information about
the WBBM saturation plan that deilvers
3,994,990 aduit iistener impressions for
less than a doilar per thousand.

NAME
ADORESS

.
© 000000000000 a00000000000090000000000o00hserde

se0csqervee

et mocseednone

emBevesscsase

cagcerse

KOIN RADIO
5,000 watts, Portland

Please send me more Information about
the KOiN saturatlon plan that deilvers
644,700 aduit listener impresslons for
less than a doliar per thousand.

NAME
ADDRESS

R R R Y R YR X A KR Y

WBT RADIO
50,000 watts, Charlotte

Please send me more Information about
the WBT saturation plan that delivers
2,959,740 adult listener Impresslons for
less than a dollar per thousand.

NAME

sesscessesca

ceseseesssevsescnenessbesnseosecer
.

s tdgaagEnegeceae

B amiisiEen ke

Seesminenenctens

WCCO RADIO

50,000 watts, Minneapolis-St. Paui
Piease send me more Information abouf
the WCCO saturation plan that deilivers
1,668,030 adult ilstener impresslons for
less than a dollar per thousand.

NAME
ADDRESS.

KNX RADIO

50,000 watts, Los Angeles

Please send me more Informatlon about
the KNX saturation pian that delivers
2,379,510 adult listener impressions for
less than a doilar per thousand.

NAME
ADDRESS.

WMBR RADIO
5,000 watts, hc*”m’n‘

Please send me more Information about
the WMBR saturation Plan that delivers
116,550 aduit listener Impressions for
less than 3 dollar per thousand..

NAME. .
T

ADDRESS ADDRESS

Fioveeesoresseeroserrsvse ®evovscacse seevevonee

............ P N Ty T AL L LT R L R PR RN X L A T

R T

KSL RADIO

KMOX RADIO WEEI RADIO

50,000 watts, St. Louis

Please send me more Information about
the KMoX saturatlon plan that delivers

50,000 watts, Salt Lake City :

Please send me more information about
the KSL saturation plan that dellvers
397,320 adult listener Impressions for

5,000 watts, Boston

Please send me more Information about.
the WEEI saturation plan that delivers

1,743,800 adult listener impressions for
jess than a dollar per thousand.

NAME
ADDRESS

1,102,500 adult listener Impressions,for
less than a dollar per thousand.

NAME.
ADDRESS

less than a doliar per thousand.
NAME
ADDRESS

.
eecessncccse

KCBS RADIO

50,000 watts, San Francisco
Please send me more information about
the KCBS saturatlon plan that delivers
1,248,500 adult listener Impressions for
less than a doiiar per thousand.

NAME

ADDRESS

WTOP RADIO

50,000 watts, Washington

Please send me more information about
the WTOP saturatlon plan that delivers
590,280 aduit listener impressions for
{ess than a dollar per thousand.

NAME

ADDRESS

.
sesesectsessnes




‘Wanna clip coupons ?

Try buruing a hittle midnight oil over this preferred list...
a hst that’s sure to pay ofl. Top stations, all of them, they're
getling top results for advertisers m fourteen of the
nation’s richest markets.
Aud they're getting results at an amazingly low cost.

/ (] o)
Every one of the stations represented by CBS Radio Spot
Sales can ofter a saturation plan that delivers adult Listener

impressions for less than a dollar per thousand.

No matter how large or how small your budget, you

can't afford to overlook this kind of investment. For details
and rates on available saturation plaus, just clip the
coupons of your choice...or call

OCBS RADIO SroT SALES
Offices in New York, Chicago, Los Angeles, Detroit, San Francisco and Ailanta

CBS Radio Spot Sales
also represents

the Columbia Vacific
and Bonneville

Radio Networks,

Source:
Latest Pulse available.




Ad ageney promotes itself via geod music fm station

What is thought to be the first test
of an fin station as an advertising
medium for an advertising agency is
being conducted on KDIC. San Fran-
cisco. The agency-client is Bernard
B. Schnitzer, Inc., and a soft sell com-
mercial is used evenings amid semi-
classical music.

Bernard B. Schnitzer, president of
the agency that bears his name, ex-
plains the reasons for selecting the fm
station: (1) it’s known to reach an
unusually high percentage of business
and professional people in the Bay
area; (2) programing is almost en-
tirely semi-classical, which keeps the
executives the messages are aimed at
listening for long periods of time; (3)
as there are few voices used during the
largely instrumental programing, the

WOOD-TV offers 3-D tour
of station’s facilities

Grand Rapids’ WOOD and WOOD-
TV recently launched a novel promo-
tion designed to familiarize admen
with the stations’ facilities without
their having to visit the studios. Some
500 three-dimensional Sawyer View-
Masters were sent out to national
agencies and clients. When held to
the light, thcse viewers give a clear
picturc of the studio, control room and
other points of interest at the station.

Other recls are being prepared and
will be sent out periodically to ac-
quaint the industry with “WOQOD-
land.” Another function of the color
reels will be as sales tools for the sta-

tion’s national representative. the Katz
Agency. * kX

Revised Spot Sales Guide
for tv released by NBC

The NBC Spot Sales Guide for
Video and Audio Standards has been
revised and is now available to the in-
dustry upon request. The rcvision of

60

announcer’s voice is welcomed during
the commercials; (4) letters indicate
above-average listener intelligence and
station loyalty.

For these reasons, Schnitzer indi-

cated, a very soft-sell approach is used
with the emphasis on educating listen-
ers as to the {unction of an ad agency.
Advertising as a whole is explained
with stress on advertising as a profes-
sion, a highly respected one. Business-
men are shown that the services of a
recognized agency are as important as
those of a lawyer or accountant, some-
thing many businessmen overlook.
Three minute-and-a-half announce-
ments a night are being used, and after
the test gets underway, the agency is
planning a followup to check the ac-
tual results. * K X

the manual was made necessary by the
wide acceptance of the new method of
handling 10-second shared 1.D.s (a
full-screen seven-and-a-quarter-second
message for the advertiser and a full-
screen two-and-three-quarter-second
station identification).

First copy of the revised manual was
presented to Len Tarcher, Benrus
Watch account executive at Biow-
Beirn-Toigo, by Thomas B. McFadden,
vice president of NBC Spot Sales, and
Margaret Gerz, manager of Commer-
cial Requirements for the station rep-
resentative organization. * kX

First copy of revised tv manual given agency

WNEW uses Nielsen ratings
for promotion to audience

Going on the premise that people
like to ride a winner, WNEW, has be-
gun to air a series of messages de:
signed to prove to listeners that their
favorite shows are the favorites of the
majority of listeners in New York. In
what the station believes is the first
instance of using Nielsen rating figures
to promote the general audience, the
independent announces its top rating
with announcements like the following:

“You’re tuned to a winner when
voure tuned to Klavan and Finch.
According to A. C. Nielsen, one of the
world’s largest rescarch organizations,
there is more listening to Klavan and
Finch over WNEW 6:00 to 9:30 Mon-
day through Friday than to any other
morning show in the New York area.
Thanks to you, we rate with the
raters.”

All of the messages feature the
easy-listening approach. Commented
Program Manager John M. Grogan,
the listeners will hear “no dull figures,
no lengthy reports, just the basic facts
that they’re riding a winner.” * * %

Briefly . . .

Many radio stations carry a lot of
local news, but exactly how much is
graphically illustrated by the pile of
scripts shown below at WILS, Lansing.

News Director John Maters shows
(L. to r.) Chuck Harmon, Bill Gill and
Clarke Manning (all members of the
news staff) nearly 4,500 pages of local
news copy. All this represents orie

year of coverage.
* * *

There are big tv screens, and there
are big tv screens, but there is a BIG
TV SCREEN in Lincoln, Neb., that
probably will not be topped for a
while. The P. L. Sinton Motor Co
currently sports a 210" tv screen.

Actually the screen is the show win-
dow of the car dealer. This is a logi-

SPONSOR




cal promotion though because  the
owner of the anto showroom is Pep
Sinton, star of the Wednesday night
Sinton’s  Showroom  Theatre I1is

¥ EsZ= SN

pa'int(‘(l window attractz the attention

of many passers-by.  In the photo.
Tommy Young, KOLN-TV sales and
promotion manager. is showing Sinton
what good reception the “screen” gets.

Foreign news with a local touch. in
this case a Texas drawl. is being of-
fered to listeners of KNUZ. Ilouston.
When Mavor Royv Ilofheinz prepared

to go to Rome to attend the Interna-
tional Union of Mayors” Conference
late in September, he invited Houston
newsmen to attend. Two accepted.
Dr. J. C. Schwarzwalder of Houston’s
educational tv station, KTHT, is serv-
ing as a radio, tv and newspaper re-
porter on the trip while KNUZ's news
director, Bill Crawford. is covering
the events by tape.

The recordings are being flown hack
daily from all of the cities the group
visit= and sponsored by a five-store
hardware chain. The owner of David’s
Hardware Co.. Dave Dencburg, is
shown (left) with KNUZ General
Manager Dave Morris seeing Crawford
off at the plane. Morris plans to syn-
dicate the tapes obtained by Crawford.

Mayvor Hoflieinz is a practical broad-
caster whose interests include part
ownership of KTRK-TV and KTHT.
hoth of Houston. as well as stations
in other cities.

* # *

(Please turn to page 102
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NEW
NIGHTTIME
RADIO
that SELLS

5 pm to—r;ﬁdnight

exditing
listening
ever to hit
nighttime
radio . ..
anywhere!

A living chronicle of Denver after dark-
Charlie Roberts, Warren Chandler,
Starr Yelland, Tom Carlisle with 3% hourg
of direct contact with all that goes on
in Denver—by remote Groadcast . . . by telephone. And ... . 3% hours
of kindred programming: NEWS . . . local, regional, national,
international, business . . . with Ed Murrow, Lowell Thomas,
Cerl Akers, Warren Chandler, Sheldon Peterson. SPORTS . . . with
Starr Yelloand, Tom Harmon. MUSIC . . . top funes, old funes,
*“Denver at Night' is hard-selling, nwlt—gﬂ-ﬁng.
Sell your product on “‘Denver af Night”

CBS FOR THE 2OCKT MO aln aFim

DENVER

S, RS- T

LEPRESENTED BY THE KATZ AGINCY
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Here’s what you get all done up in the W.GTO package . . .

Forty percent of the population of the entire state!
Folks with a fair share of the profits: 409, of the
effective buying income of all Florida. They spend it
too, buying 40% of the food and 499 of the drugs and

419, of all general merchandise is sold from the Gulf To

Ocean—Gainesville To Okeechobee!

Here too is where agriculture, second only to
tourist trade produces a whopping 639 of
the gross farm income. The table below

shows how all this looks in dollars and cents.

Market Information

Population . . . . . . . 1,384,000
Radio Homes . . . . . . 456,630
Effective Buying Income . . . $1,869,606,000
Retail Sales . . . . . . . 1,347,875,000 J
Food Sales . . . . . . . 328,473,000 \ |

General Merchandise . . . . 133,811,000 N A }
Furniture-Household . . . . 75,230,000 m'y—:--m,,,
Automotive Sales . . . . . 255985000 7

Drug Sales . . . . . . . 50,868,000

Gross Cash Farm Income . . . 449,262,000

SOURCES: Radio Homes, SRDS’ 1955 "“Consumer Markets’’; All other categories, Sales Management’s 1955 “Survey of Buying Power.”’




A MARKETS

W-CTO IS OWNED -
2

AND OPERATED BY
KWK INCORPORATED
ST. LOUIS, MISSOURI

T.’ETER

ines City, Florida

Icavailabilities write ! I L
‘!r; o1 phone 6-2621 -



[1lm shows recently made available for syndication

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

‘Show name Syndicator I Producer | Length | No. in series Show name Syndicator Producer I Length | No. in seried
ADVENTURE DRAMA, MYSTERY A

Adventures of CBS TV Flim Joe Kaufman 30 min. 26 Highway Patrol Ziv Ziv 30 min. In production
Long John Silver N pri & | 26

ew Drleans UM&M Minot 30 min. ¥

Adventurcs of Dfficlal Sapphire Flims 30 min In production Pollce Dept. 3
Robin Hood*

. Parls Precinct. UM&M Etolle 30 min. 39

Adventures of Officlal Towers of London 30 min I'n production .

Sc?rlet Plmper- Police Call NTA Procter 30 min. 26
ne
Sherlock Holmes UM&M Sheldon Reynolds 30 min. 39

Captain Gallant TPA Frantei 30 min 39

Count of Monte TPA Ed Small 30 min. In production
Cristo ’ - i

MUsIC

Crunch & Des NBC Film Div. Bermuda Prod. 30 min. In production — —_

I's . .

, n:’ ; Gulld Gulid 30 min. In production Eanisiand REvie KTLA KTLA 30 min &
ungle JIm .

; od ; Screen Gems Screen Gems 30 min I (pilet) Bobby Breen Show Bell Bell IS min. I (pliot)
andrake the . . in. ilot i
el ABC Flim Synd. Bermuda Prod 30 min I (pilot) Ina Ray Hutton Guild Gulld 30 min. In production

New Adventures  NTA Bernard Tabakin 30 min. 26 New Liberace NLS e S0 min. I prociSey
of Chlna Smith

. Song Stories of Gibraltar Althea Pardee 15 min. 5]

Passport to Danger ABC Flim Synd. Hal Roach, I=. 30 min. 39 the West

Rin Tin Tin® Screen Gems Screen Gems 30 min 39 Stars of the Fiamingo Flamingo 30 min. 39

51 (e, MCA.TV Grand Dle Dpry

awl - i in. il .
e 30 min L piist) Story Behind ... — Randall-Song Ad 30 min I Cliot)

Sh:::aj Qlljeen of ABC Fllm Synd. Sharpe-Nassour 30 min. 26 Your Music

ungle 5%
¢ This Is Your ‘Officlal Jack Denove 30 min. 28

Soldlers of MCA-TV Revue 30 min In production Music
Fortune®*

Ta'l:es of the CBS TV Film Tony Bartley 30 min. I (pilot) _ e

oreign Legion RELIGION

Tropic Hazard Sterling Sterling 15 min. In production B
*Available in markets not currently bought by netwoik advertiser. Hand to Heaven NiliA NTA s 14

**Sponsored by 7-Up In 120 markets, but many are open on alternate-week basis.

SPORTS
CoMEDY Jimmy Demaret Award Award IS min, In producties.

R Show

The Goldbergs Guild Guild 30 min. In production Mad Whirl NTA Leo Seltzer 30 min. 52

Groat Glidersieeve NBC Flim Dlv. NBC TV 30 min I (pilot) Sam Snead Show RCA Programs  Scope Prod. gmin; 39

Little Rascals Interstate Roach 10 min. 221 reel Touchdown* MCA TV Tel-Ra 30 min. Approx. 13
(“Our Gang'’) 20 min. 70—2 reel “Available with start of fall football season. New fllm each week. No reruns.

Looney Tunes Gulld Warner's 15 min. to Library

one hour .
VARIETY
DOCUMENTARY Eddie Cantor Ziv 2iv 30 min.  In produtios
A Comedy Theatre®
Key to the Clty Hollywood Tv Hollywood Tv 15 mta. 7 Hollywoed Preview Flamingo Batlisoa;‘ns Produc- 30 min. In production
Prod. Prod. . . . :
. Showtime Studlo Films Studlo Films 30 min. 39

Living Past Fllm Classics Film Classles 15 min. 7 *Show is sponsored by Ballantine in 26 markets, is aired in total-of 201 markets.

Mr. President Stuart Reynolds  Stuart Reynolds 30 min. 3

Sclence In Aetlon TPA Callf. Academy 30 min. 52 -

of Sclences WESTERNS
Uncommon Valor General General 30 min. 26 - 8
Teleradio Teleradio
Buffalo BIl), Jr, CBS TV Film Flylng ‘‘A* 30 min. In producties:
Frontler Doctor Studie City Tv Studlo Clty Tv 30 min. 39
DRAMA, CENERAL Fury* TPA TPA 30 min. Tn producfion
Gene Autry—Roy MCA-TV Republic’ I hour 123

Dr. Hudson's MCA TV Morgan & Solow 30 min. In production Rogers )

Secret Journal Red Ryder CBS TV Film  Flylng “A" 30 min. 1 -{pilot)

CeIPeII;;I'gu”. Screen Gems Screen Gems 30 min, None Steve Donovan. NBC Flim Dlv. Vibar 30 min. 39

Western Marshal
Confidentlal Flle Gulld Gulld 30 min. In production
*Available in markets not currently bought by network advertiser.

Brother Mark Gulld Guild 30 min. In production

Hls Honor, NBC Film Div. Galahad 30 min. In production —
Homer Bell WOMEN'S

0. Henry Theatre MCA.TV Gross- Krasne 30 min. 26 — I

Scjl_e':cc:trflctlon Ziv Zlv 30 min. In production Amy Vanderbilt NTA United Feature 5 min. I (pllot)

Synd.
Tugboat Annle TPA Edward H. Small 30 min. In production 1t's Fun To Gulld Gulld 15 min. 158
Wrong Numberl John Christian John Christlan 30 min. 1 (pllot) Reduce
. Life Can Be ABC TV Films Trans-American 15 min, 5 (pllots)
*Very slmllar to Screen Gems’ “‘Ford Theatre.!” Pllot unnecessary. Beautlful

64
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Hail, Hail The Gang's All Here

PARADE TIME: 4-6 P. M. DAILY ON

wbns-tv

An exciting razzie-dazzle linc-up of high rated top notchers
parade on whns-tv, presenting triple-action impact, led by
veteran TV rating pullers.

LINE-UP SCHEDULE

-4:00 P.M.— AUNT FRAN — whose popular fun-packed sto-
Z ries, crafts and games reach the "influence-
buying'' corduroy set. This tried-and-true é-year
old show was rated First in shows of a com-
parable nature by the younger viewing group in
a White House Conference survey.

s

>
Sy

4:30 P.M.—THE LITTLE RASCALS—introduced by whns-tv's
Clown, Bob Marvin, are none other thon those
—\ beloved members of the *'Our Gang'' comedies
—Jackie Cooper, Dickie Moore, Alfalfa, Faring,
. Spanky MacFarland, to name but a few. Adults
”  who remember them from years before, now
re-live their delightful antics with the youngsters
of today.

5:00 P.M.—WESTERN ROUNDUP — the pace-setting west-
ern features starring Gene Autry and Roy

4 Rogers, and introduced by wbns-tv's Wrangler
% Dick Zubel, ALL in one show. Western fans,
— from toddlers to cane-carriers, won't miss one

of these films which are introduced by the
Wrangler in a live western setting . . . o grand
climax to any parade.

Every scgment of this two-hour parade has racked up unbelievably
high show and sales ratings individually. Now, wbns-tv
teams them together for TV's best buy in the middle west. Join
the parade and get your message over to the 464,756 tamilics
in a2 buying income group of approximately three billion dollars.

CBS-TV NETWORK -
Disparch and WBNS-AM » ( 1l Saler O
33 North High Si

REPRESENTED BY BLAIR TV

CHANNEL 10
COLUMBUS, OHIO

3 OCTOBER 1955
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Film mofes :

| King size: The first “spectacular” in
the syndication field may be provided
soon by Ziv. In the works at Ziv’s
llollywood studios is a project involv-
ing the possible production of a 90-
minute one-shot film show—in color.
If the project works out, it will be the
first Ziv film show to run longer than
the half-hour length usually turned
out by the firm.

Wraps are on the project, but some
of the details have been revealed. The
story would be a full-length drama,
rather than a strung-together collec-
tion of shorter seginents. The theme
will not be a topical one, since Ziv
executives feel that the show can thus
be used on an annual basis (perhaps
related to a major holiday) as net-
works repeat shows like “Christmas
Carol.”

Will the show be offered to one of
the najor networks as a one-shot spe-
cial? Ziv executives didn’t say. Will
this mark Ziv’s entry into the feature
motion picture business? Again, Ziv
officials wouldn’t comment, but it was
pointed out that Ziv has the produc-
tion facilities. personnel and know-
how to do so.

Other syndicators are eyeing Ziv’s
next move. Guild Films, for example,
is also said to be considering one of
the king-sized shows as a one-shot.

Seminar: Since the details of film
processing are a mystery to many an
advertising executive, one of the West
Coast’s biggest laboratories—Consoli-
dated Film Industries, a division of
Republic Pictures—has been running
a series of “agency clinics” on the sub-
ject.

Admen from a number of top agen-
cies have taken the three-hour “course”
which includes a lecture on basic film
procedures, laboratory inspection tour,
projection demonstration and discus-
sion forum.

Guiding the tour has been Sid
Solow, CFI v.p. and general manager.
who has lectured in Cinema Arts at
the University of Southern California
for the past eight years. Solow con-
ducts the sessions with emphasis on
film technology and techniques that

most directly concern the advertising
agency.

Agencies who have had represen-
tatives at the CFI sessions include:
N. W. Ayer, Benton & Bowles, Biow-
Beirn-Toigo, BBDO, Leo Burnett,
Foote, Cone & Belding, J. Walter
Thompson, Young & Rubicam.

Upon completion of the present
program in November, CF1 plans to
start a “slightly advanced” course for
those who have attended the initial
sessions,

Broadside: One of the heaviest area
saturation schedules in syndicated tv
has been launched by Ohio’s Bavarian
Brewing Company. The schedule,
which starts this month, will involve
a total of 14 weekly half-hours in
Cincinnati, Columbus, Dayton and
Zanesville.

In reaching tv audiences, Bavarian
is using a “vacuum cleaner” approach
—several types of programs designed
to attract several different brands of
audience. The shows, all from NBC
Film Division, include: Victory at Sea;
Steve Donovan, Western Marshal;
Hlis Honor, Homer Bell; The Adven-
tures of the Falcon; The Great Gilder-
sleeve. In terms of appeal, they range
from highly-male-appeal shows (Vic-

tory at Sea) to family-appeal vehicles
(Gildersleeve) .

Adventure: The trend to adventure
shows in the film field continues as

strong as ever.

Official Films’ Scarlet Pimpernel, on
the syndicated market for less than a
month, picked up fhree important ad
vertisers at the local level in the first
week. The series, produced by British.
tv mogul Harry Alan Towers, is also

running in England (with various
sponsors) on the new British com-
mercial tv channel in a Wednesday-
night time slot. An American-style
tv press party (see photo) introduced
British tv editors to star Marius Gor-
(Please turn to page 113)
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In Connecticut

1S now Basic

WKNB-TV channel 30

- = e TN | WKNB —
‘ﬁ[ __;-i o o 3
SR _— = /

——

Studios and Offices:
WEST HARTFORD 10, CONNECTICUT

3 OCTOBER 1955

FULL NBC PROGRAMMING

WKNB-TV becomes the first Connecticut
station to carry the entire star-studded lineup
of NBC shows.

LOCAL RECOGNITION

WKNB-TV is recognized as the ‘‘leadership
station” in community participation and local
programming . . . Civic movements, charity
drives, public appeals. They turn first to
WKNB-TV . . . 12,000 pledges and $160,000
raised in 16-hour Telethon Spectacular for
Flood Relief (August, 1955) . More than 40
women'’s clubs on the air every month . . .
90,000 visitors to our new studios in the first
year . . . The most live shows . . . local news,
local programs, local civic service . . . Highest
local advertiser acceptance daytime and night-
time.

CONCENTRATED COVERAGE

WEKNB-TV reaches more than 320,000 fami
lies . . . situated in heart of New Britain-
Hartford market, 31st biggest and 3rd richest
in the U.S.

Represented Nationally by The Bolling Company
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Whates er ladies wint, ladies get on

wrrrDAY, F's NBCS drnndic resitdization

ol Monday tirougle-Friday daytime radio
programnting. And it will be a new sades
medivm of tie greatest imporiance to advertisers.

wiEKDAY's Tascinating flow of cutertiinuient,
service and news features will be frmed
spectfically to the daily iving patterns of the
modern homemaker, and tailored to her
tastes and interests.

Hour by hour, day by day, WeEkpaY's regular
liosts and lostesses will introduce

prominent service and information cditors,
news commentators and performers.
Entertainment will range over the whole
gamut of music, comedy and drama. A stock
company of versatile actors will perform

every type of play, and wEERDAY will have

iis own group of top popular singers.
Nutionally known experts will cover,

from the woman’s point of view, subjects
like Child Care, Money Management,

Henlth and Aledicine, Fashions and

Leaury, Persanal Relations,

Show Business, Geriatrics, and Public

Adtairs. “Easy to listen to, easy to work to”
will be the keynote of WEEKDAY programming.
Women will get to know the time-of-day of
wrEkDAY features, and each feature will have
1 daily change of approach and treatment.
Just as sowiTor gave week-end radio a new
sipnificance for advertisers, so WEEKDAY will
now add significant new values to Monday-
through-Friday daytime radio. Availabilities
consist of one-minute and 30-second announce-
ments and G-second billboards; and special
savings are possible Now through WEEKDAY's
Introductory Dividend Plan,

Cinly 15 participations on WEERDAY will
deliver 7757 maore homes than the same
nimber of commercials can deliver with
ennventional daytime programming.

Bake us prove it! Call your NBC Radio
Representative for full details,

exciling ihings are happening on

radio network ... g

PREMIERE, NOVEMBER 7th

29

companion
and
counsclor
to
America’s

wonen
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(Continued from page 10)

offer are, of course. even more impression-making when the
respondent is aged five. Animation is more fun to watch.
Demonstration of all kinds is more absorbing. Music is
catchier and more infectious. At five nothing is boring or
commonplace or so trite that it will he rejected. Such fs
the wonder of childhood.

Many advertisers and many agencies have latched on to
the medium for the above reasonings and have concentrated
their eflorts and copy on this market. Even where the im-
portance of the kid-market is not immediate some have, with
good reason, spent their dollars on the youngsters to achieve
what can be called preconditioning.

By doing this. [ think, some fine advertising has resulted.
But there also are the boo-boos. These come mainly not
am from overshooting the mark or even talking down to the
youngsters. nor from errors of timebuyving and/or program-
IS ing. They stem mainly from the common practice of
lumping children together.

abou-l- Nothing could be more ridiculous, as anyone who has

ever watched a child grow from five to eight to 11 to 14
years of age can testify.

R
k b I s You’ll find the very agencies that talk the biggest about
their kid-savvy using one approach for kids of all ages.
. You’ll hear big-time admen blithely discussing their wisdom
bakersfield i

in the moppet league as if a single principle were sufhcient
california to reach all kids.

It always makes me wonder if these gents have ever sat
in front of a tv set with two or (preferably) more children
varying in ages and have witnessed firsthand the copy ap:

peals that sink in and those that are rejected. 1 wish them
the chance. exasperating though it may be, to discover first-

The ONLY popular music and
news independent station in

Bakersfield and Kern County, hand what tremendous changes take place in these yvoungsters
dominating California’s South- | about every two vears and what a fight for the dial this
:";:y"’l" LRI L0 change causes in families with more than one child.

The Kid Market is far from a static. simply charted little
A island and. incidentally, is perhaps the biggest reason why
ST. LOUIS ADAM YOUNG, JR. two tv sets to a household should soon be as common as the
AT reresenative multi-radio household is now. * A
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DEAD END STREET
or very rigorous mortis

A A MM Ssa)f\/
l

A/

Atourist driving along a Texas PPanhandle
road passed a cemetery with an exacava-
tion and stopped to chat with the steam shovel
operator who had just completed it. “That
big hole over there with the ramp—what’s it
for? Some mass burial after a local catas-
trophe?”

“Nope,” the operator replied, “it’s for one
guy. luneral is due any minute.”

Intrigued, the traveler waited. The hearse.
a glistening Rolls Royce limousine, followed
by a long line of cars, appeared shortly. In.
side the Rolls was a commanding figure in
snow white ten-gallon hat. silk shirt, gabar-
dine suit and hand-tooled high-heeled boots.
Close spection revealed a long. unlighted
cigar in the man's mouth. The chauffeur
drove the Rolls down the ramp. walked out of

the grave and signalled for the steam shovel

operator to start filling.
“Man,” commented the tourist. “those
Texans sure know how to five!”

» * *

Amen. Amarillo is also first in the nation in
retail sales per household.

[‘@—N—E AM-TV

Amarillo

NBC AFFILIATE

AM: 10,000 watts, 710 ke, TV: Channel 4, Represented nationally by the Katz Agency

3 OCTOBER 1955
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Time Buyer

PETER M.
BARDACH | & -

Foote, Cone
& Belding

says . .

. \3!1
A station’s popu-|#

larity position in its
market is important
to the success of a
sales campaign.
WNHC-TV has been
my steady choice
year after year be-

gd’.

R
=3

L

]
s

cause of its position
in the telecasting

-
Y

business in Southern
New England. WNHC-
TV is an outstanding
station fromthe stand-
point of sales, pro-

B | S | e [ |

gramming and man-
agement.”’

Compare these facts!

15 County Service Area
Population 3,564,150
Households 1,043,795
TV Homes 948,702

———

Channel 8

SERVING HARTFORD*& NEW MAVEN AREAS

represented by the katz agency, inc.

ision |
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Terence Clyne

agency profile |

V.p:, chairman of the plans board
McCann-Erickson, New York

Terry Clyne. McCaun-Erickson’s new chairman of the plans board.
is a former Wall Streeter who’s taken to Ad Row and television
like the proverbial duck to water. It’s been a long (18 years) and
rewarding association, including many years on the Bulova account
which he brought with him to McCann-Erickson in January. In
this time Clyne has seen a number of changes in the relationship
between agency, client and network.

“Agencies.” says he, “are best equipped to edit shows rather
than originate them. Of course, in selecting a program for a client,
vou generally do a great deal toward shaping the contents of the
show. But the main thing is to have a program which will deliver
the right audience in the right mood.”

McCann-Erickson. one of the fastest rising of the giant agencies,
is currently billing at the rate of $120 million in domestic business,
some $05 million of it in air media (809 tv).

With shifting trends, Clyne admits he’s been forced to reverse
his opinions completely at times. “Take the 10-second 1.D.,” says
he. “l invented it for Bulova in 1949. but I'm convinced now that
I created a Frankenstein. Of course it’s good business for the sta-
tions, but for advertising effectiveness—and just in the interest of
good broadcasting—it would be best if stations abolished the 10s
and 20’s and sold just one 30-second announcement in the break.”
A strange comment from the man who's still riding herd on Bulova.
which this year is spending over $7 million in the “hit-'em hard-
and-short” station-hreak technique.

But then, Clyne’s approach is not necessarily conventional. Take
his office. for example: no desk. It looks rather like a large, tra-
ditional living room.

“Desks inhibit people,” says he. stooping low over his coflfee
table to make notes.

A tall man, Clyne is unusually soft-spoken. approaches contre-
versies with diplomacy to take the sting ont of indictments.

“Free plugs for the movies will probably eventually evaporate
from television.” he savs, “and rightly so. But the fihm companies
could make major contributions to the medium. They have simply
not yet put up their A effort. Even when they do it’s unlikely that
‘tv will go Hollywood.” Hollywood showmanship isn’t likely to super=
sede such live drama as Studio One and Philco Playhouse.” * % *

SPONSOR




0N|.Y UN%

COLOSSUS OF THE CAROLINAS

- _
Fge \lw-
3 ltpz»... ‘_ 4
) ey ,m‘-"T
“ Lllﬁinln ZZ

3 |
5&’ R'-U#ﬁb.-

bl

i

|
b | :
| Suaranteed
1

|

o ke i ~ 16.0L.
IRNMDENNTLY PKG.

SPECIAL SALE

1\DING WASH DAY

:)AP P E e e e s e s « _COST PER 376

THOUSAN
PLUS SUPERMARKETING ,M,,‘;;‘ss‘,‘oﬂs

ITIONAL LEADER

------------ COST PER

THOUSAND
PLUS SUPERMARKETING IMPRESSIONS

GIC NAME

EANSER o .~ For your grocery product, you can
PLUS SUPERMARKETING | Fotesions ’ plus the power of WBT with guaran-
\DING BRAND teed displays in all supermarkets of
GARETTEE AR, 140§ q three leading food chains through-
UTHERN LEADER out the WBT 57-county basic service
e . 5 oy e area. The plan is simple—the tab is
et reasonable; get both from WBT or
CBS Radio Spot Sales.

JEFFERSON STANDARD BROADCASTING COMPANY




Sterling Brewer
Star of

“‘Star Studio’’

Il to Noon, Monday-Friday

Stars Sell on

Alabama’s
greatest TV station

When the morning chores are done, house-
wives are ready to relax. They tune in “Star
Studio”. They like the cheerful smile and
friendly manner of Sterling Brewer, host
for the show. They enjoy the consistently
high quality films and well-known movie
stars. Sterling and *“Star Studio” keep
them looking and listening into the noon
hour every weekday.

You can SELL

Your Products
to Alabama folks

If you TELL

them on programs

they enjoy seeing

Represented by

BLAIR-TV
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(Continued from page 28)

ly like the some 50 odd million other folks who were tuned
in. I think John stuck a pin in the wrong one when he at-
tempted to puncture the Cowan quizzer.

Much more representative of Croshy’s true talents as a tv
critic and observer, in my opinion, was his recent Collier’s
piece on Arthur Godfrey. His picture of Godfrey was well
researched, judiciously and interestingly presented. Writing
about a gent whose activities have hardly been covered with
any degree of objectivity, Crosby came through with a piece
that was a model of objectivity. Among other keen observa-
tions, he pointed out that God{rey is, and has for long been,
a truly great performer and an even greater salesman.
Crosby succumbed to none of the temptations of cheap sen-
sationalism, to which so many other writers on the subject
occasionally fell prey.

Far less flashy than brother Crosby, far more constructive
and conservative, of course, is the Times’ Jack Gould. Con-
sistently Gould comes up with deeply pondered and care-
fully presented analyses of some of video’s most perplexing
problems. Where the persons in the industry directly re-
sponsible for certain situations frequently seem to have too
little time to think them through, Gould seems to closet him-
self, think cooly and precisely on a problem, and come up
with a possible solution well worth consideration.

I, too, had watched the NBC presentation of Thornton
Wilder’s The Skin of Our Teeth come apart before my eyes
on the video screen. 1, too, had vaguely, catch-as-catch-canly
considered the reasons for its shoddy and superficial quali-
ties. In the Sunday Times of September 18 Jack did a
piece on it, and hit it right on the nose. Largely responsible,
he pointed out. was an ill-conceived overuse of the close-up.

On the subject of critics generally, it has been my experi-
ence that too few programers, advertisers or agencies take
full advantage of their efforts. Generally the tendency is to
go around quoting at great length a critic who has done a
rave over a particular show, damning as a total nincompoop
a commentator who has rapped a particular effort and other=
wise largely ignoring their writings.

A minority of radio-television men take careful cognizance
of what thoughtful, fair-minded ecritics 2ay about their offer-
ingz. And thiz minority frequently finds in the critics’ words
the clue to a better, more effective show, or sounder public
relations, or occasionally even higger sales results. * X
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¥ TOP 17 ONCE A WEEK SHOWS
KooOL 1a | gt rﬁX
STATION A . . 1 f F:r4
‘ 1
|

STATION B 1
STATION C 1

No matter how you count the audience,
A.R.B. or Pulse, KOOL-TV leads in more

quarter-hour periods than any Phoenix television

station. KOOL-TV is first . . . morning, * NO FANCY FOOTWORK OR HOCUS POCUS
afternoon and evening. CAN CHANGE THESE FACTE_____._
A.R.B. and Telepulse surveyed Phoenix r T TELEPULSE ARB |
20 davs and 33 davs after KOOL.TV | Percentage of Quarter-Hour | July 511, 1955 July 18 24,1955 |
Y Y lFirs's. Latest ARB-Telepulse .
became the CBS-TV affiliate. 7308  Nooote GO0 [73Cam  Nemste 600)s

lsund" LLLCRE R U 7 tosooe 600pm Midaight ftovcen 600)s 0 Ilh(l!'

IKOOL-TV [97.0 49.2[62.9 06.0]40.933.7 |

, : -
Koo L :SYAYION A 44.6 i 281 38.0 327 |

|

STATION B 3.0 47 I 7.4 40 16.4 228

TELEVISION ) | }
lSTATION C | 12 1.4 ~ | «7| 108 |
PHOENIX, ARIZ v L L L 4
NATIONAL REPRESENTATIVES — George P. Hol!ingbery
3 OCTOBER 1955 75
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I. New stations on air#
CALL CHANNELI ON.AIR ERP (kw)**! Antenna NET | stns. SETS IN 3
DITY & STATE LETTERS ! ND. DATE Visual RORE ' AFFILIATION | ON AIR M"‘ga‘oE)T' PERMITEE, MANAGER, Ri
SACREMENTO, CAL. KCRA-TVY 3 2 Sept. 1co 495 NBC KBET-TV 362 KR CA ey
KCCC-TV S Varnon "Hansen Ny ot
SHREVEPORT, LA. KTBS-TV 3 3 Sept. 100 1,140 NBC  KSLA 74 KIBS. tnel o mn o™
E. Newton Wray, pres.
George D. Wray Jr.,, v.p,
FLORENCE, S. D. KDLO-TV 3 17 Sept. 25 840 . .. None NFA  Jhe Wills Bestno. Go. “
Edmond R. Ruben, v.p,
II. New applications
CITY & STATE ‘ LA l e ERE S ot ESTIMATED DEjsTiEEEI\E:E T l APPLICANT, AM AFFILIAT
REDDING, CAL. 7 5 Sept. 27.2 27 $156,500 $240,000 None T oo 2r UL
BOSTON, MASS 38 12 Sept. 140 459 $404,100 $500,000 wgéﬁT¥v e Mavar G0, AT
WNAC-TY
LAUREL, MISS. 7 12 Sept. 50.2 472 $192,000  $90,000 None Laurel Tefevision Co.. lnc.
Jack Rose, v.p.
BILLINGS, MONT. 8 5 Sept. 96.8 271 $316,224  $320,860  KOOK-TV  Midlnd_Emoire Besta. Co.
w. .I.'Hancocli. v.n.; secy.-treas.
CLOVIS, N. M. 12 12 Sept. 100.4 500 $150,545 $80,000 None %af‘;mf‘taf' B“,’.,étg’fi"é“"? d’b as
LEAD, s. D. 5 5 Sept.  11.915 1,582 $95,719  $20,000 None Black Hills Bestq. Co
J. Norman Heffron, v.p.
JUNEAU, ALASKA 8 5 Sept. 261 960 $50,750  $45,000 None Alacka Bestg. System. lrc

William J Wagner, pres.
Irene F. Wagner. v.p.

B 0 x S c 0 RE ) *Both new ¢.p.'s and stations going on the alr listed here are those which occurred wees
Y

5 September and 17 SKeptember or on which information could be obtzined in that period.
are consldered to be on the air when commerclal operation starts. **Effective radlated met.

U. S. stations on air 427
Aural power usually is one half the visual power. ***Antenna helght above averzfe terrs (ol
Markets covered 2548 power usually is one-hslf the visual power. ***Antenna height above aversge terrai {on

above ground). tInformation on the number of sets in markets where not deslgnated u: elnd
U. S. tv sets (1 July *55) N 36.177.000% J trom NBC Research, consists of estimates {rom the stations or reps and must be deemed a™9H!
mate. §Data from NBC Research and Plamning. NFA: No figures available af pytime

on cets in market.
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VIDEODEX JULY, 1955 REPORT

LINCOLN-LAND STUDY

Summary Toble — Average Rotings — % TV Homes

| KOLN-TV

ARE YOU
HALF-COVERED

A IN
NEBRASKA’S OTHER BIG MARKET?

THIS
AREA
Is
LINCOLN-

LAND

A S S SN S -

f KOLN-TV. one of Ameriea’s great area sta-
tions. covers Lincoln-Land — 42 counties  with
200.000 families — 125,000 unduplicated by any other

station. Videodex proves that KOLN- TV getiﬂ 98.4% more

v | vc | D aftermoon LINCOLN-LAND viewers than the next station
) | — 116.3% more nighttime viewers!
SUNDAY: 1:00— 5:00 P.M. [ 12.2 30 | 7.9 | 2.7
soo—ioopm. | 190 | 7.9 | 93 | 39 95.80% of LINCOLN-LAND I3 OUTSIDE THE GRADE
MONDAY ":?goF—Rl?-\Jc;PM | 1ie | " I o1 | 22 “B” AREA OF OMAH.A. This market is farther removed
5:00—11:00 P.M. |  20.3 85 | 93 | 33 from Omaha than South Bend from Fort Wayne. Hartford
R e 1:00— 5500 Pl 1614 4218 s5 | 2.4 from Providence, or Syracuse from Rochester.
] S0 Sopag | 12 97 | 86| 36 Let Averv-Knodel give vou all the facts on KOLN-TV
FoTAL: ;gg:lfgg:x :33 :g gg :2;': the official CB3-ABC outlet for South Central Nebras<ka
. — ' ' ' ' and Northern Kansas.
CHANNEL 10 * 316,000 WATTS * 1000-FT. TOWER
a7V =4y
R Jhe %//01 Slalicns
ﬁ:’-‘/f&’;‘ WKZO.TY — GRAND RAPIDS XALAMAZOO -
1 WXZO RADIO — KALAMAZOO.BATTLE CREEK

3 OCTOBER 1955

WJEF RADIO — GRAND RAPIDS

WJEF-FM — GRAND RAPIDS KALAMAZOO

KOLN.TY — LINCOLN NEBRASKA
Associated with

‘WaEBD RADIO — PEORIA, ILLINOIS

COVERS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKET

Avery-Knodel, Inc., Exclusive National Representatives
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WOMEN TO ADMEN

Continued from page 37)

he should buy it, the product will
sell itsell,” said Gertrude Trobe of
WBVP, Beaver Ialls, I’a

Television gripes: When sight is
added to sound, a new set of stresses
and strains are often created between
video homemaking

agencymen and

personalities.
“There is too much static presenta-
tion on tv. I need more ‘action’ ma-

terial

NEW YORK
CHICAGO
DETROIT
DALLAS
ATLANTA
CHARLOTTE

ST. LOUIS
MIAMI

MEMPHIS
LOS ANGELES
SAN FRANCISCO

BRANHAM

11 OFFICES
FROM COAST
T0O COAST. .. ..

78

Most advertisers are willing

to provide material at request if there
is no additional cost. This usually
means no additional material,” said
KSTP-TV’s Bee Baxter. Added the
Minneapolis tv performer, who pre-
sides over an across-the-board “morn-
ing coffee” show, “Sponsors and
agencies imbue us with the desire to
do the best possible sales jobs by
leaving it to our judgment, providing
more often than not a list of ‘be sure
to use’—and another of ‘additional
angles.” This leaves little to our judg-
ment.”

e “Too much, or not enough tv.”

representing
RADIO

representing
TELEVISION

national
advertising
representatives

Although tv has been a major adver-
tising force long enough for most
agencies to perfect their commercial
techniques, local tv personalities told
SPONSOR that soine admen still dont
use the medium properly for their
clients in selling to women.

“Often, material does not differen-
tiate between radio and tv. Please,
more facts and less ‘copy’,” said Sue
Warfield of Baltimore’s WBAL-TV.

“Film is often used entirely in com-
mercials, when agencies have already
paid for production cost of a live spot.
True, the commercial will always beé
letter-perfect, but the client has lost
the personalized recommendation of
the show’s personality, stated Jean
Connelly, m.c. of the daily Home Edi-
tion ou Pittsburgh’s KDKA-TV.

Although the distaff broadcasters
generally asked for more commercial
aids, some pointed out the danger of

| going “tv-crazy” in furnishing ma-

terial to stations.

Said Jean Phair, home economist of
Louisville’s WHAS-TV:

“One agency sent in copy with 12

or 13 ‘balop’ cards plus copy—all for
a one-minute participation!”
e  “Lack of preparation”: More work
on the part of the agency and better
television pre-broadcast liaison would
save money later, a number of AWRT
members felt.

“The majority of our sponsors sub-
mit copy in the form of notes to be
ad-libbed,” said Emma Lou Nielson
of WNHC-TV. New Haven, who con-
ducts the Yankee Peddlers show with
her husband, Walt. “But if the copy
is to be used verbatim, make several

| copies of it for the station so that the
director. technical director and others

can easily follow it. If possible, have

- a salesman discuss the whole story of

the product with the woman doing the
show. and let them work out together
what the best approach should be.”

Added 1the dark-haired distaffer:
“Women know what other women
want and why—Detter than any man
in the advertising business!”

Helen Day, who does a half-hour
show on Green Bay’s WBAY-TV daily,
reminded admen to ‘“‘see that notes for
copy and production plans are avail-
able earlier.” Iu addition, Helen sug-
gested, “Give me more visual material,
and confer with production people to
make sure the visual material is
usable.”

From the Sonthwest. Margret Me-
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Pulse Reveals NOW—

KRNT-TV

has won audience

LEADERSHIP
in DES MOINES

Pulse found:

KRNT-TV ... vwih 14 of the “Top 15" weekly shows
KRNT-TV ... 7o of the “Top 10" multi-weekly shows
KRNT-TV Ist—DMorning Audience

Ist—Afternoon Audience

Ist—FEvening Audience

Several locally-produced shows listed in “Top 15" and “Top 10"

THIS PHENOMENAL RECORD AFTER
CNLY TWO WEEKS OF OPERATION

(Pulse Survey—Des Moines Metropolitan Area—Week of August 15-21, 1955)

Your Katz man is loaded with NEW facts and NEW success stories about
the lowa market and CHANNEL 8 in Des Moines.

3 OCTOBER 1955
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Donald, who conduets Texas Living
on Fort Worth’s WBAP-TV, stated:

“Send a complete script of whatever
length of time is going to be used with
copy written <o the exact points the
wislies emphasized are
When a local tv per-

advertiser
clearly stated.
sonality doesn’t receive specific in-
structions which clearly set forth the
psychology behind the sale, this im-
portant factor is sometines mishan-
dled, through no fault of the station.
And, if the personality also has some
background material about the product
and is permitted to present the sales
campaign in a nessage suited to her
particular style. a more effective sell-
ing job can be done.”

Distribution of the product to be
sold on a feminine-slanted daytime tv
show should also be checked in ad-
vance, others cautioned.

Said Rayleen Merman, home econo-

mist of KERO-TV, Bakersfield, Cal.:

“Tv advertising (on my show, for
example!) creates demand for a spon-
sor’s products. But sponsors do not
always work with their sales forces to
see that these products are available
for purchase by viewers. This has

happened over and over in my area.

“Since advertising effectiveness is
checked through sales, no matter how
cflective your presentation, if the gal
vou talk to can’t buy the product
there’s no sales gain.”

o  “Lack of believability”: As in their
use of radio homemaking shows, ad-
vertisers and agencymen can get out
of touch with local tv audiences if
they’re not careful.

Bernice Currier, one of broadcast-
ing’s pioneer air personalities—she’s
had a show on the air for 27 years—
at KMA, Shenandoah, fowa, stated of
tv film commercials:

“I think television makes a mistake
sometimes putting in a ‘glamorous-
type girl’ to sell washing powder or
something of that sort. instead of ‘Mrs.
Average Housewife’ who is the one
actually using the product every day,
and knows what she is talking about.
People can easily spot a phoney. Mid-
west listeners are a friendly, loyal type
of people, who want information they
can use in their daily lives— not
recipes using high-priced avocados,
shrimp and lobster!”

The thinking of many AWRT mem-

bers on the subject of the correct ap-
proach of advertisers to a homemaking
show was largely summed up by
another well-known lady broadecaster,
Dottie Paige of WIBW-TV, Topeka,
Kan. She said:

“We feel that many times the spons
sor does not see the necessity of giving
us enough background material on the
product to be advertised. On many
products, we receive copy and nothing
else.  In the intimate type of pro-
arams which are being done more and
more for women. straight commercial
‘hard sell’ copy just does not fit.

“Each of us with programs in vari-
ous sections of the country has dif-
ferent problems in presenting shows to
our audience suited to the taste of the
people who live in our area. Because
we have those problems. and work con-
stantly to solve them, we know our
audience.

“We know what they like and dis-
like, and we know generally how to
reach them with commercial messages.
Perhaps the most notable error a spon-
sor makes is his failure to realize that
Midwestern audiences, for example, do
1ot react to the same type of commer-

(Please tu'rn to page 90)

SUNDAYS (daytime)

SUNDAYS - MONDAYS and ALL DAYS

WOLF has a lion’s share of audience

32.6% 1st PLACE

MONDAY
thru SATURDAY

Mornings 8 A.M. - 12 Noon

WOLF

Share of Audience

Afternoons 12 Noon - 6 P.M.

RATING for RATING
RATE for RATE

Evenings 6 P.M. - 10:30 P.M.

phones, and monthly sales comparisons.
copy of The Syracuse Inside Story.

FREE .« « Get the whole story (Spring 1955) covering
home-auto-store listening, 4 and 8 year trends, TV operat-
ing hours. Included are the basic market facts on popula-
tion, labor force, industrial work hours, automobiles, tele-

169%  2nd PLACE
3339%  1st PLACE =
297%  1st PLACE CENTRAL NEW YORK |
it's
SYRACUSE, N. Y.

Ask for your

National Sales Representative

THE WALKER COMPANY
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but vou can buy Lovalty!

By John Pepper and Bert Ferguson

Think how mam times vou've heard

same execulive exclaim, “I can’t buy

lovalty!™

He often means lovalty of personnel.
He can also mean loyalty of customers.
The principle is identical. Lovalty is
supposed o be an elusive imtangible
swhich nobody has a right to count on,
witeh  less e confident of ulnlaining

with meonev, Buot is thas troe?

We believe you van buy sourself a
piece of loyally that is establizhed,
demonstrated and relinble. 11 is the
st (‘ﬂm‘:‘.'”mi'."r.f, TrfEnse ]u} :I]I}' that
ever ran up 4 =ales record. And vou

ean buy it ar a reasonable price.

We use the word
“voncentrated” deliberately. The
li!“j.ﬁl!].' Vol ean |'nu:-' perTeatis g omar-
ket that’s all in one place. not seattered
around. This i= a markel of MNegro
1.230.724 of them right

1 our area—who had never been di-

Consumers

recthy reached umil radio station WHI1A
bevame the first in Memplis o pro-
gram exclusively for them with Negro
voices and music. We call it the
“Golden Market.”

When vou reach these people—as
vou can. with WDIA—vou're zetling
vour sales story across Lo a ,\'ef_'rn mar-
ket greater than that of New York. De-
troit or Philadelphia. For right here

3 OCTOBER 1955

are ten percent of all the Negroes in the
whole United States. And that’s only
the first advantage vour choice of
W DI\ gets you.

We used

from experience.

Strong Group Feeling:
the word “intense”
The fact that WDIA programs< entire-
Iv with Negro voices and music has had
an electrifyving result on audience rat-
ings in Memphis. Since 1951, WDIA
has held unchallanged the top position
on both Pulse and Hooper surveys for
“total number of” daytime listening.
And that’s in a field of eight stations,
some of which have been on the air
over twenty-five yvears.

WDIA talks in tones and accents its
Negro listeners find familiar and wel-
come. [ts continuity is written with
an ear for these accents. WDIA's music
i+ unmistakably Negro music. So, while
other groups are changing and shifting
around, WDIAs listeners stav tuned in
—for good. This is their station. As
far as thev're concerned, it's the only
station.

Amazing Resules: [t i< this combi-
nation of tailored programming. group
pride and complete acceptance which
we Imply when we sav “loyalty.” Yet
there’s still more to the WDIA picture.
and that’s coverage. Lovalty boosted
WDIA in just one step from a 250-watt
station to a 50.,000-watt station—the
only 50.000-watt station in town. Now,
vou apply that amount of power. with
a specialized approach, to the market
that concentrates one-tenth of the Ne-
croes in the U.S.A. And—regardles<
of what vou hope. the response may
still surprise you.

For there is vet another factor in
vour favor. .And that’s the buving
habits peculiar to this group of people.
They make money—a quarter billion
dollars in 1955. But thev spend more

than the average. Theyvl actually
spend etghty percent of i, on consumer
goods, Look at Nlemphis, for instance:
forty percent of the people i the Me-
phis trading avea are Negro. This fact
i it=elf i~ worth remenbering. But —
that forty percent. which WDIA can
command for vou i~ huving way more
than its <hare, They huy 56.8 pereent
of the salt in Memphis, 5321 percent of
the women’s hosiery. L5 pereent of
the girls’ dresses. 018 percent of the

flour. They buy quantity. and quality.

We frankly don’t know of a market
anywhere with the -ame potential as
this “*Golden Market” of WDI\, It has
already produced enviable results for
such advertisers as

Swansdown Cake Mixes. Pal

Blades, Colgate Dental Creawn,

Super Suds, Kool Cigarettes,

Carnation Mill:, Fitch Shaw-

poo. Sinclair Gasoline.

We'd really like best to <how yvou
what WDIA has accomplished in the
particular line of product that interests
you. If vou'll drop us a note about it.
we'll be glad to send you right back
some documentation on WDIA' per-
fermance in your own line. We helieve
the facts about WDI\'s unu-ual mar-
ket and appeal have a very important
bearing on the preblems which you en-
counter in the South.

WDIA is represented nationally bv
the John E. Pearson Company.

JOHN PEPPER, President

ot g

BERT FERGUSODN, General Manager

A G

HAROLD WALKER, Commercial Manager
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Measure of
Success . .

82

50,000 WATTS

RADIO STATION KVOO

In every field there are recognized measurements of
success. Some true; some false.

In broadcasting the true measure of success is this:

Listener preference.

In the great Tulsa market area most of the listeners
prefer KVOO most of the time.

This sure and unchanged preference for Oklahoma's
Greatest Station has remained constant for more than

30 years.

During all of this time most advertisers have also made
KVOOQO first choice.

When you have advertising dollars delegated to do an
important job for you in Oklahoma's No. | Market Areq,
assign them to KVOO where more people will hear your
message more of the time and at lowest per listener cost,

Advertising dollars have more value when placed on
KVOO, the station listeners believe in!

NBC AFFIUATE
EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

CREATEST STATION

TULSA, OKLA.

OKLAHOMA'’S

SPONSOR
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...80 we hwred a cement maixer
to shuffle the maal!

81,754 letters in 8 hours!

This is the kind of action KNX Radio can deliver

now....1955!

Less than two weeks before last September 10, the
day on which KNX Radio celebrated its 35th Anni-
versary, the station invited listeners to enter its
Birthday Bonanza of entertainment and prizes. To
enter, listeners simply sent in their names and

telephone numbers.

Hundreds of thousands of ears perked up...and
so did the thermometer! The mercury hit a frying-
hot 110 degrees and hovered there throughout the
ten days in which KNX promoted its Birthday

Bonanza.

In spite of this record breaking heat wave, KNX
Radio received just short of 500,000 entries, in-
cluding a whopping 81,754 letters and cards in a

single 8-hour day!

Nearly 12 million entries in 10 sizzling days!

KNX got so much mail, in fact, that it had to rent
a gigantic transit cement mixer to shuffle the mail

before each contest drawing.

Why all the excitement? KNX’'s BIRTHDAY
BONANZA was BIG. $65,000 worth of prizes.
Eighteen hours of programming that covered
Southern California from man-in-the-street to

man-in-the-money, from sea bottom to cloud top.*

Yes, the KNX Anniversary was something special.
But then, KNX is always special. KNX is the
Southern California station most people listen to
most often...reaching 817% of all Metropolitan

radio families in a week, 45 in just one day.**

Got something to sell? For special results, let KNX

sell it in its own special way!

KNX RADIO ..

Southern California’s first station in 1920. First in every way in 1955.

*Solidly sponsored.
**Cumulative Pulse Audience.

50,000 WATTS « CBS OWNED » REPRESENTED BY CBS RADID SPOT SALES
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WOMEN TO ADMEN

Continued from page 80,

cials or sales pitches that Easterners
or perhaps Southerners respoud to.

“The personality who does the pro-
vram can best tell whether her par-
ticular audience will respond to a cer-
tain type of commiercial and in which
program that product will be best re-
ceived.”

Radio-Tv Results:  Admen  who
might le inclined to challenge the

opinions of the AWRT members on

how to sell to women successfully
would do well to cousider the long

roster of sales successes the ladies have
achieved. The ladies have qualified
as experts- the hard way.

Here are a few such successes select-
ed from the many submitted to srox-
sor in the AWRT survey:

e Groceries: Pittshurgh’s Thorofare
Markets is a chain of 64 big food
stores located throughout the western
Pennsylvania, Ohio and West Vir-
ginia areas. As a high spot of its
tv advertising, it purchased (via

Ketchum, Macleod & Grove) the Gen-

' TOP NIGHTTIME NETWORK
PROGRAMS AVAILABLE
MORNINGS ON WGN-TV

“MY LITTLE
MARGIE”

10:00-10:30 A.M.
Monday thru Friday

THE STU ERWIN SHOW”

10:30-11:00 A.M.
Monday thru Friday

AVAILABLE FOR PARTICIPATIONS OR FULL
SPONSORSHIP AT NO PREMIUM PRICES!!

Nighttime Participations Available In FIRST RUN
GENE AUTRY—ROY ROGERS Features 7:00-8:00 P.M.

WGN-TV

441 N. Michigan Avenue
Chicago 11

linois

Chicago 9

WGN, Inc.'s New Phone Number
| fs Mlchigan 2.7600

For Your Best Radio Buy in Chicago, It's
Than Any Other Chicago Medium..

WGN—Reaching More Homes

eral Teleradio feature package KDKA-
TV, Pittsburgh. It was, in large mea-
sure, a $64 million success.

Kay Neumann was chosen to handle
commnercials featuring new grocery
products, Thorofare’s low prices and
the S&H Green Stamps.

Said L. B. Smith Jr.,
of Thorofare,

executive V.
of Kay’s abilities:

“Probably the most successful ad-

vertising medium we developed in 1954 |

was the introduction of ‘recent’ full-
length movies, with outstanding dem-
onstrations and presentations of com-
mercials by Kay Neumann. Thorofare
Star Time Theatre had no small part
in developing the 36% increase in
sales above the previous year, bring.
ing our 1954 sales to 864 million.”

Kay, incidentally, is a daytime fa.

vorite of Pittshurgh homemakers. She
conducts an across-the-board cooking
program, 1:30-2:00 p.m. with a list of
blue-chip sponsors that range from
Fluffo and Oxydol to Reddi-Wip and
Youngstown Kitchens.
o Cook book: KWTV calls Vivian
Batten “Oklahoma City’s most popular
housewife”—and the chances are ver;
good that she is.

She does a regular morning show
and KWTV and on its radio counter-
part, KOMA. An expert homemaker.
she shares with her audience tips on
charm, keeping fit. grooming, etiquette,
household hints, safety, cooking tips
—and even discussions on what makes
an automobile run.

Reported Vivian:

“We made one announcement on the
show to the effect that we would send
an ! Love Lucy cook book to any
viewer writing in and in the same an-
nouncement said these same books
could be obtained at the stores.

“The announcement was very brief
and no sales pitch was given. We re-
ceived. during the following three
days. 502 requests for this book.”

e Household and food items: One of
the most popular women’s shows In
the Detroit area originates in a beau-
tiful model home built on the shores
of Lake St. Clair to the specifications

of Edythe Fern Melrose. Her WXYZ
radio and tv shows, appropriately

enough, bear the title The House O
Charm.

She discussed sales results on her
show. which she prefers to handle in
an informal manner with largelv ad-
lib commercials based on agency-
provided factual material. in an equal-
ly informal roundup:

SPONSOR
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WOODano-TV is big territory!

Everybody loves a pickle and lhere’s a vanely to please every
palate among the famous Heinz *'57° gherkins — chips
relishes — dills — sweet mixed.

Heinz, one of the world’s largest pickle processors
adds impetus to the growth of WOODIland, U. S. A.

A year's consumption of pickles would encircle the equator ten times . . . and
659 of the pickles processed by world-famous Heinz begin their earth-spanning
journey at the company’s Holland. Michigan plant . . . the world’s largest pickle
factory. a part of the thriving WOODland production area.

Heinz has many world leaders as neighbors in this rich market area — in the
primary trading center of Grand Rapids: in Muskegon. Battle Creek, Lansing
and Kalamazoo. And the entire market is yours with WOOD-TV — which has
the 20th highest set count in the country. For top sales results. schedule WOOD-

TV. Grand Rapids’ only television station!

OOD-T

GRANDWOOD BROADCASTING COMPANY ¢ NBC. BASIC: ABC, SUPPLEMENTARY °® ASSOCIATED WITH
WFBM-AM AND TV, INDIANAPOLIS, IND.: WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, M'NN..
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY

WOOD_LanD CENTER

GRAND RAPIDS, MICHIGAN

3 OCTOBER 1955 n
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YOU'LL SELL

MORE BREAD
with these

$60,000%*

Animated Cartoon

TV BREAD
COMMERCIALS

*Originnl production cost. This has aiready
been paid hy onc of the country’s largest
hakers. This is what it cost to produce
these films from the start., hut you can get
them for a tiny fraction of the original cost.

Here’'s what you'll get:

FULLY ANIMATED FILMS —Animated cartoons are
top salesmen on TV. You get full, not partial,
animation.

SHOWS YOUR WRAPPER OVER AND OVER—Your
wrapper appears in the animated cartoon se-
qaxenccs. 1t's also shown full screen size repeat-
edly.

YOUR BRAND NAME
brand name, slogan and the sales slant you are
now using are made part of each commercial.
Eatire sound track is made to your order.

FAST-MOVING ACTION THAT PACKS A SELLING
WALLOP! -This series was created by baking
industry people to fill the need for top-flight
television film commercials for bread. It's test-
ed and proved—is now doing an outstanding
job of increasing bread sales for bakers in one-
ffth of the country.

EXCLUSIVE USE—No one_else can use it in_your
market—ever! Extra prints guaranteed available
up to three years.

REPEATED OFTEN — Your

POINT-OF-SALE TIE-IN—Attractive cartoon young-
sters (named for your bread in the film) offer
many possibilities for merchandising.

USE AS TV SPOTS AND IN PROGRAMS—Strong
appeal to both children and adults makes these
commercials appropriate for use at any time
during the television day —as spors, in pro-
grams, or within participating shows.

TAILORED TO YOUR BRAND—You get strong iden-
tification of your brand name throughout, in
hoth sight and sound. These films look as
though they were specially made for you—top
quality production puts your commercials up
with those of America’s biggest television ad-
vertisers.

LOW COST — Because original production costs
have been paid, this series is practical for even
LIMITED ADVERTISING BUDGETS.

AVAILABLE QUICKLY — Prints will be delivered
ready for use within 35 days.
e il

l,

DON'T
DELAY!

This series is
available ta
anly ane baker
in a market.

TELEVISION DIVISION

LEXANDER
Fiwe (o.

203 Alexander Bldg., Colorado Springs, Colo.
Mail the coupon now for full details — no obligation

Television Divisian, ALEXANDER FILM €O,
203 Alexander Bidg., Colorado Springs, Colo.

Send detailed description of Animated Cartoon
TV Film Commercials for bread.

NAME

FIRM

ADDRESS

ciry STATE
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“Once we jumped the gun on giving
a sale price on meat for a sponsor
whose frozen steaks were trying to get
distribution. That one crror brought
shoppers into markets demanding the
steaks before the show was completed!
The sponsor was so shocked he tripled
liis appropriation on our programs.

“Another time, we demonstrated a
steam iron—and oversold the quota
for the city by sevcral thousand. We
selected a certain pattern in wallpaper
for redecorating the Charm Kitchen,
and showed the selection to the tv
audience. The wallpaper was sold
out so much that we were unable to
get enough to do the kitchen three
days after it was shown, even though
the sponsor was carrying it in whole-
sale lots and had eight stores plus a
warehouse to draw upon.

“Last week, we offered designs for
making sofa pillows. The fabrics sold
like hot cakes; we had to call New
York for more design leaflets. We
went to Hawaii for a vacation. Came
home, prepared Cantonese dishes, and
the whole city ran out of soy sauce!

Couldn’t even buy a bottle for the
show.” * * %

CAN'T SHOW PACKAGE?

(Continued from page 47)

New York’s WRCA-TV, for example.
offered one week’s use of its lighted
moving sign on Times Square to plug
Japanese King Crabmeat and also a
plug in a trade magazine, Grocer-
Graphic. Boston’s WBZ-TV sent let-
ters to 800 grocers in the area telling
about the campaign, Philadelphia’s
WPTZ offered a free ad in Food Trade
News, and Baltimore’s WBAL-TV of-

fered to conduct the entire contest 1t-

self, including cost of premiums. plus
a grand prize of a Meadowbrook
Tappan Range for the best crabmeat
recipe and several GE electric skillets
as runner-up prizes. In Chicago,
WBKB arranged a personal appear-
ance by Francis Pope, star of the
show, demonstrating the client’s prod-
uct for two hours at one of the leading
supermarkets.

The commercials were planned to
take advantage of live participations,
with fact sheets supplied to the tv per-
sonalities who could word the actual
pitch to suit themselves. One of the
main points of the commercials was
the contest, of course. The agency

supplicd some sample commercials just
to insure that all copy points would
get across.

Within less than three weeks after
being appointed the client’s agency,
Gotham-Vladimir had the campaign
on the air. Scheduled for a 13-week
run, the participations expired during
the first week of September.

While it is impossible to chart re-
sults precisely because of the large
number of different sales organizations
(mainly food brokers), involved, re-
ports from leading food brokers in
the U.S. showed the following sales
increases since the start of the cam-
paign: 30-40% in Boston; 20% in
Chicago; 10-20% in New York. There

are still no figures available for Balti-

more and Philadelphia.

“But the mail response from view-
ers in all our tv markets has been very
large,” Andy Vladimir told spoNsoR.

In fact, the tremendous selling pow-
e1 of video was the cause for an un-

* * * * * * * *
¢¢lt appears now that our bulky pie
ture tube . . . will give way, in the
future, 10 a thin layer of electrolumi-
nescent material within which the same
functions are performed. This devel
opment, together with the miniaturiza-
tion of other elements in our receiving
circuits, will give us mural television.
Its form will be that of a thin screen
decorating a wall and controlled remote-
ly from a small box beside the viewer
e¢lsewhere in the room.%?

DR. E. W, ENGSTROM

Executive V.P.,

Research & Engineering

RCA

* *

* * * * k.4 ®
fortunate number of letters of com-
plaint, saying in essence: . . . but |
can’t get Japanese King Crabmeat in
any of the stores. . . .”

The cause for these letters seems to

have been the relative impact of video

DR. MOULAH
Psychiatrist”

“—and just because I'm not a
KRIZ Phoenix listener, my wife in-
sisted | see you.”

SPONSOR




-« WAVE

you don’t buy the oysters—

YOU BUY THE PEARLS!

£, aud ouly WAV'L, gives you concentrated coverage of the
wville Trading Area — Kentucky’s only pearl-like market!
{ TOO MUCH — NOT TOO LITTLE!
1 WAVE, there’s no wasted power or circulution. Our 505, BMB day-

§ area is an almost exace duplicate of the Louisville Trading Area
e 42.5G0 of Kentucky's total Effective Buyiug Income is coucentrated!

‘AKLING PROGRAMMING — BIG AUDIENCES!
VE believes in local programming — supports a radio-only staff of
4 of whom are engaged in on-the-air activities exclusively.

¥ JE is also NBC — the only NBC station between Cincinnati and the
ssippi River. The result is balanced programuing, big audieuces.

sts precious litcle to use WAVE — Louisville’s 5000-watt gem,
s NBC Spot Sales for the figures.

WAVE % 5000 WATTS
LOUISVILLE NBC AFFILIATE

SPOT SALES

National Represeniatives
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Watson!

Far the first time in yeors, WMAR.TV, The
Sunpapers’ televisian station in Boltimare, is able
ta affer availabilities fram 10-10.30 P.M. This is
a limited appartunity, caused by netwark od-
herence ta Daylight Saving time far five weeks
ofter Marylond returns to Eostern Standard |
Time.

WMAR-TY is pragramming “‘Sherlack Halmes” |
—with Ronald Haward as the clossic sleuth—six |
nights weekly beginning Sunday, September 25. |

Each episade will be first-run in the Baltimare
market.

Each episade will run at the peak viewing
haur af 10-10.30 P.M.

Each episade will have the advontage of high-
rated lead-in programs, and pawerful pragrams
behind.

In Baltimere’s sponsar-crawded TV schedules,
this is an unparalleled opportunity far expasure
of saturatian schedules and shart-term cam-
paigns within a vehicle as powerfully attractive
as Canan Doyle’s famous stories.

And in five weeks of consecutive-night show-
ings, “Sherlock Halmes’ will have had the ad-
vontage af the most powerful audience buildup
in the history of Baltimore Televisian, to guar-
antee the series os o continuing vehicle in the

Baltimore morket.
EVERY NIGHT (except Wed.)

10:00—10:30 P.M.
Sept. 25th thru Oct. 29th |

3 participations available
within each program

o, o

SUNPAPERS TELEVISION, BALTIMORE, MD.

Represented by THE KATZ AGENCY, Inc.
New York, Detroit, Kansas City, San Francisca,
Chicago, Atlonta, Dallas, Los Angeles
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and audio: since Japanese King Crab-
meat is packaged at the moment under
many different brand names without
a unifying. identifiable trademark or
symbol. the agency made up some
dummy labels reading “Japanese King
Crabmeat” and asked the stations to
put these labels over all the cans of
crabmeat to be used on the programs.
Stations were also supplied with a
balop saying “Be sure that every can
vou buy contains Japanese King Crab-
meat.”

The fact sheet and explicit instruc-
tions to the tv personalities. however,
asked them to explain to their listen-
ers that there were many brands of
Japanese King Crabmeat available and
that they could be identified by the
words “Packed in Japan” or ““Product
of Japan™ on the can. Despite these
explanations. many women apparently
looked for cans with the dummy label
they’d seen on tv, when thev went
shopping.

Gotham-Vladimir has already sug-
gested to the Association that it de-
cide upon the picture of a King Crab-
meat as a trademark for all brands of
the Japanese product so that the cans
seen on tv in the future will be identi-
fiable in stores too.

“The selling power of television,”
says Andy Vladimir, “virtually dic-
tates a need for recognizable pack-
aging. And there’s little doubt in our
mind that we’ll use television increas-
ingly as the budget permits, and prob-
ably along the pattern that has proved
successful for us to date.” * ok ok

SPONSOR ASKS
(Continued from page 49)

One complaint I have is with the
distribution of the products. We have
been in a poor selling position several
times when there has been a demand
built by television and the customers
come into the store to buy before we
have gotten our stock of the product.
That hurts our Dbusiness, and wastes
money for the advertiser. When the
customers can't get what they want,
they settle for another product.

Florence Boiwer
Bower's Pharmacy

Tenafly N. J.

WE USE TV OURSELVES
® We are one of seven stores in a
chain in this area, and we've had such
good results from television advertis-

ing that we've started an announce-
ment campaign on tv ourselves. So
far, it seems that it’s too early to have
any real results, but it looks very good.

Of course, after the television shows.
advertising cosmetics and patent medi-
cines, we get a big run on them. We've
learned that it pays to have a good
stock on hand for such products, and
we give them the best display space
available because we know they’ll sell.

Two products that we notice moving
fast after their tv shows are Toni
home permanents and Geritol. With
our large prescription business, we sell
more medicines and patent medicines
than most druggists, so we like to
know that manufacturers are helping
us sell their product.

Cigarettes sell well and we keep
them right near the register so that
customers ask for them when they get
their change. It helps when the cus-
tomer has already made up his mind
about the product. even on cigarettes.

G. P. Updike
Patterson Drug Co.
Danrille Pa.

VIEWERS BELIEVE TV CLAIMS

® When a product is on tv it sellw
We have to stock the items that are
advertised because our customers ask
for them. The most outstanding sales
boom I have noticed occurred with the
Revlon 864,000 Question. All of those
products were in big demand after the
show, but we managed to keep up with
the calls and didn’t run short.

We use displays on our gondolas for
advertised products, and I have enough
confidence in the television advertising
tc stock and display a product if 1
heard it was going on tv. If I didn't.
I might be lost under a deluge of or-
ders the next day. People seem to
believe in and buy the products the)
have seen demonstrated on television.

Pearl Balotin
Balotin Pharmacy
Ellenville N. Y.

IN AMERICA'S
9th MARKET it's TV's

316,000 watts of V. ﬁ—’F power

BASIC
WHTN-TV °=:
Greater Huntington Theatre Corp.
Huntingtan, W. Va. Huntington 3-0185

SPONSOR
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FIRST in the “Land of Hiawatha”

In the fall, the great Northwest becomes a land
of outdoorsmen . . . hunters, fishermen—en-
thusiasts for all the activities which can be
found in the “Land of Hiawatha.” These are
an active people . . . and an active-buying
market for any advertiser.

In this vital market of nearly FoUur BILLION
DoLLARs in spendable income and 615,000
TV homes, KSTP-TV has long been the leader.
It i1s the Northwest’s first television station,

MINNEAPOLIS « ST.PAUL
The Novtwest s leading Station”

EDWARD PETRY & CO., INC.

3 OCTOBER 1955

first with maximum power and first with color.

Through superior entertainment, talent and
showmanship, KSTP-TV has won a listener
loyalty that is important to you because it
means sales.

To put your advertising dollar to work most
efficiently and most economically, KSTP-TV
is your first buy . . . your best buy in the
rich Northwest!

KSTP-TV

Basic NBC Affiliate

NATIONAL REPRESENTATIVES

95



When You Get RESULTS-|

IT SHOWS
AT HOME!

THAT'S WHY LOCAL FIRMS
PUT GREATEST DOLLAR
YOLUME ON WREN!!

I¥'s no secret here in Topeka that
WREN covers the territory best!
That's why local firms put their
greatest dollar volume on WREN.

That's why we can quote continuous
program sponsorship like this —
Kansas Power & Light for 17 years
. . . Ed Marling Appliance for 8
years . . . Scott Motors Chevrolet
for 7 years . .. McCormick Rug for
4 years . . . Hall Stationery for 7
years . . . Alexander Baking and
Jordan Sunbeam Bakers for 5 years
. . . Capitol Federal Savings and
Loan for 7 years. Here is a husky,
booming market that WREN covers
best . . . a market that can't be
reached by Kansas City stations.
Why not contact your John E.
Pearson man for details on WREN
coverage and rates. We think you'll
be surprised.

\ e 5000 WATTS . ABC
1 TOPEKA., KANSAS
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RADIO SELLS INSURANCE
(Continued from page 41)

sumers with the objectives of the MFA
as an organization and the various
units as parts of that organization;
(3) to acquaint “city folks with the
problems of the farmer”; (4) to pro-
mote safety.

Advertising expenditures are allo-
cated according to the needs of the
various units and localities served. At
the moment, for example, the Plant
Foods Division is working on anhy-
drous ammonia sales. To do this. the
division is using extra time and space
beyond the regular budget allocations.
Decisions for these promotions are
made by the managers working with
their individual advertising depart-
ments.

MFA uses an interesting approach
to its radio advertising. Its choice
station is generally a 250-watter, al-
though it does use one 50,000 power-
house, and a handful of 1,000- and
5,000-watters. The advantage of the
small station, according to Wyatt, is in
getting “right to the grass roots.” The
radio farm director or announcer who
gives the market or farm news or
weather and newscasts will talk about
an MFA product or service, integrate
it into his editorial matter, and, if in-
trigued with the subject, occasionally

he may spend as much as five minutes

discussing it.

So closely is the programing gen-
erally tied in with the commercial pur-
pose of the shows that it sometimes
consists strictly of the man at a local
Exchange interviewing the people who
come into the Exchange, getting their
comments on, say, soya beans, if that’s
the product being pushed at the mo-
ment. The commercials are all frank-
ly and strictly hard-sell.

Take the folksy pitch of this fire in-
surance radio commercial as an ex-
ample:

“MFA Mutual Fire Insurance is like
a good neighbor . . . right there when
you need help the mnost. If your house
burns. MFA Mutual will step in and
help you shoulder the financial load.
MFA Mutual Fire Insurance with Ex-
tended Coverage will also protect you
from wind, lightning, hail and other
perils. Building costs are rising. 1f
your fire insurance isn’t keeping pace.
call your MFA Mutual Agent.
assessments or membership fees with
MFA mutual Insurance. And vou get

No |

1enewal dividends.
Mutual agent today.”

See your MF!/

MFA doesn’t take any chances oi
the number of people it reaches. Las
vear, for example, the organizatio
undertook a vast research progran
of its own to determine the precis
viewing and listening habits of farmer:
in Missouri.

During the middle of 1954, MFA
Mutual Insurance Co. nailed a post
card questionnaire to 150,000 mem
bers of the MFA. A total of 4,64
cards were returned; that is to say, thi
survey got a 3.8% response. Wyat
feels that this turnout, slightly bette;
than the average questionnaire return
was sufficient to indicate trends. Or
the cards were 11 questions pertaining
to set ownership, station and progran
preferences, viewing and listening
habits for time of day and night.

The results showed 63% of the
homes equipped with radios only, 375
with radio and tv. Most MFA mem
bers reported more than one radio
On the over-all, the survey showec
that 35% of Missouri farm families
have ouly one radio and no tv; 28%
have more than a radio, but no tv:
13% have a radio and a tv set; 24¢
of the families have more than one
radio and a tv set too.

The survey also showed the heaviesi
radio listening is done in the living
room (23.5%) and the kitchen (23%)
Furthermore, 3,381 answers indicatec
that for the period from 5:00 to 8:0(
a.n., the point of heavy tune-in i
6:00 a.m. with 1,022 sets being turned
on. During the lunch period, higl
noon was tops with 2,046 out of 3,327

respondents turning on radio then

Late afternoon tune-ins were scattered.
with 6:00 p.m. showing a slight edgc
over the 4:00-8:00 p.m. times.
Similar figures for tv showed
heavier tune-ins later in the morning

... 1 UP USES

KWKW

PASADENA - LOS ANGELES

Spanisn Language
Station

" representatives:

New York—Richard O'Connell, Inc.
San Francisco—Broadcast Time Sales
Chicago—Broadcast Time Sales
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on the dial!....

Covering one of the fastest
growing markets in the West
..the greater San Jose area!
What's more, KNTV also de-
livers the rich Monterey Bay
cities of Monterey, Salinas, .
Santa Cruz and Watsonville.

—am
L. 4
P

ane

'y

Catch these prosperous home S
owners with their own home- Lo
]
[}

town station, KNTV, Chan-
nel 11. -

et
-

“Ask your Bolling Man for
spectfic market details. You'll
be amazed!

IN EVANSVILLE INDIANA
V/ISE

BUYERS
CHOOSE

SALES WITH SHOWMANSHIP

HILLSIDE HOEDOWN

Saturdays 9:30-11:30 P.M.

Evansville's ONLY weekly Barn Dance—
televised LIVE from downtown Evansville
every Saturday night.

PARTICIPATIONS AVAILABLE
Represented by

| 2.400 radio commercials.

MEEKER TV, INC. — ADAM YOUNG
ST. LOUIS

CHANNEL 50

NT o

NOW OPERATING
WEOA—CBS RADIO
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peak viewing at noon and gradually
increased viewing from 6:00 p.m. on-
ward into the evening.

MFA keyed its timebuying strategy
closely to these findings. bunches its
programing during the early morning,
noon hour, early evening and pre-
midnight period. When MFA wants
to do a particularly big job in a mar-
ket, it’s not unusual for the organiza-
tion to buy as many as three daily
programs on a station. In Springfield,
Mo., for example, MFA has two daily
15-minute prograns and a 10-minute
program on WKTO, a 5 kw. In Mar-
shall. MFA spousors three daily 15-
minute service programs on KMMO,
a 1.000 watter, St. Joseph’s 5 kw.,
KFEQ. has two 10-minute and one
15-minute show on each day for MFA.

In addition to company-sponsored
time, more than 50 MFA Mutual local
agents buy radio on their own. MFA
provides these agents with MFA Mu-
tual radio commercials to insure con-
tinuity of effort. In August 1955, for
example, MFA distributed more than
These went
to 54 stations, 39 in Missouri, 10 in
Arkansas, three in Kansas and two in
Nebraska. (MFA Mutual Insurance
Co. is the only component of MFA
which operates outside of Missouri
as well.)

Basic in all of MFA’s radio selling
is this relationship between announcer
and listener, according to Judd Wyatt:
“Our approach is straight selling, but
we like for an announcer to know the
people and for the people to know the
announcer. Programs differ from sta-
tion to station. depending upon the
personality of the announcer. Based
on their knowledge of MFA, they have
considerable freedom.”

While Wyatt insists that he’s got
strictly two yardsticks for advertising
effectiveness ‘‘sales and gripes, de-
pending,” MFA does offer occasional
write-ins on the air which serve as a
gauge.

“During National Farm Safety Week
last July,” says he, “we offered a red
flag sticker. With respect to this red
flag offer, it proved to us that folks do
remember radio messages for days and
weeks. We made our red flag offer
the week of July 24. During the week
of September 5 we were still getting
requests.”

Wrote one lady listenter on 6 Septem-
ber: “As this is Day after Labor
Day and so menny accidents. But

Fve not heard a one that Had the red
flag up so Please Send me one soon
as | heard over the Radio that You
send them free to car Drivers. Please
send at once. I'm sure they have
saved many lives. Thank You in ad-
vance, Yours Respf. . .”

A young listener sent the following
card during the middle of September:
“Dear Sir, We Hope we aren’t to late
in getting a ‘red flag’ for our Daddy

* * * * * * * *

¢CAdvertising expenditures are a waste
of money unless the adverliser has a
staff of competent salesmen to nail
down the orders that advertising helps
create. And a new product from a
mulli-million dollar research laboratory
is worthless unless men get out and sell
it. The old saw that people will beat a
well-rutted path to the door of a com-
pany that makes a better mousetrap i
a lot of nonsense. Thev won’t. The
better meousetrap, if it is to be success
fully merchandised, must be sold by
salesmen.?®?

ROBERT E. PALMER

President

Robert Porcer Corp.
Sales Training Specialist:
Santa Barbara, Calif.

* * * * * * * *

to use in hauling lumber. He is build-
ing in Belt View Drive and has been
nailing our red handkerchief on. We
heard this offer but went to camp, but
would have use for it still. Send it
to ...

Totally, MFA got 25,000 request
for red flags from the four states in
which MFA Mutual Insurance Co. ad-
vertises.

Says Wyatt: “We actually don't
have many examples of mail pull. All
of our commercials end by asking the
listener to visit his local Exchange of
his local MFA Mutual agent. As a, re-

“The trouble with your sermons
on KRIZ Phoenix, Reverend, is
they make me feel like a sinner.”

SPONSOR |
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ault, when we niahe an ofler, istead
of writing the station, the listener just

visits Iis Exchange ot agent,  For

i example, MFA pnblishes a farm ahna.

nae.  This year we had 120,000 copies
printed.  Of this nmmber 17.000 were
distributed by mail in respouse 1o
requests addressed to radio stations.
The others were handed out by the
azents and Exchanges.”

The most striking aspect of MFA™s
advertising strategy is the faet that all
avertising is so closely keved to the
farm audience. Radio aud v are
thovonghly typical of this integration.

\s Wyatt puts it: “Owur programs
lean more to serviee than entertain-
ment. with radio farm directors. the
‘Man at the Exchange” and his bulle-
tir board, weather, news and cover-
age: of special events sneh as State
Fair:  Maybe our statenient that our
gommercials are strictly selling should
wo modified, however, when we re-
member that our 10:00 p.m. weather
spot on KOMU-TV ou Sunday is de-
voted not to a commercial. but to a
verse of scripture.”

Farm Supply Days at Exchanges il-
iustrate another one of many ways in
which MFA ties in local events with
radio, newspaper and other advertising
activities. A special day i~ <el aside
in which exhibits, displays. demon-
strations and gifts combine to acquaint
the public with services of the loeal
Exchanges. The Farm Supply Day
zets a plug in just about every medi-
um. Likewise. MFA hears down on
Farm Safety Week, Fire Prevention
Week and other such events, Last
vear. at the radio farm director meet-
mg in Chicago. three RFD)'s won Na-
nenal Safety Couneil Awards on MFA
Mytnal sponsored programs.

Such awards or special events are
merchandised to the hilt. MFA in-
cludes mentions of its public service

st in Power
and Coverage

1,000,000

Scranton
Call Avery-Knodel, Inc.
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tecord e its AO0th Anuversary book.
let, wlhich tells the story of MFA.

Founded by Williinn irth, publish.
er of The Missouri Farmer, in 1914,
MIPA was organized originally mainly
upon the core of 50,000 readers of the
farm publication.  1his appeal to them
was “production cost and a reasonable
profit for the farmer’s sweat and 10il,”
and this lie hamniered llome over the
years. s purpose. of conrse, was
organizing a statew ide association that
serves the farmers of Miscouri as a
marketing and produeers’ ageney, as
a ~ocial and recreational service and
“a vital force in legislative matters
dealing with agricnlture.”

For many vears virtnalhy every edi-
torial in Hirth’s magazine stressed that
farmers needed to increase their bar-
gaining power through cooperation.
By pooling their marketings of calves
and hogs. through a cooperative ship-

* * * * * * * *

seln watching an outstanding conmuner-
cial, the viewer mnst want to comment
upcen its originality. Word of mouth
advertising isx just as potent in selling
a commercial as it is in selling the
merils of a new «oap powder.®®

FRED A. NILES

Vice President

Kling Filmi Productions
Chicago

* * k4 * * * * *

ping association. they could reduce the
large margins which livestock dealers
were taking back in the early days and
get better prices for their livestock.
Today the scope of the organization
far transcends marketing problems, en-
compasses legislative action in state
and national law-making bodies. MFA
has gone heavily into production and
purchasing of farm equipment. petrol-
eum products, tires.

MFA Mutual Insurance Co.. al-
though one of the youngest members
of the MFA organization, actually
holds first place among similar casual-
ty insurance companies in Missouri.
It was organized originally in 1916,
hit first place in 1951, at least partly
by following the pattern of aggressive
advertising that was set by the MFA
divisions. Today, close to 450 agents
provide service to policyholders though-
out rural Missouri and Arkansas,

Other statewide farm associations
throughout the Midwest particularly
play an equally all-encompassing part

in the life of each state’s farmers.
* k%

fdverttsement

Mother of Two, and Newly
Wed, Team up to Please

Baltimore Audience

JEAN McLANE LYHN CARROLL

Jean McLane and Lynn Carrol, WCAO'-
famous i, Neighbor!™ program team.
brings Baltimore women a gossip <ow,
featnring food, fashions, movie news, per-
sonal interviews, Monday thro Friday.
9:00-9:55 a.m. A<k any Raymer Man
abwout "*11i, Neighbor!™ or call Bob Rich-
mond at WCAO, CBS for Baliimor.,

5> kw on 600 ke.

™= = -
THE QUAD-CITIES

Rock Island e Moline o Eost
Moline, 11I. ¢ Davenport, la.

~ NOW
I 1/4 MILLION
PEOPLE

According to Sales Management's
Survey of Buying Power (May 10,
1955) the Quad-Cities now have
250,200 people with an Effective
Buying Income of $5843 per family
or $1794 per capita. Cover this good

-€
0 S/

N

| o Cobsis fuvorith

AMm
FM
v

TELCO BUILDING, ROCK ISLAND, HLLINOIS
Represeated by Avery-Kasndel, lac-

450 million dollar market with WHBF
radio or TV—the Quad-Cities’ favor-
es.




FrER & PrTERS, INC

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT
250 Park Avenue 230 N. Michigan Ave. Penobscot Bldg.
PLaza 1-2700 Franklin 2-6373 Woodward 1-4255

ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Glenn Bldg. 406 W, Seventh St. 6331 Hollywood Blvd, Russ Building
Murray 8-5667 Fortune 3349 Hollywood 9-2151 Sutter 1-3798
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A, Agarn/

WITH more than 15,000,000 of them spending an average of 3 hours a day
with the stations he represents, youll find your F&P Colonel well versed in the ways of

women — and ready to talk about them at the drop of his hat.

Furthermore, he has a number of plans up his sleeve designed to Aeep your
product before the ladies who buy soaps and soups and such for America’s biggest familics

+ - - and do it at low rates and low, low cost-per-thousand . . . daytime.

For documentation and specific schedules, your F&P Colonel wants to drop his

hat in your office.

Representing VHF Television Stations:
EAST — SOUTHEAST

3 CCTOBER 1955

VHF CHANNEL PRIMARY

WBZ-TV Boston 4 NBC
WGR-TV Buffalo 2 NBC
WWIJ-TV Detroit 4 NBC
WPIX New York 11 IND
WPTZ Philadelphia 3 NBC
KDKA-TV Pittsburgh 2 NBC
WCSC-TV Charleston, S. C. 5 CBS
WIS-TV Columbia, S. C. 10 NBC
WDBJ-TV Roanoke 7 CBS
w1VvJ Miami 4 CBS
MIDWEST — SOUTHWEST
WHO-TV Des Moines 13 NBC
WOC-TV Davenport 6 NBC
WDSM-TV Duluth-Superior 6 NBC
WDAY-TV Fargo 6 NBC
WCCO-TV Minneapolis-St. Paul 4 CBS
KMBC-TV Kansas City 9 ABC
WBAP-TV Fort Worth-Dallas 5 ABC-NBC
KFDM-TV Beaumont 6 CBS
KENS-TV San Antonio 5 CBS
WEST

KBOI-TV Boise 2 CBS
KBTV Denver 9 ABC
KGMB-TV Honolulu 9 CBS
KMAU—KHBC-TV Hawaii

KRON-TV San Francisco 4 NBC
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ROUND-UP
IN HOLLYWOOD THIS FALL... p / o R

s s onT

Everything on wheels seems to be
; ) sporting a radio these days, so when'

Vi WPEN recently gave away three bikes
with built-in radios, they joined the
ranks of the listeners on wheels. Piec-

B\ Y, ey

— -

A s
N
2 tured astride the “Huffy Radiobikes™
=

\\ !
L A
WITH AL are (l.to r.) William B. Caskey, v.p.

THE ABC NETWORK SHOWS... . and general manager; John B. White.

auto dealer; J. Cunningham Cox. ad-
PLUS vertising executive.

The bikes were awarded to a li-ten-

er. an adman and the youngster get-

 ting the highest batting average

against two major league pitchers in

SUPERMAN i
LONG JOHN SILVER T LA

f Another national advertizer was

‘7 ' successfully promoted at the local level
c’sco K,D , when WTRF-TV, Wheeling, W. Va..
, , ' | held its second annual “Wild Bill
w"'D ',ll "'CKOK Hickok Shooting Contest.” The Kel-
logg company sponsors Wild Bill

BUF’A‘O B,ll .’R. ' Hickok in the market, and benefited

from the publicity the event drew.

ANDY’S GA"G Some 200 kids showed up to com-

pete in the shoot using Crossman air

Srun'o 57 rifles. The event was officiated by a

local rod and gun club. drawing more
PO < publicity among the club’s member-
T"E 'IACK OWE"S S“ow ship. Some 1,5;00 spectators watched
the kids shoot for prizes including

THE AL JARVIS SHOW

Crossman air rifles, cameras and porta:

ble radios.
& L3 *

KMTYV, Omaha is circulating copies
of “Focus,” a fact book containing a
description of all departinents involved

DON'’'T LET YOUR CLIENTS “COOL” in the advertising process of the sta-
tion. The book is being sent to ad
PLACE THEM ON THE SUNNYSIDE OF SALES agencies, clients and paiticipants.

Published in a loose-leaf form, the
book can be updated on any changes
that occur in the listed data. This data
includes such production information,

WITH

c HA N N E l KA B c _Tv as art and film specifications, deadlines.
contracts and equipment available.
4 . . Nine pages were included in the first

the station with /; edition of the EOOk; 4

 [ife_ .

(Please turn to page 113)
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COMMERCIALS ENTERTAIN

(Continued from page 145)

lion dollars over the previous year.
Aud our two characters, Lily Belle aud
Stonewall, are still going strong aflter
four years of southern selling!

Lily Belle and Stonewall had snch
likable persounalities that when the
increase in sales made it possible to
go into additional media, we were able
to start in withont hesitation.  Ninee
full animation was ont of the question,
marionettes  of Likv Belle and  the
Colonel were created and we produced
our own dramatized tv spots at a snr-
prisingly low cost.  (And, since our
radio spots  were fully  deamatized.
many of them were dubbed direct on
the sound track, and we had ouly to
write the video to matel . .
jeh!)

L An easy

* L3 % * * * * *

ssNetwork and spot are used for differ.
ent purposes and provide different ad-
vertising values. The network is used
by an advertiser who wanis over-all nn-
tional circulation. Spot is used for re-
gional or selected market campaigns
with selectivity as lo markel, stations
and adjacencies. On the record the ex-
perience has proved that *Monitor® has
not drawn off spot business, hut has
created new spot business for wmany

stations, **
SYLVESTER L. WEAVER, JR.
President

NBC
LN S * * * *

Using the emotive technique, our
agency has created quite a “stable”
of stars. The two most recent per-
sonalities were created for the George
Muehlebach Brewing Co. of Kansas
City, Mo.

“Clyde™ and “Gertrude” are a lik-
able, hillbilly type couple, who are
presented in humorously dramatic sit-
uations. They are friendly characters,
with Clyde featured as a fumbling.
shy boy friend. Gertrude loves him,
and gently encourages Clyde or cheers
him on in his victories. Here is a
typical script that shows what we
mean:

GERTRUDE: Oh. Clvde . . . yvou're
a hero!

SOUND: BIG KISS

CLYDE: Awwwwww!

GERTRUDE: You captured the bank
robber single-handed.

CLYDE: Shucks. twarn't nothin™ any
normal. red-blooded American he-man
like me couldnt do!

3 OCTOBER 1955
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TV time buyers like you prefer WBEN-TV because of the
production quality they've learned to expect from this
pioneer station. On the air since 1948, WBEN-TV s —
by far — Buffalo’s oldest TV outlet. This means seven
long years of experience in giving commercials meticulous
handling by a crew of production experts who have been
with WBEN-TV since it's beginning.

Fas=2 =

These skilled crews take each commercial smoothly over
the rough spots — from sound to lighting, from camera
to CONSTANT control room shading. The result is a
quality treatment that only experienced conscientious
specialists can produce.

So when you buy TV time tin Buffalo, buy QUALITY !
Buy WBEN.TV !

“ ity TVl fmﬁzmw‘%{(

CBS NETWORK

\ N W
\ ¢ Mhov
o 9 S ;
\ 0 e o Mg -
W GHN oo o
<~ et we

Ta¥ FaNT 4N VaN " aN Ve FaVaRtadtad VaNTa e

: W e
Qj$"‘.:;\°?° \8$0 :c d
‘_‘:‘9 ® “\kaﬂo‘s\\;«&
\
BUFFALO, N. Y.
<t
WBEN-TV Représentotive |

Harringlon; Righter and Parsons, Inc., New York, Chicago, Sam Francisco
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proof positive

WCUE
..FIRST
KRON

l
|

in

SHARE OF i Mon. thru Fri. Mon. thru Fri. |
RADIO AUDIENCE | 8:00 A.M.-12 Noon 12 Noon-6:00 P.M.
latest | “\weue |~ 322 | 327
Hooper | siation B 29.5 | 28.3 |
ratings| Station € |  27.0 21.6 '
N Station D 4.2 9.3

Wcue . . . Akron’s only Independent—we’re home folks.
TIM ELLIOT, President

John E. Pearson Co., National Representatives

i SOUTHWEST VIRGINIA’S ﬂamee/z RADIO STATION

.
NIELSEN |
. Yo Choose /
SAMS ¢
.
BMB
. Use the measurement YOU like . . . be-
PULSE cause for 31 years . . . in ROANOKE
. and Western Virginia the RADIO answer |
HOOPER always comes out the same:
ETC. Ask Free & Peters!

Established 1924 . CBS Since 1929
AM . 5000 WATTS . 960 KC
FM . 41,000 WATTS . 94.9 MC

ROANOKE, VA,
Owned and Operated by the TIMES-WORLD CORPORATION

FREE & PETERS., INC., National Representatives
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GERTRUDE: Oh, tell me how it
happened.

CLYDE: Well, there I was . . . back
against the wall. He had two guns
in each had, and a knife in his teeth,
He came closer .

GERTRUDE: And you grabbed him?
CLYDE: What-er-you-tryin’ to do?
Get me killed? Shucks, no. I just
stood there. He came closer and
closer, Then he says to me: “Okay,
buddy. Any last words?” So 1
swallows hard . . . and then I says:

GERTRUDE: Yes?

| CLYDE: 1 pulls myself to full height,

and I says: (TIMIDLY) “Have You
Tried Muehlebach . . . Lately?” That
did it. His jaw drops open. He drops
the guns.

GERTRUDE: And you picked ’em up?

CLYDE: Naw. 1 just stood there

* * * * * * n *

é¢Television is young — scarcely more
than eight years old—yet in that time
it has encouraged more original, more
creative, and more courageous thought
than motion pictures have in a half.
century. But it is a critical position;
strong forces are being mustered to
dampen that creativity and courage to
enforce conformity . . . with the emas.
culated standards of motion pictures.??

WORTHINGTON C. MINER
To Producer
Culver City, Cdlif.

%* * * * * * * *

and told him about that mild, mellow
Muehlebach Beer . . . that well-aged,
full-bodied richness. Tears came to
his eyes. And I knew T had him.
GERTRUDE: And then .. . 7 _
CLYDE: Then we both went out for
Muehlebach. Muehlebach Beer sure
does break the ice! Come on, Ger-
trude, me love. Let’s go.
GERTRUDE: To get your reward?
CLYDE: Yep! I'm agoin’ for

! Muehlebach!

The phrase: “Have You Tried

| Muehlebach . . . Lately?” is used by

Clyde and Gertrude to solve their
problems and still indirectly ask the
listener for the order. Like many
other agencies. we have learned that
inference 1is sometimes more potent

| than a shouting., outspoken advertise-

ment. We have found that listeners
often respond generous to commercials
that have homey, likable characters
doing the selling for the sponsor, in:
stead of an excited, velvet-voiced an-
nouncer,

Once again, the nature of the Muehle-

SPONSOR




bach  aunouncenents  made it ecasy
for Clyde amtl Gertrude to make the
teansition iute 1y, billboard posters,
wesapuper ads, and point-of-sale ma-
terinl, In Luit, prnpl(' have dey ('l()p(‘(l
ek an slTection for Chvde and Gers
tode thot wany  listeners call their
pattio stations 1o ask when they can
hear e went Chide and Gertrade

“melbow-throina™ !

The popularity of Chvde and Ger-

frode even solved some of our pomt

afssale displuy problems!  As the pub-

i skl for Muchlebach Beer, stores
and tverns save NMuochlebaell Beer
e spave Lo tie in with the satura-
tion radio campaigu,  Back-bar signs

k & * * * * * *

v v o there seens little likelihood  at
this time that ealor v will ever com.
gletely replace hlack and white pro-
grams | also helieve there will be a
<peimly mairket for blaek and white sets
eviln alter eolor receivers become more
plentiful.  Certminly. there will be a
sizcalile price differential for several
venrs ot leas=p*®

JAMUS D, SECREST
Exoentire Vice Presideut
RETMA

Washington. D, C.

L * * W * * * *

|simitar (o onr outdoor posters) ob-
taitted prominent spots in taverns: pic-
tures of Clvde far the men’s room and
Gertrude for the ladies” room are used
al many locations. These and other
eollateral pieces have been so readily
aveepled that they have called for re-
ardering. time after time! In fact,
Clyde and Gertrude are such well-
fiked characters that the two radio
artists who so ably portray them have
been nickonamed Clyde and Gertrude
by their friends.

Dur experience indicates that char-
atters sl a< Colonel Stonewall and
Lily Belle and Clvde and Gertrande
have a long remiembrance value and
that radio a= a medium is still one of
the areal “work horses™ of advertising,

I“. I'l'l'l'llz']ll.'"il.!:lll. we agr(‘(’ \\'ith NO])]("
Dire that emaotive selling very defi-
nitely can do a good job where other
techuigues often fail . . . that =ome-
lines prospects get conditioned to
shouting-selling . . . but respond to
the entertainment-emotive tvpe of ap-
peal. This approach . . . which might
atso be ecalled the mood or fantasy
appeal is, in our wav of thinking.

really “hard sell™ with a “soft cover.” |

* % % |
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looks like a million . . . $4
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40 E. 49th St. (] $4 one binder
New York 17 (] €7 two binders

Please send me Birder holding 13 issues and bill me later.
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Address — .
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Lffcctive September 26, KTSA began

ying top programs of BOTH Mutual
and ABC Networks! Add all this to
KTSA's local programming und news
coverage and you have another reason
why Soutb Texans say, “Best radio

anywhere'!
KTSA

NATION ON THE MOVE

Last year 30 million Americans
changed residence. 10 million moved
to another county., 5 million to
another state! South Texas got
more than its share of these new
buyers. Let us tell you how KTSA
programming is SPECIALLY de-
signed to reach these newcomers
..why you are reaching a con-

stantly increasing South Texas
audience,
KTSA
WOMEN ALSO LISTEN
Certainly, women like to talk . . . but

they also like to liszen? They like to
Listen while they are deoing something
clse. In fact, 60% of all radio listening
today went on while WOMEN were
doing something ¢lse. That's another
reason why KTSA programming is
SPECIALIZED and beamed at SPE
CIFIC audiences.

KTSA

SPOTLIGHTS

Spot radio saturation makes good
sense. You reach a tremendous
audience regardless of the time in-
volved and the extremely low-cost-
per-impression makes advertising
dollars do double duty.

As few as 5 spots per day will
reach 219 of all the people in a
market. 20 spots on Thursday and
Friday will reach 47% of the fami-
lies in the market more than 2
times!

All of which, of course reminds us,
that KTSA’s “spot-light” packages
are a wonderful buy! A phone call
or a card will bring you full
details!

RADIO
STATION

SAN ANTONIO

FIRST! an Everybody's Dial
Offices: 1130 Broadway - Son Antonio

Represented Nalionally by
PAUL H. RAYMER CO., INC.

PHOAHA0 00000000404 |
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B&GM TV TEST
(Continued from puge 43)

B&M decided to put 25% of previ-
ous year’s sales, or $12,500, into its
tv test. This budget was allocated en-
tirely to WBAY-TV, a CBS TV affili-
ate. During the six-mouths run, the
firm would sponsor 156 minute an-
nouncements, or six weekly (three in

TN | Class A and three in Class B time).
i .

Second weel: (2] February 1955
spoNsOR) : Within two weeks of the
first tv commercial, results were appar-
ent. This is how January 1955 stacked
up against January 1954:

o The sale of two sizes of beans was
up 145%.

o The large-sized can sold some-
what faster than the sma ller size, with
a combined numerical increase of
1,680 dozen cans.

e B&M brown bread, also adver-
tised on tv, increased only slightly,
from 70 to 150 dozen cans.

In one sense, these results are mis-
leading. They do not represent the
influence of tv upon consumer demand,
but rather the effect upon jobbers and
the trade in general, who bought more
in order to prepare for the increased
demand they anticipated. The actual
tv campaign didn’t start until 24 Janu-
ary.

During the same week, Puritan,
B&M’s major competitor in oven-baked
beans, began couponing in the area,
probably to counter B&M’s advertising
effort.

Third week (7 March 1955 SPON-
sor): A Green Bay broker observed
that B&M’s tv advertising was having
a carryover effect on competition as
well, with Puritan beans selling better
than previously. However, after the

first enthusiasm of the jobbers, B&M
wholesale volume in early February
lagged behind the similar period in
1954, as jobbers waited for grocers to
order enough to compensate for their
original heavy splurt of buying. None-
theless, total sales of all B&M products
being tested were 59% ahead of 1954
(in cans sold wholesale) despite the
February lull.

“It won’t be till the end of February
before we can begin to judge what the.
consumer reaction to television has
been,” Northgraves said.

B&M and its competitor, Puritan, to-
gether account for a maximum of 4%
of the area’s total bean sales, and the
two firms are about neck-and-neck in
sales volume. B&M’s purpose in test-
ing tv was to find out whether the ad-
dition of spot tv advertising to a low-
volume market could substantially in-
crease sale and distribution. Since
B&M had made little or no advertising
effort in that area previously, any re-
sults could logically be attributed to tv.

Fifth weelk (21 March 1955 (spox:
sor): The second half of February
showed a 29% upswing in wholesale
sales over last year, whereas the first
two weeks of the month had lagged
behind by 33%. These figures were
still indications of the jobbers’ reac-
tion to the tv push, but not yet reflec-
tions of consumer demand. However,
during the last week of February
there were strong signs of a consumer
swing to B&M products.

At the same time Puritan continued
to benefit from B&M’s campaign, keep-
ing pace with jobber interest and
wholesale sales.

Seventh week (4 April 1955 sPON-
sor) : B&M sales had picked up mo-
mentum. Through mid-March, cumu-
lative sales for the year were up 48%,
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and ad manager Northgraves said:
‘We're doing much better than counld
be expected. In a territory as vir-
ginal as this a 30 cumulative in-
erease ul the wholesale level is a good
healthy rise. 11's apparent tv has pulled
eomsnmer aceeplance and sales np by
the bhootstraps.”

Sales the first liulf of March showed
greatest growth in the area within a
Shaile radiuz of WBAY-TV, Green
Bay. Outside the 100-mile zone, Dbe-
yond real tv rcoverage, sales showed
no inerease, lu the 50 to 100-mile
area | fronn the test station) sales in-
CIoGIEars  wrre Il':h!" F-|)(?('lilCll|ar ll]a" at
close range,

The tv campaign actually continued
ta hoost sales of beans altogether. Said
Shannon Wholesale Grocers of Apple-
ton. Wis.: "Sales uf your competitor,
Puritan, nre up 259¢. But B&M bean
silles have doubled.”

Niuth weel: (154 April 1955 spox-
sor): By this time, B&M executives
felt tv had proved its overwhelming
effectiveness. For une thing, the sales
increases were no quick flash.in-the-
pan (lurry, It continued climbing.
lluriu;__r the secomd half of March lhe)’
shot up over fifi‘c compared with
Marelh 1954, Inerease for the first half
ol March was 289. The total nine
weeks on the air were 5162 above the
same period in 1954.

There was no question about the
effecliveness of tv, “We're not even
doing in-store, point-of-sale merchan-
dising,” said Marvin Bower, ad man-
ager of the Otto L. Kuehn Co., broker-
age firm in Milwaukee.

Elerenth week (2 Mav 1935 srox-
sor}: In April, sales suddenly splurt-
ed ahead: the first half of April was
3709 ahead of the first half of April
1951,

“It's startling to get an increase of
this Kind in such a short period,”
Northgraves said, referring to the 11-
week old campaign, which had so far
preduced a cumulative 75% increase
over the comparable 11-week period in
1951,

Despite an imminent 59¢ tax in
Wisconsin on inventory which should
have discouraged grocers from buying.
BIM sold 1.641 dozen cans of beans
turing the first half of April 1953,
compared with 350 dozen in the same
period last year,

Distribution too. particularly of
hrown bread. increased substantially
a5-a result of the tv campaign.
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Fourteeuth week (16 May 19535
sroNsoR) ;. The second hall of April
reflected the imminence of the 5% tax
on inventories, and grocers cut their
orders g0 sharphy that the sales for the
second half of April were ouly 97
ahead of last year. BEMT
Puritan, had begun using tv participa-
tions in featnre movies on WBAY-TV
at the rate of one weekly, In its com-
mercials this firm still rode on the
glory of B&M ud\erlhlng, saying that
oven-baked beans are “now gaining
popularity here in the Midwest.”

s competitor,

Sixteenth week (30 May 1955 srox-
SOR) : As soon as the tax period was
over, sales surged again, to a 131%
inerease for first hall of May over
same weeks in 1951 (2.261 dozen cans
of its test products on the wholesale
level against 975 dozen cans last year
first half of May).

In terms of percentages, B&M's
brown bread made the biggest leap:
1.200% during those two \seel\s, from
40 cans in early May 1951, to 526 doz-
en in the first half of May 1955.

After 16 weeks on tv. total sales for
the vear had made an 8L1% gain:
10.699 dozen cans against 5.810 (|0/en

|_-'

And a far BETTER
STIMULANT for _,,
SALES! >

150,000 SETS

(Primary A & B)
1953 Nielson Plus
RETMA to
Avgust 1, 1955

throngl mid-May, 1955 and 1951 re-
.-pﬁ'li\('l_\.

LEighteenth week (13 June 1935
Where BEM <old 110 doz.
en cans last year during the «econd
half of May, it sold 1755 dozen or
3289% more this year. Translated into
dollars, this nweant  B&M grossetl
$1.500 from the second half of May
1955, against §1,150 during the com-
parable period in 1954,

Fotally, the test period <acked up
this way against the comparable 18
weeks of 19S5E: 12451 dozen ecans
against 6,220, or 100.2%¢ ahead.

SPONSOR) ¢

Twenty-first weeks (27 June 1035
sroxsor) @ First half of June showed
an 109.8% rise over same weeks in
1951 1,710 dozen cans (compared
with 1,755 dozen cans during the sec-
ond half of May 1955).

The reasons for the relatively low-
ered increase in June sales were two-
fold: June 195 had been exceptionally
good. first of all. Secondly, advertis-
ing effectiveness during short-run cam-
paigns hits a plateau and can push a
product only so far. The B&M products
were relatively unknown before tv and

-"L."J'L!' =

IN CHATTANOOGA

260 TIME RATE

20 Second or 1 Minute
Average Class A Rating
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Represented by THE BRANHAM COMPANY
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CHANNEL 11
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COLORADO

SPRINGS, TOO

Covering Colorado Springs and Pueblo

for CBS, ABC, and DuMont
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NATIONAL SALES OFFICE

KXTV, PUEBLO, COLORADO

Represented by GEO. P. HOLLINGBERY

NATIONAL SPOT
TV ADVERTISERS

using programs

in the El Paso Market

are on Channel 4

KROD-TV

CHANNEL 4 J
EL PASO TsxAsf“

CBS - ABC

- ——

TED with KROD- 600 ke (5000w.

Rep. Nationally by the BRANHAM COMPANY

thiey1e  high-priced.  Despite these
lrurdles. tv had brought about spec-
tacular leaps in sales.

In June 1954, B&M lad given a
| special promotion allowance which
pushed demand considerably. The firm
made no comparable offer in 1955.

| Twenty-fifth week (25 July 1955
sPONSOR) : For the entire 25 weeks of
the campaign, B&M sales were ahead

1 93%: 19.883 dozen cans against 10.-

| 318 dozen during the comparable 25
weeks of 1954.

There was no other advertising ef-
fort. and there had been no national
advertising support for the Green Bay
area during the last year. The test
was conducted in as “pure” an at-
mosphere as conceivable.

On its one test station. WBAY-TV,
| B&M put announcements in a variety
| of daytime slots from children’s shows

to a telephone show called Party Line.

Twenty-six week figures (8 Aug-
ust 1955 spoxsor): Ilere's how ad
manager Northgraves sununed up the
test:

“The results are unbelievable (987
| increase). They far exceeded our most
| optimistic expectations. We had been
in this market for at least 15 years
and our bean sales were fixed at a
low level. Now after 26 weeks of tele-
vision B&M beans have won accept-
ance by distribution as a live item.
This can be attributed with complete
assurance to television.”

Briefly. here’s what the test on
WBAY-TV proved:

1. Tv can take a high-priced prod-
uct and move it twice as fast as it
moved before. (B&M beans had a total
77% increase.)

2. Tv can multiply sales of a new-
comer (B&M brown bread) and push
its distribution to the point where it’s
stocked in the majority of retail out-
lets. (B&M brown bread showed a
306% incerase.)

3. Tv can do the job alone, without
merchandising and point-of-sale, al-
though this does not mean that such

aids might not increase tv cffectiveness.
4. Tv advertising is more effective
' than price reductions.

i

Oue wmouth after test (5 September

1955 spoxsor): B&M ad manager

' Northgraves made the following obser-
vations:

“A high percentage of the people in

this region are of Scandinavian stock.

|

|
|

|

Molasses cookery is unknown to theui.
Baked beans as they know it are beans
cooked in the can in a tomato sauce.
Yet we were suddenly able to almost
double our sales in 26 weeks of tele-
vision after having had no such pre.
cipitous spurt during 15 previous years
in the market. . . .”

Furthermore, once the habit of a
new food product is established, he
felt, there’s likely to be a carryover
from the advertising and continued
sales increases. These have followed
through as expected by Northgraves
and his food broker in the area.

Commented WBAY-TV General
Manager Haydn Evans: “I believe it's
important to note that B&M’s results
were strong in the outer test area
(Area B, 50-100 miles from Green
Bay) as well as in the closer-by area
(Area A. within a 50-mile radius of
Green Bay). This is in keeping with
our efforts to build WBAY-TV as an
area station.

“A true area station is made, not
born. it ought to be pointed out. . . .
The effectiveness of a station’s area
coverage is in direct proportion to a
station’s ability to make the folks who
live relatively far away forget about
distance. . . . * & x

America’s Most Widely
Listened-to Book Program

THESE BOOKS:

“Lincoln’s New Salem' —Benjamin.
P. Thomas ;
‘L ook Homeward, Angel''—Thomas
o Lewi d Clark”
‘o of Lewis an
T-Teé?t‘:er;atlxsy Bernard DeVoto
“Children of The 'Black-Haired
People’’—Evan King
«Walden’—Henry David Thoreau
“Ethan Frome''—Edith Wharton
“The Tales of Hans Christian
Andersen”’ '
1,000,000 Delinquents’’—Benjamin
Fine
«\W. Somerset Maugham''—An Ap-
preciation
“‘Homebodies”—Charles Addams

THESE REVIEWERS:

Raymond N. Dooley: Sylvan Meye_l(;:
Hon. Richard L. Neuberger; Emily
Hahn: Frederic Babcock: Elizabeth
A. McSherry; Donald Culross Ppatt
tie; Dorothy Gordon; Merle Miller;

Phil Stong.
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ONE DOWN, ONE TO GO

(Continued from page 39)

“Radio is so huge today that, at best,
it's only possible to get a sample of ra.
dio stations to repoit theiv spot radio
betivities. Duke Rovabaugh can report
virtually all of tv spot by getting re-
ports from some 250 stations.  In spot
radio, that would he less than 1097
of the total nomber of radio spot out-
e,

“In spot radio. agencies woukd be
the most practical sonmvee.  Aronnd
65 major ad agencies spend more than
o, of all the national spot radio
dollars.  But getting ageucies to agree
to reveal complete spot radio schedules
of all clients is, believe me, quite a
joh.”

Agencies, i tarn, are faced with
the problem of getting clients to agvee.
There the matter usuallv bogs down.
Client~ are the ones who, in many
causes, need and want the spot radio
spending data most.  But they are
often the least willing to provide their
share of it. viewing the idea with the
same horror a Macy's executive might
face a request for advance information
on a big clothing sale from an execu-
tive of Gimbels.
| The situation. however. isn’t com-
pletely deadlocked. More and more
agencies are willing to go to bat for a
media reporting service in the spot
radio field. Boerst has recently land-
ed five more big agencies—including
ene of the largest Madison Avenune
firms—for his monthly spot report.
\n additional 17 agencies are “consid-
ering” getting into the act,

“The more we get in.” said Boerst,
“the easier it becomes to get still more.
Everybody waits for the other guy.”

|
Admen's views: A recent special
SPOMNSOR survey of admen, via a ballot
contained within this publication, gives
Murther evidence of a brighter out-
ok for ageucy-client cooperation in
providing the much-needed spot radio
data.  Well over half of the respon-
dents  some of whom asked sroxsor
not to quote them directly “just now™
—replied that they felt such coopera-
tion was long overdue.

These were typical comments:

“l see ne reason not to release in-
formation on spot expenditures to
cover periods already passed.” said
Jacquelin M. Molinaro. media director
and spot buyver of Hollvwood's Ander-
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sot-MeConnell Agenev. It s avail-
able wow tf an ageney cheeks through
veps and  Stations. This  particula
checking consumes nany man honrs,
aud is a nuisance service performed
vot too willingly by the reps.”

From New York's Dovie Dane Bern-
bach ageney, Media Director Tarry
Parnas opiued: 1 do not feel com-
panies have valid reasons for keeping
data seevet. By cooperating.  they
would get reliable mformation on <pot
spending, and save their agencies o
lot of tune gathering incorvect com-

WFBC-TV Swamps Competition

in Carolina 4-Gounty* Pulse Survey

petitive material. They don’t complain
about PIB and Media ecords, Whhy
be disturbed abont spot disclosures?

Added another exeentive who heads
the media deparvtment of w lavge San
Francisco ageney :

“Spot expenditures are really pub-
lic propeity onee aired, aud the ques
tioun i~ merely one of gathering aud
compiling the statisties.  Figures are
available for all other media. Why
uot spot radio and tv?’

lu the recular forum feature, *sroa.
SOR Ashs of the 5 September

PULSE SURVEY OF TELEVISION AUDIENCE INDEX
SHARE OF TELEVISION AUDIENCE APRIL 1955

TV Sets

Time {n Use WFBC-TV

Station  Station  Station  Station  Other
B C D

E Stations

SUNDAY
6:00 A.M.-12:00 Noon 2135 1009,
12Noon-6:00 PN 334% 819,
6P.M.-11:45PM. 4319 639

0% 0% 0% 0% 0%
12 1% 1% 1% 4%
18% 6% 3% 3% 4%

MON. THRU FRI.
7:00 A.M.-12:00Noon 143% 639
12:00 Noon-6:00 P.M.  229% 639,
6:00 P.M.-Midnight  40.7% 619

2% 0% 0% 0% 3%
7% 6% 0% 1% 3%
4% 1%  5¢ 4% 5%

SATURDAY

10:00 A.M.-12:00 Noon 28.2% 629

12:00 Noon-6:00 P.M.  203% 439
6:00 P.M.-Midnight  48.1% 529,

37% 0% 0% 0% 1%
41% 4% 1% 6% 59

/

27% 11% 3% 3%  4¢

/

*The four counties are Greenville, Anderson, and Spar-
tanburg, S. C. and Buncombe (Asheville), N. C. .. . counties
with Population of 559,300; Incomes of $726,284.000; and
Retail Sales of $481,774.000.

For further information about this PULSE SURVEY and

“The Giant of
Southern Skies”

about the total WFBC-TV Market, contact the Station or
WEED, our National Representative. Ask us also for details
of the latest ARB Study.

W’

NBC NETWORK

WEBC-TV

Channel 4 Greenville, S. C.

Represented Nationally by
WEED TELEVISION CORP.
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issue, still more admen voiced similar

views. Highlights:

Said Irank B. Kemp, assistant me-
dia director of Compton Advertising:

“Although each of us is constantly
scrambling to get competitive expendi-
ture figures, it is hard to estimate the
value of the specific uses to which
these estimates are put. The general
feeling is that we just don’t want to
close our eyes to what the competition
is doing.

“Actually, the stations are probably
spending more time now filling out
questionnaires from dozens of agen-
cies and advertisers than they would
have to spend filling out a single ques-
tionnaire to be released from a cen-
tral source and covering all products.

“The RAB should be able to handle
this, or should be able to enfranchise
some private firm to do it.”

Charles J. Wiegert, media director
of the Lynn Baker agency, pointed out
the difficulties adinen face when they
try to plan strategy minus the impor-
tant spot figures. Said Weigert:

“On the surface, one can say that if
85% of national advertising can be
pinpointed, then a fairly accurate pic-
ture can be drawn of competitive ad-
vertising. This is not true when we
consider that many advertisers are
heavy users of spot announcements,
and without accurate information on
this medium, the competitive picture
of other media tends to lose its effec-
tiveness.

“Publication of dollar radio and
television spot expenditures would
make it possible to account for 100%
of comeptitors’ advertising expendi-
tures.”’

A veteran station rep made this
thoughtful statement to spoNsor dis-
agreeing with the need for publication
of dollar figures while taking the posi-
tion that schedules should be pub-
lished.

“I think the issue you have raised
regarding reports on spot tv and radio
deserves serious consideration. How-
ever, | don’t believe that the dollar
expenditures should be reported as
this is contract information.

“On the other hand, schedules are
public information once they have
been performed and there is no rea-
son why these should not be tabulated
except for the expenditure involved.

“Since agencies use this information
to a greater extent than the adver-
tisers, and certainly more than the

representatives or the stations, it seems
to me that the preliminary report on
this, logically, should come from the
agencies.

“I am sure that the representatives
know in advance all of the campaigns
that are breaking, and if only one sta-
tion in a city gets the business the
mere tabulation of this at the expira.
tion of any one pertod would not be
particularly helpful to the represen-
tative.

“Certainly, the representative, after
he lost the business, would be con-
ducting a constant sales campaign for
the station which did not get the busi-
ness, and this activity certainly should
not wait for the expiration of a quar-
terly period.

“However, in planning campaigns,
agencies cannot afford to ignore mar-
kets in which competitive products
have strong sales, advertising and
point-of-purchase drives. Therefore,
the agencies which benefit most from
this seem the logical source of the
initial information.”

A solution?: VWith the TvB-Rora-
baugh tieup seiting a pattern, and
with a full head of steam mounting
within the industry for a full-sized
report on spot radio activity, the plans,
of industry members to fill this gap
are being accelerated.

Researcher Jim Boerst, has had a
series of discussions with RAB, whose
president, Kevin Sweeney, is fully
aware of the need for a spot radio
data service, and has often said so
publicly.

But an RAB-Boerst linkup would
have to depend on several things: Can
Boerst enlarge the scope of his pres-
ent accurate-but-limited reporting op-
erations? Can RAB find the funds
necessary to pay for the process of
converting straight ‘“‘activity” in spot
radio to “spot spending”? Can part
of the costs be borne by advertisers
and agencies seeking special run-
downs or compilations? The next
few weeks should bring some of the
answers.

There’s also a chance that the Sta-
tion Representatives Association, which
realizes the day-to-day need for regu-
lar spot radio reports, may take steps
to provide an industry solution.

SRA Managing Director Larry
Webb told spoxsor: “Somebody’s got
to do something—and soon.” But

Webb had no definite plans he could

SPONSOR
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reveal at this time.  An SR \-aided
data service might conceivably take
the form of a report based on a com-
bination of data wathered from reps,
agencies, stations, possibhy with the aid
of a consultant research service,

The major research firms in the
broadcast measurement field —such as
Nicken, ARB. llooper and Pulse-

* * * * * * * *

6We made headlines wheu we switched

from television 10 radio advertising.

But if our expericnces earry any cou-

siderable siguificance . . . 1thien, before

1000 long, a switech to radio such as we

have wmade will no louger bhe news-
worthy. It will be profil-worihy.*?

EMANUEL KATZ

President

Doeskin Products, Inec.

New York

= * * * * * * *

have, from tume to time, discussed the
idea within their own shops, but have
not developed anvthing final. A break
in the spot radio “iron curtain” could
also conceivably be made by one of
these firms.

ln any event, many admen now feel
that such a rift in the sccrecy sur-
ronnding national and regional spot
radio is long overdue. * %

ALL NEGRO PROGRAM PERSONNEL |
ON KANV '

SELL THE SHREVEPORT NEGRO |
MARKET ., . AND IT’S A BIG ONE!

Approx. 309, of the g oy
Negro families in this
area own or are buying
lheir own homes,

Negroes spend 1 5 of
the $204 Million spent
annually in this market.

Average Negro income

in the Shreveport area

tops that of Dallas,

Little Rock. Jackson. Loveless” '"Sweet Talk'"
sends fumnlture  sales

(U S. Census Bureau! up

15 min. dally of Faye

KANY...and only KANV ...

directs: its entire programming toward this
Negro market . .. AND

RESULTS SPEAK

Wire or Call
G. WILSON, Magr. Dir.

: 2 1050 Kec.
! } Y : 250 Watts
] - DAYS

SHREVEPORT, LOUISIANA

3 OCTOBER 1955

SPOT RADIO FICHTS BACK

(Continued [rom page 33)

celed an estimated $3.6 willion worth
of web programing. s now  bewng
shown 1o the client’s agencies, though
at sroNsok’s presstime the client him-
self had not yet seen it

Interestingly  enoungh, the prescuta-
tion has also been shown to other
reps, something virtually unheard of
in this competitive business.  \ large
group of them viewed it about two
weeks ago.

While the  presentations  Katz i~
working on are individualized. there is
a basic framework on top of which
specific appeals will be lung.  The
idea behind the whole thing ix to com-
pare what an advertiser can get on the
networks compared to what he can get
on spot. The KNatz story. naturally.
is that an advertiser can get more on
spot—more circulation, more audi-
cnces. more impact, more merchan-
dising. To make the comparison as
pointed as possible, it is the intention
of Katz researchers to construct all
presentations so that the suggested
spot expenditure will be the same a-
an actual or hypothetical network ex-
penditure and the number of commer-
cial messages will be the same, too. in
both spot and network.

Tilting its lance right at the net-
works, Katz has built its spot story
around a list of stations chosen to pro-
vide national coverage. In other words,
the presentations are aimed at clients
with national distribution who are
either network advertisers or pros-
pects. though Katzmen make the point
that the advantages of spot for big
clients are also advantages for smaller
advertisers.

The station list as currently used
comprises 206 stations in 104 inarkets.
Most of these, of course, are not Katz
stations. which is one reason why Katz
invited its competitors in for a look-
see at the presentation. With a few
exceptions the stations on the list are,
in their respective markets, the two
with the largest Nielsen circulations
according to the 1952 NCS studv. The
picked list covers 94.6% of all U.S.
radio homes at the 50 N\CS penetra-
tion level. In other words, the counties
or county clusters where 50 or more
of the radio homes listen to anv of the
selected stations at least once a week
contain 94.6°¢ of all radio homes in
the country.

By getting the top circulation sta-
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tions in the first place. the presenta-
tion points out, the advertiser already
has an advantage since a network
client canuot clioose the hest station in
eacli market but must take the uet-

work affiliate.

The presentation also reminds the

advertiser that duplication of radio
liomes reached because of overlapping
signals is usable circulation in the
case of a spol buy but not usable in
the case of a network buy. 1f an ad-
vertiser buys two adjoining stations on
a spot basis at different times, a liome
reached by both stations can poten-
tially catch the commercial on each.
But in network. a home reached by
two afliliates can only listen to a net-
work commmercial on one of them at
any one time. The 206-siation list
provides a duplication of 13.835.760
homes over and above the 45.053,900
homes covered at the NCS 107« peue-
tration level.

So far as actual audience is con-
cerned. an advertiser can buy more
audience for the same money as a net-
work buy, Katz maintains. In the pre-
sentation now being shown around,
Pulse ratings for 35 markets where
Katz stations are located were used to
rail this point down. The average
quarter-hour rating of the advertiser's
soon-to-be-canceled network schedule
was compared with a list of local
shows considered representative of
what's available on the stations in
question but not including the choice
7:00-8:00 a.m. period, newscasts or
sportscasts. The average network rat-
ings came to 3.78, while the average

right in their sights.

list is not a fixed buy and that adver-
tisers can do even better than the pre-
sentation 1indicates by buying an-
nouncement packages (which were not
taken into account in the presenta-
tion). by buying fewer stations if the
200-station list is not needed, or by
buying other stations where better

ratings or better programs can be
obtained.
The Katz presentation was not

started with the idea of selling against
spot carriers. Kellner told sroxsor,
Lut as the spot carrier situation moved
to the fore over the summer, it sud-
denly hit some of the Katz people
that their basic concept was an ideal
answer.

There are other cases where rep
promotional guns, not orginally aimed
at spot carriers, are being wheeled into
a position where spot carriers fall
For example,
the presentation used to sell John
Blair & Co.'s NATSAT plan (under
which discounts are given for satura-
tion buys on all Blair stations) has
been revised with spot carriers in mind
and was recently shown to Benton &
Bowles after the agency had bought
MBS Mulii-Message Plan announce-
ments for three of ils clients.

The Blair pitch, as delivered by
Robert E. Eastman, emphasizes the
‘quality aspects of spot radio. In
summing up his arguments, Eastman
said:

“The chief advantage of network
spot carriers is that they are cheap
and easy to buy. This does not neces-

¥sarily make them the best value.

of local shows was 5.602. (In each of ﬁ “The principal advantages of na-
the 35 markets, the length and cost of ! tional spot over network spot are as
the local shows were equal to those ofg follows:

the network shows in those markets.)

Katz’ radio sales head, M. S. Kell- f ing.

ner, emphasizes that the 206-station

“l. The quality of local program-
The national spot advertiser
buys participations within strong local

An additional dollar’s worth of product promotion for every advertising dollar.

.. one equals two on

WLW

RADIO

.« . a distinguished member of the Crosley Group

Exclusive sales offices: New York, Cincinnati, Dayton, Columbus, Chicago, Atlanta, Miami
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programs which have been increasing
dramatically in audience during the
past four years. Careful buying can
secure the clients a quality audience
advantage of at least three to one over
the network spot carriers, |

“2. The service concept of radio is
local in its nature. Weather, time
signals, news reports, traffic and road
condition information is fundamental-
ly local and cannot be effectively dup:
licated by network.

“3. The salesmanship of long-estab-
lished and well-known local home
town personalities.”

The presentation backs up Eastman’s
contention that local show ratings are
going up with Pulse figures. In those
Blair markets where rating material is
available going back to 1952, the local
shows have increased on Blair stations.
most of which are network affiliates,
from 5 to 80% in audience, with the
average coming to 25%. Increases
were registered in 8877 of the cases.

Another rep actively celling against
the spot carriers is the Paul H. Ray-
mer Co. Lawrence Van Dolen, vice
president and radio sales inanager at
Raymer, told sPoNSOR:

“In our judgment ‘network spot
Luying” is not a threat to spot radie
sales. It is a blinder which bedazzles
the national advertiser momentaril
and through our efforts and the efforts
of other radio representatives who are
doubtlessly approaching the problem
from the same corner it will not di-
minish spot radio activity.

“As a matter of fact, it brings o
the surface a great many of spot radio’s
hidden values—penetration. market-
by-market selectivity and market-by-
market impact—and that should ad-
vance the cause of selective spot radic
even further in 1955-56.”

Van Dolen said his firm has ana-
lyzed several “network spot buys, in-
cluding some that have not even been
made but which we know are avail-
able.” He explained that in compar-
ing them with spot buys researchers
leaned over backward to give web
buys the greatest cumulative circula-
tions possible,

“Our analysis makes it possible for
us to show buyers and non-buyers the
greater efliciency. the greater impact.
the greater penetration in profit-return
markets that can be created via intelki-
gent spot buying.” Van Dolen said.

Raymer’s radio sales chief went on
to say that, in his opinion. there is ope

SPONSOR
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big fallacy behind  the spot carvrier
goneept. It presupposes, he explained.
that a market with 30,000 people sells
twice as wmuch of any product as a
market with 25,000 people and  that
the advertising woney spent lo pro-
mote a product should be in ratio to
popnlation.

This is not true, he said,  Adver-
tisers have market problems that have
nothing to do with the size of the
market and the purchase of spot ear-
riers does not solve these problems.

“In short, network <peot buyving con-
presses into one plane all of the fae-
tors that contribute to making a sale
advertising, marketing,  distribution.
merchandising, product need. dealer
acceptance, brand identity—and then
hopes to creat¢ an over-all, total na-
tional desire for that product via in-
expensive, cheap-per-thousand nation-
al network spot advertising.”

* * * * * * * *

ssTelevision has done ~o mueh to change
the lives of so many people already
that it indeed challenges the imagina-
lion to anticipate any further inroads
it might make on the experience of
living., Swurely, we ean anticipate in the
wear future live television on an inter-
national scale—and if, at <uch times,
cameras can be taken behind the nunmer-
ous international barriers that separate
peoples, we can foresee its great poten.
tiality in creating an understanding that
will lead to permanent peace.*?
HAROLD E, FELLOWS
President

NARTH
LU S S S 2 R

Raymer is attempting to show ad
vertisers and their agencies. Van
Dolen concluded. “how much more ad-
vertising and promotional value can
be achieved via true spot radio for the
same number of dollars, or even for
fewer dollars.”

The test of these new presentations
is yet to come. By the time earh
November rolls around. all the recent-
Iy announced spot carrier plans will
have hit the air and the advertiser will
have a handsome variety 1o choose
from. This represents no mean com-
petition and the reps are certainly not
underestimating the appeal of such
buys. But neither are they collapsing
in the face of them. = ok K

THE EASIEST WAY
TO SELL THE BIG NASHVILLE

NEGRO MARKET

USE ALL-NEGRO STAFFED

WSOK
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FILM NOTES

1Connnued from page 00)

ing and a bevy of low-ueeklined dam-
~els i Freuch Revolutionary costimnes,

Other  filmed  <washibucklers and
costonme dramas o the works:

Comne-Stephens  Productions.  of
Holly wood, will shoot pilot films with-
in the next few weeks on an Arabian
Vights series, a western ealled The
Sheriff, and an adventure-tinged juve-
nile series,

MCA-TV will soon be showing the
pilot of Sea Hawk, an adventure series
with a costumed nantical background.
Rawlins-Grant produced. and George
O'Brien will star.

Producer Joe Kaufiman, whose Long
John Silver series is currently in syn-
dhcated sales via CBS TV Fihn, s
considering an adventure series bhased
on the Sir Walter Scott character,
lvanhoe, to be hlmed in Furope.

Fiddler: Guild’s Florian Zabach may
be able to take credit for a rash of
how-scraping voung fddlers in the
WPIN. New York. area.

The New York Board of Education
will use one of his mmnsical flms as
part of the music curriculum in 150
schools.  The films will be shown in
classrooms as part of music studv. as
well as in assemblies.

General idea of the film. a gift to
the educators. according to Guild
President Reub Kaufman is “to stimu-
late students’ interest in stringed in-
struments and to show techniques of
violin plaving by an established pro-
fessional.” * ok ok

ROUND-UP
(Continued [rom page 102)

Television sets are apparently hi-f
in Holdrege. Neb, Between 10:30
and 11:30 p.m. one Friday from 25
to 30 people called the Northwestern
Bell Telephone Co. to report that their
phones rang but no one was calling.

Officials in nearhby Minden reported
the same problem. It wasn't until
Saturday morning that Northwestern
Bell manager V. M. Hall came up with
the source of the confusion—a tele-
phone rang frequently on a program
on KHOL-TV from 10:30 ull mid-
night. Jack Gilbert. manager of the
station. promised that a change would
be made in the location of the tele-
phone on the following week. % * *

Ererme IS ENu T G T TS I U el eSS

A BIG LOCAL MARKET

MORE THAN 65000
RADIO FAMILIES
Fulton-Mexico-

Columbia-
Jefferson City
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KFAL COVERS!

30 COUNTIES—'2 MV,

INFLUENCES SALES!
FROM DAWN TO DUSK

STUDIOS & OFFICES AT
FULTON, MISSOURI

Represented Nationally By

| Benton Paschall Company

is the

“routing system’’
keeping you from moving
ahead faster?

Many an advertising opportunity 1is
missed because a new idea, a changing
trend, a vital forecast is not seen in
time. That’s why an increasing num-
ber of Advertising and Station Execu-
tives—who formerly reccived copies via
the ‘‘routing systeni’’—now have indi-
vidual subseriptions to SPONSOR.
This way they 're sure SPONSOR reaches
them first thing every other Monday
morning—sure of getting all the latest
radio/tv facts in time to act . . . 1mm
time to profit.

Try an individual subseription to SPON
SOR yourself. At Speecial Introductory
Rates, the investment is small, the po-
tential rewards great.

order now
pay later

- T o e FeS oo eEaEo®on®

! SPONSOR 40 E. 49th St. N.Y. 17, N.Y.
Enter my subscription to SPONSOR
for the it 32 weeks (16 is
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NOV. 1954, ‘
HOOPER 275

. e Ponconcalicics

_Represented by Hollingbery * .

Always ghe Best
Independent
Buy in th_g
Market

the AIMS station!

Bastan WCOP New Orleans  WTIX
Cleveland WDOK New Yark WINS
Dallas KLIF Omacha KOWH
Denver KMYR  Partland,Ore, KXL
Des Moines KCBC San Antania KITE
Evanstan , 111, WNMP  San Francisco KYA
Evansville , tnd. WIKY  Seattle KOL
Hauston KNUZ Springfield,Mass WTXL
Indianapolis WXLW  Stocktan ,Cal. KSTN
Jackson , Miss. WIXN  Syracuse WOLF
Kansas City WHB  Tulsa KFMJ
Huntingtan, L.1. WGSM Wichita.Kan, KwBs
Lovisville WKYW  Warcester,Mass. WNEB
Milwaukee WMIL

Canada

Calgary, Alberta, Canado CKXL
New Westminister, B.C, CKNW

Membershig

by invitatian
only
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Walter I, Lurie, newest vice president at
Bermingham, Castleman & Pierce, will serve on

the pluns board and head up radio and tv for the

agency. He was formerly a vice president of
Mutual Broudcasting, in charge of West Coast oper-
ations, had been active in radio at the Biow Co.
tnow Biow-Beirn-Toigo); Lord & Thomas; and
Foote, Cone & Belding. He joined Bermingham,
Castleman & Pierce in June as an account executive
on the Flexnit and Gala Foods (of Copenhagen)
accounts, the latter using radio in current campaign.

Harlow Curtice, head man of t's biggest
sponsor, is carrying out ad strategy aimed at confirm-
ing his prediction last year that car makers could
rack up and hold terrific sales gains. GJIM's $11.3
million budget for nighttime web tv programing
costs for 1955-56 season is tops. Recent buys: 60 of
Wide Wide World’s 90 minutes (for $2.5 million) ;
Project 20 for Pontiac. Other shows already
bought in whole or part include: Treasury Men
in Action, Dinah Shore Show, The Chevvy Show
(all for Chevrolet) ; Arthur Godfrey Time.

James G. Walker has been named a vice presi-
dent of Compton Advertising, New York. He is the
account execulive on the Sterling Drug and Per-
sonal Products accounts, joined Compton in 1954.
Also named to vice presidential positions were: Ac-
count Executive George J. Renner (Neolite, Rem:
ington-Rand Typewriter, Goodyear Tire & Rubber,
Kelly Springfield Tire) and Secretary Henry A.
Haines, who is now head fiscal officer at Compton.
Haines joined the agency in 1953, Renner in 1951.

Victor Ancona. sales promotion manager, Anier-
ican Vachine & Foundry Co., is the new president
of the Sales Promotion Executives Association of
New York. Association exchanges ideas, data and
knowledge among sales promotion executives to
improve effectiveness through sales, also stimulates
cooperation between sales promotion and other
phases of sales management. Other officers: R. J.
Brown, U. S. Plywood, first v.p.; P. Sarfaty, Cannon
Mills, second v.p.: J. F. Forsythe, TH A, trea-
surer; D. Caust, Lily-Tulip Cup. secretary.




\ STORY ABOUT CHICKENS

You take a man with 20,000 simall chickens, hie's got

a problem. FEither he sells them or feeds thien d
anybody at the Department of \gricultnre can te
vou that selling is cheaper. V. W. (Van Mo

Liad 20,000 aforesaid, plus three ducklu

four goslings. He also had several the

which may sound like something ¢lse in,

which is actually chickens in transit.  This man
McCray was in a bind. 1f he didn’t get rid of

his 20.000 chickens he would soon have an awflul

and his friends would scorn him. So Vance called
Robert Widmark, who is in charge of binds at AWM T
the CBS station for Eastern fowa. Widmark sold
Vance three one-minute spots. Those three one
minute spots sold 20,000 chickens. Vance gave

the ducklings to a needy millionaire and what
happened to the goslings is anyhody’s geese. Mavhe
the man at the Katz Agency, WN'T"s national
representatives, knows,

o 1 e ——————————  a— o



HAVE YOU REGISTERED YET?

TIME BUYERS

ESTIMATORS

RESEARCHERS

STATION AND NETWORK REPRESENTATIVES
MEDIA DIRECTORS

ACCOUNT EXECUTIVES

SALES MANAGERS

THE RADIO & TELEVISION EXECUTIVES SOCIETY

presents the 1955.56

TIMEBUYING = SELLING COURSE

TUESDAYS . . . 12:15 P.M. SHARP

“THE OLD BREWHOUSE”, 207 EAST 54 STREET, N.Y.C.
$2.50 PER LUNCHEON (Registrants) o $£3.50 PER LUNCHEON (Non-Registrants)

SIXTEEN LUNCHEON SEMINARS . . . LIVELY AND PROVOCATIVE . . .
OUTSTANDING SPEAKERS FROM THE ENTIRE INDUSTRY

(You need NOT be an RTES member to attend)

FIRST SERIES (General) SECOND SERIES (Specialized)
8 Tuesday Luncheons 8 Tuesday Luncheons

October 18 - December 6, 1955 January 10 - February 28, 1956
Registration Fee: $3.00 Registration Fee: $5.00

SPECIAL — kegisier nowe for BOTH COURSES — st FIVE actiars::

]
Send this coupon with your check NOW to:

I TIME BUYING & SELLING COURSE
| RADIO & TV EXECUTIVES SOCIETY
1420 LEXINGTON AVENUE

| NEW YORK 17, N. Y.

| Yame

|

l

0O FIRST SERIES ONLY $3.00

Firm _ T] SECOND SERIES ONLY $5.00

Address 0 BOTH SERIES ONLY $5-00
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) arich
S market ...

and the one tool

-' V' that opens it BEST'

»

You can open a bottle with a vise, a wrench. or a pair of pliers. But
~ you don't. You use a bottle opener—the logical tool.

That’s how it is with WSM and the Central South—a rich $2.713.371,000 market
—more potent in consumer spending power than the cities of Baltimore. Buffalo,
Minneapolis, Cincinnati. or Houston.

At first glance the Central South is an apparently tough market for the adver-
tiser to reach and sell. It’s an extended market composed largely of small towns.

If you attempt to cover it with a combination of another Nashville radio station
plus small town stations or with a combination of a Nashville newspaper and
small town papers, the cost is three to fifteen times greater than that of a WSM
custombuilt program. And TV viewers in this market represent less than half
the buying power of the Central South.

There is only one tool that opens this rich market at a cost within the bounds of
the sensible advertising budget. That’s Radio Station WSM.

May we prove this to vou? We would like to put into your hands a new brochure about
the Central South entitled *The Mystery Market.” It shows the relative costs

of advertising in this mar/\etfor all major media. We believe it contains

facts and figures not found in the files of even the most experienced

advertisers. May we send vou a copy?

BOB COOPER, Sales Manager
Represented by John Blair and Campany

NASHVILLE e CLEAR CHANNEL e 50, 000 WATIS & 650 K C
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Agency’s agency
for television

Tv spot figures
due January

Timebuying book
off presses

TPA-SG still
negotiating

Awards to
radio admen

KMOE is new
radio “indie"”’

Druggists advise
air advertisers

3 OCTOBER 1955

REPORT TO SPONSORS for 3 October 1955

(Countinned from page 2)

New agency's agency called Creativision is designed to Supplement

tv staff of agencies around U.S. It was set up in New York by Win-
field Hoskins, former tv copy supervisor at Needham, Louis & Brorby,
Chicago, and Victor Kayfetz, special purpose film production veteran.
Services stressed include creative advertising consultation; copy-
writing and art; New York City production liaison; film production.

—SR—
Wraps will be off tv spot expenditures, now estimated by TvB to be
running at $275,000,000 annually (time, talent, production), next
January. TvB and N. C. Rorabaugh have worked out deal to furnish
admen with quarterly report and special annual issue of data covering
spending by categories, companies and brand lines. (See story, page
38.) Still unsolved: problem of comparable figures for spot radio.

~SR~-
Success of '54-'55 RTES Timebuying and Selling Seminar has encouraged
group to plan new series of talks which this time will divide into
beginning and advanced sessions. Condensed text of '54-'55 seminars
has been made available by Sponsor Services Inc. in 60,000 word book
just off presses and available at 32 each. (Book is called Time-
buying Basics, can be ordered from Sponsor Services by mail--40 E.
49th St., New York 17, N. Y.; or by phone--MU. 8-2772.)

-SR-

Those 2 big film firms who have been working toward a merger—TPA and
Screen Gems--are still sitting on details of what has been transpiring

behind closed doors of their West Coast offices. Lawyers have been
working on complex problems of tax situation, manpower and capital
gains. Most brass have stopped denying the merger talks but no agree-
ment has yet been reached though negotiations have extended over

many weeks.

—SR—
Now there's an "Oscar" for radio admen, too. Feature of RAB's na-
tional Radio Advertising Clinic, to be held in New York 13-14 Octo-
ber, will be award of gold plaques to admen for outstanding radio
commercials of past year. Awards will be made by RAB President
Kevin Sweeney at day session on l4th.

—SR-—
Latest radio outlet in still trickling but increasing stream to de-
cide to go all-out for independent operation is well-known 5,000-
watter KNOE in Monroe, La. Starting tomorrow (4 October) outlet
owned by former Louisiana Governor James A. Noe will switch to music-
and-news format with emphasis on local spot news coverage by short-
wave mobile units, traffic and weather bulletins, service features.
Said Noe: "Radio today must reflect the life of the local communi-
ties a station serves."

—SR—
Retail drug store operators offer their views of effect of air adver-
tising as seen at local level in SPONSOR forum this issue (page 48}).
Druggists cited pitfalls that can cost advertiser good-will he should
be deriving from his air dollars.




This is a peculiar period in the
strange career of radio on the na-
tional front.

This is an interim period. Week-
day, the Monday through Friday off-
spring of Monitor, has not yet made
its bow. The other network hopefuls.
all wedded to the strategy of commer-
cial flexibility and participations. are
still to prove their mettle.

So this could be a quiet period,
albeit active in sales planning and
preparations. This could be a busy-
hee period both for station representa-
tives and networks.

But no. The void must be filled.
So uetwork attacks network. Reps
attack networks. Networks attack reps.
The free-for-all is on.

Is this healthy for radio?

No!

Does this help the advertiser under-
stand the crisis through which radio
s passing?

No!

Applause

W lhat
about all this?

His only thought, “Things are pret-
ty messy in radio. Must be a pretty
unhealthy situation. Well, 1 have other
things to think about. T’ll think about
television, newspapers. magazines, and
billboards.”

Can you blame him?

Take it easy, boys. Radio is a great
medium. At spot rates, or otherwise,
the finest buy many a national adver-
tiser can make. We can disagree with-
out disgusting the innocent bystander.

Don’t sell radio down the river.
* % *

does the advertiser think

Next step: radio $ figures

Next January, the wraps will come
off one of tv’s biggest mysteries—how
much major spot tv advertisers spend.
A cause for which sPoNsor cam-
paigned repeatedly for years has now
been half won,

Admen can thank TvB, the newest
industry promotion association in the
broadcasting field, and N. C. Rora-

baugh, veteran of spot data gathering.

TvB will release regular quarterly re-
ports, plus an annual edition, which
will give details of gross time pur-
chases by categories. advertisers, and
brands.

But what of spot radio?

As the report on page 38 of this is-
sue shows. spot radio expenditures are
still largely something for agencymen
and advertisers to guess at.

Spot radio is a huge. lively and
result-getting medium.
charted too long, must not be allowed
to remain the only major medium
without published reports of spending
by its clients.

News maturity

The increasingly important role
played by radio and television news is
reflected in changes which have been
taking place in recent years in the As-
sociated Press’ machinery for bringing
the advice of its members to bear. For
the first time this August the AP Mem-
bers Committee of radio and tv broad-

asters was selected by election.

This committee first emerged on an
appointment basis in 1933 as a paral-
lel to the advisory group from printed
nedia. hs functions are to maintain a
ontinuing study of the AP radio-tv

120

wire and poll members on suggestions:
and to act as an awards committee.

Important as the actual work of this
committee is. what its existence recog-
nizes is more important. Namelyv that
radio and television news today has a
mature and vital place in American
life. The advertiser or agency execu-
tive who takes an interest in the kind
of stature a good news operation builds
for a station will join sPONSOR in this
hope: that the work of the committee
will spread to even more stations the
kind of news creativity now to be
found in so many markets.

It’s been un-

Reminder No. 5: need at a peak

In a letter 10 stations, representatives
and agencies last month, A. C. Niel-
sen’s John Churchill summarized the
status of Nielsen's plans to measure ty
and radio station coverage. Churchil]
stated that a questionnaire had indi-
cated both buyers and sellers of time
were “overwhelmingly in favor of fresh
information.” And promised a “Niel-
sen Coverage Service Study No. 2 to
fill this need”—provided the interest is
real.

Actually there’s no question that in-
terest in a solution to the tv set count
and coverage problem is real. In fact
the lack of this data is one of the most
acute problems faced by the buyer of,
television time.

Whatever way the problem is solved.
advertisers will benefit tremendously.

provided: (1) sound research methods

are used; (2) one study only emerges
rather than several competing measure-
ments.

The problem on the horizon is that
several research organizations plan set
count and coverage studies: NCS.
SAMS and ARB. While all three may
not actually go through with their
projects, it would be far sounder for
the NARTB to eliminate any question
of a conflict by speeding its own Cawl
project. The problems of getting an
industry-supported study into the ac-
tive stage are understandably consid-
erable but it makes more sense to have
the industry’s circulation measurement
start functioning at a time when the
need is at a peak. And that time is
now while television is still in a stage
of rapid change.

Officers of the AP members commit-
tee who are in a position to work to-
ward this objective are Jack Shelley
of WHO, Des Moines, president; Joe
H. Bryant. KCBD-TV, Lubbock, Tex..
first vice president; Daniel Kops.
WAVZ, New Haven, second vice presi-
dent; Jack KNrueger, WTMJ-TV, Mil-
waukee, v.p.: H. J. Chandler. KFLW,

Klamath Falls. Ore. Oliver Gramling.|

assistant general manager of AP in
charge of radio-tv activities, was re-
elected secretary. It's Gramling by the
way who deserves much of the credit
for setting up the committee.

SPONSOR
|
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Mer/-e-dith _The proper name for

the four leading radio and television
stations in four major markets . . .
Kansas City, Syracuse, Phoenix and
Omaha. A name meaning smart pro-
gramming, selling know-how, well-
planned merchandising, experienced
talent and management . . . the fac-
tors which insure success for your
campaign on a Meredith Station.
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KMBC-TV

The analysis couch in the "
offices of an eminent '
Kansas City psychiatrist. 4

“Doc, we think we're going crazy!”

“All right, now, relax, be calm and
tell me all abouc it.”

“Well, it all started when we announced the
KMBC-TV swing in network affiliation to /
ABC-TV effective September 28. We knew ABCH|
has a wonderful line-up of new evening shows—
but we didn't expect the terrific sponsor response

to our nighttime programming. Orders, contracts,
teletype messages, wires, phone calls—everybody
wanting prime availabilities. The place was a
complete madhouse, Doc. Biggest upsurge in

spot business in our history. Everything prac-
tically sold out from 5 p.m. to Sign-Off—a full
month ahead of the Swing o ABC-TV!”

“From what I've heard about the new ABC
schedules, that's perfecdy normal.”

“But, Doc, it didn't end there. When we announced
our BIG TIME DAYTIME programming, every-

one went completely nuts over again. For the first
time in Kansas City, timebuyers could get any type

of daytime commercial handling they wanted. They
could sponsor our completely new and different
station-produced shows or fine syndicated film shows
—they could buy filmed minute-participations,
schedule live commercials, demonstrations, sampling
or audience-participation testimonials—utilize station-
breaks or IDs. We¢ could sell “em anything they wanted,
anywhere they wanted—in shows, between shows,
everywhere a commercial could do a good selling job."”

“I see. Then what happened?”

“Another flurry of buying that’s still going on.
We never saw business so good!”

“Are you complaining?”

“Heck, no! We just came in for a little peace and quiet.
Goua get back 1o the shop now. It's been
wonderful talking to you.”

“That’ll be $500, please.”

insas City’s Most Powerful TV Station
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