ADEMY MOVIE —
'stess Sue Bowen en-
ains with top-natch
ll-length motion pic.
re features chosen

maximum aoppeal
women viewers —
locies  of romonce,
bmedy, dromo, mys-
ry, odventure.
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S5 P.M. NEWS &
EATHER — A lqte-
erngon summary of
S and weather pre-
ed by the area’s
st aond biggest TV
ws  Bureau. Deliv-
d by Lionel Schwon,
ansas  City’s No. 1
newscaster.

ON CHANNEL 9

KMBC-TV

Kansas City daytime television has gone “Big Time” in a
big way! KMBC-TV has introduced fresh, daring new
program ideas that have revitalized viewing and have made
daylight hours more highly productive for advertisers.

This format of daytime entertainment, new to Kansas City,
provides a versatile handling of commercials that answers
every sponsor demand. You name it—we have it: full
sponsorship of sparkling station-produced shows (5 min.,
15 min., 30 min,, full hours): fine syndicated film shows;
filmed minute-participations; live commercials; demonstra-
tions; sampling; audience participation testimonials;
station-breaks; IDs. Get the details now!

This page shows only four of the eleven exciting, new, well-
balanced programs that are changing the daytime TV picture

in the Heart of America. There’'s more — much more

behind the terrific impact of “Big-Time” Daytime programming
on KMBC-TV. It will pay you to get the full facts straight

— straight from us or your Free & Peters representative. Phone,
write, wire or holler — we’ll tell you everything about this
precedent-breaking new idea for daytime television selling.
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\ pa R Free x Peters, INc
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‘-J DON DAVIS, First Vice President
p JOHN SCHILLING, Vice Pres. & Gen. Mgr.
j GEORGE HIGGINS, Vice Pres. & Sales Mgr
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MOR!t GREINER, Director of Television
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Who gets Key radio-tv director post at McCann-Erickson expected to be filled
McCann post? shortly. Appointment, reputed to be agencyman in similar post at one
of top 10 air media shops, was still unconfirmed at presstime. Job
is considered pivotal in agency's operation, with estimated 40% of
agency's total billings in air media. Agency is reputed to be billing
at rate of 3170 million, may end year in tie with Y&R for position
as number one radio-tv shop.

—SR—

!

J Alcoa’s first Look for new Alcoa product in January. Along with effort to sell

consumer product aluminum against up-and-coming competitors, firm is bringing out its
first consumer product, Alcoa aluminum wrap, in direct competition

\ i' with Reynolds Wrap. New product will serve as spearhead for all

; ' Alcoa consumer advertising; it will get big air media support, in-

cluding NBC TV Alcoa Hour.

—~SR—-

!

|

l

Early evening Audiences for the 7:30-8:00 p.m. weekday strip are causing worried |

CBS TV worries frowns at CBS TV. Despite complete revamping of these 5 half hours |

with new shows, ratings are below vear ago. ARB figures for October

| show average of 12.7 compared with 15.8 year before, a 20% decline. |

ABC TV's success in this time period (which was reason for CBS re- |
vamping job) continues with ARB rating ABC 82% higher this October

than last. NBC ratings are 33% down. During 8:00-8:30 p.m. weekday I

|

I

I

I

]

]

)

\

— e cmem

strip ABC ratings were up 115% while CBS and NBC were down 15 and
24%, respectively, in same time period.

'

f —SR-

| A/e headaches: "Jack of all trades"™ is most fitting description of today's account

[ doubled by tvn executive whose changing role in major accounts is becoming increas-
. ingly complex as result of air media growth. In 1955, a/e has to be
ol advertising strategist, showman, ratings expert, marketing and

1f merchandisingman, salesman and, of course, diplomat. For analysis of
lf most common current account exec headaches, see story page 34.

‘ | —SR—

. Color tv and Ever-tantalizing question whether color tv will be able to break down
!| department stores anti-air attitude of many large department and specialty stores is in
| wind again following announcement of NBC's new 39 million color plans.
l Of special interest is plan to convert WNBQ, Chicago, to world's
first all-color tv outlet. Admen peering into crystal ball point out
[ that local color tv will have it all over 4-color process in newspa-
| pers which is limited by quality of newsprint. This advantage, they
|
[

say, will interest those retailers of apparel and home furnishings
who have hitherto been married to black-and-white print.

SPONSOR, Volume 9, No. 23, 11 November 1955. Published blweekly by SPONSOR Publications. Inc. Executive. Faltorlal, A Ivertising. Clrculstion Offices. {0 E  {8th St . Nee
Yotk, 17. Printed at 3110 Elm Ave., Baltimore, Md. $3 a year In U.3 $9 elsewhere. Entared a3 second class matter 29 Jan. 1949 st Baltimore postof) ¢ under Act of 3 Mar, 1§0»



| REPORT TO SPONSORS for 14 November 1953

How to judge
viewer mail

Every market
is different

Coverage conflict
averted

Convention price
going up?

Godfrey’s

I
|
I
|
l
|
|
|
I
|
'
| master stroke
|
|
|
|
|
I
I
|
I
|
|
|

Ratings treated
like box score

Are protest letters from viewers cause for concern? One advertiser
who's expert on subject 1is Alcoa which sponsored E4d Murrow "See It
Now" for 3 years on CBS TV. Despite drumfire of critical mail (along
with plenty of plaudits) Alcoa found respect for its name rising con-
tinuously during sponsorship, based on opinion research. Alcoa also
found almost any subject is considered controversial by some. For
full story on Alcoa's experience with controversy, see page 40.

—SR—

Until development like video tape recorder makes it possible to orig-
inate shows in same time slot all over U.S. (via rebroadcasts region-
ally), close study of individual markets is essential for effective
timebuying. Case in point is "Lux Video Theater" in 2 widely sep-
arated markets, Houston-Galveston and Portland, Ore. Lux show is on
in Houston-Galveston at 8-9:00 p.m. Thursday when Pulse shows peak
homes-using-television. Rating for first week in October is a high
34.9. In Portland show is on at 10 p.m. when homes using tv is
lower. Rating is 20.4.

—SR—~

Danger of conflicting coverage studies during 1956 has now passed.
SAMS, which was planning study, bowed out late last month; NARTB had
previously indicated its own study couldn't commence until 1957.
Firms remaining in field are Nielsen, which has announced definite
plans to do NCS No. 2, and ARB. But it's unlikely both will go
ahead. ARB has based its pricing on inclusion of all 3 networks
among its clients and it's known NBC has no intention of buying com=
plete national coverage study in 1956. That will probably leave
field clear for Nielsen. (See story page 29.)

—~SR—

NBC TV is thinking of raising price set on presidential convention

coverage if no client is signed up within next few weeks. Reasoning
is that convention will loom as increasingly strong audience attrac-
tion with rising heat of competition for nomination in both partiess

—~SR—

Agencies with accounts using Arthur Godfrey shows are putting current
Godfrey biography in "Saturday Evening Post™ on "must" reading list.
It's first big favorable publicity for Godfrey since longer than most
of clients and Godfrey agencies like to remember. C(Consensus among
several admen involved with Godfrey shows: SEP piece is master stroke
in effort to silence Godfrey critics.

—SR—

Same o0ld pattern in evaluating ratings popping up again this fall.
Conversation about ratings frequently takes on aspect of football
discussion. Feeling seems to be that object of ratings is to see
who "beat" whom, with little thinking beneath surface to question of
client's objectives, cost-per-1,000, audience composition. As re-
search specialists point out, it's unimportant to isolate raw rating
of one show vs. another. "What's the use," commented one research
Vv.p., "when they virtually write off 'I Love' Lucy' as slipping with
a current 48% of the available tv homes!”

(Sponsor Reports coutinues page 151)
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14 YEARS WITH THE RIGHT WOMEN

the 9 5 0 club
For 14 years, The 950 Club has made life more pleasant

for hundreds of thousands of women—and men—who

have enjoyed the five hours of popular music played
daily from 1 till 6.00 P.M. In 14 years, it has built up
quite an audience, a prize package full of Pulse "firsts”,
and a list of advertisers who signify their satisfaction

with continved renewals.

The 950 Club is only one shining example of WPEN’s

great acceptance: more local advertisers and more Cal Milner and Larry Brown

national advertisers use WPEN than any other station The 950 Club Personalities

in Philadelphia.

The Station of Personalities

WPEN

Represented Nationally by Gil-Perna, Inc. PHILADELPHI A

950 on your dial

14 NOVEMBER 1955
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ARTICLES

Will tv's buying-blind era end in 19562

Ad agencies, sponsors have long been spending millions of dollars on the basis
of figures up-dated from the Nielsen coverage study of 1952, New Nielsen
study is due in 1956; NARTB study in 1957; ARB (tv-only) still undecided

Is radio overdoing music-and-news programing?

Too many stations are spinning disks without creative planning, say many admen,
attacking copy-cat tactics

Today's acceunt man: funnel for extra services

Second article in the five-part SPONSOR series on advertising headaches points
up role of the account executive as a man who must know merchandising,
marketing,, showbusiness

Raodio-print teannwork sells for Bon Mavche

Forced ino air media by newspaper strike, Seattle department store forged a
radio-print advertising link that has set sales records

Aleoa uses $3.6 million in tv to “get-out-and-sell*’

Company promotes its customers’ products to boost its own sales figures and
seeks high ratings to do the job

Don’t let fear of glare dull live tr commerceials

There are other ways besides excess spraying to reduce bothersome light reflec-
tions when you want your product to shine

Timebuyers of the U.S.

A current, 23-page version of the timebuyers list by cities that ran in the !1
July, 25 July and 8 August issues of SPONSOR. Complete data on accounts,
agency addresses and telephone numbers

The ageney in (ransition
Why are so many accounts changing agencies? Television is one great un-

settling force but there are other even more basic factors which this article
will set into focus

Advertising headaches: part three

SPONSOR series on problems of admen turns next issue to advertising managers
in companies using air media heavily

29

32
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36

38

41

42
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28 Novw.
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172 MILLIVOLT DAYTIME
SERVICE CONTOURS

WGMS-AM 570 KC 5000 w
WGMS-FM 103.5 MC 20000 W
T wwmat 630 KC 5000 W
WRC 980 KC S000W XA 4
WWO0C 1260 KC 5000w |
WOOK 1340KC 250w
wOL 1450 KC 250 W

g . WTOP ISOO KC 50000W -

Map by Federo! Grophics
[=

WGMS the Good Music Station

NOW BROADCASTING WITH HIGH POWER AND NIGHTTIME AM

M. Robert Rogers, President « Ilotel ITarrineton, Washington 4, D. . e EXeeutive 3-5676
REPRESENTED BY GOOD MUSIC BROADCASTERS and THOMAS F. CLARK
e New day half-millivolt contour covers:
1100 more sq. land miles than WTODP ; 3200 more than WDM.AL: 3300 more than
WRC: 7000 more than WWD(C

.



STATIONS

are powerful enough

and popular enough

to register audiences
in radio survey ratings
of both Los Angeles
and San Diego.

Of this top trio
KBIG is

* #1 in San Diego

* #3 in Los Angeles

* the only independent
* the least expensive

* the lowest cost per
thousand listeners

Any KBIG or Robert Meeker

Account Executive will show

you the documents.

The Catalina Station
10,000 Watts

74 OND;YAOLUR

JOHN POOLE BROADCASTING €O.

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

Nat. Rep. Robert Meeker & Assoc. Ine,

Frauk Thowpsou, Ted Bates, New York, com-
ments that specialized timebuying departments—
one for radio, one for tv—have been suggested as

a wuy to help the timebuyer cope with the flow of
facts. “Specialization has long taken hold among the
station reps, who often divide radio and tv selling
completely,” says he. “There also tends to be more
specialization in the media buying end where
large accounts are concerned. Some agencies are
evolving media groups with buyers for tv, radio and
print, whose work is coordinated by a media group
head. However, on small and medium accounts
there seems to be a demand for buyers versed in

all media. Generally, it adds to the client’s ad-
vantage (and to the buyer's efficiency) for one
buyer to coordinate radio and tv.”

Jan Gilbert, Product Services, New York, feels
strongly that radio and tv buying should not be
split. “But then I'm prejudiced, because my back-
ground has been in all-media buying where you have
a better concept of the over-all needs and objectires
of an udvertising campaign,” she says. “Of course,
the radio-tv buyer does face the problem of dupli-
cate effort, such as hating to see two reps from the
same rep outfit, to get radio and tv availabilities.
Still, the advantages and similarities between the two
air media outweigh the appeal of specialization. In
air media particularly you want to know exactly
how radio and tv will mesh in a campaign. You
don’t want to duplicate your effort in the same
market, but you might be using radio-tv differently.”

Bill Abrams, Leber & Katz, New York, feels
that radio reps are leaving one potential source for
business uncorered: “The radio reps rarely gear
their thinking sufficiently to the small-budget ad-
vertiser or the small agency. There are exceptions,
of course, and when they occur, we find an oppor-
tunity to put our clients on the air. Both CBS and
NBC Spot Sales have done a fine job of selling
radio creatively with small budgets in mind. The
main probleni the air media present for us is one
of maintaining both coverage and continuity of
advertising on the sort of money made available

by our clients. And we feel a good job of selling
by the rep, a good presentation, makes it possible
Jor us to point up the advantages of the air
media better to our clients.”

|

SPONSOR



‘IE BOSTON SUNDAY POST
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MAXIMUM
POWER

in December with a
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PLUS 14 HOURS OF OUTSTANDING LOCAL “LIVE”
PROGRAMMING FOR THE BEST TV BUY

call your I"eed Representative or Gordon Moore, I MU R-

TI" National Sales Manager, for current availabilities.

S WMUR-TV
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PRISCILLA FORTESCUE

Priscilla Fortescue’s in-
fectious enthusiasm,
plus guest stars, and her
on-the-spot recordings
from all over the world,
sparks her listeners to
move your product off
grocers’ shelves in
Greater Boston!

Hyou want your share of
NEW ENGLAND'S | NO.1 MARKET

by Bob Foreman

How to prepare a job-getting resume

Since there is so much turnover in the agency business—
a deplorable fact to be sure—it might be worth a few sen-
tences for me to outline what older and wiser heads than
mine are thinking and have thought about one job-hunting
tool—resumes.

A man or woman looking for an account executive job or
that of an assistant account executive. they believe (and I
concur). should mimeograph his or her experience. This
data should be in reverse order—that 1=, most recent experi-
ence first and thence back to college or high school days.

Don’t relax! Presentation of these facts requires the
utmost ingenuity. What to leave out is as important as what
to include. For example, the individual reading through the
resume of the applicant is searching for relevant experience.
What is irrelevant is time-consuming and puts the job-seeker
at a disadvantage. But don’t be discouraged! Many things,
beneath their surface, do have a bearing upon the business.
For example—business manager of a college paper or year
book or running a Community Chest campaign in a local
area. In fact, any business-like activitv. However, the bald
statement that the person-looking-for-the-job has run such
activities or been involved in same is not enough. Clippings
regarding the success of the venture, a cap=ule description of
what specifically was done by the person concerned, outside
testimonials to the fact that these taskz were intelligently
performed and with perseverance should be included.

Another suggestion. Before making your approach why
not look through McKittrick’s and find out exactly what
accounts the agency has? If they are heavy in package goods
and your father ran a grocery store (in which you worked
for three summers), it’s amazing how important this factor
can be considered by agency personnel. Similarly a depart-
ment store. drug store or any other retail shop.

A word about friendship, or what is vulgarly referred to
a~ “pull.” Sure. this can play a part in the original place:
ment of a person. Social contacts do help get jobs in every
business. But thev won’t hold the job. So use what you’ve
got to get vour chance. If anvone in vour family has been
successfully engaged in agencv work or with zome account,
I certainly wouldn’t feel shy about bringing this matter up.
And get a letter from the individual about vourself!

(Please turn to page 64)

SPONSOR
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BUYS COMPLETE
COVERAGE OF THE
ENTIRE GULF COAST
MARKET ON
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One dot represents
2,000 peaple

The Texas Gulf Coast Television
Market 15 nearly twice the size of
the Galveston-Houston Metropoliton
market alone.

Galveston- Gulf Coost
Houston TV Morket*
Families 333,000 544 800
Income $2,075,371,000 $3,076,812,000 \
Sales $1,347,228,000 $2,091,153,000 ‘

KGUL-TV — the CBS Basic Affiliate for the Gulf
Coast Areo — completely covers the fastest grow-
ing major morket in the country.

More oudience every day means your
advertising dollar buys more
every day an KGUL-TV.

* Measured by
Research Department
of Televisian Magazine

GULF TELEVISION
COMPANY

GALVESTON, g
TEXAS y

Represented
Notionolly by .
CBS Television @

Spot Sales

N
o NOVEMBER 1955



Florida Citrus Commission
and its agency,

Benton & Bouwles, Inc.,
are Sold on Spot as a

basic advertising medium

To move Florida fruit. processed or fresh, the Florida ‘i

Commission puts more than 50% of its advertising budg ™
Spot Television. The use of day and night Spot mn seo¥
drives provides them with flexibility, economy and img:t
selected mass audience markets.

Spot Television and Spot Radio can sell for you, t-

whatever your product, whatever your desired audience 0




# BC Spot Sales Representative will show yvou how Spot can
“#her your sales messages in twelve major markets, accounting

5% of the nation’s retail sales.

SPOT SALES

30 Rockefeller Plaza, New York 20. V. Y.
h.(gow Detroit, Cleveland, San Francisco, Los Angeles, Charlotte*,

A8*, Dallas*

*Bomar Lowrance Associates

From lejt 10 right. abore, 1o <w~NN, Chairman
Advertising Commilice, SMARVIN H. WALKER, |
Chairman, PAUL s, PATTERSON, Director of Advertising.
Florida Citrus Commission; (back to camera), 1 \RRY
WARREN, ['ice President, Benton & Boicles, in charge
Florida operations: and RORERT €. W 00TEN, Chairman,
Florida Curus Commission.

representing radio stations:

w MQ ago. RNBC Sun . R&D
ington. D. wTam ( ROMO S wAvE L
weu M ! / ®RC A ko -~ NA TFRN

RADIO NETW ORKM

representing television stations.

KONATY Honclulu, Howadii, WRCA-TV New York, wnBQ Chi.
cago, KRCA Los Angeles, ksp-Tv St. Louis, WRC-Tv Fashungion.
D.C., wNBK Cleveland, KOMO-TV Seattle, XPTv Portland, Ore.,
WAVESTV Louistille, wRGB Schenectady-41bany-Troy.



BUSINESS EQUIPMENT TOUGH TO SELL?
NOT ALWAYS !!!

Read this letter and see . . . .

And 26 other sponsors AGREED that KERG’s “Operation Pioneer’’
(broadcast from the Lane County Fair) brought IMMEDIATE
results.

LET KERG GO TO WORK FOR YOU IN THE PACIFIC NORTH- |
WEST’'S 5¢th LARGEST MARKET.”

EUGENE is OREGON’'S SECOND MARKET ... . essential to national
advertisers.

*SM 1955

1 e i , [Cj('ul(’r
j/w /)u.ﬁino.u C(lm/mun

1130 OAK STREET — EUGENE, OREGON
Phane 5-3381

RVICE AGENCY TOR REMINGTON RAND

- ——
-
AUTHORIZED SALES AND SE

September 21, 195%
Radio Station kK ERG
©.0. Box 506
Eugene, Oregon
men:
. ring our

e
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Contact
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12

BE

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

BGM TEST

I have followed with great interest
SPONSOR’s  running account of the
B&M media test. The wav [ feel,
1alings and audience measures are in-
adequale and the ouly true measure
of a media’s worth is whether it sells
anything and how much it sells. |
want to compliment sSPONSOR for its
part in the study and especially the
Burnham & Morrill Co.

I think the whole studyv should be
a guide for other manufacturers that
have their doubts about television.

I would like to have a dozen re-
prints of the August B&M article.

Cyrus D. CRrITEs
Director of Research
WAVE, Inc.
Louisville, Ky.

® SPONSOR plans to follow up the B&M series
with at lcast one wore report on how the com-
pany is faring in Green Bay after its tv campaign.

COFFEE AND TEA

We are writing to request your im-
mediate assistance in a matter of great
urgency and importance to us.

We are seeking information on the
subject of coffee (and tea) sales, mer-
chandising. sales promotion methods;
and advertising—and would like to
examine any articles which you have
published, bearing on this subject,
within the past several vears. If it is
possible for you to send us clippings
of such articles, this service will be
creatly appreciated; if clippings are
not available kindly give us titles of
articles and dates published.

EbpwarD PRAGER
Edward Prager
Advertising Agency
Baltimore
® SPONSOR published «iv pertinent case his
tories in 1933 and 1931: 1 May 19533, 16 Novem-

ber 1953, 8 February 1931, 19 April 1951, 14
June 1931, t Octoher 193514,

JAPANESE ORIGINAL

I read with a great deal of interest
in vour “49th and Madison” column
of October 17 the letter from Y. Nihira

SPONSOR

e



FBK 5A CRAMENTO

\

\
~ FRESNO

M)

BAKERSFIELD

Inland California’s Beeline stations,
purchased as a unit, give you more
listeners than any competitive com-
bination of local stations ... and at
the lowest cost per thousand!
(SAMS & SR&D)

|

ERESNO

KMJ has MORE LISTEN ERS than any competitive sta-

tion, daytime or nighttime, according to May ’'55 Pulse survey
of seven major cities in Fresno area.

ks has MORE TOP RATED SHOWS . o out

of the 10 most popular programs in the Fresno area are KMJ
shows, reports latest Pulse.

KMJ hos WIDER COVERAGE than any competitive

station, daytime or nighttime. (SAMS)

SACRAMENTO, CALIFORNIA ¢+ Paul H. Raymer, National Representative
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IN CINCINNATI ...
EVERYBODY LOVES MUSIC, NEWS AND SPORTS

|

THAT’S WHY EVERYBODY LOVES o

TR

w\_

NO DOUBT ABOUT the ap-
peal of Music, News and
Sports! And Cineinnati’s 1s¢
Station for Musie, News and
Sports 1s WSAI-Radio!
IF YOU WANT the station
with the confidence of more
local merchants, with spec-
tacular rating inereases from
sign-on to sign-off, and with
Cineinnati’s most popular
ar salesmen, vou amust huy
the station that sells (inein-
natians— WS\ I-Radio.

/" AVERAGE SHARE OF AUDIENCE

SUNDAY through SATURDAY
6:00 A.M. — 12:00 Midnight

=

* Yes, 'SAI our Weatherbird says, “There’s always
fair weather for bigger sales on WSAI-Radio!”

National Representatives w : ; “
for the new sound in Cincinnati s

Weed & Company

SHERWOOD R. GORDON, PRESIDENT AND GENERAL MANAGER

THE NEW SOUND IN CINCINNATI HAS A CASH REGISTER RING! —
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of Tokyo, Japan. Would it be possible

for me to get the original from which

you reprodueed the cut? T wonld very

muelt like to have it for my files.
Hanry Wayne MoManay
Vice President
WeCann-FErickson Ine.
Vew York

e Origlnals trom which SPONSOR lnsteations

Ave prepared are occasionally asailable, We are
huppy to oblige reader MeMaban,

FM FOR AGENCIES

bu an article entitled “Ad ageney
promoted itsell via [ radio.” you
sav: “What is thought to be the first
test of an fin station asx an advertising
medivm for an advertising ageney s
being conducted on KDFC. San Fran-
cisco.”

For the record. 1 think vonr might
he interested to know that onr agencey,
\pplestein.  Levinstein  and  Golnick.
ran a campaign about a year ago on
the local fm station, WITII-FM, for
several months.

A number of friends told us they
leard our commercials. and there
were other favorable comments. al-
though no direct action.

This. of course. is the pattern for
a great deal of self-advertising done
by agencies, namely : direct action and
immediate business—negligible: good-
will - considerable, plus the fact that
agency advertising does help presell.
so that when a call is made on a pros-
pective client. the selling job 1s infi-
nitely easier.

MoORTON LEVINSTEIN

Applestein, Levinstein and Goldnick

Baltimore

NEGRO SECTION

I am doing a thesis at the Univer-
sity of Texas on programing to the
Negro market and I am finding it
rather difficult to secure =ufficient data
on the subject. Having read several
articles in your magazine pertaining
to the Negro market. | should like to
inquire as to the availability of re-
prints of those articles. If reprints are
available I would like to have at least
cne of every article you have printed
on this subject or related to it,

[ would appreciate it if yvou would
advise mie of the quantity of reprints
available and the total cost. Also.
vour policy regarding such requests
(cash in advance. c.o.d.. bill. ete.).

Larry E. JoxEs
KTXYV

Austin., Tev.
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WFBG-TV |

channel 10

/3
@
B
Ci
with ABC, NBC
N -

You need only buv WFBG-TV to cover all of central
and Western Pennsylvania. With maximum power of
316,000 watts, WEFBG-TV blankets the rich, heavily-
populated areas between Pitsburgh and Harrisburge.
In addition to the 537,452 tv sets n 1ts coverage
area, vou get a bonus of 131,356 television homes n

Metropolitan Pittsburgh.*

WEBG-TV | -

Altoona, Pa. ) |BC, N

Represented exclusively by H- R Television, Inc

*Videodex January 13, 1933 Gi WEFBG-T ¢ in
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Living dangerously . .. in New Orleans

You can do a lot of living in New Orleans’ lot of past . . .
but in radio it’s dangerous. Not could be. Is

Beeause until as recently as two years ago the heretofore
showed a radio station named WTIX smaek on the bottom
of an eleven station market.

Then Mid-Continent took over and ten months later WTIX
was New Orleans’ number 1l-rated station.

[t’s been at or near the top ever since.

A drastic upset in time-buying habits has followed this
upheaval in the New Orleans listening habit. How old is your
New Orleans story? That old? Call Adam J. Young, Jr., or
WTIX General Manager Fred Berthelson.

oo

-CONTINENT BROADCASTING COMPANY

President: Todd Storz

KOWH, Omaha WHB, Kansas City WTIX, Ne\; grleuns
Represented by Represented by Represented by ;
H-R Reps. Inc. John Blair & Co. Adam J. Young, Jr. New Orleans 16, La.
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1 New on Radio Networks

SPONSOR ' AGENCY STATIONS
A State Inst;nce. Skokie, Il Christiansen Adv, Chi MBS 553
€ er Products, NY SSCB, NY ABC 340
€ 1s Pub, Phila BBDO, NY NBC 198
€ Frgidaire div, Dete Kudner, Detr NBC 198
G ral Foods, Assoc Products, White Grey, NY NBC 198
ans
G Buick Div, Flint Kudner, Detr MBS 48S
G=ral Tire &G Rubber, Akron D'Arcy, NY ABC
Wmark, Chi Fo%tc, Cone & Belding, NBC 198
hi
Mis, Upham, NY | Lewin, Williams & Saylor, ABC 40
Newark
¥ nen Co, Morristown, NJ Grey, NY . NBC 198
Wicr Products, Jackson Cordon_Best, Chi ABC 1332
Siura Co, Phila Hicks & Greist, NY ABC 332
§ ebaker, So Bend BGB, NY NBC 198

: Renewed on Radio Networks

SPONSOR ' AGENCY ; STATIONS
€ stian Reform Church c'f:""' Jordan, Stoetzel, MBS 235
hi
Bin Clirence Manion, Chi Victor Adv, So. Bend CBS 204
MBS S26

{'ed Motors, Dectr Campbell-Ewald, Detr

. Broadcast Industry Executives

NAME | FORMER AFFILIATION
Ee Accas ABC, ad: pub, prom director, NY
A Clay Adams

Fik C. Atkinson, Jr.
fries T. Ayres

ABC. rad-tv co-op mgr
ABC, NY, vp in charge of radio network

k H. Baker KMTV, Omaha, prom mgr

El Belford KFWB, Hollywood. merchandising director

Crles W. Besosa A. C. Nielsen. Chi, acct exec

Ly Buskett KLAC, LA. general mgr

Cishaw Bonner MCA-TV, NY

Lian C. Cass Adam Young. NY

# Chioda Westchester County Publishers, White Plains, adv-sales
staff

bert L. Coe DuMont. sta rel mgr

1) Cole KFMB-TV, San Dicgo. promotion

J» Condon KTAC, Tacoma, acct exec

# Constant KBAK-TV. Bakersfield, Calif

Lrard Corwin WWOR-TV. Worcester

I Crumley | TELEVISION Magazine, NY, rescarch director

Liel M. Curtis \ NBC, Chi, gen sales mer

lrard ). De Cray Vitapix Guild Films, NY, station relations director

Ir Devine KVOO-TV, Tulsa, promotion mgr

les C. Dodgson WHIO, Dayton, regional sales

I\ Durgin

WNMNAR-TV, Baltimore )
ABC. asst to adv., pub, prom director, NY

trison W, H. Eagles
Jr H. Eckstein

I Enis KELP, El Paso

Iry B. Frank, )r. DuMont. NY, natl spot sales
lvd B. Gibson WBBF. Rochester, sales mgr
Vliam C. Cillogly. ABC-TV. Chicago, acct exec
ly Cordon Muzak, Wash, D. C., mgr

lhard H. Gravett

KFRC. San Fran, sales
1A, "Buzz' Hassett,

WMT-TV, Cedar Rapids, tv sales director
K.
lene D. Hill

|

14 NOVEMBER 1955

WORZ. Orlando, general mgr

PROGRAM, time, start, duration

Army-Navy football; Sat 1:15 pm to concl; 26
Nov

When a Girl Marries; M & F 11:45-12 am, 21
Nov: 26 wks

One Man’'s Family, M-F 1015.10°30 pm

Fibber McCee & Molly; M-F 10-10:15S pm. B & 9
Nov, 1S & 16 Nov, 6 & 7 Dec

One Man's Family; M-F 10:15-10:30 pm: 25 Nov
9 Dec

Weekday, M-F 10 am-6 pm; 7 Nov; B wks

Gabricl Heatter; 7:30-7:45; 1 Nov & 3 Nov

Detr Lions vs Green Bay Packers; 12 noon to
conclusion; 17 Nov

Monitor;, 19 Nov-1B Dec

Wall Street Final; M-F $:55-6 pm; 31 Oct. 52
wks

Weekday; M-F 10 am-6 pm; 7 Nov; B wks

Breakfast Club; segment on F 9:35-9:40. 6 Jan

Breakfast Club; seg on Th 9:40-9:4S; 17 Nov;
13 wks

Top Ten Plan & Monitor; wk of 20 Nov

PROGRAM, time, start, duration
Back to God Hour; S 9:30-10 am; 27 Nov-
1B Nov 1956
Manion Forum of Opinion; S 9:30-9:45 pm: 6
Nov-2B Oct
Lowell Thomas; M-F 6:45-7 pm: 31 Oct; 52 wks

NEW AFFILIATION

Same. sales development director

CBS TV, NY, film prod operation dept, mgr
Same, radio sta rel, eastern regional mgr, NY
NBC, NY, radio network hd

Same, acct exec

Same, also director of adv and publicity

Same, vo, rad-tv dept

KCBQ. San Diego, general mgr

TPA. NY, acct exec

H-R Re~s. NY, sales

WFMY-TV, Creensboro, NC, promotion director

ABC TV, sta rel, regional mgr

Same, tv director

Same, asst mgr

Same, vp

TPA, NY, acct exec

Adam Young Television, NY, research director
Same. NY, castern sales mgr

ABC Radio, NY, station relations director
Same, commercial mer

Hoag-Blair, NY, acct exec

ABC Radio, NY, vp in charge of radio network
XETV, San Diego. merchandising-prom mgr
Same. adv-prom di-ector

KNOE, Monroe. La. program mgr

ABC TV, NY acct exez

WHAM, Rochester. sales

Same. castern sales mgr

KSC)-TV. Pucblo, Colo, natl sales mgr

KNBC. San Fran, acct exec

KDUB-TV Lubbock. Texas, natl sales director

WCTO, Haines City. Fla, mgr

In next issue: New and Reneiwced on Telerision (Netwcork); Adrertising Agency Personnel Changes;
Sponsor Personnel Changes; Station Changes (reps. neticork. poicer):
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Ernest R.
Stern (3)

Edythe
Xein (31

John H
Eckstein (3)

Gene
Accas 13

[o I 4
Myers (3}
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Newr: and renew

3. Broadcast Industry Executives (continued)

NAME [ FORMER AFFILIATION NEW AFFILIATION

I
Pctie Houle | KLAC, LA, traffic i Same, sales service rep I
Edwin R. Huse WXYZ, Detr, acct cxec Patterson-Richards Stations, West Va & Ohio, ¥
Andrew P. Jaeger Procter TV Enterprises, NY, vp in charge of sales { Ziv TV, NY, sales rep
Dick jensen WCCO-TV, Minncapolis-St. Paul, nat! sales rep | Same, regional sales rep
Maitland jordon KJR, Seattle, mgr I KOMO-TV, Seattle, mgr
Edward E. Kash Henri, Hurst & McDonald. Chi, sr producer WEEK, Peoria, station mgr
Henrietta Kieser Bozell & )acobs, Omaha, vp | AWRT, Heart of America Chapter; pres
Marian Y. Komar KLAS-TV, Las Vegas, commercial mgr Same, gen mgr
{. L. Kaufman Crant Adv, Detr, vp UPA, Burbank, adv-publicity director
Lou Kravitz Filmack Studios & Trailer Co, vp in charge of sales & adv Lewis & Martin Films, Chi sales director
L. A. Larson WISN-TV, Milwaukec, commercial mgr Same, asst mgr
Boyd W. Lawlor WIP, Phila, station mgr WWCA, CGary, station mgr
Anthony Leighton ABC, NY, publicity Same, asst publicity mgr
Marvin Levey WEDF, Flint, sales prom mgr Same, commercial mgr

Edward J. \
Do C e

(L:Iig)slgn B"s) Jim McEaneney Weed & Co, Detr Everett-McKinney, NY, sales staff
Henry H. McMahon Yankee Network, Boston, sales service Same, retail merchandising director
Robert S. Mandeville Everett-McKinney, NY, eastern sales mgr H-R Reps, NY, sales
joseph O. Meyers NBC, NY, central news chief | Same, news manager
Ken Morton KOOL-TV, Phoenix, asst mgr Same, statien manager
Edward A. Montanus NBC, NY, central sales supervisor | Same, central sales mgr
Dana S. Murray J All-Canada Radio & TV, Toronto, program div Same, radio program div mgr
Bernard Musnik Crosley B'casting, NY, vp in charge of sales, Eastern div Ziv TV, NY, new business development
0. W. Myers Cerity Broadcasting, Bay City, vp Same, also WNEM-TV, Bay City, general mgr
Benton Paschall WNOE, New Orleans, gen mgr KBAK, Bakersfield, Calif, gen mgr
Richard J. Passage KYAK, Yakima, commercial mgr Same, mgr
john GC. Ponic Fawcett Pub, NY, adv-sales rep ABC TV, NY, sales dept, acct exec
Doug Peterson WCCO-TV, Minneapolis-St. Paul, sales service rep. Same, natl sales rep
Bill William H. Quinn A. C. Nielsen, NY, acct exec | Same, vp in rad-tv div I
Crumley (3) Edythe Rein Natl Telefilm Assoc, NY, asst tres Same, vp
Erwin Rosner WPEN, Phila, local sales mgr Same, gen sales mgr
Adolph L. Seton | ABC, NY, asst publicity mgr | Same, publicity mgr
James T. Shaw Henri, Hurst & McDonald Adv, Chi, rad-tv director Ziv TV, NY, sales rep
Mary Smith I Trendex, NY Same, vp
William E. Spahr ‘ Montana State University, rad-tv program director KFBB, Great Falls, Montana, adv-prom director
William H. Spencer WCOL, Columbus, mgr Same, vp
Joseph Stamler \ WABC-TV, NY, acct exec Same, sales mgr
Ernest E. Stern ABC-TV, NY, publicity mgr Same, LA, adv, prom, pub director
Robert F. Tait All-Canada Radio & TV Winnipeg Same, western supervisor
Kit Tyson WBAL, Baltimore, wrtr Same, asst program mgr
Leonard C. Warager NBC, NY, eastern sales mgr Same, administrative sales mgr
William H. Bill Warner Ziv TV Programs, NY NBC Film Div, NY, sales rep
Quinn (3) Ray Watson WKRC-TV, Cincinnati, asst director Same, producer-director
V. Byron Williams WTRF-TV, Wheeling, asst program director Same, program director
Philip H. Weil i CE, NY GE, NY, rad-tv dept, district sales mgr
4. New Firms, New Offices, Changes of Address
Adrian Bauer Advertising, Philadelphia, has reorganized as The National Television Film Council has established per-
Adrian Bauer and Alan Tripp, Inc. manent offices at 1639 Broadway, New York
Burroughs Corp, Detroit, has .ar_moun_ced the establishme.n.t of North Advertising, a new agency, will open 1 December at
John tams?neefsesnse Contract Adminisiration branch for military 430 N. Michigan Ave, Chicago. Don P. Nathanson will
Devine (3) KGZR, Los Angeles, has moved to new offices at 419 South be its president ,
Robertson Blvd, Beverly Hills Radio Advertising Bureau, New York, has moved to 460
Lowe and Hall Advertising, with head offices in Greenville, Park Avenue
$C. has opened a branch in Asheville W. A. Sheaffer Pen Company has opened a branch plant in
CBS Radis Spot Sales, NY, has moved to 460 Park Ave as of Utrecht, Holland
31 October
5. New Agency Appointments
i SPONSOR ! PRODUCT (or servive) AGENCY
win = — —ea
Rosnes {3) Diamond Crystal Sait Co, St Clair, Mich | salt Ogilvy. Benson & Mather, NY

Elgin Softener, Elgin, IlI water conditioning equipment Phil Go:don, Chi

Jacquelin Cochran, NY ! cosmetics Al Paul Lefton, NY
McCormick & Co, Baltimore tea and spice importers Lennen G Newell, NY
Pabst Brewing Co, Chj | Pabst Blue Ribbon Beer Leo Burnett Co, Chi |
Purex Corp, South Cate, Calif Purex liquid bleach Foote, Cone & Belding, LA
Oakland Zone Chevrolet Dealers, Oakland Chevrolet cars Campbell-Ewald, NY
Revlon Products, NY Touch & Glow liquid make-up BBDO, NY

— ———————— f
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STRUCK OIL IN
INDIANAPOLIS

WXLW chonged its broodcast frequency on Morch 12, 1955,
to 950 on the diol. To help Indionopolis oreo motorists con-
vert their outomobile rodios to the new frequency, WXLW
ond 63 Texaco service stations in metropoliton Indionapolis
promoted free push-button conversions. Eight one-minute
spots o doy onnouncing the WXLW-Texaco rodio frequency
conversion began March 5, 1955, ond ron through
April 22, 1955.

The 63 Texaco service stotions averaged 50 to 60 rodio
conversions for eoch of the first ten days of the promotion!
The IMPACT on Texaco's soles figures during thot period?
Here's what the “SELL STATION" did for Texoco!

"Qur March, 1955, gollonage increased 10.07 per cent
over Morch, 1954, at those stations participating in the pro-
gram. During the same period, according to state tox figures,
gosoline consumption was up only 5.95 per cent.

"During April, 1955, those stations participoting in this
joint progrom enjoyed on increase of 22.43 per cent over
the saome month in 1954; whereos, occording to state tox
figures, overall consumption was up only 6.92 per cent.”

So says Mr. H. L. Knearl, Assistant Division Sales Promo-

tion Manager of the Texos Company, Indionopolis, in his
letter to WXLW of July 15, 1955.

ASK TEXACO!

14 NOVEMBER 1955
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Ylowe ODuwl sure’ i-no <ali- lmli('_\ for
an advertiser who wants to wo pi‘lw's fast
Far better to hop aboard the fa<testemoving, most
cllective medinm there is = <pot television —and
ride it foe all 10's worth.

That's exactly what the General Baking Com-
pany did when it wanted to introduce Grossinger’
Rye Bread inthe Phitadelphio market. Gros<inger’s
was unhnown therel and local hrands were firmly
established. How to move i fast? On BBDO'-
adviee, the chient hought a Twelve Plan <ehedule
on W CAL-TY L And what happened then? To quote
BBDO’s own words: “In five weeks we hit the
sales quota we had expeeted to achiieve i 13 weeks.
After seven weehs we passed all other rve breads
and moved into first place in the marker.,™ /nd . ..
al a cost per thousand viewers of ouly 31 cents!

No fable this. 1Cs another true case lhistory
which illustrates so well why more than 300
national spot advertisers are enrrently using sehed-
ules on one or more of the 12 television stations
(and the regional network) we represent.

Good spot to be in!

OCDBNS Television Spot Sales

Repre~enting: W(BSTV New York, wcAL-TV Philadelpha,
WTOP.TV Washington. WBTV Charlotte. WBTW llorence,
wMBR.-TV Jack-onville. wxix Milwaukee. waByM TV Chicaro,
ksLrv Salt Take City, KGULTY Galveston-Houston, ROINTYV
Portland. KAN\T Los Angeles (BS TELEVISION PACIFICNETWORK



CERTAIN THINGS
STAND OUT!

Yes, certain things are all-
important to the advertiser.
Like the dynamic sell-power
of the JOE FLOYD Stations . . .
the two-market impact you get
for your one smart buy . . .
the spending power of these big
multiple markets.
What a terrific spot for you!

THE BIG TV COMEO

® ABERDEEN

WATERTOWN o D
» HUROH o

78% of total South Dakota Market,
western Minnesota, northwestern lowa

JOE FLOYD, President
Evans Nord, Genl. Mgr. e Larry Bentson, V.P.
NBC Primary

Represented by H - R TELEVISION
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Wr. Spomser

Executive v.p.

RCA Consumer Products, New York

“It’s a damned <sight easier to breed ninks than ake color tv
sets,” says Robert Seidel, RCA Consumer Products’ executive v.p.;
about the current pricing of color tv sets.

“But the same people who are buying Cadillacs, cruises and trips
to Europe will want color sets. And the time will come when all net-
work transmission will be in color.”

An energetic. friendly man with a long career in merchandising
and retailing to back him up. Seidel sits in a Rockefeller Center
office overlooking most of Manhattan. some of New Jersey. Queens
and the Hudson. He feels most comfortable when flanked by an
RCA tv set. hi-fi unit and the new portable RCA radio-phonograph.

“The trend toward color has been established.” says he. “Take
Chicago. Starting next April all shows originating out of our Chi-
cago oo station will he in color.”

Seidel puts a lot of persuasion and advertising into RCA sales
promotion. This year alone RCA Consumer Products will be spend-
ing some 20 million (including the co-op budget) on selling the
public on its line. Naturally enough. RCA is a heavy radio and tv
advertiser on NBC. with numerous commercials on Monitor, Dragnet
and Plavhouse, as well as Berle. Producer’s Showcase.

“If T were still a retailer. I'd stock up on any product that’s being
advertised on tv.” he comments. “There isn’t a manufacturer of a
product in No. One position who can afford to stay off the medium if
he wants to hold on to his advantage.”

RCA’s tv sets have held that choice position for some time against
new and established competitors alike.

“Sure. I'm =old on the power of tv.” adds Seidel. “But the secret
of advertising effectiveness lies at least partly in media hatance.”

Demonstration-minded. Seidel illustrates his comments with charts,
a quick walk to his office hi-fi set. which he’ll turn on full-blast to
play a bell-clear, if deafening. rendition of Star Dust. a switch over
to the new portable radio-phonograph on his bookshelves for a few
bars of modern jazz.

1 was excited about RCA before I ever came here in 1949.” savs
he. flipping proudly through color catalogs of the RCA line. “You
should sce our apartment (Sutton Place. Manhattan) : We've got two
tv sets and half a dozen radios in 4V rooms.” * kK

SPONSOR

Robert A. Seidel
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You're In

LADIES’

Channel 2

in Detroit

s Why Do America’s
Top Advertisers Choose Ladies’ Day?

1:00—2:00 P. M. Manday thraugh Friday

The list of outstanding advertisers shown at left do not buy “blue sky" claims.
Their agencies include many of the sharpest time buyers in the business. Their clients
have been on Ladies’ Day in the past 90 days for purely mercenary reasons, as
they should be.

They buy because Ladies’ Day is tops in ratings . . . tops with Detroit-Southern
Michigan viewers. In the last 6 years, more than 65,000 women from over a thousand
women's clubs in Southeastern Michigan and Canada have appeared on Ladies’
Day, the only program of its type in the Detroit area.

These advertisers are on Ladies’ Day because Chuck Bergeson's versatile
showmanship means more sales for more products in more than 1,500,000 Detroit-
Southern Michigan homes.

Want to make your sales soar in this big-spending mid-western market? Use the
selling power of Ladies’ Day or other potent participating programs™ on WIJBK-TV
with its maximum power of 100,000 watts, 1,057 foot tower and top CBS and local
programming on Channel 2.

*such as Nightwatch Theatre, Early Shaw, Cartaon Classroom, or Sagebrush Sharty

JBK-TV

CHANNEL & DETROIT




When that 1 buy is WJAC-TV, Johns-
town, you not only steer your way into
the rich Johnstown area, but you
coast right into the Pitt:burgh and
Altoona markets, as well!

Latest Hoopers show WIJAC-TV:

FIRST in Johnstown

(a 2-Station market)
SECOND in Pittsburgh
3-Station market)
FIRST in Altoona

(a 2-Station market)

—
o

Smooth the way for more sales with
the 1 buy that covers 3 . . .

 SERVING, MILLIONS FROM
~ ATOP THE ALLEGHENIES

r“;;‘/ ‘\'

JOHNSTOWN - CHANNEL 6

o

Get full details from your KATZ man!
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by Joe Csida

Dees everyone dig Noel Coward?

It is more or less the custom of this corner to make pass
mg comment on anything widely hailed as new, differemt and
exciting. And certainly the two-person spectacular presented
on CBS TV, Saturday, 22 October, 9:30 to 11 p.m. EDST,
was so hailed. Together with Music, you’ll recall it was
called; and Mary Martin and Noel Coward were its stars.

I go along. 1t was new. different and, I’'m sure, to a cer-
tain segment of the population, exciting. Dear, dear Noel
was just the sweetest thing. The elderly elf pranced and
danced and managed, in his songselling, nuances which no
mere man could possibly muster. Only the brilliant Coward
could sing lines like “rolling in the hay” and conjure up a
picture of a sweating farmhand tossing restlessly in a wagons
ful of dried grass.

There i=. of course, virtually nothing in showbusiness that
Coward has not done. For these many years he has delighted
legit audiences, night club mobs< and record collectors with
his sharp wit, his wonderfully incisive words and musie, his
supreme gloss and glitter. And now that he has brought his
endearing qualitie< to television, only the unsophisticated.
the uncultured and the uninitiated will fail to cry with deep
emotion and abandon: “Hip, hip, hooray! Do let us spend
another evening with Noel soon.”

The 15-city Trendex for the three separate half hours of
the show do create the su=picion that there may well be vast
numbers of unsophisticated, uncultured and uninitiated peo-
ple hidden in remote sections of this country. In its first
half hour Together with Music topped Jimmy Durante on
NBC with a substantial 21.3. But in the second half hour
(10:00 to 10:30) again=t George Gobhel’s 23.7, Mr. Coward
and Miss Martin 1allied a 17. In the last 30 minutes, against
the Lucky Strike Hit Parade, the spectacular got back a litite
more than a point, but <till ran second hest to the top seven
~ongs, 21.1 to 18.7.

There wasn't (to get to the non-Coward aspects of the
show) anything spectacular about Mary Martm. She was
just plain, old. everydav great, as she always is. She sings
a <ad song sadder. and a gay song gayer and any song bet-
ter than any lady around. voice or no voice.

(Please turn to page 70)

SPONSOR
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WLW radio offers a great new
programming concept

It's here—"The World Now"—WLW Radio's spectacular new programming TN\\\\\W\\\\
operation that takes you to every town or country, day or night...to /

bring you on-the-spot news, interviews, happenings...interest-packed .Z

people, places, and things that are vital forces in "The World Now ~—
Yes, WLW Radio has a crew of roving reporters, announcers, writers ~

editors to cover the water front, home front, world front and back—to bring e

you the newsy-est, most entertaining programming in broadcast stol .Q'&%
And this human-interest, cover-all programming spearheads a

sensational new '"Certified Audience Plan" unprecedented in 6@8 7L

the entire broadcasting industry!
So tune your ad dollars to WLW Radio for "The World Now"
programming punch with the smash "Certified Audience Plan!"—

14 NOVEMBER 1955
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Here's another Crosley first — revolutionizing broadcast media! WLW Radio
now offers you a smash "Certified Audience Plan'' with announcements to
deliver the greatest possible unduplicated home coverage. You get a
pre—-determined audience at a low one dollar per thousand home broadcasts
or even less...certified by the official NIELSEN REPORTS!

This sensational, unique '"Certified Audience Plan'" is spearheaded by
WLW Radio's new dynamic programming operation "The World Now"— plus the
famous Crosley power-packed merchandising and promotional services.

WLW's big new "C.A.P." will give advertisers the greatest selling
package ... anytime...anywhere — proving the ears have it!

So tune your ad dollars to WLW Radio for the only "Certified Audience
Plan" in any broadcast media backed by '"The World Now'" programming!

CROSLEY BROADCASTING CORPORATION, A DIVISION OF \
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COLOSSUS OF THE'CAROLINAS

No stranger to awards, WBT Radio starts its 34th year
by winning five firsts and one second out of seven categories in the
1955 North Carolina AP News Broadcasting Competition.

Alert, imaginative, mature, WBT's news service to its 2,500,000
listeners typifies an overall program service which‘ﬁins an average
share of audience attained by few American stations
(47%%—1955 Pulse of Charlotte).

Relate this radio rarity to your own selling
problem by calling WBT or CBS Radio Spot Sales.

4. "Big Bill"" Ward, Sports, Superior; 2. J. B. Clark,
Special Events and Documentary, Superior; 3. Phil
Agresta, State and Local News, Superior; 4. Jim
Patterson, Commentary, Superior; 5. Jeanne
Alexander, Women's News, Superior; 6. Jack Knell,
Comprehensive News, Excellent.

JEFFERSON STANDARD BROADCASTING COMPANY
CHARLOTTE, NORTH CAROLINAG
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COVERAGE STUDY STATUS AT A GLANCE 2 %
2755
PROBLENM: There has not been a comprehensive vcoverage study siner NG
19532, Agencies spending millions of dollars in tv ave panting for detailed ‘ \’
and up-to-date data on whe views where on what U S0 television stations, =
ol
. O
TWO SOLUTIONS: A, C. Nielsen, which did a national radio-ts coverage
stndy in 19532, will do similar one for 1956, \RB ha< proposed a =1.2 3F
million study with 500,000 home sample to cover television stations only,
: )
DISPUTE: Two of three tv networks are cool to national coverage study [\
at this time. NBC urges concentration of research funds in arcac where @D\
data are needed most, wants to wait for NARTB industry-backed  ~tudy. B\,
=K
‘ i “rJ.*J‘
FUTURE: NARTB has set 1957 target date. Meanwhile, \RB will go = Yop ==
ahead with study of 300 small markets. An ARB national ~tudyv scems unlikely S ‘ :k__
without the support of the tv webs, which must put up most of the money = {3
e
. >

)
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nymo-hlimd era end

At least one national coverage study looks definite.

though not everybody wants one at present time

by Alfred J. Jaffe

T he long drought in data about tv
set saturation and station coverage may
be drawing to a close.

It can’t come too soon for admen
who have been ladling out millions of
dollars in video while working with
projections from out-dated studies,
fancy guesstimates and piecemeal re-
search,

At least one national set count and
coverage study seems assured for 1956
with A. C. Nielsen Co. having stated
it will definitely so ahead with its
Nielsen Coverage Service No. 2 cover-
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ing both radio and tv (for previous
developments see 22 August 1955 issue
of spoxsoRr). It will be the first such
study in four vears.

Meanwhile. after vears in which ef-
forts to provide a comprehensive.
county-by-county picture of tv have re-
mained virtually dormant. the cover-
age-sct-count pot iz boiling over. with
these other research developments all
having come to a head in recent weeks:

1. ARB has laid before the networks
its plans for a 500.000-interview sam-
ple. 1.2 million tv study for next vear.

The future of ARDs study lies entirely
with the tv webs. If the networks go
along with ARB. there will be. unless
Nielsen reverses itself. a repetition of
the NC3-SAMS Lattle in 1952, (In an
case ARB will do another “Abilene-to-
Zanesville” studs of small tv markets
with about twice as many cities coy
ered as in the first study. which hac
data on about 150.)

2. ARF is exploring the possibility
of turning out detailed tv set count
fizures based on the recent June study
of the Census Bureau. ARF is seeking
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TV SET COUNT (Continued)

a formula whereby the Census Bureau
data could be broken down into coun-
ty-by-county figures.

3. NARTB has taken itse out of
the 1956 picture. It expects, however,
lo start working on a national tv sta-
tion circulation study next year. The
tiade association has set up a 1957
target date for release of its study, de-
tails of which have long been a closelv
guarded secret. Clair R. McCollough,
president and general manager of
WGAL-TV, Lancaster, Pa., and an im-
portant figure in NARTB efforts to set

up an industry-supported tv set count
and circulation study, has said there is
no doubt in his mind about the study’s
getting under way next year.

4. SAMS has withdrawn from the
coverage picture. It abandoned plans
for a 1956 radio-tv coverage study and
has returned provisional contracts to
stations (mostly radio) which signed
up for a second SAMS study.

5. One of the efforts to fill the need
for information until a comprehensive
field study is undertaken was made re-

cently by the Edward Petry & Co. rep

firm, which released tv set data pre-
pared in cooperation with Television
Vagazine and Sales Management.
Symptomatic of the long drought in
tv. data and the problems of getting
accurate research at reasonable cost is
the fact the tv networks are split wide
open on how to get coverage data dur-
ing 1956. NBC favors interim meth-
ods until the NARTB group can show
what it can provide. CBS favors a
national coverage study as soon as
possible and veers toward Nielsen.
ABC is taking an it-depends-on-a-lot-

PR W) S
T = ””)5‘:

NBC’S BEVILLE IS AGAINST NIELSEN OR ARB COVERAGE STUDY, URGES

Because so few radio-tv researchers are
willing to talk at length for the record on the
burning current subject of a national radio-tv
coverage study, a frank, outspoken view, in
SPONSOR’s opinion, merits special attention.
The opinions below, in question-and-answer
form. are those of Hugh M. Beville, director
of research and planning for NBC. Beuville,
a widely respected figure in the broadcast
industry, views the rapid and complex
developmen:s in research from «a
parlicularly strategic vantage point.

e In a recent speech before the Radio and Television
Executives Society, you expressed some views on the ques-
tion of a national radio-tv coverage study. Is it correct to
say you are agatnst such a study at present?

A. ot exactly. It's more a question of what informa-
tion we can expect to get in relation to what we pay for.
[ don’t think anyone is against the idea of getting more
station coverage and circulation data. But [ don’t feel it's
possible at this tiime to do a sufficiently accurate county-
by-county coverage study at reasonable cost . . . and, I
might add, one that would he widely accepted and used and
be provided on a continuing basis.

00 Why do you feel this way now? Weren't you all for

the Nielsen Coverage Service #1 in 19527

¢4. Yes. that's true. We bought both the radio and tv
material from NCS #1. As a matter of fact, I might say
we were the initiators of NCS #1. We put up $300,000
for it. That’s a lot of money. even for NBC. But we were
disappointed in the acceptance of NCS #1 hy advertisers
and agencies. We found they were more interested in rat-
ings. We got little use out of the radio data, but somre use
out of the tv material, even though the tv part of the study
was secondary at the time. The NCS tv data was maiuly
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confirmatory of the coverage and set estimates we were
already using. Then, there’s another thing. These one-shot
coverage studies have their limits. You make a study—and
then what? In a short time, the information is outdated.
In fact, it’s obsolete before it’s published because these
studies can take as long as a vear.

Qo There are a lot of people calling for an up-to-date set
count and coverage study. Doesn’t that indicate a need for
that kind of information?

A, There is definitely a need for information. But the
question is: what kind of information? I want to stress
at this point that that is the key to the problem. Now,
you mentioned two things—set count and coverage study.
I think a set count is two-thirds of the problem and I'm
talking about a tv set count. The tv side is more important
than radio right now because the picture is changing more
rapidly. Now, as you know, the Census Bureau made a
survey of tv homes in June, with the financing coming
through the ARF from NARTB. the tv networks and
TvB. There will be another one in January and we hope
to have such nationwide set counts every six months in
the future.

0. But this doesn’t provide county-by-county figures:
Aren’t they mmportant?

A, Yes. they are. But the ARF is exploring the possi-
bility of breaking down the Census Bureau figures into
county-by-county data. This would be done mathematically,
through some kind of formula. It’s true the results would
be estimates but 1 prefer good statistical estimates to esti-
miates based on inadequate sampling. We hope to have
them by early next year. One virtue of these ARF figures
is that they have the support of the tv networks. the TvB

and the NARTB.
0- You said that a tv set count is two-thirds of the

SPONSOR
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of-Tactors stand but is decidedly cool
foward a national coverage study at

without the webs if it wislies,
Watching these developments on the

to a carefully selected sample, asked if
interest in i mational radio sy coverage

o

thi= timne,

The interim methods proposed by concerned.
NBC are detailed by Thugh M, Beville,
its director of research and planning.
below. NBC's attitude, as well as that
of ABC's, appears to put the ¢nictus
in ARBs big stndy sinee the research
firm has priced the study so that the
nets pay 707 of the cost. On the
pther hand Nielsen, while it would feel
the abzence of network support. has
the finaucial resources to go ahead

money for

A
L{‘[ J“—” l =

proldem?  1loes that mean you don’t feel coverage data

stacks up as particularly important?

fl, Let e give you a little background on that. You
must realize that radio and tv coverage problems are dif-
ferent, There was a good reason for the interest in radio
station coverage in the past. The power of radio stations
differs tremendously. You have 50.000-watt clear chan-
nels and you have 250-watt outlets. Then you have differ-
euces in ground conductivity. And then the important dif-
ference between day and night signal strength of radio
stations. These dilferences are much more pronounced
for radio than tv and, of course, it's very itmportant to
know the details of these differences. Radio engineering
data can’t give it to vou. Now, with tv it is quite different.
The FCC set up regulations for power. antenna height
and so forth and these tend to equalize the geographical
reach of i stations. Engineering contours are easy to
estimate and are relatively accurate for measuring tv cov-
crage. The trouble is that there is too much outmoded.
comventional thinking on the subject of coverage. People
think about tv in the same terms as radio and they are not
the same. NCS #1 would never have been done were it
not for radio.

(" Then. vou don’t think tv station coverage data is
necessary ?

A_ Again. 1 want to stress that it’s a matter of what kind
of information and of what cost. Let me put it this way.
Do you think any advertiser wants to know what New Y ork
City stations get into Manhattan? Or Queens? Or Brook-
I:m? Or. take any big market. Is there any doubt about
which stations cover los Angeles. or Chicago? Now. vou
can sav that doesn’t show which station iz listened to most.
But what are rating services for? [ maintain we do not
need coverage data for areas where we have rating reports.

We made a study to find out what percent of tv homes
are covered by rating services or some kind of coverage
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sidelines, ndmen are, of conrse, vitolh
While <ome important re- <0 or “uil.” The
searchiers go along with Besille on the
idea of concentrating on getting data
in “problem™ areas rather than lay ont
national <tudy,
found a majority of research exeentives ing ™
panting for data as soon as possible.

This pavallels the findings of a Niel-
~en gnestiomaire sent to both buyers
and sellers of air time.
uaire, which Nielsen said was sent ont

w@ ) AR e AL P

SPENT WHERE NEEDED MOST UNTIL AN NARTB

stndy was “intense,”” Cmoderate.” Ceo-
rescarch firm told
~roNsoR retnins from 80 agencies rep-

of the held

“litense’ ine-

1esenting o cross-section
<howed 907,
»

terest i a tv o ~tidy and 857,

CaApressing
SPONSOR CApress.
intense’ interest an a radvo ~<tndy,

The rescarch firm had  previonsly
teported that 7277 of the replies from
radio stations and 86°

from ty

of the replies
The guestion. stations indicated intense in-

(Please turn to page 113
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STUDY COMES ALONG
service. and when 1 say coverage service now | mean

things like the ARDB \bilene-to-Zanesville <tudy. Well. we
found out. for example, that 587 ¢ of the tv home~ in New
York State and 937 of the ts

covered by some kind of local

California are
rating or coverage study.
You know there’s a lot of conecentration of tv homes in cer-
tain states and in urban arcas.

homes

For example. 717« of all
househo!ds are located in Standard Metropolitan Areas, as
defined by the Census Bureau. It's in these SV \'s
vou find the rating services naturallv. Now. in many areas
there are only one or two stations. In Utah there are only
two stations. hoth in Jalt Lake Citv. There i< not much of
a problem in deciding what tv station to buy to cover Utah.
The same situation prevails in most of the western half of
the country. Actually, there’s an awful lot of information
around. more than the agencies realize. 1 know we've heen
putting out a lot of it.

where

0- Well. what information is it necessary to get right
now?

f_l, There are <till plenty of areas where there i~ a need
for up-to-date tv data. I'm talking about the arcas where
several stations operating in different markets overlap and
the areas represzenting the outer reach of a station’s ~ignal.
Alco. areas where there i~ no rating information. \RB’s
Abilene-to-Zanesville ~tudv  provided helpful data and
they're going to do another one in January including even
more areas. Why throw away a lot of money on a national
survey that provides a one-time -nap-hot of coverage?
Let’s use the money now where it'li do the most good until
we get a study that will be provided on a continuou~ basis
and that has the support of the entire industry.

0- You're talking now about the NARTB's plan for a

regular tv set count and «tation circulation mea~urement?

Ao e

Out of that we hope to get more information
( Please turn to page 12:4)
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radio overdomg musi

Too many stations are spinning disks without creative planning, sayin

The programing bread-and-butter of
radio today is music-and-news. But not
all buyers are happy about this post-tv
trend.

“The only way to tell a lot of radio
stations apart these days,” grumbled
the chief buyer for an auto account
last week, *‘is by listening real hard for
their call letters at station-break time.
Otherwise 1t’s often the same records
spun by same-sounding guys who are
reading the same newscasts from the
same wire services.”

It’s true there are many switches on
the formmula. Some stations air lhill-
billy music and farm news. Some use
classical recordings and special news
analysis. Others rely on dreamy mood
music and soft-voiced news.

But fromn the major network pro-
gram headquarters to small-town 230-
watters, the basic music-and-news
formula is king. A study based on
SPONSOR’s latest Buvers’ Guide to Sta-

tion Programing indicates that more
than half of the hundreds of thousands
of program hours beamed annually by
U.S. radio stations is composed of a
program marriage of popular music
and news. (See photographic bar chart
below).

As the trend mounts, many admen
are beginning to ask themselves a few
pointed questions, such as:
® Is the formula making stations lose
their identity and causing them to
sound like so many peas in radio’s
pod?
® Although music-and-news has shown
itself to be a natural “companion™
medium, indoors and out, are there
some important segments of the radio
population being overlooked in the
m&n barrage?
® Js radio developing into a promo-
tional medium for the record business
and song publishing field—at the spon-
sor's expense”’

And-ne

POP MUSIC, NEWSCASTING NOW O

WHAT RADIO STATIONS PROGRAM TODAY.

PHOTOGRAPHIC BARS ON THESE PAGES Sh#

iy

BY TV AND THE INFLUX OF POSTWAR INDE Ak

STATIONS, RADIO HAS MOVED INCREASILL

DIRECTION OF MUSIC AND NEWS (SEE EL

- ¢

Folk Muve
14.5¢

Concert Music

12%,

Popular Music

45.19,
32 SPONSOR

All programing types total
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v, attacking copy-cat taetices

L3

What they think: <ponson s()“glu
the opinions of buvers of radio, of
rescarchers, and radio
This seemed te be the

broadeasters,
performers.
CONSCNSIIS T

the act is a staeh of records (oflten
gotten free from pinggers or promotion
men), a Clist” or “poll” of popular
recordings sneh as those in Bilboard
or Partety, and AP and or LP wire

i 1 Music-und-news is here to stav.  news, At lea<t, that's all it seems o
As a program attraction. it has proved take,
itself tops. when handled  properly. 1. A small but important local
Being timely and nonpictorial, it can  counter-trend is developing. Admen are
lock horns suceessfully with even the  discovering, on analyzing many a
, biggest television programs, and will  broadcast audience of music-and-news
probably continue to do so. shows, that i's a young audience.
2. Admen like music-and-news. I Afternoon blocks attract the teenagers
feel much safer when a 52-weck spot  particularly. Seme buyers with prod-
. radio contract is riding in a popular  ucts to cell to older listeners are dnck-
3 music-and-news show,” is a feeling ing the m&n approach and are hnnting
! often veiced by admen who shoot for other vehicles. Some stations are buy-
di wide audiences with both radio and ing up syndicated radio transeriptions
be television, and programing them in blocks or
3. Newcomers to music-and-news strips.
imitate established stations in  the
¥ music-and-newes field, not always with The networks: Dick Pack, program-
. commendable results. The temptation  ing chief of the Westinghouse stations
i< caz . All that’s needed to get inte  and a former executive of WNEW  the
'-Og!-”l:\N HALF OF ALL THE HOURS IN RADIO N

;£

, LST SURVEY MADE FOR sPONSOR'S "BuUuvers® Guibg.™
LB HOW
A MEN FORMULA. SOMIE ADMEN FEEL TSAMENESS” Is

VR,

/|
o

Ul

M COME FROM CROSS-SECTION OF STATIONS REPLYING

LOCAL DPROGRAMING

WHILE

Newscasts

11.39,
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IS KEYSTONED TODAY

buvers”
LAUDING WELL-PLANNED JMUSIC-ANVD-NEWS {
()p

hest-Rnoswn wdu ~tation nr the bospyess
~tated recently

Dra Wl large seale prodnction
in radie a thing of the past. Lyen
wtworks have o hard thne comprting

with the more glamorons tv, Bot there

is a inlpurlanl ml <omewhat new
function for radio,

*This function is to le a Dac
ronnd agaim-t which np in
morning. cat bre N8 o the
or do the chores at | . h
filed by intelligent pre ing on the
mnusic-and-news lrvel.”

Network radio is meanwhile trving
to walk an interesting path: while hold.

'« that have
given it network prestige in the past

particularly worldwide news coverag
and star personalitic= 1t ha~ at the
same time been borrowing liberally
from the music-and-news sales pattern
along with soine mmovations in short-

(Please turn to puge T4h

ing on to ~omr of the thi

Coming: SPONSOR’s 3d

annual “Buayers” Guide™

“A Sears catalogue for time-

that’~ how one

ageneyman  de-cribe-

spoNsOR'~ annual “Buver

Gumde.”

buving aid, based on an ex-

Other types

17.19,

Next edition of the

tensive sunvev of the local
radio and tv programing of
all

Canada. = In

U=

the

outlet in and

\\‘()l'l\‘.

Publication date: February.
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PART TWC

OF FIVE PARTS

Today's account ex
umnel for expanding servie

cuty

Tv account man must he marketing-merchaudisiug expert as well as adman

Today the typical large advertiser
with a stake in tv expects his agency's
stafl to serve as marketing. sales and
merchandising consultants as well as
advertising strategists. The tv sponsor
is spending millions a vear. He feels
he’s gol to insure this investment by
thorough merchandising and exploita-
tion, and he wants to feel that his ap-
proach to marketing and sales prob-
lems is in harmony with his advertis-
ing effort. The ultimate responsibility
for the various services the agency per-
forms for today’s client falls upon the
shoulders of the account man.

This 1= the second of a sroxsor

series analyzing the effect the growth
of the air media has had upon agency-
men, client admen. reps and station
personnel—the new and old headaches
that complicate their job. In the 31
October issue SPONSOR analyzed the
problems of the timebuyer in 1955.
The third article in this five-part series
will deal with the headaches of ad
managers.

“Tv didnt just add the headaches
of one more medium to worry about,”
the account executive for a major cos-
metics advertizer told SPONSOR, be-
tween a series of phone calls from his
client and from within the agency

ADVERTISING HEADACHES

4 series of urticles designed to put in perspective

the air media problems of :

I. Tiwmebuyers oeeceeencnne e e R———— 31

1. levpunt vreculives........
1. 1d

IV, Representatives

mauagers........

V. Statioa

CXCCULINOS i, Boccona tococo 260

Ortober

othis issue

.28

.2 December

Vorrwuber

Devember

checking with him about (1) a whole
saler convention. (2) the new tv com
mercials and (3) a magazine campaig
about to break. “Tv actually force
account executives more and more int:
fields other than advertising. To do .
top job in 1955 a guy should probabk
have spent five years each as a show
man. merchandiser, district sales man
ager, media director, researcher, a
well as in the many phases of adverti:
ing he was always expected to know.

So complex are the functions ane
responsibilities of today’s account ma
for a major advertiser that some of th
top air media agencies have developes
two-man teams of account executive
to service a client. The team is ofte
composed of one man who's the advel
tising expert. and another who's pri
marily a marketing and mechandisin,
man.

However. it is still far more usua

for one account executive to bear al

of the headaches implicit in servicin;
a particular air advertiser.

SPONSOR's survev of account men re
vealed that while their background
vary considerablv. account executive
tend to work on a particular categor
of accounts even when they chang
agencies. [or example, the accoun
man for a beverage at a major radic

SPONSOI
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tv ageney has been in the ageney hsi-
ness for seven years, working always
on either food or beverage aceounts.
Prior to coming into agency work he
worked in sales and sales management
within the food industry.

Some account execntives have come
ont of the media department, otliers
out of copy, more ont of market or
radio-ts researcll, but once they're in
account work, they become specialists
i products, e.g. loiletries, foods, hard
goods, automobiles. The trend to spe-
ctalization seems far more ingrained
than ever becanse of the increasing
complexities in sales and distribution
set-ups within caclt industry.

Here then are some of the most com-
mon complaints and worries that ac-
count men face:

Selling top management on te:
Because of the tremendous cost of a
fy ecampaign, top managenment on the
client’s side has becowe intimately in-
volved  with advertising plan-.  Very
often the account executive has to jus.
tify the ad manager’s and the agency’s
recomniendations to men who are not
advertising men at all.

“It makes for a rough communica-
tions problem sometinies.” said one
account executive who had just spent
two solid days in meetings with top cli-
ent executives. “You're trying to sell
the president of the company on the
merchandisability of the network show,
but he’s a financial genius. and all le
wants to know is how come it costs so
much,”

“We feel that for an impulse-pur-
chase item like cigarettes an announce-
ment campaign is very effective.” said
the account man on a major brand.
“But you talk cost-per-1.000 and fre-
quency impact to the chairman of the
board till you're blue in the face and
he says. *l don’t care. I want George

Gobel.” "

Bepartment heads bypassing
a e’s: When there’s a struggle for
power within the agency. or if the
head of one department i~ consider-
ably stronger than the head of another.
it's frequently the account executive
who suffers most. In the first place, it
makes it harder for him to make ax
objective recommendations as he
might want to. Furthermore. the de-
partment head may he tempted to go
over the account exec’s head to the cli-
ent directly.
(Please turn to page 128)
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When reps or slolion men run oround the a/e’s end 1o the client direct,
il's the occounl mon who’s left holding the boll. He's the one who's
got fo go bock to the od manoger ond justify ogency strolegy over agoin.

i

L T
[
!

It's The occounl mon’s neck thol’s woy 'oul when show rolings foll down
one week. Clienls wha're "'rotings-howks”” hove him on the corpel regu-
lorly to exploin the rolings when their show dips below the week before.

All loo often on account execulive finds himself cought between client
ond stor — the former asking for an unreosonoble number of personal
oppeoronces, the stor refusing to listen to the occounl man’s pleoding.
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Ratdio-prme teamwork hreaks
siles records Tor Bon Marche

Forced back into air media by newspaper strike, Scattle department

store now puis 109, of its ad budget inio radio

/_'_’ost local retailers move grad-
ually and smoothly into air advertis-
ing—once thev’ve been sold on the
idea.

But when Seattle’s Bon Marche de-
partment store oved into it, it prac-
tically catapulted through the door.

It was July, 1953. The store was
getting ready for one of the largest
retail promotions of the year. Then—
a strike that was to drag on for three
months hit the Seattle Times, the
city’= eveuing newspaper and a pri-

Men's wear <ale,

Radio-tt combined 1o help give store big-
gest Father’s Day sale- among all 75 stores in Allied Stores chain.

mary advertising medium  of Bon
Marche.

As the Times's presses stopped. Bon
Marche’s advertising toppers--Sales
Promotion Manager John Keeler, Ad-
vertising Manager Shirley McKown,
and Account Executive Peter Lyman
of the Frederick L. Baker agency
started reaching for the phones. An
advertising schedule had to be bhuilt

but quick.

With a small mountain of merchan-
dise to move. the trio had little choice.

and some television

They bought wup practically  every
available news period, local program
and spot announcement slot on the
city’s seven radio and one tv outlets.
Then they stopped long enough for
black coffee, and started writing air
copy on the specials due to he featured
in the storewide sale.

Overnight, Bon \Marche — which
hadn’t used radio or tv in any amount
since 1919—was practically saturating
Seattle’s airwaves. And. overnight. Bon
Marche executives got a liberal edu-

Warchouse sale. plugged heavily via radio and tv, cracked Bon
Marche's 56-year record for weekly gross with more than £500.000.
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cation in the selling power of the two
tocal air wedia.

Succesy story: The 1953 ervisis had
a happy ending niedia,
For two weeks, the store (actually,
there are [our Bon Mavche stores in

for the air

the arca) pounded awav i radio-tv,
and in the c¢ity’s non-struck ntorning
paper, the Post-Intelligencer. 1nstead
ol dropping off, store sales edged up
nicely, and executives and adumen of
Bon Marche catch
breath.

started 1o their

Air media, and particularly  radio,
have been high on the store’s wmedia
list ever since.

In 1953, Bon Marche spent about
§20,000 on the air.

In 1951, the figure jumped o a to-
tal of $£50.000,

In 1955, the air budget figure will
bé over $60.000. By the latest local
estintates. this will be about 1077 of
the store’s entire advertising appropri-
ation—about 2's times a~ high a«
the “normal™ percentage for depart-
nient store air advertising as checked
by the National Retail Dry Goods As.
sociation.

Currently, Bon Marche's radio hlne-
up in Seattle looks like this:

s Four five-minute “Blue Sireak Bul-
letin” newscasts daily on 5.000-watter
NOL. plus announecements.

¢ Three five-minute

news  periods

S

— —

daily  on S0000-watter KING,

nunoineements,

plus

e lleavy and consistent  annonnee-
ment campaigns on KAYO and KJR,
hoth 5.000.watt outlets,

e In addition, special promotions for
mdividual  <tores  in the  four-~tore
chaiit are used in the SeattleFacoma-
Fxyerew other outlets,
Tv i« a factor, althongh its u~e s

area on radio
seared mosthy to special scasonal pro-
motions (such as Christinas) and not
the <tore’s air

a< a steady itent in

advertising,
How it works: 1y the fir-t lectic
davs of the nid-1953 erisi<, as agency.
man  Peter Lyman “hittle
thought was given to the selection of

recalls,

stations or the time of dav bheyond
spotting specific male or {emale-ap-

peal itews in evening or in daytime,
and such other obvions choices.”
But when the shouting died down
and the empty store shelves zave evi-
dence of the success of the campaign,
Bon Marche executives had a chance to
evalnate some of the lessons they’d
learned. sPONSOR considers many of
them particutarly applicable to a wide
variety of retailers using, or planning
to use, air advertizing, and commends
them to the attention of admen.
o Approach: \ lot of department
store executives. for one reason or
another, feel that radio-tv advertising

HOW BON MARCHE AIR FORMULA WORKS

Copy slant: Store’s admen avoid institutional air approact:

and use radio to sell specific ileins or to promote special store

sales. They feel radio has special “urgency and action value.”

To keep “news value™ of radio, however, regular-priced items

aren’l sitressed: listeners know announcements mean specials.

Radio-print teani: Store generally picks one or two of its top
price bargains for daily radio featuring and heavy newspaper
back-up. Both media drive home the same basic sa'es points

with coordinated copy. Air copy changes after Mondays to

keep in step with newspaper ads for specific item or event.

Scheduling: Bon Marche uses transcriptions featuring hand-
picked group of announcers to build store identification and

control the exact delivery of copy points. Programs (short

newscasts) and spot announcements are used on four local
radio outlets. with time slots scheduled by store in run-of-

s \\

14 NOVEMBER 1955

‘ schedule and fixed air positions getting over 507¢ of audience.

John Keeler (3, Bon Abrehe’s wales pro-
motion manager, and Pewr Lyman, Fred

erick b Baker acet, exee, ded e ge-

: . T 1 . . .
larn o air medpd, head continding «mpargn,

for a store has to be “institutional.”
Newspapers, they feel. are the mediun
Bon
Marche, caught in 1953 without it
usual newspaper space. had no tine
for the in<titutional piteh and ha-n’t
tried it since.

that can scll o price special.

Regarding the ~tore’s annomeeennt
packages ou four local radio outlets,
Lyman tokd sroxson:

“Downtown retail werchants in S¢
attle remain opeu on \Monday nights
until 9:00 puan., <o Monday i~ gener-
ally the top day of the weck for ~ales.

“Naturally. then. Sunday is the
heavy day for newspaper promotions
for Monday business, and our u-e of
raio ties in with this pattern. Gen-
crally. one or two of the wmost pro.
motional items or events are selected
for the radio back-up, and the <pot an-
nouncements are run on Sunday and
Monday. Or, if the event warrants,
they ate continued through Tues-
day, Wedne~day and sometimes< even
through Friday. Generally our radio
expenditure is roughly equal to the
newspaper budget for the item~ adver-
tised.

“In every cae. we try to mahke full
use of the urgency and action value of
radio as a medium. Because radio ac-
complishes its action-impelling job so
well, we feel that the u-e of radio for
regular merchandise at regular prices
would ‘water down’ its effectiveness
when we need it to produce action,
‘Therefore. we restrict our u<e of radio
te the advertising of highly promao-
tional merchandise and event~ only.
Our feeling ix that when listeners hear
‘Bun Marche’ on the air thev abways
know that it tells them about unu-ual
values available at the store.”

e Radio-prini Bon Marche
doesn’t scll one way in print and an-

leam :

({ Please turn to page 125)
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ALCOA DROPPED MI'RROW TO GET BIG RATINGS IT HOPES TO ATTRACT WITH STARS LIKE WENDELL CORY, ANN TODD ON ALCO.t HOUR

Alcoa enters *“get-out-and-sell
era with $3.6 million in tv

Aluminum company fights competition by heavy consumer

promotion of its enstomers’ products

AtCoa
It &

Alecoa label will sell brand name

ALUMINUM

Aleoa’s streamlined sales strategy revolves

around promotion of its customers’ finished prod-
ncts to consumers. Firm awill show aluminnm
furniture, for example, on its tv program. Alcoa
labels on customers™ products will tie in

Alcoa name to customer advertising, promote brand

38 SPONSOR



by Evelyn Konrad

s
’ his Tall Meoa made a shavp change
in its television strategyv. 1t bonght al-
ternate-week  sponsorship of a mass-
gppeal drama show on \NBC TV sane-
day nights after three years with Fd
Murrow's  upper-hrow,
stirring See [t Norwe oin CBS T\

Was the switel g delaved reaction

controversy -

io yewrs of sitting on the hot seat af-
ter a snecession of controversial shows
including the famons Muorrow indhet-
weint of Senator MeCarthy 7

Many a head on Madison Avenne
nadded yex last spring when the deci-
<sion to drop Murnow became known,
Bat spend some time with Meoa's ex-
ceutives and ageney people and von
come away with the impression this

question gets more to the heart of the

matter:;

What's the reasoning  behind Al

coa's emphasis on mass n cireutation.

since the company is one that lhas
little  direct with the broad
public?

contact

\mong  the several answers: (14
Wartime aluminum have
finally peteved out, and with the pass-

shortages

ng of llug(' governmenl contracls, the
alnminum industry  finds itsell in a
buyers’ market. (21 The growth of
Aleoa’s  two ( Reynolds
and Kaiser) and Reynolds’s strong en-
try into consumer pmdu(‘l manufac-
ture is forcing Alcoa’s hand.

Now the giant in the aluminum
business is fighting for its <hare of
the market. The new AMceoa strategy
1= hased primarily upon promoting
the finished products of its customers
in all its advertising. thereby inducing
the customers to buy Aleoa aluminum.,
and making the public \lecoa-con-
scious, It feels. therefore. that it needs
mass audiences rather than the upper-
level. select group whicli constituted
the major Murrow following.

compelitors

Getting a slot: The story behind Al-
coa’s recent network buy conld make
an exciting show on the firm’s own
drama program. It started a number
of months ago, when Art Duram. v.p.
in charge of radio-tv at Fuller & Smith
& Ross. one of Alcoa’s two agencies.
alerted the three tv networks to the
fact that Alcoa was in the market for
a top-grade time franchise.

“We told each network aboul two
or three time periods that we had our
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“Oie of the
Les we wege \\&ll"llillg was The Plnl.
co Playhonse on NBC TN We fignred

they'd Treen on v for seven yvears,

. N N
eve o osavs Dnran,

mavbe they were getting veady for a
switehe The hnneh paid ont.”

On a Monday afternoon carly this
fall Phileo did cancel. By Frusday af-
ternoon, Joe Colligan: NBC TN "< nan
ager of national
phone with Daram,
reached Todd Hant,

<ales, wa~ on the
Duovane v turn
Veoa's new ad
mamager, in his Pittshorgh office at
6G:00 pan. the same day.

v blondish. quict man in his thir-
ties. Hont calle honsell “a neophyte
in advertising”™  bat recoguized  the
import of the phone call nmediatels,
"\t Duram and 1 talked long-distance
about the half an

honr,” he vecalls, “The biggest ~tune-

show for abont
bling block conld have been the faet
that Aleoa normally makes decisions
o a conmitlee basis.”
Hunt knew. however. that network
tv doesu’t permit time for dawdling,
NArthur P.
Hall, Alcoa’s advertising and public
relations v.p.  He Robert

From his home he called

then got

\leRee, the hn's vope of held sales,
away from his dinmey table for a gnick

The

morming, he talked to snch other V-

tedeplhione  byviefing. fullowing
voa exeentives as Don Wilmot, vp. of
sales products manager-, and Faank
L. Magese, Veow exeentive ..

“We held informal conferenees all
woring” savs Hunt, By two o’clock,
we felt veady o reconnnend hoth the
tinee and the arew program lo lnin;z
W, (Chiefr Wilson. onr

\etnally, we hive nutil
A5 pang and by G:00 pai 1 was on

|n'(--i(|('nl.
didn’t w0 1o
the phone  with Doram agmu, 1
W ednesday s Joe Cnlligan had Doram’s
letter of intent to by

During VMeoa™s “D-Day” Hant had
also been on the phone <everal times

(Please turn to page 133)

For Alcoa’s philosophy

on sponsorship of controrersy-

stirring Id Murrow »See It More,”

turn to next page } ) I

Vertical saturation i~ Par Weaver-Aleoa philosoply behind $125.000 v buy giving Aleoa
every amvailable network program for v« *Chrictmas crealions of Aeoa aluminnm™ promaotion

Tue~day, 6 December,

Firm expect~ to reach over 10 million viewers a1 least once that day

ALCOA DAY—ALL DAY
Tuesday—Dee. 6—NBC-TV

ARLENE SHANCES
NOME

J
o

- HARLIF RLGOGLES
WORLD OF

SENNESSEF e BN O b b

ME SWEENEY

*

DAVE GAR 3y
Tl sy

STEVE ALLFN
TONGHT

i -
N 4

at A A
PEANTHEE

» Yol N BT m

MATINEE’
1

i‘ﬂ “W - | .\

M oax PRAN k%
[LATHE R B

(T

TV's star salesmen will be selling
CHRISTMAS CREATIONS of ALUMINUM
for a FULL DAY on NBC-TV



How Alcoa looks at tv controversy

® Many tv sponsors become extreme-
ly concerned over any unfavorable
mail about their show. They worry be-
ause it’s diflicult to gauge whether
two bad lctters represent 1,000 viewers

- 200 potential customers, or whether
they’re indicative of a loss in sales.
\lcoa 1s one tv sponsor who had
when Ed Murrow’s McCarthy indict-
ment and his interview with Oppen-
heimer hit newspaper headlines and
aused a stir throughout the country.
As sole sponsor of Murrow’s See It
Now, Alcoa found itself in the center
of the storm.

SPONSOR interviewed public relations
executives at the company to find out
how Alcoa had felt about its associa-
tion with controversy-stirring program-
ing and whether its Murrow sponsor-
ship had boosted or hurt sales. Their
frank answers and comments can guide
advertisers who are concerned about
controversy issues on their own shows.

Why Alcoa bought Murrow initially
--The purpose of Alcoa’s original tv
venture was to make the Alcoa com-
pany [avorably known to the public.
To do this job, the firm sought a pub-
lic service type program.

“We felt we needed the support of
the people who would tend to watch
the Murrow show.” one Alcoa public
relations executive explained. “Of

Reason for dropping Murrow?

Many speculated that <hows like Murrow’s
interview with Oppenheimer and the Me-
Carthy shows caused Alcoa to cancel spon-
sorship. Actually, Alcoa attributes switch
to marketing <trategy
39). Alcoa knew
programs before

handshake

aronsed ire of some of Murrow’s viewers,

(see story on page
controversial nature of
McCarthy., Even Ike's

with a Negro on one show

course, it was a revelation to Alcoa to
find out the number of ways in which
matters of current interest could be
controversial.”

When Alcoa bought the show (in a
deal madc directly with Ed Murrow),
it was agreed that Murrow retained
complete control of the prograns
(which Alcoa never even saw before
they went on the air) and Alcoa main-
tained control of the commercials.

Which shows were most contro-
versial?—*""Becausc the company is so
big and widespread, some subject
which has no connection whatever with
Alcoa could kick back,” an Alcoa pub-
lic relations executive said candidly.
“A show about book-burners in Cali-
fornia might involve a big client’s wife
for all we know.”

Most of the Murrow shows pulled a
considerable amount of mail. 997 of
which the firm answered. (“We don’t
answer obscene or ridiculous letters.”)
The only show on which there was no
critical mail was the one tracing a pint
of blood on the way to the battlefield
in Korea.

Said one Alcoa public relations man:
“On a program about Eisenhower,
half the mail said Ed had sold out to
the big companies. Others commmented
FEd was trying to sabotage Eisenhower
by including a shot of him shaking
hands with a Negro and remarking.

‘Glad to know you.” The critical letter
writers said Murrow was trying to
make lke unpopular in the South and
that this might prevent him from
breaking the solid South.”

Alcoa executives recall a program
that showed a mail-call scene in Korea.
A fruit cake was shown arriving in
poor condition. Within days there-
after Alcoa got mail from a fruit cake

packers association protesting that
their cakes always arrived in good
shape.

How did Alcoa [eel about the Mc-
Carthy shows?—“We made some en-
emies with these shows, and some
friends.” said an Alcoa public relations
man. “l don’t know if we would have
vetoed the show if we had the chance.
Probably so. We would have been
readier to say ‘ves’ if we felt the net-
works had first taken responsibility
along these lines. Why should we be
the fall guy for networks who didn’t
have the courage to do it?

“We want to sell everyone aluminum
as long as they’re not subversive. It
isn’t our job to go around and make
any segment of the population mad.”

Publie opinion research surveys con-
ducted by the Psychological Corp., how-
ever, showed public opinion continu-
ously moving upwards about Alcoa.
There was no fluctuation during the

( Please turn to page 142)
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Edgar J. Donaldson, associate radio-tv director, Ketchnm,
MacLeod & Grove Inc., Pitt~burgh, here 1clls how he has
fonght and won the continning battle of the spray gnn.

"/ith approximately 707 of tv
programing throughout tlie country
on film, and an increase in tlis per-
centage an almost certain prediction
for the future, the networks have every
reason to worry about how they are
going to amortize the considerable in-
vestment they have in equipment and
studios and people for live television
production.

There is probably no way to com-
pletely stem the tide. But those of us
who believe in a healthy percentage
of “live production” do not want the
film industry to be able to add “qual-
ity” to the advantages of film over
live. And yet if the production ex-
perts responsible for many of the live
commercials currently being aired do
not begin to pay more attention to de-
tail, this will be the case.

Take. for instance, the use of “dull-
ing spray,” a liquid wax or plastic
normally used in a studio to dull a
“hot spot” on a shiny surface. If
properly and artistically applied. un-
due glare from an object can be avoid-
ed without making it apparent that a
“doctoring job™ has been done.

This is very important when appli-
ances and automobiles are being sold
via television. The glitter of chrome
and enamel is one of the main reasons
why a new car or a new refrigerator
or a new toaster looks attractive. When
the showroom shine is removed, or
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covered up, it looks dull and unexcit-
ing.

We, at Ketchum, MacLeod and
Grove are very familiar with the pres-
sure exerted by the engineers of a
television station or network to avoid
glare. These technicians seem to ab-
hor any type of light reflection. They
point out that glare from a strip of
chrome drags down the over-all picture
level. They work so hard to get a
technically perfect picture that the
star often suffers. And, let’s face it!
the star of anmy commercial is the
product being sold.

When handling automobile commer-
cials, we spray only the problem areas.
If light hits a bumper, or a strip of
chrome in such a way that we cannot
avoid tremendous glare by changing
the camera angle or repositioning
lights, we spray the offending area
delicately. We spray in such a way
that the glare is reduced. not elim-
inated.

Automobiles are shiny. The manu-
facturers mean them to be shiny.
Thev arrive shiny at the dealer’s. He
gives them an extra coat of shine and
puts them out on the showroom floor
to glisten their way into the hearts of
prospective customers. When these
customers see their dream boats on
television. they expect them to be
shiny. They do not expect them to
look as dull and drab as the “old bus”
they're planning to trade in.

Don't let lear ol
- lire dull your Tive
(v commertal

There are other ways besides spraying
to reduce bothersome light reflection

if yon want your producet to shine

All chromium-plated appliances are
lighting hazards. We are frequently
faced with such everyday problems
as how to get a shot of the inside of
a chromium-lined oven. The every-
day solution to this everyday prob
lemn seems to be to give it a good soak-
ing down with dulling spray. But
suppose you want to say something
nice about chromium-lined ovens?
You can’t . . . if it doesn’t look like
chromium. And chromium, covered
with dulling spray. just doesn’t look
like chromium.

A close-up of a large chromium sur-
face, like a toaster or an automobile
bumper, will act exactly like a mirror.
Not only do you have the problem of
light reflection, you have to avoid
giving the viewers a behind-the-scenes
shot of the camera. the cameraman, the
floor nmianager or anything that hap-
pens to be in the reflective path
of the mirror-like chromium surface
being televised. In most cases a change
of angle will eliminate the close-up re-
flections of camera and crew. But
some part of the studio will be seen.
The overhead must be avoided since
ther

it iz a sohid mass of lichts. Sc

parts of the stud I ed
without too much h '

I~ no ment ¢ the tlc urin
the shot. This i= ce v f

desirable than a shot of a toa
what looks like a quarter of an inch
(Please turn to page 137)
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Timebuyers of the U.S.

The list of timebuvers starting below is de~igned

to he vred by all those who must communicate with

buyers.

national and regional buyers ever assembled and is

ased on the John F. Pearson Co. timebuyer list

It ix probably the most complete list of

alphalietically Dy states and cities.

supplemented by a sroNsor survey. Agencies appear

This list will be

yublished in reprint form for handy reference:; for
I I :
prives of single copies or (uantities. write 1o Spon-

sor Services Ine.. 40 E. 19th St.. New York 17, N. Y.

This index gives you page wherve List for each city stavts

Atlanta 45 Washington, D. C. 45 Lincoln, Neb.
Baltimore 83 Denver 435 Los Angeles
Beverly Hills. Cal. 42 Des Moines 78 Louisville. Ky.
Birmingham, Ala. 42 Detroit 88 Memphis
Blrmingham. Mich. 88 Durham, N. C.. 114 Milwaukee
Bloomfield Hilis, Mich. 88 Fort Wayre, Ind. 7R Minneapolis e
Boston . 83 Fort Worth Tex. 121 Muncie, Ind.
Cambridge, Mass. 88 Glendale, Cal. 42 Nashville .
Chattanooga S 116 Hollywood, Cal. 42 New Orleans
Chlcago 72 Houston 121 New York
Cincinnati - 114 Indianapolis 78 Oakland. Cal. .
Cleveland . . . 114 Kansas City. Mo. 90 Oklahoma City
Dallas il8 Knoxville 116 Omaha
-
AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYFERS

BIRMINGHAM, ALA; |

J. HOWARD ALLISON & CO.

suite 215 Town House

BRDO
800 Peachtree, N. E., EL. 7015

ROBERT A.

DY SOTO (SE Arca) ! OLSEN

| FORBES
5 MceKAY

KEEGAN ADV. AGENCY

Title Guarantee Bldg.

ROBERT LUCKIE & ASSOC.

Frank Nelson Bldg.

Green Spot Orange Juice
Ziegler Sausage
Bama Foods

Yellow label SyrupJ

PARKER & ASSOC.
Comer Bldg.

SILVER & DOUCE, INC.

Brown-Morx HRldg.

JOHN
FORNEY

] WAYNE
{ PARKER

SPARROW ADYVY. AGENCY
Farley Bldg.

T. 0. WHITE ADV. CO.

T. 0. WHITE
Title Guarantee Bldg. }

BEVERLY HILLS, CAL. |

BIOW-BEIRN-TOIGO. INC.
B707 Wilshire Blvd.

1 Avis
f PHILBROOK

BYRON II. BROWN & SALLY

.~ N WALKER
ASSOC. "DON FRANK
8241 Wilshire Blvd. B. BROWN
EISAMAN-JOIINS | JESS
9155 Sunset Bled. 5]0".\'.\'
IRWIN—LOS ANGELES GEORGE
226 Y. Counen Dr. ;lR“'l.\

42

95 Philadelphia . 114
42 Portland, Ore. . 14
8 Richmond. Va. . ... 122
116 San Antonio S e 122
123 Salinas. Cal. . ... . a3
2 San Francisco [RURSUIVEROY ¥.
78

116 Seattle e I Nl o123
83 St. Louwis .. ... = 95
95 Terre Haute. Ind. e 18
43 Tulsa B RO 14
114 Tyler, Tex. . o3 .

95 Waco, Tex. . Ey——_ . (175

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYE

LENNEN & NEWELL 1 BENJAMIN R.

308 ¥, Rodeo Drive s' POTTS
WALTER Me¢CREERY ] WALTER
9341 Wilshire Bled. { McCREERY
ARTIIUR A. MEYERIIOFF |

& CO. [&"ELSE':I‘C()TT
328 S. Beverly Drive J

GLENDALE. CAL.

HARRY G. WILLIS & ASSOC. | wiLLIAM P.
101 E. Broadiwcay SSTOI\'E"A,\I

HOLLYWOOD. CAL.

JEAN

BROOKS ADV. )
SHAY

1610 N. Argyle Ave:

LEO BURNETT CO.. INC. NANCY

[ W A R )

1680 . Fine St. MYERS
CALIFORNIA ADY. WALTER VAN
1680 N. Fine St. g:)!l;'A%!le)
FAIRFAX ] BOB

1680 \. Vine St. ( NOURSE
JIMMY FRITZ & ASSOC. IBIR Y

1680 N. Vine St. 5 FRITZ
GRANT ADV.. INC. 1 JOHN

1680 N. Fiune St. ‘(;.‘\l_'\l

~gt N 8 ]
GUILD. BASCOM & { GEORGE

BONFIGLI cedin
1741 V. lvar ‘

[ . = , BILL
IUNTER-WILLIIITE ADY. HUNTER
1580 N, Highland Blrd. FARL

WILLHITE

KENYON & ECKIIARDT | GORDON

6253 Hollvuood Bird, s WALKER
McNEILL & McCLEERY 1 JAMES
6777 Hollvuood Blrvd. 5 McCLEERY
RAYMOND R. MORGAN CQ. } TERRI
6233 lollywood Blvd. BRADY
JACK KERR

] BOB SMITH

M. B. SCOTT & ASSOC. MILT SCOT
9155 Sunset Blud. DON OTIS
LOU NOLSF
BY NEIMAN
1 .
THE TULLIS CO. ToLLs
6000 Sunset Blvd. RUSTY

J McCULLOLL

WADE ADV. AGENCY ] SNOWDEN
6381 Hollvicood Blud. S,HU.\'T, JR.
. DAL
DAL WILLIAMS & SONS | WILLIAMS
2142 Cahuenga Blrd. DON
BREWER

LOS ANGELES. CAL. ﬂ

ANDERSON-McCONNELL {;‘ACI\?‘\'_YER
731 N. La Brea Ave. MOTILINER(

ROBLRT C.

HADEN DONOHEE

1206 VMaple Ave.

ATCIIISON, DONOIIUE & !

ATHERTON ADV., AGENCY

B155 Melrose Pl.

| ALERED A.
5’ ATIeRTOYN

BARNES CIIASE CO. ] CHARLES

31450 Wilshire Blrd. s'DA\'lS I

BBDO | LOCKE

63063 Wilshire Blvd. s TURNER

BROOKE. SMITII, FRENCIT AR

& DORRANCE bt

1250 Wilshire Bled, 1
SPONSOR



A&

| QIS

1.0

BUCITANAN & CO,
131 V. la tienrga Rlcd.

FRRANK BULL & CO.
1239 N, Nighland  3ae,

'1(2.\I.KI\S & TMOLDEN

T12 N Carson Lie,

WCAPLES CO.

g0l N, Ailugdey Deloe

MILTON CARLSOYN (O,
1850 W il<hire Bled.

CARSON-ROBERTS
#8311 tlden Dr,

DARCY ADVERTISING GO,
1830 W ilshire Bled.

DOYLLE DANE

607 . Hobart

BERNBACI

ROY 5. DURSTINE
S 880 W ilshire HBled,

EDWARDS ADV,

'ILYS S,

AGENCY

la (irnega Blyd,

CERWIN, WASEY & CO.
3083 B ilshire Blid,

FOOTE. CONE & BELDING
O K ilshire Blvd.

GLASSER-GAILEY
18106 W, First St.

GLENN ADYV,
0399 Wilshire Bled.

LOODMAN-ANDERRON ADY,

8t N, Snn Vicente RBled,

GREY ADY.

9165 Nunset Bled,

MARRINGTON-RICITARDS
3816 Wilshire Bled,

WILLIAM W,

ST4T Melrose

IIARVEY
dre,

HEINTZ & CO.
nil Wilshire Bled.

ON & JORGENSEN
Wilshire: Rlvd,

THE JORDAN CO.

2408 W, Tih Sp.

EDWARD 5. KELLOGG

3835 S, Caranidelet

LANCE ADY.
N6 Sunser Bled.

I'NE MAYERS CO.

>301 W, 3rd St

s MeCANN.-ERICKSON

1800 Wilshire Blvd,

14 NOVEMBER 1955

AGENCY, ACCOUNTS, ADDRESS & PHONE

TIMEBUYERS

—

RO
s WEsSI

MEL R
ROACH

—_—

BIANUII M
} GLIRRAHAM

[ sarion
§ WELLBORN

—_—

RITH
( JOIINSD N

| R AL rHt
(l ARSON
DAN STEREL

| MERRIT
| WILLEY

| ’ERNIUE
f LEVITAS

I WH AN b
§ SLOAN

1 EDDIF
jkum 1z

) GLENN

BOTLANNAN

] ROBERT

{ CLARK

‘ JUNE
RIRKPATRICK

] MRS, LYDIN

R, HATTON
" MI'RIFL
RULLIS

CRACE
GLASSER

RAYMOND E.
PROCIINOW

CLAIRE
KROREN

MARSITALL
FDSON

BUNMSY
WALKER

e, —— —— o — N St e,

1 ROLAND E.
{ JACOBSON

]

ROBERT P,

HEINTZ

(11 \E
MORGAN

J

] ILARRIETT M.

WEIGAMD

LEON 1L

TIIAMER

WILLIAM

RETTS
ROSNS L
SAWYER

J RORERT J
DAVIS

] WALTER
( HUGUES
1
§ s

1 JOFL
[ DOUGLAS

1 BETIT
{ BRORERL

T MARY KAd
| CAIN

AGENCY, ACCOUNTY, ADDHESS & PHONE

TIE MeCARTY (0O,
t200 Maple 31e.

DAN B MINER (O,

$00 N, KNangeles Drier

TE2 N tuevone bre,

MOGGE-PRIVETT

MOTTL & STTEMAN

BUET Beverds Blod,

RINHOADES & DAVIS

2205 B, Fousth St

ELWOOD J.
1308 W ilddiire Bled,

ROCKETT-LAURITZEN

P N, Oford

RUTHRAUFE & RYAN
3430 W ilshire Blvd.,

DEAN SIMMONS

P30 S da Bren Toe,

SMALLEY,

633 S Olive S,

BARTON A\, STEBBINS
A2 42 B ilsliire Bl d.

HAL STEBBINS
TE WL Olvmipic Bled.

STODEL ADV. €O,

53081 Melroser e,

STROMBERCGER,
McKENZIE

0iN) S, Jalasetie Park Place

e
LaV NI,

J. WALTER THOMPSON

6399 W ilslire Bled,

UDKOFF-SHHOEMAKER ADV,

0602 Nelma
WARWICK & LEGLER
2305 W, Eighth St

MILTON WEINBERG
6323 Wilikire Bled.

ADY.

WELSIL HHOLLANDER &
COLEMAN

330 N Urarado

WEST-MARQUIS

P220 Wilshire Blvd.

WESTERN ADV,
1888 Wilshire Blidd.

AGENCY

CALVIN WILDER CO.

1090 N, La Brea lre.

YOUNG & RUBICAM
631 Wilshire Bled.

ROBINSON €O,

TIMEHUYEHY

INTERTI (W]
§ HIOW N

| Ky
ostiANnn

J AN
TR
HEE It
B AYEN

1. L.
SELEMAN
ELV A PASC G}

—

FAY il
YENT

-

ROBERT 1,
NEL YAN

DONAID
LAT RITZEN
RORFRT K.
ROCKLLIT

—~—

P owr i
{ FREDERICKRS

1 DEAN
‘ SIMMOAAS

LEVITT & SMIUTH | neces

‘- SMITH

AR

] LUnELMas
BARTON A,
STERRINS

MARGO
STEVEANS

]

f

1 CLIFF

fIE
GEORGE
ANTIHONY

1 EILEEN

§ MENRIQE EZ

) BOB UDKOFF

STEVE
) SHOEMAKFR

1 Joy

f MALLICOAT
1

f

JOEL
STEARNS

JERRY
COLEMADN

IMAZFLLE S,
BEAVER

EDMUNS A,
LYTLF

ALVIN
WILDER

e — ——

REGINALD
sSpPURn
JULSE
HERRELL

ASOCIATED ADY. COUNSELLORS

6310 -16th M. TE 62952

\Montgemery Ward
Holly Meats
Roma Macarom

W ARD
WILRINSDN

AGENCY ACCOUNTS ADDREBS & PHONE TIMEBUYENRS

MERRLL . B AR ADY.
PN IR 11 B Y N I B2V 7% A
) MITLE
MEN
11E LLLIOTT AGENCY
18 tasand e, TH 345750
‘ WAl
PLIVGEY
JEWELL ADVEICTISING  AGENGY

1615 Heoadaas, 1F 2.7200

ROBIRY
BAL'M.
GATRINI R

HELEN A0 RENMNEDY ADV,

o0 - 3 Th N T 62582

HETEN
KRENNEDY

METROPOLITAN ADV,
ANNOC,
2325 W oebhster N1, G

RAY

. BOITANN AN
240300

PACIFIC ADY, STALFEF

$628 Tranklin S, L 2.2H85
Mayfl ¢
G Jony
INERMANSKY
REINITARDT ADV., INC.

17306 Franklin s1., 11 2.2808

Pacthe Tire x Rnbber (o

Tutt Leth
BOW M AN
Bowen PPaints
RYDER & INGRAM., LTD,
1928 Fronklin Nt
Betheles Savintgs & Foan
Fe ESTFLLE
CLy

COLIAN. JOIIN, ADYV,
837 S. Main St., Salinas 2-6 868

Calif. \r )
JOHN (O

ABBOTT-RIMBALL

IN3 Montgemers S, IV 262705

BERT
! DUNNE
ALBERT. FRANKR-GUENTHER, LAW, INC.
125 Bush ~1.. Y o088
Mise sarlors Cands
L SELMA
GILDISIEIM
43



TIMEBUYERS

SENCY, ACCOUNTS. ADDRESS & PHONE

N. W. AYER & SON
Russ Bldg., SU 1-2331

Hawaiian Pincapple (Dole) | waj,
§ I

Plvmouth Deulers ( COIDREN

BBDO

Russ Bldg., NU 1-2232

PPacific Gas & Il

' M]IB Coffee BETTY
Pacific Tel & Tel | §yARE
St rd Qil of Catif. FRANCES
san T'rancisco Brewing Co. | LYNDII
Cling Peaclh Advisory Board |
BEAUMONT & HOIIMAN
Russ Bldg., G1 1.0816
Fast Bay Producers Milk
Hannah Labs
ANNE

McCormick & Co.
Pacific Grevhound Lines
Hawaiian Pacific T.ines

ITOIIMAN

BIOW-BEIRN-TOIGO

703 Market Street, GA 1-885+4

Dennison Foods ]| LYNDON

: 'n: ceries | CROSS
Langendorf United Bn-Lcncs RO ZINSE
P(_‘pﬂl Cola SPEARS

PHILIP S. BOONE & ASSOC.
Moanadaock Bldg., DO 24309

Hiller Helicopter
Interstate Baking Corp.
Krey Meats
Spice Island

Sterting l-'urm'(ureJ

FRANCES
COCIIRANE

BOTSFORD, CONSTANTINE & GARDNER

625 Market St.. EX 2.7565

Calil. Prune Advisory Board
Japan Air Lines
Sego Milk Products };‘lFARRR‘;TFR
Tillamook County Creamerv | ’

Poultry Producers of Y. Calil. |

BRISACHER. WIIEELER & STAFF
1660 Bush St., PR 62600

Crown Zellerbach (Zee Products)

Hershel Calif. Fruit Products %lli‘lg.:BETll
Pictsweet Frozen Foods | LOERER
Van Ca JEAN
n Camp Sealood [y Frerrom
Butternut Bread (l.angendorf) FAYE
Anglo Bank | HANGER

BROOKE, SMITH, FRENCH & DORRANCE
149 California St., YU 6-6836

Folger's Instant Coffee
Granny Goose Potato Chips
Guittard Chocolate
Gantner & Maddox

BUCHANAN & CO.

155 Moatgomery St., YU 6-2927

DORIS
WILLIAMS

Tide Water Associated Oil § ﬁ%‘gfl‘“}{gﬁ
CAMPBELIL-EWALD CO.
Russ Bldg., SU 1-8736

Goebel Brewing

Rheem Mfg. (\Wedgewood Ranges)
United Motors Div. (Delco Batteries)
Chevrolet

BERNICE
ROSENTIIAL

1.. C. COLE CO.
406 Sutter St., EX 2-2565

Jenkel-Davidson

KATIE
Roos Bros. }SPAN.‘I
Slim Milk

44

AGENCY, ACCOUNTS. ADDRESS & PHONE TIMEBUYERS

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYEI {

CONNER, JACKSON, WALKER & McCLURE

161 Market St., YU 6.01906

Golden Nugget Sweets
Western Condensing
(Peebles Dog Milk Formula)
‘Turkey Growers Association

AUDREY
JANISEN

RAY CORMIER ADY,

1011 Hearst Bldg,, SU 1.6376

Gatceway Chevrolet | yonN
Tom Ray Pontiac j ALLEN

DANCER-FITZGERALD-SAMP'LE

114 Saasoate St., DO 25107

Best Foods

Falstaff Beer (West Coast)
General Mills (Sperry Div.)
Guild Wine

Pratt-I.ow Preserving

Peter Panl Mounds

GLENN
WILMOTII

DIAMOND & SIHERWOOD, INC.

821 Market St., YU 2.1157

Fashion Sewing Center
‘appan Stoves
John Oster Company

JIM
DIAMOND

DOREMUS & CO.
125 Bush St., YU 2-4080

Crocker Bank }h‘g}}:‘

ROY S. DURSTINE, INC.

1736 Stocktoa St.. EX 7-0-156

Roman Meal

Qakland Zone Chevrolet Dealers
Flotill Products L

(Tillie Lewis Tasti Diet)
Wine Advisory BRoard J

EDITII
CURTISS

E. E. FISHER & ASSOC.

1’548 Stocktaa St., YU 6-3739

Gallo Wine }PAT LAMB

FOOTE, CONE & BELDING
Russ Bldg.

CVS Corp. (Roma Wine)

Rolley, Inc. (Sea & Ski Lotion) | SEraauy
Saleway Stores [ EVELYN
Southern Pacific Railroad | KLEIN

SIDNEY GARFIELD & ASSOC.
26 O°Farrell St., EX 2-3120

Chemicals, Inc. (Vano Products) )
Harrison Products (No-Doz) }\‘IRCL\L\
Ore-Ida Potato Products { PELTON
Simon Mattress Mf{g. (Serta) J

GOLDTHWAITE-SMITII

26 O'Farrall S1.. YU 6-10148

General Electric } BERNA
Sherman Clay & Co. ] SCHEFFLER

GRANT ADV. AGENCY

393 Market St., DO 2-0369

MILT
Dodge § 3 EYERFELD

GUILD, BASCOM & BONFIGLI

130 Kearny St.. YU 2.6010
Best Foods | pop
(Skippy Peanut Butter) | McDONALD
Foremost Dairies | DICK
Ralston Purina }-,}_(I;‘ER
Regal Amber Brewing | HARRIS

M. E. HARLAN ADY.

525 Market St1., DO 2.572]

Nob Hill Coflve }gfu::i e
HARRINGTON-RICHARDS

256 Sutter St., EX 2.6025

Avoset (Quip)
Western Pacific Bank
Morris Plan

STEWART
CIIOATE

HOEFER, DIETERICIH & BROWN, INC.
405 Sansome M., YU 2.05735
Mavday Oil
Culligan Water Soltener
Marin Del I)airiﬁJ

WALLY
RIDDELL.

HONIG-COOPER CO.

1275 Calumbus Ave.. OR 3.8169

Clorox ]
C & H Sugar

VIRGINI
Ttalian Swiss Colony Wine .

SOTII
Girard’s French Dressing [ JOIIN W,
Leslie Salt | PAVIS

United Grocers J

KENYON & ECKIIARDT

620 Market St., YU 2-3070

American President Lines

Lincoln-Mercury Dealers ;"31!1'-‘!(5
Leo J. Meyberg Co. 1
KNOLLIN ADYV,
105 Moatgomery St., SU 1:6110
Vannings | ROBERT,

LONG ADY. INC.
681 Market St., GA 1-4247¢

Dri Zit ) GERTRUDE
Pioneer Savings { MURPHY

LYKKE, WILKIN & ASSOC.
681 Market St.. YU 6-5842

Ice Follies }&“\l:“:\ N

McCANN-ERICKSON, INC,

114 Saasome St., DO 2.5560

Calif. Packing (Del Monte)

Calif. Spray Chemical | KEITH
Lucky Lager Brewing | LANNING.
g - Paints) | JOSEPH
Nat'l. Lead (Dutch Boy Pain NARCISSO
S.0.S. "
RICHARD N. MELTZER ADY.
7835 Marker St., YU 2.53877
Donald Duck Beverages o
Harrah's Club JANSEN
Trewax
MERCHANDISING FACTORS
300 Moatgomers St., SU 1-6280
Sears, Roebuck sadl
FEmporium BﬁOUSE}f

Hobbs Battery

TAYMOND R. MORGAN CO.

260 Califarnia St., DO 2-6073

PORTER

Folger Coffee (Regular) }A\'DERQO\'

HARRY MORRIS ADYV.
821 Market St., DO 2-7018

Cecil Whitebone (FOl’d) }ll.\RR\'
Appliance Mart j MORRIS

SPONSOR

&

|
f



t LGENCY. ACCOUNTS. ADDRESS & PHONE TIMEBUYEKY

HERB VELSON & CO.
tat Market Sto, N 7-0943

Filice & Peretlt Cannug | gy g
Kaucho Soup ; NEESON

LSO NORMAN ADY,

\a2 Kearas St DO 20042

J Golden Grann Macarom

\ IMouer Braud | rosted Foeds |
stokely Van Camp | BERVE
o . THEFRFR
N Dubnegue Packing
sellerbick Paper Co
tHIOADES & DAVES
;t W12 Lommervial Si., E\ 2.2870
4
Riviera Foods ) BELEN
7 Up | OSBORNE
tUTHRALFF & RYAN
tusy Bldg.. F\. 2-t0il06
3 Salewav (Fdwards Colfee,
Canterbury Iea, §ac-Mix,
Putch Mill Cottage Cheese. | v IRGEINEA
Caudhrie Biscuic) { CRAWFORD
Reddi Wip
Packard
IERNARD B, SCHNITZER ADY.
33 Aenrny N Y1 2.3690
]
Protey \Was ) gERNARD B.
Red Goose Shocs § SCHNITZER
THHEODORE SEGALL ADV.
‘88 Market St,, N 1-0557
xn
Mile ~org 3 | TED
ilens Jewelers § o
ROBERT B. SELBY & ASSOC.
522 Powell i, Y1 2.0930
R
g PPansons
l.es Vogel H,\.IFEL )
v . . HEDSON
Union Furnitare |
RAYMOND L. SINES ADYV.
| Leary St NI 18137
Fiircka Federal Savings & Loan | RAY
¢ tderal Savings & Loan SENES
CHARLES R. STUART
3 »25 Markes S, DO 2.2438
i Bank of Amcrica § JANET
LENDSAY

I. WALTER TIIOMPSON

820 Califorvia e, £4 1-33510

Tord Dralers of No. Calif. )
Safeway (I ucerne Milk) | ¢
. RAN
‘ Shell Chemical AUSTEN
Pincapple Growers .Assoc.
hrafe Cottage Cheese (\V. Coast)

VERNOR ADYV.

B Cears N1, EN 2-7032

Ellis Brooks Chevrolet | wigLiam
CGreat Western Furniaire § YFRNOR

DEL WAKEMAN

1200 V'nnNess Iee., PR 52400

McAllister Buick ) pgr
Thompson Holmes { WAKEMAN

WAMK, LOUGEE, MacDONALD & LEE

425 Buth N1, EX 2.6345

Cutter Labs. ) v
Wilson & Geo. Meyer Co. ( MacDONALD

14 NOVEMBER 1955
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AGENCY, ACCOUNTS, ADDRESS &4 PHONE TIMEHBUYERS

WEINER, OHLEYER, REYNOLDS
& BAKER
119 (Caldforala Se,, Y 2.2700
Bellast Beverages
Foaremont Fyvaporated &
Delivdrated Prouls,
Cresta Blanea Mane

WEHEELAYM
AND RSON

LEE WENCGER ADV,

1005 Market St N 13270

Capel Rlaug (Magm

I nohiettt Meads

PFE
. WENCIR
WYCKOIE & ASSOC.

110 Crary Se, Y1 61352

Fureka Saovings ¥ lLoa

Rose Faterminator Co,
Ihridt Federal Savings & Loan
Ileco Paiats

Calif. Inb

BARB AR
HERSHEFY

YOUNG & RUBICAM

Russ luilding

JAMES
MeVEANUS
| K. PATRICK

Bordens
Calso Water
Misston Bell Wincries

A HEALY
Petri \Wine | syiRiy
AW, P. Fuller Paint | BIRK

DENVER. COLO

BALL & DAVIDSON, INC.
670 Delaveare, Main 3-1291

}C. A

Bowman Biscunt SALSTRAND

CONNER ADY,
431 W, Calfax .fve. (4), Kevstone 5351

CECHL.
CONNER

GALEN E. BROYLES CO., INC.
713 Midland Sarvings Bldg., Tabor 1293

Colorado Peaches

] ROBERT B.
Contineutal Airlines L MeWILLIAMS

{ GALEN E.
| BROYLES
TED LEVY ADYV,
515 Insurance Bldg., Main 7133
] TED LE
A . | TE VY
Ellis Canuing § gy nn.\n,\‘ D.
J AITON
PRESCOTT & PILZ
F7656 Sherman Are., Alpine 5-2869
| BiwL,

Tivoli Beer |\ PRESCOTT
f GENE PILZ

RIPPEY-HENDERSON-KOSTA

| First Natianal Bank (2), Tabor 0221

Coor's Beer | gy FOX

, WASHINGTON. D. C.

ADVERTISING INC. OF WASHINCGTON
1625 Fxve Nt, V. B, Republic 73447
KING

PEDLAR

Forrmost Dairies
(Milk & Tce Cream)

GORDON MANCHESTER AGENCY
ive., MEiropolitan 8-0060

1726 Penncylennia

DON
1 MANCHESTER
C. F. Sauer DICK

| WELLEAMS

AGENCY. ACCOUNTSB, ADORESS & PHONE TIMEBUYERS

BOZLLL & JACORS
7488 L4eh S N M, Sterling 322 0400
A PCTIG RADIO IA DON UNDILRWODON

CAMPBELL-EWALD

1737 1 s, Y B, Republie s410
CIPARTES M WLy
ALBERT FRANKR-GUENTIHER LAW, ENC.
160025 Couvneeticut dse,, Sterling 3-51353
KAL, LITRLECH & MERRECK
A28 Srar {tldg., Lesecutiie $-3700
CADIO T\ DIRFCTOR DAVE TIIOMAS
FIME € SPPACT BIEYER NEEL A MANES

HENKRY J. KAUFM AN & AsSOC,

139 1 S, Distrier 77800

RADIO DIRIC TOR JERIREY A ADEID
IV DIRECTOR ROBER D 5 MAURER
CTLO. ] JEVEREY A
A i ABEL
ROBIRT ~,
SEAE RER

RUTHRAUIF & RYAN
1275 Mutional Prees Hldg.,, Fxecutles 36730
ACCOUNT EXICUTIVE DONALD J. WIHRINS

LEWIS EDWIN RYAN ADY.

726 Jnckson Place, NW., REpublic 7-T6o06

DIRFCTOR RADIO K TV —=AWITLIAM ]
ANSISTANT — LOUISE SCHEIMAN

GRFEEN

ATLANTA, GA

J. HOWARD ALLISON & CO.

680 Peachtree St v B

BURKE DOWLING ADAMS, INC.
992 W, Peachtree, N. W., EL. 5521}

B. D, ADAMS
ETIIEL M.
LFIBRSCHFR
JOE V,
FRFITAG

Delta—C&S Airlines
Southern Bread
Superior Ice Cream

ALLEN, McKAE & BEALER, INC,
15 Peachtree PL, N. W., EM. 6128

FLOYD
MceR A, JR.
BBDO
800 Peachtree, N, E., EE. 7015
DE SOTO SE Arca ROBFRT N,

0l SEN
BEARDEN.TIHOMPSON.FRANKEL ADV.
22 8th St., V. E., EL. 5587

: v W ARREN
J. S. Flco Fnod Sales HEARDEN

Orkin Exterminating | vjyRLE
Redfern Sau<arg, THOMPSON
Viar'rold | SORMAN
0L | FRANKFL

NEY | gon JENSEN

BEAUMONT & HOIIM AN, INC

T m. Oliver Bldg.,, M1 4770

o J. L. LAUBE
J. J. HANNA

GEO. 1. CLARKE CO.
1801 Peachirec, EL. $83%

LN ]

Gro. 1.
Pet Da uel | ¢ ARKE
Coffee | FVE
- 3 C COLFMAN
45
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Best bet

TELLO-TES

Are Doing It! Doing Whi

For further details on tB”O-tBSt and tUﬂB-tBSt consult the radia stations
below, or get in touch with America’s ‘“‘hep” radio representatives who know that
TELLO-TEST and TUNE-TEST hypo ratings. and are a fertile field for national spot business.

Stations desiring further information on

18”0-188t and tUHE'tESt write Walter Schwimmer, Pres.

Radio Features, Inc., 75 E. Wacker Drive, Chicago 1.

tello-test & tune-test stationS .....o.eveeeenrienienan

Aberdeen, Wash. KXRO Centralia, Wash.. KELA Garden City, Kansas E
Albany, Oregon . KWIL Chicago, Ill.. .. WGN Grants Pass, Oregon 3
Albert Lea, Minn.. KATE Chico, Calif... ... KXOC Guymon, Okla.. . .. ﬁ
Alton, lll. .. ....WOKZ Cincinnati, Ohio .. WKRC Hazleton, Penna. o

Amarillo, Texas . .....KGNC Cleveland, Ohio. .. . wWIiw Hornell, N. Y., WY
Ashland, Oregon . ... KWIN Coeur d'Alene, Idaho. ... . . KVNI Houston, Texas R
Astoria, Oregon .. ..KAST Coldwater, Mich..-... . ... WTVB Indianapolis, Ind. .. =
Atlanta, Georgia ... WGST Columbus, Ohio.... . ..... WTVN Jacksonville, Fla.. w
Augusta, Maine .. . WRDO Coos Bay, Oregon. ........ . KOOS Jamestown, N. Y. v
Bakersfield, Calif. ... KBAK Corpus Christi, Texas . .. KRIS Kingston, N, Y... . W
Baltimore, Md... . WITH Dallas, Texas..... .. . WRR Klamath Falls, Oregon L
Bangor, Maine .. WLBZ Decatur, ll.. ... ... o WSOY Lafayette, La. K
Batavia, N. Y. . ..WBTA Denver, Colo. ... .. . . KIMN Lewiston, Idaho H
Bellingham, Wash. . .KPUG Des Moines, lowa . . KWDM Lackport, N. Y., W
Bend, Oregon. ...  ..... KBND El Centro, Calif..... ... . KXO Longview, Wash, Ks
Billings, Mont.. ... . . .... KGHL El Paso, Texas............ KTSM Los Angeles, Calif. :
Binghamton, N. Y. . .....WENE Eugene, Oregon........... KORE Louisville, Ky.. . ; W'
Boston, Mass.... ..... .. WNAC Eureka, Calif.............. KIEM Marysville, Calif. ., . K#
Buffalo, N. Y...... .. .. ... WEBR Everett, Oregon........... KRKO Merced, Calif. . KT
Burlington, Vermont . . wWJoy Fresno, Calif.............. KYNO Miami Beach, Fla wi



[

sales!

tB”U-teSt and its musical counterpart,

TUNE-TEST, are the most successful, syn-
dicated radio quiz shows in America. ..
the radio shows that come up with top
listenership ratings, plus King-size sales
results, just like in the good, old-fashioned,
pre-TV days.

TELLO-TEST is the oldest and the Bell-
Ringer of all radio telephone quizzes—the
show that started the craze for give-aways
throughout the country.

perspicacious fi

ing spot radio business!
TUNE-TEST

e-huyers

tUﬂB'tBSt, its musical twin, fits into those

stations with the music, news and sports
format, and is neck-and-neck with TELLO-
TEST as a BIG result-getter.

If you are buying spot radio programs or
choice spot announcements—check the list
below of the Blue-Chip radio siations carry-
ing TELLO-TEST and TUNE-TEST. If there are
any availabilities in these two premium
shows, you're in luck, and your sales are
away and running!

fepolis-St. Paul, Minn. KSTP Rock Island, IlI..

oIN. D. KLPM Roseburg, Oregon
hle, Tenn. WwWSIX Sacramento, Calif.

i leans, La. wDSU Salemn, Oregon

™y, Okla. . KNOR Salina, Kansas

alma City, Okla. KOCY Salinas-Monterey, Calif.
ARA WHDL Sait Lake City, Utah
%), Wash. KGY San Antonio, Texas
#bles, Calif. KPRL Santa Barbara, Calif.
#lphia, Penna. wIipP San Bernardino, Calif.
$t-gh, Penna. KDKA San Diego, Calif.

B4, Maine WCSH San Francisco, Calif.
fied, Oregon KGW San Luis Obispo, Calif.
83, Oregon KPOJ Sarasota, Florida.

{8e, Penna. WPAM Savannah, Georgia
¥&nce, R. I. WRIB Sayre, Penna.

ii*. City, Quebec CKCV Scranton, Penna.
Qlevada .KATO Seattle-Tacoma, Wash,
\frnd. Va. WLEE Spokane, Wash.

fieter, N. Y. WHEC Spokane, Wash.

WHBF Stockton, Calif. KXOB
KRXL Storm Lake, lowa KAYL
KXOA Syracuse, N. Y. WSYR
KSLM Terre Haute, Ind. WwWBOW
KSAL Toledo, Ohio wSPD
KSBW Topeka, Kansas WREN
KALL Tulare, Calif. KCOK
KTSA Tulsa, Oklz KTUL
KDB Utica, N. Y WRUN
KFXM Ventura, KVEN
KGB w KUJ
KFRC Wallace, ldaho KWAL
KVEC atertown, N. Y WATN
WwWSPB Wenatchee, Wast KWNW
wTOC Wheeling, W. Va WWVA
WATS Wilkes-Barre, Penna WILK
WGB! Williamsport, Penna WWPA
KVI Yakima, Wash KYAK
KNEW York, Penna. WNOW
KHQ Includes complete Don Lee Network



Dan Daniel

STAR OF NOON EDITION

WABT 12 to 12:30 Monday-Friday

NEWS, SPORTS, WEATHER

WABT 6:30 to 6:45 Monday-Friday

AUBURN DAILY NEWS

WAPI 12:30 to 12:45 Monday-Friday

These stations are recognized for their superior
handling of Birmingham and Alabama news,
as well as world-wide news . . . Birmingham's
only stations using Photofax and direct tele-
type to weather bureau. Dan Daniel is now in
charge, coordinating the complete coverage.

Stars Sell on

Alabama's
greatest RADIO station

: Birmingham

Represented by John Blair & Co.
Southeast, Harry Cummings

oreatest TV station

Represented by BLAIR-TV
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New developments on SPONSOR stories

Sees Network tv, color
[P) S Issue: 11 July 55, page 100
0 0 Subject: Stations equipped 1o transmit color

Questionnaires sent out for the Fall Facts Basics Issue determined
that, as of July, 62% of the television stations in the country could
transmit network color shows but only 5% could originate their
own color telecasts. Only 2% of the stations unable to originate,
their own color shows thought they would be able to do so by the
end of the year. One reason for the low figures in the local color
programing field is the lack of experience in this new medium and
the expense in learning about it.

NBC recently announced the forthcoming conversion of its owned-
and-operated Chicago station, WNBQ, to all-color transmission.
Significantly, the network announced the creation of the first all-
color originating station by way of a two-city, closed-ircuit color tv
press conference-—also a first.

When the move was announced by Brigadier General David Sar-
noff, chairman of the boards of both RCA and NBC, he stated, “All
the know-how, all the lessons we learn in this Chicago pilot operation
will be made available to other television stations interested in ad-
vancing color television service to the public. . . . I believe [they]
will follow Chicago’s lead and produce their local programs in color.”

Target date for WNBQ’s total conversion to color is 15 April 1956.
By then the station expects to have 10 hours of color daily on the
air, including all local live shows. Five live and two film color
cameras will be used to pick up the action in the three color studios.
Visitors will be able to look into the studios from the hall, watch the
shows being made and see them on color receivers placed around
the station.

The need for more color programing to interest viewers was pointed
up at the press conference by NBC Executive Vice President Robert
W. Sarnoff. who pointed to the amount of color tv the networks are
airing. He indicated that NBC’s present schedule of 40 hours of

color each month is five times as much as it telecast a year ago.
* * %

WNBQ visitors will see color shows simultaneously in the studios and on receivers

SPONSOR
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Availabilities

EARLY BIRDS
7:15 — 8:30 a.m.
820

LADIES FiRST
10:00 — 10:30 a.m.
570

ROSEMARY JOHNSON SHOW
11:45 — 12:00 noon
820

MELODY-GO-ROUND

{minule parlicipalions)

~ 1:15-3:00 p.m.
570

A Clear Chonnel Service of the Dallas Marning News

they listen
while they work

Whatever else they're doing, women-folks in
North Texas are also listening to WFAA! They keep

their radios tuned while they're sewing .. .cleaning. ..

cooking . . . and looking after little North Texans.
No other station in Radio Southwest offers such a
variety of on-the-go entertainment. And no other
station has as many listeners as WFAA.*

Music and drama, news and sports, grand opera
and soap opera, WFAA gives busy people their
own brand of listening enjoyment.

Why not tell them your brand of merchandise?
They've got money to spend, and time to listen. ..
when you're selling on WFAA.

Ask the Petry man for details.

* Source: 1955 Whan Study

50.000
WATTS

WFAA 5

Alex Keese, Manager
Geo. Utley, Commercial Monoger

NBC

€dward Petry & Co., Inc, Representolive

T4 NOVEMBER 1955
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ilm 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 Producer | Length No. in series| ' Show name | Syndicator l Producer l Length | No. in Series
ADVENTURE DRAMA, MYSTERY )
Adventures of CBS TV Fllm Joo Kaufman 30 min 26 EN i
Castatn Gallant T TPA Frantel 30 mi 39 - g " irvina Pincus i, *
oI Lty £2nte oo gmine Highway Patrol®  Ziv Ziv 30 min In production’
Monte TPA L Fronkesg 30 min. In produetion .
Co&n?ltst:f con ' P New Orleans UM&M Motion Pleture 30 min. 28
Cross Current® Official Sheldon Reynolds 30 min. 39 Pollce Oept. Adv. Sve. Co.
Crunch & Des (;JmB(; IFllm Olv. slaherlr(;\uuaRProul.'1 gg min. in n;%ductlon Paris Precinet UM&M Etoile 30 min. 39
Oateline Europe® cial eldon Reynolds min. .
Hoadline MCA.TV Gross- Krasne 30 min. 39 Police Call NTA Procter 30 min. 28
| Spy Gulld Guild 30 min. In D;o:uction Sherlock Holmes UM&M S. H. TV Corp. 30 min. 39
Joe Pajooka Guiid Guild 30 min. Stories Of The Hollywood Tv Studl i 0 min. 39
Judge Roy Bean Sereencraft Quintet Prod. 30 min. 39 Century Seyr:ice ,l;n:j‘ L Strein
Jungle Jim Soreen Gems Screen Gems 30 min 26
New Adventures NTA Bernard Tabakin 30 min. 26 *Sponsored by Ballantine in 24 Eastern martkets.
of China Smith .
Overse¢as Officlal Sheldon Reynolds 30 min. 39
Adventures® = =
Passport to Danger ABC Flim Synd. Hal Roach, Jr; 30 min. 39 MUSIC
Ramar Of The TPA Arrow Prod. 30 min. 52 ) ;
Jungle B
Rin Tin Tin Secreon Gems Sereen Gems 30 min 39
Sea Hawk MCA-TV Rawlins 30 min. 1 (pllot) Bandstand Revue KTLA KTLA 30 min 6
Sheena, Queen of ABC Fllm Synd. Nassour 30 min. 26 Bobby Breen Show Bell Bell 15 mla. 1 (plloty
the Jungle Frankle Laine Guild Guild 15 & 30 min. 78 & 39
&Ldmne"-t MCA-TV Revue 3¢ min In production Abblo Neal & Her NTA Warfen Smith 30 min. 26
’ . 3 R Ranch Girls
cBS TV Film Tony Bartle 30 min. 26 i i
1’al!'eoi-oiwnthl.oe(;iaﬂ y y New Llberaco Gulld Gulld 30 iln. I productlon.
Tropic Hazard Sterling Sterling 15 min. In production Show
seBponsored by 7-Up in 120 markets, but many are open on alternate-week basis. Sotm %}(:;lt“ of Glbraltar Althea Pardes 15 min. 13
*Formerly titled “Foreign Intrigue.” Stars of the Flamingo Flamingo 30 min. 39
Granc Ole Opry
CHILDREN’S SHOWS Story Behind Randall-Song Ad 30 min 1 (plist)
— - = Your Musle
Animated General Teleradio Lotte-Reinger 10 min, 26 This Is Your ofeclal Jack Denove 30 min. 20
Fairy Tales Music
Florian ZaBach Guild Guild 30 min. 39
COMEDY
The Goldberas Guild Guild 30 min. In production “~
Great Glidersieeve NBC Fllm Dlv. Mathew Repf 30 min 39 RELIGION
Halis Of Ivy* TPA TPA 3 30 min. 39 =
I Married Joan Interstate Joan Oavis 30 min. 78
Lite With Guild Guiid 30 min. 39 Hand to Heaven NTA NTA 30 min. ]
Elizabeth
Little Rascals Interstate Roach 10 min. 22— reel
My Little Margie 20 min. 68—2 reel - -
(“Our_Gang™) Gulld Warner’s 15 min. to Litirary SPORTS
Looney Tunes one hour »
Official Hal Roach, Jr.- 30 min. 126
. — chR:tlaI?dTReed & i 1 Bowllng Time Sterling Oiscovery Prod. I heur 13
usle® R ertol v min, . .
Trouble With Guild Hal Roach, JSr.- 30 min. 130 itgmy ODesureiph  (Mnt Award {5 ain.  in preduction
Father Roland Reed ow
Willy Official Desilou 30 min. 39 Mad Whirl NTA Loo Seltzer 30 min. 26
Sam Snead Show RCA Programs Scope  Prod. 5 min. 39
DOCUMENTARY Texas Rasslin'* Sterling Texas Rasslin’ 30 ‘mhln. I'n produetidn
ne. or i heur
Key te the City Hotlywood Tv Hollywood Tv i5 mia, 7 Touchdown MCA-TV Tel-Ra 30 min. Approx. 43
Prod. Prod.I : - o *In continual production.
}dlrng’r:s?;:m gtlul.r':\'rtck’i;:l?lds gtltl::rtc!:mldl ;g :I:: 3 **Available with start of football season. New film each week. No reruns.
Sclence In Aetlon TPA Callf. Aecademy 30 min. 52
of Selences = = =
Uncommon Valor General Executive 30 min. 28 VARIETY
Teleradio Prod. Ine.
DO-1T-YOURSELF Eddie Cantor Zlv Ziv: 30 mli. In preduction
S — - . Comedy Theatre '
Walt’'s Workshop Sterling Reid Ray Prod. 30 min. 39 Hollywood Preview Flamingo Batllsan Produs- 30 min In productien
ons
Movie Museum Sterling Paul Killlam 15 min. 23
Ly G Showtime Studle Films Studlo Flims 30 min. 39
Camera’'s Eye Sterling TeeVee Prod. 15 min. In production
Dr, Hudsjon': MCA-TV Solow & Morgan 30 min. In production
Secret Journal
Celebrity . Sereen Gems Screen Gems 30 min. None WESTERNS
Pl ouss
Confidentlal Flle Guild Gulld 30 min. In production . y
Oouglas Fairbanks, ABC Film Synd. Douglas 30 min. 78 Adventures of MCA-TY Revue 30 min. 104
Jr, Fairbanks Kit Carson } 1
Hlﬁ Honor, NBC Fllm Olv.  Galahsd 30 min. In production Buffalo BIll, Jr. CBS TV Flim Flylng “'A* 30 min. in preduction:
omer Bell jo Clty Tv Studlo City Tv 30 min 39
Invitation Sterling TeeVee Prod. 15 min. 26 Frontler Doctor Studio )
playtuouse e Gene Autry—Roy MCA-TV Republle I hour 13
I Led Three Ziv Ziv 30 min. 52 Rogers
Lives** . Red Ryder CBS TV Film  Flylng “A” 30 min. I (pliet)
GtiznkE [Laughton e Teevee Prod. 15 min. 26 Steve Oonovan, NBC Fllm Dlv. Vi-bar 30 min 39
Show West Marshal
Little Theater Sterling TeeVee Prod. 15 min. 52 estenn :
0. Henry Theatrs MCA-TV Gross-Krasne 30 min. 26 Tales Of The Screen  Gems Sercen Gems 30 min. 26
Mr. Olstrict Ziv Ziv 30 min. 52 Texas Rangers
Attorney***
Conrad Nagei Guild Andre Luotto 30 min. 26
Public Oefender I nterstate Hal Reach, Jr. 30 min. 69 = - —_
Sclenco Fletion 21y Ziv 30 min. In production WOMEN'S
Thestre © ool
Ta_i_os of Steriing TeeVee Prod. 30 min. 26
O OLEOW Vanderbilt's NTA United Feature 5 min. )
'l":oboa( Arn';lel }’PhA S cher(okh TV 30 min. In production A"Eyﬁnuim ! Synd, 78
rond Number ohn ristian John Christian 30 min. I (pilot) It's Fun Te Gulld. Gulld 15 min. 150
*Very similar to Screen Gems’ ‘'Ford Theatre.'”" Pilot unnecessary. Reduce i i
**Show fg in third production cycie, sponsored by Philiips in 60 markets. Life Can Be ABC TV Flims Trans-Amerlcan 15 min. 5 {pllots)
**show s in second production cyele, sponsored by Carter Products fn 40 markets. Besutliful
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OVER HALF OF THE POPULAT OF INDIANA
\Jo

lrves
m
the
arec

served by
WEBM-TV

Population state-wide: {313,001
Population WEFBM-TV-wide: 2,372 500

WFBM-TV INDIANAPOLIS

Represented Nationaily by the Katz Agency
Affilioted with WFBM.Radio, WOOD AM & TV
Grand Ropids; WFDF, Funt, WTICN, WICN.TV,
Minneopalis, St. Paul
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SAU-Ty|

WAUSAU, WISCONSIN

CBS - NBC
' ABC - DuMont

CHANNEL 7
110,000 watts

1,921 ft. above sea level
540,000 population
$662,899,000

spendable income

152,000 nomes

Represented by
MEEKER, TV.
Hew York, Chi., Los Angeles, San Fran.

Stockholders Include
RADIO STATIONS:
WSAU - WFHR - WATK
NEWSPAPERS:

Wausau Daily Record-Herald
Marshficld News Herald
Wis. Rapids Daily Tribune
Merrill Daily Herald
Rhinelander Daily News
Antigo Daily Journal

OWNED AND OPERATED BY

WISCONSIN VALLEY TELEVISION CORP.

52

Growth:

Largest single sponsor of
any syndicated film program is now
the Carnation Co. of Los Angeles. with
a total of 140 markets covered by it<
Annie Oakley film series, according to
CBS TV Film General Sales Manager
Wilbur S. Edwards. He made the an-
added 17

nouncenient as Carnation

new stations to its schedule,

The compamy’s Albers Division uses
Annie Oakley to sell cereals and dog
food in 129 markets: Fresh Milk Divi-
sion is the sponsor in 11 markets. The
star, Gail Davis. abpears in
Carnation conmmercials as well as meet-
ings with the companv’s brokers and
salesmen.

show’s

Distribution: NCA-TV has appoint-
ed Tom McManus to the new position
of international sales manager to han-
dle the diverse nature of its business.
An increase in worldwide distribution
made the new post necessary. accord-
ing to the syndicator. which has 26
offices throughout the world.

With 28 properties, MCA-TYV claims
to be the world’s largest film distrib-
utor and is currently preparing a cat-
alogue of tv films for foreign markets.
McManus will work out of New York
and keep track of the rapidly expand-
ing foreign market for American tele-
vision films.

Tradition: The reading of Dickens'’s
A Christinas Carol by Lionel Barry-
more is something of a tradition for
radio listeners. This year tv viewers
will have the opportunity to begin an-
other by seeing Alastair Sim’s version
of the story. It has been contracted
for on 80 stations. The §1 million mo-
tion picture. distributed in theaters in
1951, plaved on 40 stations last vear.
Distributor is Associated Artists.

S-D Day: 7Ziv's Ilighway Patrol se-
ries will carry a special episode on

behalf of President Eisenhower’s Safe
Driving Day during the week of 1 De-
cember. The 23 Eastern markets in
which Ballantine sponsors the show
will be sure to see the feature with no
difficulty as Ballantine runs the same
episode in all of its markets every
week a la network operation. This sys-
tem makes for ease of ratings. since
the identical show is measured in each |
instance. Other sponsors are also ex-
pected to tie in with the 5-D Day pro-
motion in the 160 markets in which the
program plays.

The Ballantine system was evolved
bv Ziv and Ballantine’s agency. Wil-
hiam Estv, a few weeks ago. As in the
case of other multi-market operations
of sponsors like Carter Products.
Emerson Drug and Phillips Petroleum.
a fresh print goes to each station evert
week (instead of “bicycling” between
stations) and the commercial is in-
serted in New York.

Episode selected by Ballantine for
S-D Day was the one recently screened
for 200 top police executives at the
International Association of Chiefs of
Police Conference in Philadelphia.

Highway Patrol is given dual-expo-
sure in New York each week. It plavs
on WRCA-TV Mondays and on WPIX
on Wednesdavs. The =ame episode is
used to pick up on Wednesday any
audience missed on Monday. The same
<ponsor has both telecasts.

Reversal: The usual pattern of film
conipanies in television is Hollywood
first and tv second. Parsonnet &
Wheeler, originally producer of tv fea-
ture films and commercials as well as
industrial films. has expanded its oper:
ations to produce full-length feature
films for national theater distribution.

The company s first property for its
new venture iz A Lion Is Loose, which
will begin earlv in January under the
personal  production-supervision of
Marion Parsonnet. *ok %

SPONSOR




... as the shadows
lengthened across
the field, State
threw into high the
drive that’s destined

to linger long in

football memory . .

ere is a new motion picture film
material of great value to the newsreel
services. Twice as fast as Super-XX
Reversal Film, it can be processed
interchangeahbly with Plus-X Reversal
Film; also it can be processed at higher
temperatures than either Super-XX

or Plus-X.

Result: Faster—and better—news
coverage under minimum conditions—
with or without supplementary lighting.

Graininess and sharpness character-
istics, furthermore, are equal fo or
better than those of Super-XX.

For further information address:

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

or w. Jo GEWN' .Nc.
East Coast Division Midwest Division West Coast Division Agents for the sale and distribution of
342 Madison Avenue 137 North Wabosh Ave. 6706 Santa Monico Blvd, Eastman Professional Motion Picture Films
New York 17, N. Y. Chicaga 2, lllinois Hollywood 38, Calif. Fort Lee, N. J.; Chicago, Ill.; Hollywood, Calif.




Not so with radio where they unvaryug
can produce. In the nation’s b

of the top ten programs come fromi
with more than twice as mu

clearly the listeners overwhelig



Ving ways are often unpredictable.

\ct to hear the big shows that only networks
wrkets, for example, more than 90 per cent
tworks! And the CBS Radio Network,

wners as all other networks combined, s

} dstricts” reported: New York
¥ Los Angeles, Philadelphia.
® Boston, San Francisco,

Out of 200 possible “top ten” placements~—ten day-timne

and ten nighttime in each of ten markets—there were
154 network wins, and of these, 152 for CBS Radio.
In the ten biggest markets, a clear-cut verdict on 1933's

# b, St. Louis, Washington, ;
peak programming season. More happy: returns ahe

h January--April 1955,



CUCKOO CLOCKS

USED CARS

M Akine A

SPONSOR: Star hmport Co, AGENCY : Fitzmorris \geuey

ECASE HINTORY:  On the premise that the

me to sell listeners a cachoo clock would be when

were getting up in the morning, the sponsor used «

week announcement schedule on Sunrise Salute. De-

the relatively high price of 35 for a mail order ttem,
ponsor grossed 34495 with a schedule of one and

nico announcements daily. Cost of the announcements on
the Monday through Saturday morning disk jockey shoiw

was 31,410

PROGR AL Sunrise Salute,
Announcements

WCAL L Philadelphia

VTP SR o o

DRY CLEANING

gaen rens WG R TS

PAaE

s

i

p2
t‘:‘ RIER SEPHC AN IRIO JPIT S o
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SPONSOR: W, C, Barrow Used Cars

CAPSULE CASE HISTORY: Nezvspapers have [Ong hi
the lion’s share of used-car advertising, but listens
in Longview, Tex., have responded to the use of rac
for same. The sponsor has been using a one-minute g
nouncement daily in the Lunch Time with Uncle Jo;
show, allowing KFRO Commercial Manager fohn Al
to ad b the commercials. Two cars are featured dai.
In the course of a month, eight cars, grossing $6,8(.
were sold at a radio time cost of $156.

AGENCY: Diry

KFRO, Longview. Tex. PROGRAM: Lunch Time with Une

John, Announcemes

GAS COMPANY

2
g
o
[4

e

SPONSOR: Worsham Gas Co. AGENCY: Dir;

CAPSULE CASE HISTORY: Radio announcemer,
brought the Worsham Gas Co. so much business that t»
home office sent this telegram to the station: “Cancel |
advertising. Unable to handle all the business your s-
tion has developed for us.” The company had used thi
announcements daily advertising bottled gas service )
subscribers anywhere the announcements were hea.
Three weeks of announcements cost $153.90 and broug:
responses by mail and phone from listeners up to 1)
miles aicay.

WMIX, M1t Vernon, 1H. PROGRAM: Announcenie:

SPONSOR: Valet Cleaners

CAPSULE CASE HISTORY:  This sponsor boosted his
door-to-dvor dry cleaning business by devoting his five-
minute portion of the early morning show, Big Jin’s
Perk-u-lator. to the promotion of a gift offer. Customers
were offered a polyethylene clothing-storage bag for
every cleaning order of $2 or more. After one month
of exclusive radio promotion the routemen had 13,000
requests, 3,000 of which were front new customers.
Total cost of the month’s promotion: $158.

AGENCY: Direct

WFEA, Manchester, N, H. PROGRAN: Big Jim's Perk-u-lator,

Participation

REFRIGERATORS

DANCE COURSES

SPONSOR: B. F. Goodrich Store AGENCY: Dirt

CAPSULE CASE HISTORY: [n order to lest radio a:1
medium for specific sales, the B. F. Goodrich Store mc:
ager placed an order for 18 announcements in three shos
in one week. Six announcements each in Cuzzin Al, 1.
Jive and WDAKapers led to the sale of 11 Kelvinar
refrigerators. The successful test cost only 854 and -
sulted in the steady use of 20 announcements a week ¥
the store since. No other advertising medium was usl
during the test week.

WDAK, Coluinbus, Ga. PROGRAM: Announcemes.

FURNITURE

=

SPONSOR: Fred Astair Dance Studio AGENCY : Direct

CAPSULE CASE HISTORY:  When a new Fred Astaire
Dance Studio opened in Dayton, the main advertising ef-
fort wcas not made with radio. Despite the fact that only
tico one-minute participations were used on the Betty
Ann Horstman show (Saturdays from 5:00 to 7:00 p.n.).
the dance studio noted that “results were tremendous.”
For the $25 the sponsor spent on WING radio advertis-
ing, the sponsor credited the station with producing
157 of the studio’s initial business.

WING, Davion PROGR AN Betty Ann Horstman,

Participations

[

SPONSOR: Smith Furniture Co. AGENCY: Ideas It

CAPSULE CASE HISTORY': In order to check the eff -
tiveness of it. advertising campaign for its client, ldes
Inc. kept cost figures on the advertising done by the Sm'
Furniture Co. The agency discovered that gross busin.s
for three months of 1955 was 62% above the same peril
in 1954. The advertising that produced the jump twas ¥
announcement schedule on KLIF. Dallas. Cost of t
productive announcement campaign for the three-mort
period wcas $521.

KLIT, Dalla« PROGRANM: Aunounceme*

L}



l CBS RADIO IN ALBANY-TROY- ¢
| CBS RADIO IN ALBANY-TROY- St
|
| CBS RADIO IN Al
3 CBS RADIO IN A N
. CBS RADIO IN Al
CBS :
; CBS
. The Number 1 Network
CBS RAI moves to the Capital District’s
NEW WROW... 5,000 watts at
B CBS RAD 590 on the dial...to blanket
| Eastern New York (the state’s
l CBS RAL third market).
‘ See Avery-Knodel, Inc.,
I for availabilities.
| CBS RADIC
CBS RADIO v
CBS RADIO IN ALE Albany, N. Y.
| . .
CBS RADIO IN ’
RADIO IN ALBANY-TROY

I cBs
|
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ONSOR Asks...

a forum on questions of current interest

to air advertisers and their agencies

What advantages do Hollywood and New York each

Stan Lomas
Vice President
William Esty
New York

ADVANTAGES VARY WITH JOB

® There are advantages for the pro-
duction of television programs in gen-
eral and commercials in particular on
either coast, and the divers governing
factors in each case make a blanket
answer impossible. Breaking it down
into specifics, here are some of the
points to be taken into consideration:

1. Studio space: By using the large
Hollywood sound stages it is practical
and cost-saving to have three or more
sets standing, thereby eliminating the
expensive striking, rebuilding and re-
rigging time. While studio space as
such is usually cheaper in the East,
the Western facilities are umequaled
anywhere in the world and can result
in greater efficicney. more than offset-
ting the basic rental charges.

2. Technical know-how: On the
West Coast every man from camera-
man to grip is an expert. Though min-
imum crews in the West are usually
larger than in the East, they work
fast and have the problem of division
and integration of the various chores
down to such a science that the in-
creased payroll in the final analysis
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may result in an over-all saving.
There can be no question that Holly-
wood knows how to make film, like
Detroit knows how to make cars.

3. Chmate and topography: In
cases where exteriors are important.
where else but around Holly wood can
one find snow-covered mountains, a
palm-lined shore and barren desert all
within a stone’s throw? And the
weather (the much-publicized smog
not withstanding) is ideal for exterior
shooting nearly 12 months out of the
vear. On the other hand. the police
departments and chambers of com-
merce in New York and New Jersey
are more cooperative by offering free
support.

4. Talent: There is a large pool of
professionally qualified performers on
the West Coast, while New York offers
the majority of “name” commercial
announcers and a greater number of
performers who have specific experi-
ence in handling the live commmercial.
With most of the important talent
agencies, as well as Screen Actors
Guild, being headquartered in the
West. negotiations concerning talent
are more easily handled there. And
in cases wlere stars are involved it
is usually difficult, in view of other
commitments, to persuade them to fly
East to do a series of commercials.

5. Special effects: This important
phase of motion picture making is
used in ever-increasing quantities in
the production of commercials, and in
this field, which embraces miniatures.
matte-shots. animation, rear-projection
and hundreds of other specialties. Hol-
lywood undoubtedly has the edge on
any other production center anywhere
in the world.

6. Unions: New York has fewer
unions to deal with than the West.
Also, we don’t face the necessity of
supplying salary bonds here. In addi-
tion. the “don’t-touch-that” rules on

offer for television production

O

the West Coast can be most bother-
some and have got many an Easterner
supervising production on the coast
into trouble.

7. Program distribution: With New
York being the heart of distribution, it
often means more eflicient handling
and faster cut-ins when the negative
material is here in the East.

Of course i many wavs all of this
is an oversimplification. as the com-
bination of requirements for each par-
ticular production must govern the se-
lection of production locale.

Robert Broekman

President

Robert Broel:man Productions
New York

NEW YORK IS MORE CONVENIENT

8 To the independent producer of
television commercials one of the most
important elements is the proximity
of agencies and sponsors here in the
East. 1t gives us a chance to discuss
commercials in advance in all detail at
no expense to either the client or us.
Further, it makes it possible for all
concerned to pass on important per-
formers. props. sets. ete. during the
all-important preparation period.
One of the most important consid-
erations in commercial production is

SPONSOR



the erew. Hhere in the East it is possie
ble to work with a smaller number of
techmicians, and as a general rule these
technicians during the past years hine
grown into eflictent  wmits, used to
working with each other. They look
upon the making of a commercial, no
matter how short, as an important un-
dertaking, wulike their tHollywood col-
leagues, who are prone to shrug them
ofl as oue-day-nuisances which they
perform ouly in order to filt in be-
tween the more important choves of
tv or motion picture film produetion.
This sincere interest or the lack of 1t
m a crew will inevitably show in the
end result as well as in the cost.

Along with the smaller crews, there
is less emphasis on jurisdictional is-
sues i the East. No one is going to
get an uleer just because the prop man
who happens to stand next to a light
moves it a foot in accordanece with the
director’s request.  Generalhhy most of
the Eastern crew members make it
their business to know as much as
possible about the other man’s job and
problems.

Hollywood, on the other hand, of-
fers advantages based on years of mo-
tion picture production which can not
be duplicated here. The easy accessi-
bility of an immense variety of props,
the different locations, the generally
exeellent shooting weather and the un-
equaled know-how of the special ef-
fects men in many cases make a move
to the West an absolute necessity.

Anmation, so mportant in today’s
tv commercial, is as good here in New
York as it is on the West Coast, and
it is often easier to have specialized
types of animation done here, where
the most important phase is the com-
mercial rather than the fully animated
Disney feature.

The actual laboratory work is equal-
ly good on both coasts, but Eastern
labs in recent times have been so
jammed bevond capacity that delays
are incurred. whereas the Hollywood
tabs are adequately equipped to han-
dle the ever-increasing quantity of
footage and. therefore, will often ap-
pear more efhcient.

To sum it all up, I personally pre-
fer to work here in the East. where
the commercial producer is considered
an important part of the business rath-
er than someone asking for coopera-
tion from men who prefer to work
with the motion picture giants.

(Please turn to page 138)
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Milwaukee’'s Best Buy w E

T
let’'s
get down

to bare facts

The One Outstanding
Milwaukee Radio Buy is WEMP!

If you were right here, in the country's 15th largest
population center, you'd get next to the focts

in a hurry. The Big One is that the important local
advertisers . . . the guys who know the market

best . .. buy WEMP. 24 hours o day of music, news
ond sports delivers Milwaukee's largest audience

at the lowest cost per head. And this is based

on facts compiled by two rating services.

Pretty good, don't you think¢

Because: how often do two of 'em agree?

24 HRS. A DAY OF MUSIC,
NEWS AND SPORTS

5000 Watts at 1250

1935-1955 . . . 20 vears of service to Milicaukee Represented nationally by Headley -Reed
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STEVE DONOVAN, WESTERN MARSHAL starring Douglas Kenm"r:-

A rugged new Western star in 39 half-hour films of thundering action for youngsters and adults.

Star personalities head up these two new audience-pulling programgor
your exclusive local sponsorship in vour markets. Early ratings prove pts
shows have what it takes to bring in large audiences even against tegh

network competition.

And vou get unprecedented merchandising rights at no additional -SLB
Use the name and character of Steve Donovan, Western Marshal, and T

Great Gildersleeve to sell for vou.



two
personalities...
the same

big payoff!

“ E GREAT GlLDERSLEEVE starring Willard Waterman—A favorite comedy star

program for the whole family. After 13 years as a top radio success, now even better in 39 half-hour TV films

P these great salesmen to work selling your products. For complete

8 ils and prices for your markets, phone, wire or write today.

IBC FILM DIVISION

serving all stations. .. serving all sponsors

B kefeller Plaza, New York 20, N. Y.: Merchandise Mart, Chicago, Ill.; Sunset & Vine, Hollywood,
Calif. In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal.



We're

Not Being

RITTENISH

But —

It’s Purr-ty Nice

To Be WEI.UUME In

This Winter!!!

WIHP-T

Jacksonville, Fla.

90,000 HOMES
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John_Sheehan

Y.p., radio-tv director
Cunningham & Walsh, New York

_agency profile

“We rarely recommend that our clients angel shows, and, after
all, that’s what it essentially is when an agency, with the client’s
money, goes into tv show producing,” savs John Sheehan, Cun-
ningham & Walsh’s radio-tv v.p.

“Of course, ideallv thc tv exec at an agency today should be
showman, businessman, advertising man and media man in these
times,” Sheehan explains. “Personally. 1 add another requisite,
and it holds truc for virtually everyone in our radio-tv depart-
ment: we want our peoplc to have worked at some out-of-town radio
or tv station before they come to us. We like our people to know
something about the U.S. bevond one coast or the other.”

Nor does Sheehan, originally from Schenectady, N. Y., under-
estimate the sophistication of U.S. audiences. “The opera couldn’t
survive without Cleveland and Columbus and Denver and other
cities around the country,” he says. “The biggest danger in making
commercials is really two-fold: talking down to people and being
so intent on entertaining that vou forget to sell.”

A Dbig, bespectacled, soft-spoken Irishiman, Sheehan lives in the
middle of a farm in Princeton with his wife and two small kids,
likes to use the two hours daily he spends on the train to read his
papers and “switch point of view” from agency to home.

“We love living in Princeton, and it isn’t only for the peace and
quiet. because there are lots of parties. But maybe one of our
friends is fresh back from the Geneva Atoms Conference, another
has been excavating old villages in [taly; it’s nice not to talk ratings
and cost-per-1,000 after 12 hours in the shop.”

Cost-per-1,000, incidentally. is Sheehan’s most unfavorite ex-
pression. “You can’t measure commercial effectiveness with a cost-
per-1,000 vardstick. Sure, maybe vou've got a lower cost-per-1,000
from 18 seconds adjacent to a show than from a minute within the
network program. But there are a lot of factors accruing from
show sponsorship that can’t be discounted, particularly for products
outside of the impulse-buying categories.

“I've got a lot of respect for the researchers in radio and tv,
But a lot of agencyincn and clients vield too much to the temptation
of overusing ratings and cost figures. Advertising’s still a field re-
quiring judgment.” * kK
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Represented

Nation d’“?
by
THE
HENRY L. CHRISTAL
COMPANY

NBC

befween
NEWSCASTING

and

NEWS COVERAGE

You can hear newscasts on any radio station.
A newscast can be any announcer’s voice read-
ing the latest summary torn from a news
machine.

It's news coverage which distinguishes a su-
perior radio station from just another station!

At WSYR a staff of five newsmen produces a
complete, distinctive news service. They gather
and write the home town and area news. They
edit the reports of the national news wires
with an experienced eye for news that's impor-
tant to the 1.5 million population of WSYR's
service area. The result: complete news digests,
reported ten times daily by men who know
news.

Central New Yorkers have come to rely on
WSYR for all the news, all the time. This kind
of news coverage — like WSYR's distinctly
superior geographical coverage — is one of the
important reasons for WSYR's head-and-
shoulders leadership in the $2 billion Central
New York market.

\ 5KW~SY.5ACUSE - 570 KC
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NAME &

WY
v 3

THE DAY...

HAVE THE AUDIENCE!

IHERE'S WKBN-TV'S
SHARE OF AUDIENCE!'*
WKBN Stations

TV E F
Time Period
Mon.-rri. '
7 a.m.-Noon 44 3 | 5 1
Nocn-6 p.m. 44 2¢ €
6 p.m -Midnight 45 3
Saturday ‘
Noon<6 p.m. 50
6 p.m.-Midnight 47
Sunday
Neor-6 p.m. 52 ¢
6 p.m.-Midnight 49 3 6 2 5 3

Station B is Youngstown. Stations C, D & E
are Cleveland. Station F is Pittsburgh.

CLEVELAND OR PITTSBURGH STA-
TIONS DO NOT COVER THE YOUNGS- | |
TOWN MARKET! WKBN-TV SHARES
OF AUDIENCE FAR SURPASS LOCAL
AND OUTSIDE OPPOSITION. WHAT'S
MORE, CHANNEL 27 HAS THE 16
TOP RATED PROGRAMS* IN }
YOUNGSTOWN AND 366 OF 442
QUARTER HOUR FIRSTS.*

“Source: Telepulse, September 18-24, 1955.

WKBN

YOUNGSTOWN, OHIO

CHANNEL

-

Roprosonied Nationslly by the Poul H. Raymer Co.
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(Continued from page 8)

I said that resumes should be stenciled. This doesn’t mean
that the same copy is equally suited for each agency to be
contacted. It’s been my experience that a resume should
be tailor-made to the specific agency visited. It never hurts
to show you know something about the agency. What would
be wrong in demonstrating that you are aware of their ac-
counts, how many out-of-town offices they have, whether they
are involved in export advertizing or institutional? It indi-
cates the job-seeker has some sense. Not a bad sales ar-

gument.

Don’t, however, attempt to -olve the agency’s problems or
point out where their mistakes are. Even if you happen to
have the answers (which is dubious), this is infuriating.

Which brings me to the applicant for a creative job—
that is, one seeking work in broadcast copy or in tv art. Here
a proof book as well as resume is essential.

For goodness sake, have it nicely mounted and tidy. I've
seen 20 many dog-cared proof books. it’s appalling even to a
disorderly person such as myself. Such can only reflect on
the tidiness, mental as well as physical, of the applicant.

Make sure to include a shoit resume about the campaigns
you worked on or what phase of them you helped on. But
don’t overdo this. A cub copywriter who attempts to take
1009¢ credit for a four-million-dollar campaign will not be
believed (and chances are he shouldn’t be!).

Underplay the successes of these campaigns because any
intelligent agency man knows that copy or art alone is not
the only factor in success.

It takes time to prepare a sales pitch about one's self.
It's the toughest job a person may ever face. But it’s cer-
tainly worth the time and effort. *

Letters to Bob Foreman are welcomed

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

Address Bob Foreman. c/o spoxsor, 40 E. 19 St., New York.

SPONSOR



est Virginia’s

harleston —

‘untington

S S ——————————y

CBS

/ Television

tation

Covers
West Virginia's
higgest markets
like a 316,000 watt

(‘hannel S
Television Station,
whieh 1t 1s,

For complete coverage
data (sets-in-area figure

Chorleston Huntington passed 475,0(?0 in Ju_ly,

1955) and information

DEPARTMENT STORE SALES $35,543,000 $15,976,000 about .}r.iklab:“}i:ﬁes'
please check with our

FOOD SALES 61,122,000 26,250,000 natiodul’ réliesdntatives.

DRUG SALES 6,058,000 3,813,000 | The Branham Company.

r WCHS-TV

(Sales Mgt. May/55 Data) Mail Address:
30, Charleston, W. Va.




American show pulls 919, of audience on British tv: Nielsen

An American show stole the spot-
light when commercial tv debuted in
England late in September. According
to A. C. Nielsen. / Love Lucy drew
949 of the homes equipped to receive
conmuercial tv on a Sunday night. An
English product was very close: Sun-
day Night at the Palladium drew 93%.
Both were offerings of the new Inde-
pendent Television Authority, com-
mercial competitor of BBC.

ITA is at a disadvantage because of
the small number of homes equipped
to receive commercial programs (the

figure was set at a low of 169,000 by
the British Attwood concern, 188,000
by Nielsen and 370,000 by Gallup).
Oddly, one source of rating figures
now used by ITA is its direct rival,
the BBC. For about $3 weeckly, BBC
supplies results of its highly reputed
aided-recall roster system. The figures
do not show commercial effectiveness
but only tv set count figures in the cov-
erage area, share of audience for BBC
and ITA. and both size and composi-

tion of audiences by sex, age and social
groups. * ok Kk

WRCA-TV tucks viewers into bed, wakes them in wmorning

"Count Sheep' helps viewers get to sleep; “The Eye Opener” wakes them up in the morning

Television is now so much a part
of its viewers’ home life, it puts them
to bed at night and wakes them up in
the morning. At least WRCA-TV, New
York, offers this service to its audi-
ence. DMonday through Friday at
1:00 a.n. it airs a five-minute show
soporifically titled Count Sheep.

Cover girl-model Nancy Berg goes
through a getting-ready-for-bed rou-
tine, commenting meanwhile on topi-
cal events, and giving hints for insom-
niacs before climbing into bed. As
this pretty sleepy-time gal closes her
eyes she counts visible, animated sheep
jumping over a fence.

66

Englander Mattress Co. has pur-
chased the sign-off show, effective in
December. Count Sheep is slated to
begin its appearance soon on other
NBC stations.

The sign-on companion piece begun
by the station is called The Eye Open-
er and is telecast Monday through Fri-
day from 6:55 to 7:00 am. for the
eartv riser. Humorist and critic Mar-
tin Levin, also dressed in sleeping at-
tire, lampoons the news and brightens
up the day for viewers in an informal,
across - the - breakfast - table approach.
New to the air, the early morning show
has not vet landed a sponsor. ~ * X %

WRVA’s 30th year lauuched
with Southeru cruise ship

As a part of its recent 30th anniver-
sary celebration, Richmond’s WRVA
spon:ored a nine-day cruise to Nassau
and Havana. The ship was the first
ocean-going passenger liner ever to
sail from the Port of Richmond, and
the station threw a Bon Voyage party

for the 210 vacationers that drew

8,000 listeners to help send the S. S.
Tradewind on her way.

Other aspects of the celebration in-
cluded salutes to 30 outstanding Vir-

: ." Lp 1 a
‘gj-_.;%u :;u‘.f ’3 s

WRVYA listeners attend Bon

Voyage party

ginians, 30 communities in the sta-
tion’s primary coverage area and a re-
view of 30 of the state’s industries. A
letter-writing contest and a beauty and
baby sweepstakes gave the listeners an
opportunity to share in the celebration,
and an hour-long commemoration
broadcast was also featured. Besides
all of the state’s living ex-governors,
several persons who were on the sta-
tion’s inaugural broadcast appeared on
the show with CBS Radio personality
Galen Drake. * % %

Texas tv station boasts
remote rainfall indicator

To give weekend sports enthusiasts
and vacationers an advance look at the
weather picture, Fort Worth’s WBAP-
TV has installed what it believes is the
first remote rainfall indicator designed
for tv. Patterned after the precision
devices used by the Weather Bureau.
the indicator is mounted on WBAP-
TV’s roof-top weather station with an
electrical connection to the studio
weather board and a dial to indicate
the rainfall.

The station gives its weekend fore-
cast on Thursdays via Weather Tele-
facts, though the official Weather Bu-
reau forecast is never more than two
days in advance. *

Beriefly . ..

Another harbinger of color tv was
the recent announcement by Magna-
vox that it has opened its second school

SPONSOR



*heg to train servicemen in the repair of

P color tv sets. The first school opened
b a short time ago in San Franciseo and
R the company plans to set up more

throughout the country as color sets
become more nunrerous,

Need for the new sehools <stems from
the fact that color (~n'(-lulr)' i< vastly
different from those of the black-and-
white sets, reports Magnavox’s
, Ray Yeranko,

"(‘l](‘l‘ill
Sery ll ¢ nnnager

» “ Y

Butte, Mout., was treated to a “Tele-
vision Week™ last month by the Pa.
cific Northwest Broadcasters.  Object
of the promotion was to sell more tele-
vision sets in the area. The group
printed bamners plugging the event and
offered them to local dealers with
promise to plug the weck with radio
and tv announcements.

All tv dealers in the city were in-
vited to a luucheon at which the cam-
paign was promoted. and then it got
' underway. In a single day one dealer
" sold 106 sets; another more than 10.

A third dealer ordered a carload of
sets, plans an aunouncement schedule
to sell them.

The promotion cost the broadcasters
about 8250 and they consider the
money well spent because it made the
community counscious of their fall pro-
graming schedule.

- "v

E_ =

R »* »*

New WLW, Cincinnati, prograni,
The World Now, providing local-level
listening service a la Monitor, kicked
off 6 November. Program will be sold
under unique Certified Audience Plan.

Shown iu picture with promotion piece
for “C.A.P.” are. left to right: Dick

Jones. director of client service, Cros-
ley Broadcasting Corp.; John Babcock,

director. World Now; Robert Duu-
ville, president, Croele\ Broadcasting:
Jaues Allen, dlreclor, World No:
g Janies D. Sh0use, chairman of board.
Crosley Broadcasting.

i 14 NOVEMBER 1955

I/

- OF THE TOP

No Wonder
WSBT-TV Dominates the Great
South Bend Market!

All ten of the Midwest's favorite programs
and seven of the ten most popular television
rograms in the U.S.—are carried by South
3end’s WSBT-TV! I it anv wonder that more
dials here are tuned to Channel 31 than to
anv other—and that no other station, UHF or
VIIF, whose s signal reaches the South Bend
Market even (‘omes close to WSBT-TV in

share-of-aundience!

Prosperous 14-County Coverage Area

Population of WSBT-TV s coverage area i~
814.660 (248.900 homes). Total Effective
Buying Income s 81.342.802.000.00. And
fannl\ income in the South Bend Metro-
puhtdn \rea is Sth highest in the Nation!

95% of TV Homes Equipped
to Receive WSBT-TV

No UHF eonversion pruhlonh here. Before
WSBT-TV went ou the air, «et m«nehlnp was
onl\ 29%. Immediately .lft(*r. it Jnmpv(l tn
80%. Today many sets in the area are Nb’[j&‘

to receive onl\ one UHF station— WS '

BEND,
IND.

CHANNEL

CBS... A CBS BASIC OPFIONAL STATION 34
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Big Wheel the Seal
Hownow the Cow

Whistle the Cowhoy N\
Sam’l the Camel ™

Jingle Jack
Rip Van Klunkie
e ek

SIS i, -

A< T TANN.

RECORDED PROGRAM SERVICES

RADIO CORPORATION OF AMERICA RCA VICTOR RECORD DIVISION

155 East 24th Street, New York 10, N. Y.—MUrray Hill 9-7200 522 Forsyth Building, Atlanta 3, Ga.—LAmar 7703
1016 N. Sycamore Ave., Hollywood 38, Cal.—OlLdfield 4-1660 445 N. Lake Shore Drive, Chicago 11, lll.—WHitehall 4.3530
1907 McKinney Ave., Dallas 1, Texas—Rliverside 1371

TMKS® C©RCA




You can sell more children and adults with thls show
because [t builds a big, all-family audience with —

% Original songs recorded exclusively for RCA Thesaurus
by I'rank Luther comic songs, ballads, folk numbers,
holiday songs, sacred songs, cducational tunes

* Limericks, riddles, jokes und character dialogues to
tickle any youngster's — or oldster’s — funny bones

% Sparkling Safety, Health and Public Service
Jingles . . . many of them endorsed by the

=

National Safety Council
% Special Birthday / :ments.

% Musical accompaniment by the Tony Mo uj

You can sell more children and adults with this
show because sponsors get these big EXTRAS —

% Frank Luther will record special announcements wherein
he will identify himself with a sponsor’s product or service.

% Recorded commercial jingles by Frank Luther provide a
“built-in” extra for participation buyers in local

sponsor categories such as ice cream manufacturers,
supermarkets and department stores, drug stores,

furniture stores, insurance companies and banks,

laundries, frozen custard stores, shoe stores,

bakeries, milk and butter companies.

% Free sales promotion kit to help you
promote and merchandise the show.

The most versatile
transcription radio show ever—

All voice tracks and musical portions
have been created and recorded for
complete flexibility. A half-hour program
format is provided weekly, plus sample
five, fifteen and sixty-minute formats, so
you can have any length show . . . for
as many times per week as you want!

AVAILABLE ONLY THROUGH
RCA THESAURUS SUBSCRIBER STATIONS

This uniquely different children's program shows
again how RCA Thesaurus and subscriber
stations are first with the biggest, finest,
audience-building programs:

26 different, big-name programs
Fully recorded open end show:
"f A NK LLEMER, “Shop-At-The-Store” merchandising promotion

AMERICA’S FOREMOST EDUCATOR C e
THROUGH ENTERTAINMENT 2,000 commercial singing jingles

This unique radio show is the culmination Complete weekly continuity service

of 25 years of entertainment “know-how"
by the one and only Frank Luther. As a
composer and recording artist, Frank
Luther is known and loved in millions of
homes. As a siory-teller and entertainer, he
offers a very special kind of folk-appeal
that makes this show simple and universal
enough for children, warm and

appealing to adults.

Listener-selling recorded sell-effects

Voice-tracks, brochures and 52 new
releases every month.

For complete information about The Frank Luther
Fun Show and other RCA Thesaurus big-star shows,
ask your radio station or write, wire or call your
nearest RCA Recorded Program Services office,
Dept. S-11, roday!




CARL MOORE

Six mornings a week,
Carl Moore proves his
drawing power by at- ,
tracting a very large © § |
share of the Boston lis-
tening audience. Key
your food advertising to
~a sales-proven person-
ality-WEEI RADIO’s
Carl Moore!

F:

A

A
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(Continued from page 24)

Another incident—new, different, and exciting—recently
was an off-tv Person to Person in which Ed Murrow inter-
viewed Hollywood producer Sam Goldwyn at a Radio and
Television Executives’ Society luncheon in New York. Lis-
tening to Mr. Goldwyn’s simple, basic, down-to-earth answers
to Murrow’s questions, I was impressed with the notion that
Sam Goldwyn is about as different from the sensational novel
concept of a major Hollywood producer as a man could be.
He has a talent for stripping every issue down to its essen-
tials. Murrow asked him what tle television networks might
do to induce him to try his hand at tv.

“What would I prove?” said Goldwyn. “It takes me years
to find a story or a property I want to do. And then it takes
me years to do it the way I think it might be good. It costs
millions of dollars. What could I do for television, working
like that?”

What about new talent, asked Murrow. How does new
talent get a break?

“Well, fellows like me,” said Goldwyn, “we have to take
a chance on new talent we believe in. Sometimes we’re right
and sometimes we’re wrong. When I first saw Gary Cooper,
I thought here was a handsome, intelligent young man. May-
be we can do something with him. And it worked out. But
one time we brought a young lady over from Europe, Anna
Sten. On her we spent a million dollars and lost it, and got
nothing but a lot of grief.”

At one point Goldwyn was stressing the fundamental im-
portance of the story. Many a story has made a star, said the
producer. But no star has ever made a bad story. In this
connection, he pointed to Robert Sherwood, sitting alongside
him, and said:

“This man. when he wrote The Best Years of Our Lives,
gave me one of the greatest stories I have ever had the
pleasure of doing. He deserves all the credit for the success
of that picture.”

Sherwood got to his {feet.

“I can't take this sitting down, Sam,” lie said. “I wrote
some of your biggest flops, too.”

This, of course. brought a roar of laughter from the
audience.

Goldwyn waited until the laughter subsided. Then he said:

“Bob, I've had flops without you!” * *E

SPONSOR



WOOD:ano-TV is big territory!

Norge, one of the
nation’s best known

appliance manufacturers,

is growing greater in

WOODIland U. S. A.

In their huge Muskegon Ieights plant. the N
Division of Borg-Warner Corporation prod:
exciting new Norge “Customatic”, with d
deep “llandidor” on both freczer and refrige
compartments.

S5

Norge expects this year to be the most profitable in its history. Lively merchan- g
dising, strategic planning, new products and expanded facilities reflect in the f—
tremendous activity of 82 Norge distributors and more than 15,000 retail dealers
across the nation.

Norge's sales record is typical of the enterprising industries in WOODland's
thriving production area—a rich market that encompasses Grand Rapids,
Muskegon. Battle Creek. Lansing and Kalamazoo. This market — with the
country’s 20th highest TV set count —is all yours with WOOD-TV, Grand
Rapids’ only television station.

wo | D = T WOODLano CENTER
q ‘ ‘ GRAND RAPIDS, MICHIGAN

GRANDWOOD BROAODCASTING COMPANY ¢ NBC, BASIC: ABC, SUPPLEMENTARY ¢ ASSOCIATED WITH
WFBM-AM AND TV, INDIANAPOLIS, IND.; WFDF, FLINT, MICH.: WTCN-AM AND TV, MINNEAPOLIS, MINN.;
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ
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Timebugygers of the U.S. ccouinued from page 15)

TIMEBUYERS

WFORD & PORTER ADY., INC.

101 Marictta Bldg., L1, 0656

AGENCY, ACCOUNTS, ADDRESS & PHONE

Black Panther Co. ]
J. 0. JCWL‘“. Inc. | IIARRY
Mask & Gay Food Prod. | CRAWFORD,
_ Frymaster %,
Drennon Food Products | poRTER
Southern Frigid Dough

CAMPBELL-EWALD CO.
Hurt Bldg., LA. 3858

Chevrolet }C. G. TIIOM

D’ARCY
75 8th St.,, N. E., VE. 8815
] J. IL
KINSELLA
Lance Foods CAL
VOORIIIS

DAY, IIARRIS, HARGRETT & WEINSTEIN
40 16th Si., N. W., EL 4824

MARVIN DAY
ITANES
ITARGRETT
AUDREY
FERGUSON
1IOLT
GEWINNER,
JR.

BEVERLY
KIRVEN

Southern Airways
S.5.S. Tonic
Tuxedo Club

EASTBURN-SIEGEL ADV.
623 Spring St., N. W., VE 4707

. hJ
Monarch Sewing Machines JEL~ FINKEL

. MRS. TROY
Kitchen Magic Co. | COX
Miller Hi-Lif SAM

tller Hi-Life Beer | <o INEMAN

HARVEY-MASSENGALE, INC,
Walton Bldg., WA 9117

R. WINSTON
IHARVEY

R. WINSTON
HARVEY, JR.

Tetterine

DILLARD JACOBS
1145 Peachtree St., N. E., AT 7991

Calotabs Co.
BGO
BQR

J. F. JACOBS
P, W. SMITH

KIRKLAND, WHITE & SCHELL
101 Marietta St. Bldg., LA 3682

J. A
KIRKLAND
FRANK
WIIITE
JAS. B.
SCHELL

LILLER, NEAL & BATTLE ADV.
Walten Bldg., CY 6521

Gordon Foods

Pesco Chemical

Piedmont Airlines
C. K. LILLER

Brock Candy WM. W. NEA
Colonial Stores | yayipe'y AL

H. W. Lay Co. } BATTLE
National NuGrape SwAlfiﬂi\“S
Patten F({od Produ.cts BUD WATTS

Carling Brewing
Life Ins. Co. of Ga.

LOWE & STEVENS
685 W. Peachtree St.,, N, E., VE 9695

ROBERT C.
| LOWE, JR.

JOuN ‘i,
STEVENS
JULES CLYDE
CERDING
NELL P.
DONALDSON

CIIAS. A, RAWSON & ASSOC.

223 Peachtree St., Whitehead Bldg., WA 3594

Cannoline | MISS  HELEN
! }BULLARD

Ashmore Sausage Co..
Canton Poultry Co.
Roman Cleanser (SE Area)
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H. . SAMPLE ADY,
302 Clenn Bldg., AL 1919 )
Bryant Packing Co.
Eelbeck Milling Co.
Dothan feanut Qil Co.
Cloverleaf Creameries

1I. G. SAMPLE
JACK VELLER

J. WALTER THOMPSON

Palmer Bldg., 41 Marietta St., N. W., CY 1744
RUSSELL
PAULSON
FRANK
CARLSON

Ford Dealers

TUCKER WAYNE & CO.
1175 Peachtree Si., N. E., AT 3856

White Ice Cream
Capudine | TUCKER
J

American Bakeries (Merita) ;f:g.hg‘ C
Creomulsion [ FULLER
Southern Bell Tel.

MISS ANN
Southern Dairies —

BURTON E. WYATT & CO.

Flrst Natl. Bank Bldg., M4 1121
Standard Oil of Kentucky } B. E. WYATT

AUBREY, FINLAY, MARLEY & HODGSON
230 N. Mlchigan Ave. (1), Financial 6-1600

Double Cola
Williamson Candy
International HarvesterJ

GENE
FROMHERZ

BBDO
919 N. Mlchigan Ave. (11), Superior 7-9200

Murine
Peter Hand Brewery (Meisterbrau)

Zenith Radio

RUSSELL
TOLG

CORA
HAWKINSON

BEAUMONT & HOHMAN, INC.
6 N. Michigan Ave., Central 6-4230

CLARKE
TRUDEAU
Greyhound. Buslines 1 JEAN
J HECKSCHER
W. W. O’NEIL

WALTER F., BENNETT CO.
20 N. Wacker Drive (6), Franklin 2.1131

Assemblies of God
Light of Life Hour
Billy Graham

WALTER
BENNETT
JANE
GUNTHER

GORDON BEST CO., INC.
228 N. LaSalle St. (1), State 2-5060

General Finance | g A, TRIZIL
Milner Products | FRANK MOOR
Maybelline { RICHARD

Helene Curtis J KAY KNIGHT

E. 1. BROWN ADYV. AGENCY
20 N. Wacker Drive (6), Franklin 2.9494%

Funk Bros. R
Southern Farmer Ei‘Lg:ABB

Pratt Food | KORNGIEBEL

BUCHEN CO.
400 W. Madison St. (6 ), Randolph 6-9305

Oliver Tractor] WIS FISHER
Fairbanks-Morse f HOWARD

SE
Club Aluminum E&} FCARLSON

AGENCY, ACCOUNTS. ADDRESS & PHONE TIMEBUYE

LEO BURNETT CO.
360 N. Michigan Ave. (1), Central 6-5959

Comstock Canning )

DICK COON
Toni | BOWEN
: MUNDAY
Tea C0unc§l HELEN
Pure Oil STANLEY
Buster Brown Shoes §| KEN FLEMI!
H : JOIIN 11ARP)
Pillsbury M'xlls KAY MYERS
Farina | jouN BODE
Mars, Inc. | REX FRENCI
L NICK WOLI
P&G (Lava, Joy) | pyiy Apca)
Bauer & Black [ pave
Kellogg | ARNOLD
HAL TILLSC
Pfizer Fefzds DICK
Globe Mills | FOERSTER
Santa Fe R. R. | HARRY
Converted Rice | FURLONG
. ESTIIER
Green Giant RAUCH'
Marlboro Cigarettes | JOHN
q DEACON
{ieileman Beer J CARL GLYFI

CALKINS & HOLDEN, INC.
333 N. Michigan Ave. (1), Randolph 6-3830

Berlitz School of Languages } MICKIE

Amboy Milk Products { HARRINGTO
CAMPBELL-MITHUN
919 N. Michigan Ave. (11), Delaware 7-755%
MINNIE
American Dairy Assoc. ) KAPLAN
i ] ELSIE
Charmin Paper Mills LAUFER
John Morrell | cpay
ROSSLAND

CHRISTIANSEN ADV.
135 S. LaSalle St. (3), Central 6-2484

Allstate Insurance } MARTIN
Bruce Cleaner { FRITZ

PAT BIRD
COMPTON ADY., INC.
141 W, Jackson Blod. (4), Harrison 7-6935
Garst & Thomas Hybrid } WM. B. HII
BEVERLY
Seed Corn § | DEMAN
D’ARCY ADY.
8 S. Michigan Ave. (2), Central 6-4536
BETTY
LAVATY
RAY SPENCI
RAN DUNNEI
DANCER-FITZGERALD-SAMPLE
221 N. LaSalle St. (1), Financial 6-4700

Standard Oil of Indiana

Pfaff Sewing Machine ] HARRY PIC
Consolidated Products { KATHERINE
Sterling Insurance ROACH

W. B, DONER cCO.
203 N. Wabash Ave. (1), Dearborn 2-4676

M. F

Plastone } oAy

‘Mail Order J

Tavern Pale Beer 1

DUGGAN-PHELPS
307 N. Michigan Ave. (1), -Randolph 6-1076

FRANK
DUGGAN

GEORGE
Consolidated Drugs } O'LEARY

Lanolin Plus { WILLIAM
CLINE

NORMAN

J PHELPS

ERWIN, WASEY & CO.
230 N. Michigan Ave. (1), Randolph 6-4952

Knox-Carbon

Hyde Park Beer

Stag Beer

Chamberlains Lotion & Ayds
Clyman Canning

Dad’s Root Beer

JOHN GWYN
HELEN WOO-.

SPONSOR
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F'or outstanding service to Georgia
agriculture thhe top radio award goes

to WSE, the Voice of the Soutt

This award was made by the Georgia Farm Bureau Federation .
on October 10 in recognition of WSB Radio’s progressive and N
active farm programming for the betterment of Georgia |
farmers and farming in 1954-1955. It is another laurel to
be added to the scores already carned by WSB Radio
throughout thirty-three years of broadcasting in the
public interest. No other Georgia radio station—or
economical combination of Georgia stations—gives advertisers
an audience as large and as loyal as does WSB Radio.

Mike McDougald
WSB Farm Director

(o

/
NBC affiliate. Represented by Edward Petry & / ‘ n’ B R,a d ¥ O
Co. Affiliated with the Atlanta Journal and S o
The Atlanta Constitution. ATI.AINNTA

14 NOVEMBER 1955
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If you have trouble identifying these people there
are more than 40 million of your fellow citizens
who can do it for you.

Each of them became famous faster perhaps than
anyone else in history. Outside the intimate circ
of their families, friends and neighbors no one had
ever heard of any of these people until a Tuesday
night at 10 o’clock. Thirty minutes later of
them was known throughout the United States.

They became famous so fast for one reason— the
phenomenon of television, and more specifically,
a phenomenal television program

Today television is the shortest distance between
obscurity and fame. This popularity applies not
only to people, but to the products they use and
the companies that manuf

Many of these companies are convinced that CBS
Television is the quickest path to popularity in
all television. They know that day and night CBS
Television broadcasts the m 'y of the most
popular programs. They know too, that on the CB¢
Television Network they can reach their custom-
ers at a far lower cost per thousand than on any
other television network. These facts may help to
demonstrate why the largest single advertising
medium in the world today is CBS TELEVISION.




AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

3 1TED BROADCASTERS

(6), Randaiph 6-7800

207 Welis St

| UG RAGER
MARYEFELLEN
{ CONVERY

Willard Tablet

OOTE, CONE & BELDING
155 E. Superior St. (11), Superior 74800
GENEVIEVE
Armour LE.‘I!&EH
A GWE!
Beatrice Creamery DARCEL
F1all Bros. Cards

» DOROTHIY
Libby McNeill & Libby [ FROMIIERZ
A i ROBERT
(Pincapple Juice) USSEY
Johnson & Sons (Carnu) | gRyTA I1IART

CLINTON E. FRANK, INC.
Mevrchandise Mart (54), Whitehail 4-5900

Reynolds Metals
Quaker Oats } JACK
Dean Milk { MATHHEWS
Toni Co. (Pamper Shampoo) | IELEN DAVIS
Fould’s Macaroni ]

FULLER & SMITII & ROSS
105 W. Adams St. (3), Andaver 3-5041

Ferguson Tractors ) ciiARLES
Keystone Fences ( BILLINGSLEY

GLENN-JORDAN-STOETZEL
307 N. Michigan Ave. (1), State 2-8927

R. R. ROZEMA
Christian Reformed Church } GEORGE

McGIVERN

GOODKIND, JOICE & MORGAN
919 N. Michigan Ave. (11), Superior 7-6747

Planters Peanuts and Peanut Butter } . oRENCE A.
{llinois Canning { NEIGIIBORS

GRANT, SCIIWENCK & BAKER
520 N. Michigan Ave. (11), Whitehall 3-1033

JAMES E.
SCIIWENCK
FRANK
BAKER
BETTY
ARMSTRONG
MARSHIALL
EDINGER

TOM ELVIDGE

Bankers Life & Casualty

GRANT ADVERTISING
919 N. Michigan Ave. (11), Superior 7.6500

br. Pepper ) prEp
Monroe Chemical (Putnam Diecs) { NORMAN

GEORGE 1. HARTMAN CO.
307 N. Michigan Ave. (1), State 2-0055

Mystik Tape

Berghoff Beer

Joanna Western (TV)
Manchester Biscuit
Sawyer Biscuit

VIRGINIA
CALDWELL

HENRI, IIURST & McDONALD
121 W. Wacker Drive (1), Franklin 2.9180

Thor
Ready-To-Bake (Puffin)

} LAURA NIALL

H. W. KASTOR & SONS ADY.
75 E. Wacker Drive (1), Central 6-5331

Int’l Milling (?(obln ll(?od Flour) JIM WEST
P &% G (American Family Flakes) JOUN URICE
Union Starch & Refining | TIARVEY
Pennant Syrup J MANN
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LAUESEN & SALOMON

520 N. Michigan Ave, (11), Superiar 7-0738

Dulane Corp. } gpon
Sylcon Corp. { SALOMON

EARLE LUDGIN & CO.
121 W. Wacker Drive (1), Andover 3-1888

Rath Packing

Rit and Shinola
Manor House Coffee
Stopette Deodorant

JANE DALY
RUTH BABICK
KAY MORGAN

Wrisley | MARILYN
Linco Bleach | BEILEFELDT
Bendix

MARK T. MARTIN CO.
59 E. Van Buren, Harrisan 7-9199

hurches of Christ { GLADYS
Churches of Chris iJOIINSON

TIIE MARTIN CO.
201 N. Welis St. (6), Dearbarn 2-5910

Amion ) g, j.
Reber Packing { LEWINSKI1

MAXON
664 N. Rush St. (11), Whitehall 4-1676

LES SHOLTY
PAUL KELLY
DICK LARKO

Hotpoint

McCANN:ERICKSON
318 S. Michigan Ave. (4), Webster 9-3701
Milnot ] JOHN COLE
oods | PAT
. Derby F CHAMBERS
Swift's Ham & Bacon ESTHER
Swift's Swifties .IA]NDERSON'
LiEe? OWARD
Swift's {ce Cream HELLER

ARTHUR MEYERHOFF & CO.
410 N. Michigan Ave. (11), Delaware 7-7860

Owen Nursery

Wrigley Chewing Gum

{11. Meat (Broadcast Corned Beef
Hash & Redi-Meat)

PAT GRAY
Brach Candy EVELYN VAN.
Myzon | DERPLOEG
D-Con

Heet (Demert 8 Dougherty) |
Ratner Promotions J

MacFARLAND, AVEYARD & CO.
333 N. Michigan Ave. (1), Randalph 6-9360

BEVERLY
Alemite Corp | y11cKs
Drewry’s Ltd. }| BUD TRUDE
. 5 : JAMES
Zenith Hearing Aid SUELBY

C. WENDELL MUENCH
75 E. Wacker Dr. (1), Financial 6-3481

Fox De Luxe Foods
Monarch Beer
Visking Corp.

NEEDIIAM, LOUIS & BRORBY, INC.
135 S. LaSalle St. (3), State 2-5151

VICTOR
FABIAN

Campbell Soup )
Phenix Foods
Houschold Finance Corp.

Johnson Wax | po~
Parkay Margarine | DeCARLO
PAT
] Nesco, Inc. | BROUWER
Kennell Products | A\RNOLD
Morton Salt | JOIINSON

Wilson—(Canned Mecats and Soap,
Sporting Goods)
Monsanto Chemical

OLIAN & BRONNER CO.
35 E. Wacker Drive (1), State 2-3381

American School }.

Atlas Beer
Edelweiss Beer | gay
Beltone [ KENNELLY

Sealy Mattress
Princess Pat Cosmetics

O’NEIL LARSON & McMAHON
230 N. Michigan Ave. (1), Andaver 3-4470

3 NELSON
Mail Accounts } ajeMAIION
{mdrin (Rhodes) { GRACE
MORAN

PRESBA, FELLERS & PRESBA
360 N. Michigan Ave. (1), Central 6-7683

WILL PRES)

Flex-o0-Glass | SHARLES

Olson Rug { FRANK STE.
FERLT § GRANT SMI1
Hi-Life Dog Food J CLENDE
ALLEN

REINCKE, MEYER & FINN, INC.
520 N. Michigan Ave. (11), Whitehall 4.7440

CB&QRR | waALLACE
Anco Windshield Wipers { MEYER

I.. W. RAMSEY CO.
230 N. Michigan Ave. (1), Franklin 2-8155

Sawyer Biscuit (Iowa)
Mickelberry Sausage
Squire Dingee | pARSONS
(Ma Brown Products) [ L. H. ;
Marshall Canning J COPELAND

] DOROTHY

Brown Beauty Foods

ROCHE, WILLIAMS & CLEARY
135 S. LaSalle St. (3), Randalph 6-9760

Hardware Mutual
Milwaukee RR
John Puhl Products [ CHARLES G:

BRODERSEN
Nadinola J

ROGERS & SMITH
20 N. Wacker Drive (6), Dearbarn 2.0020

RAY H.

Little Crow Milling REYNOLDS

RUTHRAUFF & RYAN
360 N. Michigan Ave. (1), Financial 61833

Wrigley Chewing Gum |

A. E. Staley HOLLY

SIMVELY
Strong Heart Dog Food | {RENE HES®
American Breeder | EDMUND
KASSER

Allied Florist

ROSS ROY, INC.
307 N. Michigan Ave. (1), Randalph 6-7000"

' T | ROBERTA
Lake Central Airlines j HA RS

RUTLEDGE & LILIENFELD, INC.
121 W. Wacker Drive, Dearbarn 2-6326

Puritan Foods (Realemon)

NNE COYL!
National Tea } =

HARRY SCHNEIDERMAN. INC.
141 W. Jacksan Blcd., Webster 9-3924

State Finance ] poRi1s
Lane Bryant { GOLOW

SPONSOR
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YOU MISS FLORIDA &
IF YOU DON'T USE @

We G
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from Gulf To Ocean o Gainesville To Okeechobee

Judge for yourself. There are some mighty

pretty figures in the Florida market. For instance,

with a powerful new radio station you reach 1,500,000 peo-

ple. These same people buy $1,443,330,000 worth of
products each year. Tourists swell the coffers with an

additional $650,000,000 annually.

The residents of the WeGTO coverage area cruise around in

484,000 automobiles while another 1,600,000 automobiles

bring in money laden vacationers every season.

This all adds up to a really important market. This is the

miarket WeGTO delivers.

10,000 WATTS
540 KILOCYCLES

-
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HAINES CITY, FLA.
PHONE 6-2621

oiwcned and operated

by KWK, St. Louis, Missouri

Represented by
WEED & COMPANY
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AGENLY, ACCOLUNTS, ADDAESE & PHOME TIMEEUYE

SCHWIMMER & SCOTT
814 N. Michigan Ave. (11), Whitehall 56886

kist Beverages ]

Schutter Candy

Walgreen

Reeley Beer | @ b RIEMEN.
Salerno-McGowan | sCIINEIDER,

Hawthorne.Melody Milk [ JR.

Spicgel, Inc.

H-A Hair Arranger

Red Dot Potato Chips

Brown Food Processors

RUSSEL M. SEEDS CO.
51 E. Superior St.,, Mohawk 4-6323

Pinex
Brown & Williamson )lERLES:
R A MYER
(Wings afld Ralen.gh) VIRGINIA
Elgin American | Ryssgr
W. A. Sheaffer Pen
JOIIN W. SHAW, INC.
51 E. Superior St., Mohawk 46323
Lehon Mulehide Roofing ANN
Armour | SIIEAFFER
Quaker QOats Co. (Corn Meal [ BOBBIE
LANDERS

and Pack-O-Ten)

CIIARLES SILVER & CO.
737 N. Michigan Ave. (11), Superior 7-6625

CHARLES
SILVER

BEN
SOLOMON
MAXINE Z1V

Rival Dog Food

SIMMONDS & SIMMONDS, INC.
520 N. Michigan Ave., Michigan 2-3360

PHIL

B-I Beverage | TOBIAS, SR.
& ISTEPHANY

SEEDER
SMITII, BENSON & McCLURE
8 S. Michigan Ave., State 2-1931

Sterling Beer }éé%ll(!OEDER

TATHAM-LAIRD, INC.
64 E. Jackson Blvd. (4), Harrison 7-3700

PAUL
Armour (Ham, Bacon, Sausage) ] ?(C)SL;:,SE?&ER
Simoniz | JIM MADISON
Toni (Bobbi) | GEORGE
. BOLAS
Wiedemann Beer HAROLD

General Mills (Korn Kix, { BENNETT
Surchamp Dog Food) | PON GRASSE

Swanson Chicken }Q‘C,KZ,%(,;EL

Wander Co. (Ovaltine) | SYLVIA RUT
Norge | BERNICE

McTAGGART

BOB ATWOOD

J. WALTER TIIOMPSON
410 N. Michigan Ave. (11), Superior 7.0303

Kraft Foods

Swift & Co. (Allsweet) | E. R. FITZ-
H GERALD
] Indlan? Bell .Tel. ELLEN
leb}’, McNeill & leb}’ CARLSON
Quaker Oats (Aunt Jemima [ T. V. WATSON
Pancake & Cake Mixes) B,‘”;\_E
Seven-up BotllingJ LOSBIHIRS
TURNER ADV. AGENCY
101 E. Ontario St., Michigan 2-6426
’ KARL F.
O’Cedar VEIIE
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U. S. ADVERTISING CORP.
23 E. Jackson Blvd. (4), Webster 9-0911

Wilson & Co. Ideal Dog Food

Wilson 8 Co. Salad Dressing | A. J.
: o ENGELIIARDT
Wilson & Co. Bakerite AL BONK

M & R Mfg. Co. (Sno Bol)
Schulze & Burch

C. E. RICKERD

GEOFFREY WADE ADVERTISING
20 N. Wacker Drive (6), State 2-7369

Miles Laboratories } 'I;SBS({A\

(Alka Seltzer, Nervine) ( DAVE
WILLIAMS

WEISS & GELLER
400 N. Michigan Ave. (11), Whitehall 3-2100

Monarch Foods 1 JACK BARD
NORA
College Inn Ff:)ods MARCUS
Toni Co. [ ARMELLA
Cudahy Packing | SELSOR

WESTERN ADV. AGENCY
35 E. Wacker Drive (1), Andover 3-2445

FRED PAINE
PAUL
LIMMERICK
DEL GURLEY
W. W, UNFER
KEITII FRED-
ERICKSON

De Kalb Hybrid Assoc.
Allied Mills
Pure Milk Assoc.

WHERRY, BAKER & TILDEN
919 N. Michigan Ave. (11), Delaware 7-8000

CLIFF
BOLGARD
HARRY
BARGER
MARCELLA
O’NEIL
GORDON
HENDRY

Quaker Oats
(Full-O’-Pep Feeds)

YOUNG & RUBICAM
333 N. Michigan Ave. (1), Financial 6-0750

American Bakeries (Taystee Bread | pjaR10ON
Grennan Cakes) | REUTER
Elgin Natl. Watch Co. | RUTH LEACH
ERA
Marathon (Northern, Waxtex) [ TABOLOFF
Intl. Harvester | PEGGY
Borden (Milk, Ice Cream) | McGRATH

FORYT WAYNE, 1ND.

BONSIB ADV. AGENCY 1

700 W, Wayne Bank Bldg. JOHN BONSIB

CHAMBERLIN-JUNK ADV. )

INC. } JAMES .
5233 Coldwater Rd. J GUESIEA bl

DAUGHDRILL ADYV. SERVICE
5021 Fairfield Ave., Harrison 9978

FORREST V.
Rosary Hour | 1\ i iDRILL
WILLIS S. MARTIN CO. JAMES TII.
525 W. Wayne Street OBENIOLEE
SUEDIIOFF ADV. CULDITORT
921 Gettle Bldg. 0. FERBER

RICHHARD M.
) KATT
LOUIS E. WADE, INC. ADV. ] EDWARD P.
201 Paramount Bldg. IWADE
LOUIS E.
WADE

INDIAMAPQLIS, IMND

CALDWELL, LARKIN & SIDEXER-YAN
KI'ER

BRAT IMARCAS — RADIO.TY  DIRECTOR
BEELING & €O, INC,

Chamber of Commerce Abds,, Melrosw S-5434

Caaite & ITastings
Wilson Mille { WARY €. Dy

RUBEN ADV, AGENCY GCARY RLRE
e N, Moridion Sr, ! ﬁt::‘:f

API'LEGATE ADY,
i Agse Cowre, 66-£3

al. BAY
AFPLE

Ball Brochers HAH[;YGIE‘IE{
JAMES R.
FOX

FOORMAN, BUTLER &
ASSO,
Ik ., lavkigrn St., 345375

SAINME
BOSWELL

BOB ROBINSON AGENCY }:Ifi:imsax
12 8. Flm, 22263 DR STassr
Dy KLDCK

TERRE HAUTE. IND.

POLLYEA, INC.
8221, Ohio St., Crawford 6707

e
Clabberxclz:l Bakl‘ng Powger JEAN SALE!
. C. Baking Powder MARIE
PERSHING

DES MOINES

oW A

ADCO, INC.

211 Home Federal Bldg., 8-6539
ROGER
JOANSON

Felco Feed EDWHAR .
FRANKEL

AMBRO AGENCY
314 Shops Bldg. (9), 8-0071

BILL
NELSON

CARY-HILL ADYV.

200 AIB Bldg., 4-0375
Thompson Seed

JAMES HILL
Tones Coffee }OE LaCA¥Y
OAN
Armand [ s ON
Occo Chemical | ggn GINSON
i DONALD H.
DAY. WESLEY & CO. 1 WALLACE
2818 Ingersoll, 8-0236 I MARY 1,
ALEXANDER
FAIRALL & CO.
830 Liberty Bldg., 3-5255
Associated Serum Prod. JOHRN
Sargent & Co. McLAREM
Fox-Bilt [ ROGER
Corn King J BARNETT

J. M. IIICKERSON, INC.
2021 Grand Ave., 2-0221

Townsend Engineering }?l(())l::(‘;,d‘i

SPONSOR
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Why the media department moved to Cloud Nine...

The elevator operator noticed it first—for the first market at (b) sensible cost and (c) with lots of plus
time in weeks the media director was whistling. merchandising was (d) solved. KBS!

“What’s up, Mr. Timebuyer?”

Cloud nine is a rare place to be, but Keystone
clients are ““at home” there, and keep coming back

“I’'ve gotit all figured out, Joe, and it’s so simple!”  for more of the same. 60 million listeners in Key-
What he meant was that his problem of finding the stone’s great 820-station primary coverage area are
radio buy that would give his client (a) a real live YOUR customers in Hometown and Rural America.

® WRITE, WIRE OR PHONE FOR

CHICAGO NEW YDORK

111 west Washington St. SB0 Fefth Avenue
STate2-6303 PlLazs 7-1460

LOS ANGELES SAN FRANCISCO
3142 Wilshire Bivd. S7 Post Street

DUnkirk 3 2910 SUtter 1.7440

L~~~ TAKE YOUR CHOICE

A hondful of stotions or the network . . .
o minute or o full hour . , . it's up to
you, your needs.

1+~ MORE FOR YOUR OOLLAR

No premium cost for individuolized pro-
gromming. Network coverage for less
than ‘‘spot’’ cost for some stotions.

L~~~ ONE OROER OOES THE JOB

All bookkeeping ond deioils ore done
by KEYSTONE, yet the best time and
place are chosen for you.

14 NOVEMBER 1955

COMPLETE MARKET INFORMATION AND RATES

BROADCASTING SYSTEM, nc.

OF HOMETOWN AND RURAL AMERICA

THE VOICE

79
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LOWEST COST | K S E- A

- 4
PER ‘ . [0 mvim
71! Okay »
‘ | e.Hope. »
P i o Foremon. ‘ »
0 - i ®
s A K//w,-xilQR_ADEB
o Avery /’\' EAE S 8
;# DeKalb =77 qpy ARKANA .
... because present low rates are in / = o New o A D :
effect for established clients through Sviphe’ 0 Boston GRADE ﬂ\él:ewi.sville S
June 1956! ' / H Sl .

' ARKANS\AS EL DORADO®

f / .
M',_lVa.mon ®Douglassville
3 i Atlonta e i

.!, / 1 ® Doingerfield olinden I_ e S
CBS - ABC i / ,; / eKildore i 5 i, * f{:irg
‘ 4 s Dealing ) :
NETWORK % TEXAS oJefierson | e Hoynesville,
‘Big i KSLA
~._ Sondy {~ TRANSMITTER « HOMES; 1
o MARSHALL | { o Minden I

SHREVEPORT / lhosSsm -

!
i

!
3 ®
BOSSIER cm/ / i
oElysionl e / 4
Fields ° -, Ringgold :l
! " A F

! LOUISIANA

Mansfield
. L ]

Sure-fire attractions to draw this huge TYLER \

new audience to KSLA's top-notch local

programming. ‘\
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23 MONTHS | * e W N =
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ON THE AIR ' SAN AUGUSTINE L () O

NS © = Q!; (=

i

| \ 3 g

: ...and now, great new 48-COUNTY~3-STATE COVERAGE! ;, 2

Shreveport's only experienced televi- ) . )

sion staff, with 23 months of telecast- KSLA S POPUIO"on A 1,178,450 %5\ .:

ing to its credit. Households . . . . . 31,235 )N{ E

Uy 2

BUSINESS IS GOOD in the rich 3]6 KW Shreveport Mkt. Circ. . . 150,830* Y 3

ARK-LA-TEX MARKET... Murke‘l’ Spendable Income . . . $1,275,069,000 ’/“g =
More people with a higher spendable income! h hold 34 V"I
Over $203 million in grocery sales, $27 million P 1. Income per household . . AN (X
in drug sales, $236 million in autamative sales. I c U re Retail Sales $ 876,193,000 ,QA\
77390 farms with a gross income of o ' ' 4

$171,155,000. Source: SRDS 1955 Consumer Markets  *TELEVISION MAGAZINE %

PAUL H. RAYMER COMPANY, INC. National Representatives

New York ¢ Atlonta ¢ Detroit ® San Froncisco ¢ Hollywood ¢ Dollas ¢ Chicogo

FIRST

sHReverort, B A R Y B - 'Y Afflicted with
LOUISIANA  hisiies i ‘ CBS and ABC
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AGENCY. ACCOUNTS, ADDRESS & PHONE TIMEBUYERHNS
jE— .
HNLRLEY ADY,
214 Securitles Uldg., $-62069
11;\(7!{ »
] 5 IMI'RLEY, SR,
Chevrolet JACK
J m niey, Ji.

LESSING ADY.
910 Walnut Bldg., 3-1149
Studand Seed
Berry Poultry
1 utheran Vespers

ED TuGQRAVE,

MENEOUGI MARTIN &
SEYMOUR, INC.
SO0 Garver Nldg., 3-1221

| E. M.,
IMHNE()UGII

DICK NELSON ADY.
309 Masonle Femple, 86555
Viking leed L DICK NELSON

; - - LES SON

SON DE REGGER ADV. CO. ] de REGGER

1020 Locust, 3-3185 cus
STRAUSS

R. J. TRUI'PE ADYV.
049 Ins. Exch, Bldg. (9), 3-T427

pi(al Service | USS 1.
[Tospical Service }TIIUPI'I-:
WALLACE ADY.
212 Masonie Temple, 4-8173

or sote | ROSS
IIvbrid Corn Chicks | WALLACE

N. A, WINTER ADYV.
1106 Paramount Bldg., 49154

N. A. WINTER
Dr. Salsbury Labs | {IARVEY
J BROWN

| LOUI(SVILLE. KY

FRED BECKER ADV. AGENCY

1008 Washingtan Lldg., Wabash 5268

1 . FRED
Lincoln Income Life Ins. “',.SEH_R
Paramount Foods, Inc. { ROGER

MADISON

DOE-ANDERSON ADV. AGENCY
Martin Brown Bldg., WA-3193

Commonweaith Life Ins.
Federal Chemical Co.

DOOLEY ADYV.

310 ®°. Liberty, Jackson 0238 }.Jl\l DOOLEY

FARSON, HUFF & NORTHLICI], INC.
1110 Republic Bldg., Wabash 3227

Delmonico Foods ) gy, s,
Cochran Foil Co. { KNAPP

M. R. KOPMEYER CO.
Realty Bldg., Amherst 1641

. M. LR,
Arkansas Rice Growers l KOPMEYER

Ocrtel Beer S WILLIAM H.
1HLL

MULLICAN CO., INC.
310 W. Liberty, Clay 8883

L & N Railroad };‘OW‘:,RD

W. J. SMITH COMPANY
Martin Brown Bldg., ]4-2163

Aubrey Feed Mills },

14 NOVEMBER 1955

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

NEW ORLEANS, LA,

ARTHUR ADY, SERVICE

Board of I'rade Blig., 320 Magasine, Canal 2372

Auntocrat toods | JOIIN

E Antunrn
AWuft Dog tood P PLENCY
Barq's Root Beer STAKELLUYM

BAULRLEIN ADV, INC.

1020 Hiberwio Bank Bldg., (.anal 5401

RADIO & TV (1 ARKF SALMON,"JR.

Quick Rice )
AWright Root Beer
[ ou-Ana Salad O1l & Shortening
[Tolsmn Bread
1 rench Marke¢ Coflee
Dixie Beer
Sub Rosa Deodorant
KNing Kotton Meats

PIERRE
VILLERE

BRINCKERITOFF & WILLIAMS
92H Gorv., Nicholls, Canal 6219

Dr. Tichenor's Antiseptic ( AUBREY
lirowns Velve( Ice Cream f WILLIAMS

FITZGERALD ADYV,
Lue Cirrle Bldg., Tulane 3131
Southern Shellfish

Frecedom Motor Oil
Alaga Syrup

ine | JOE_ KiL-
Pan Am Gasoline LEEN, JR.
Snow Drif(, Crustene | MARIE
Wesson Oil L O"MEARA
J B GLORIA
ax. beer | goNIN
Blue Plate Foods | BILL
Godchaux Sugar | THOMAS

\Yater Maid Rice
Jet Dog Food |

MILTON ITANSMAN AGENCY
#2 Laux Manor Drive, CE 9267

Chisesi Packing Co.
Monogram Wine

ROBERT KOTTWITZ, INC.
540 Audoban Bldg., Canal 8158

Nadional Foods
Kam Dog Food

WALKER SAUSSY CO.

Texas Co. Bldg., 17th Flaar, 1501 Canal St., Canal 9212

Regal Reer (Fla.)) ) WALKER

Luzianne Coffee | SAUSSY
Tulane Shirts i IOERSIMEEDS

STANLEY
Sans Souci | STARR

SEWELL. THOMPSON & CAIRE
315 St. Charles Ave., Tulane 2251

Morning Treat Coffce
Fungo

General Gas

Elmer Candy Co.

RONNY
CAIRE

TRACY-LOCKE

Texaco Bldg., 1501 Canal St., CA 9278

KEN
BROWNING
JACK HELM

Regal Beer

A. M. SIMCOCK CO.
528 Canal. Tulane 168%

Dubon Foods
Insta-Crete
World Sew \’acj’

AGENCY, ACCOUNTS, ADDHRESS & PHONE TIMEBUYERS

STONLESNTEVENS €O,
N8 Liravier, Magnohia Il s

Y

HOBFRT
STONE
1HELION
DIXON

J. WALTER THOMPSNON
International Trade Mart, Tulane 7654

IPAT KARST
ACK

P
FITIWILED

Ford Moltor Co

WINTLOCK-SWIGART INC.

B2l rovdres, Express 2148
RADIO & TV DIR. —~ JEANNE FONTAINF

BALTIMORE. MD.

CADN-MILLER

1 k. 21th St., Belmoswt 5-2520

W. B. DONER & CO.

225 ¥ . Fayeite 5t.,, Mulbrrry 5.1800
OH . HENBERT
National Bofiemian FRIED

AGENCY MANAGER — HERBERT FRIED
IME BUYER — [LOUISE CROCKER

JOSEPII KATZ CO.
10 W. Chase St., Lexingian 9.1500

SPACE & TIME BUYER — JEAN MITCHELL

American il
Chas. Antell
Madera Wine & Liquor

Maryland Pharmacal (Rem & Rel)

JEAN
MITCHELL

KAUFMAN-STROUSE, INC.
130 W. lamilton St., Saratoga 72414
KUFF & FELDSTEIN

233 E. 251th St.,, TU 9-114835

S. A. LEYYNE CO.
343 Si1. Paul Plare, Mulberry 5-3390

Baltimore Paint & Color )
Cat's Paw
Recipe Foods

EDWARD PRAGER ADV. AGENCY

1001 N. Calvert Sty Vernon 7.2523

JUNE
ENGFLDORF

PIILIP

Webster Clothing (Brooks Clothes) } WILLEYS

VANSANT, DUGDALE & CO.

153 E. Favette St., Lexington 95400

kwell
ROBFRT V.
wAlsf
RITA
FASTMAN
i & Decker e
S.FRG

BOSTON. MASS.

ALLIED ADY. AGENCY
100 Boylston St., HU 2-3100

Beacon \Vax
Floor Wax
Furniture Polish

HOWARD
SHAMBAN

83



AGENCY. ACCOUNTS, ADDRESS & PHDNE TIMEBUYERS

ARNOLD & €O, INC,

262 Washington St., Rl 2.1220

Supermarket
Tood Clain |
Da niy Dot osiery

Stop & Shop

ARNOLD 7,

Duran Confectionery [ ROSOFF
ITormand Company Brassieres)
North \mencan Packing
BBDO
162 Bosbiton St, (O T-THOO
AMEDIA DIR - FEIZABELTE PARSONS
Firnt Natonal Bank
Boston Iive-Cent Savingys
Liberty Mutual Insurance Co. GEORGE
savings Bank Asso. of Mass. L WRIGHT

Underwood Deviled Ham | BRIGGS
New Fngland Coke
New Fogland Mutwal Dife Ins. Co.

BENNETT & NORTIIRUP INC.
711 Borlston St., KE 63820

Tames O. Welch (Confectionery) ]
Kyanize Paints 5

BADGER, BROWNING & PARCHER. INC.
75 Federal St., LI 2-3364

Schrafft Candies FRANK
Parker Brothers (Games) )} BROWNING,
star Markets | IR

AL BLACK AGENCY
260 Tremont St., Honcock 6-1000
AEDIA DIR.—DAN COMRAS
Seymour Chevrolet ]
Wilson l.ines {Excursion Boat) |
Boston Cinerama r

E. M. Locws
Foxboro Raceway J

BRESNICK & CO.
216 Tremont St., LI 2-7751

IHathaway Bakery ¢l.ife Bread))
Keystone Mfg. (Cameras)
Fmile Bernat & Sons (Yarns)

Garland Knitting Mills (Swcaters) | GEORGE T.
Green Shoe Manufacturing { CARROLL

Jay Shoe Manufacturing

Rose Derry (Mattresses)

A. Sandler & Companv (Shoes) J

JULIAN BRIGHTMAN CO.

702 Beacon St., () 6.0430 & 6-013]

Clinton Clothes
Northeatsern Distributors (Appliances)

Norfolk Paint & Varnish Co.

JULIAN
f BRIGHTMAN

IHAROLD CABOT & CO., INC.
136 Federal St., 114 6-7600
MEDIA DIR.~DAVID R. WILLIAMS

H. P. Hood & Son (Dairy Products) |
N. E. Tecl. & Tel.

S. S. Pierce (Food Products,
Overland Cigars)

Carling’s Beer & Ale

Clicquot Chib (Beverages) L

Boston & Maine

Boston Consolidated Gas Co.
Allied Gas Companies

N. E. Electric System

Stone X Webster Engincering Corp.

84

AGENCY, ACCDUNTS, ADDRESS & PHONE TIMEBUYERS

AGENCY, ACCOUNTS, ADDHESE & FHONE TIMEBUYE

CITAMBERS & WISWELL, INC.
250 Park Square Bldg., L1 2-7565
MEDIAN DIR. HELEN (L

ITORRIGAN

Johu E. Cain Co. (Potate Chips) )

Hospitad Brand (Cough Drops)
Chevrolet Dealers Association

5. C. Clayton Company (Zarex)
Curtis Bros. Bluc Label (Retchup)
I{abitant Soup

Adams & Swett Rug Cleaning
Kimball Company (Red Cap
Refresh-R)

William ilene’s & Conipany
Whiting‘s Milk

Rust Craft Greetings

Food Specialtics (Appian Way Pizza)
tngersol Products (Canned Chicken)
Northeast Airlines

Prudence Food Products (Canners)
Webster Thomas Company (Matchless
Brand t-ood Products)

Narragansett Racing Assoc.J

JAMES THOMAS CHIRURG CO.
118 Park Square Bldg., 14 6-T310
MEDIA DIR.—HERMAN A, BRAUMULLER, JR.

Better Heat (‘.ouncil]
International Shoe Co. (Sundial)
flogan lire

\tlas Plywood ]

DOREMUS & CO., INC.
53 Ntate St., LA 30770
MEDIA DIR.-RUTTI SIMONDS

Automatic Heating Corp. (Timkins

Silence .Automatic)

Cities Service of Boston

H. J. Seiler’s Food Products

Pastene Wines

Pepperall Manufacturing Company
Diamond Match J

JOILIN C. DOWD, CO., INC.
208 Park Square Bldg., HU 2-8050
MEDIA DIR.—WII LTAN . MONAGHAN

Cott Beverages )

Megowan- Educator Foods
Waltham Watch

Albany Carpet Cleaning
Babijuice Corp.

First National Stores

Boston Edison Co.

Boston Globe

P. H. Revell-Zippy Starch

Martin 1. Hall (Victor Coffece & Tea)
Harvard Brewing

House of Old Molineaux (Wines)
R. G. Sullivan 724 Cigars
Sweethcart Cosmetics Co. ]

IIARRY M. FROST CO., INC.

260 Tremont St.,, LI 26140

Nash Dealers Assoc.
Gentle's Baking Co.
Daggett Chocolate Co.
Winslow Potato Chips
Gorton-Pew Fisheries
LePage’s Inc. (Glue)
National Cranberry Assoc.
Durkee-\ower Inc. (Marsh-
malow Fluff)
Suffolk Downes Race Track ]

IHOAG & PROVANDIE, INC.

136 Federal St., 1 68580

HARYEY P,
NEWCOMB

Brigham's Inc. (Candies, Icec Cream) )
(Dorothy Muriel)
Dcerfoot Farms (Dairy Products)
Diamond Spring Brewery }PAUL
General Ice Cream Corp. (Scaltest) { PROVANDIE
Iloliday Brands (Instant Coffce)
N. E. Bakery (Harvest Brecad)
Swift & Company (N. Fng. Plants) ]

LB MUMPOREY, ALLEY & RICHARD
INC,
1235 Siatler Kidg, 11 26§ (0
Bl RoSond {Rooling products & |
Mesor covering}
MTA
Kaleizh Doufosares  Biescles)
Slafaiety  whew

MARY ANY
MEOL]

INGALLEMINITER €A,
PAT Venwhuey S, 400 45707
MEbry DER. ATLE LTBDELL

Cetoetim Papers PV Fadl Tissmes
Bl Halibseni .";JL.ILEI'L‘\.
g products )

Monde Beveripes

Lo Doy Urcaanery Sones
Charlestown savings Hanks
La lowrame Coflee

Bt mmisined 4 | Pherprdea mnennd '1'|l|:1r1']
Frieciul Brothers, Inc. §Beans; Food
Produits)

€1 Datial] Hagh & Fisher (Tabby
Cat Foodd)

Celoin Bakiog Company (Bakery

Pocad Proelisans)

Kinineals

LASKER-RISEMAN INC,

126 [tovletan St IFAd G-FR22, O—FLE3

B I Whire (Thepartient Store)
Shawmuat Ty

Mapees Appliances

Alle Rug Cleaning

Niagra Massage (Products)

YTALE
LASKER

JEROME O'LEARY ADV. ACENCIES

115 Chouncy St., Ll 2.1312, 2-1313, 2-1314%

Weathermaster )
Prince Macaroni
Bella Pizzarettes
Warner Bros. (Local)
Waleco Candv BarsJ

JEROME
O'LEARY

THE REINGOLD CO., INC.

69 Neuwbury St.. C4 7-7611

Dawson’s Beer & Ale
D Arrigo Bros., (Andy Boy]
Farm Products) |
Statler Tissues
Table Talk Pies %
Nissen’s Bread
Quinn, K. J. (Scuffy Shoe Polish)
AMr. Boston Disti]lersj

DOROTHY F.
STEWART

SILTON BROS., INC.
131 Clarendon St., C() 7.3730

Barcolene Co. (Houschold Cleaning |
Products)

Boston Bonny Fisheries

Cratfsman [nsurance

Sears, Roebuck & Co.

Elm Farm Foods

N. E. Provision Co

Spencer Shoes

Homestead Motors

MARIE
KUDJENSRY

IHHIERMAN W. STEVENS. AGENCY

by

9 Veiwchury St., €O 7275

MEDIA DIR.—SANTO J. CRUPI

Salada Tea

Haffenreffer (Pickwick Ale & Beer)

New Hampshire (Planning & Develop

ment Commission

Father John's Medicine
Houghton-Mifflin Co. J

SPONSOR

Listing continues page 88 -
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SPECIAL CHRISTMAS FILM PACKAGE

for unlimited showings during Christmas week

L nlimited repeat telecasts during Christmas week of all four of these fine Encyclopacedia Britannica Films can he

S o] i SR o ; : . -
yours for just 509 of your one time national Class A one hour rate.  (linimum charge: $175.00.)

This Encyclopaedia Britannica Film special TV Christmas package is offered on an exclusive market basi~ -ub-
jeet to prior sale. Because of the strictly seasonal natnre. no audition print= will be available and no orders may
he accepted after December 7. The universally well known and respected names of Eneyclopaedia Britannica
Filui- and Associated Program Service ave vour assurance of complete satisfuction.  There are no finer films of
thi= type available anywhere,

To avoid dizappointment. phone or wire or return the coupon helow by air mail ~pecial.

NIGHT BEFORE CHRISTMAS (11 Minutesy As agile as ever in spite of hix age. Santa Claus him«clf plays the

leading role in a delightful re-enactment of .\ Vi-it From Saint
Nicholas”. This nineteenth century American Clas<ic has been fihmed
with an original musical score to accompany the famous poem that
begins ** "T'was the night before Christmas™.

CHRISTMAS RHAPSODY (11 Minutes) The heart-touching story of the littlest Christinas tree . . . a~ tender

and warm as the meaning of Christimas. Photographed in one of
America’s more beautiful natural settings—near Brighton. Utah. The
familiar music and carols of the Yuletide are woven throughout the
film by a full symphony orchestra and chorus.

CHRISTMAS THROUGH THE AGES (13 Minutes) Thestory of Christinas, blended from Biblical history. my the. legends-.

and customs as old as the human race. Dramatic scenes trace the
symbols of Christmas to their many <ourcex and reflect the world.
wide response to a holiday which celebrates goodwill and peace on
carth.

SANTA AND THE FAIRY SNOW QUEEN (26 Minutes) The Fairy Snow Queen gives life to Santa’s dolls on Christimas Ese.

They dance and sing for Santa to the music of T-chaikovsky's Nut-
cracker Juite and The Sleeping Beauty.

We want the Encyclopaedia Britannica package for our station. Plcase rush contract

GHRISTMAS PACKAGE RESERVATION | for our approval. | understand this offer is subject to prior sale.

T0: ASSOCIATED PROGRAM SERVICE
221 FOURTH AVE., NEW YORK, N. Y,

Name N - o Title o

Address N _ Station
City B _ _

e @@



everything &

in

the

world
for
women

on

“"WEEKDAY”

companion and counselor to

America’s women




Monday through Friday, starting at 10:15 a.m.
PREMIERE, VI_HOVEMBER Zth:

There’s never been anything like WEEKDAY!

WEEKDAY is a fascinating departure from all pre
vious patterns of daytime radio programming! Tt is
brought to America’s millions of homecmakers by
liosts Margarct Truman and Mike Wallace, and co-
hosts Martha Scott and Walter Kicrnan.

Every bit of weEkpAY is tailor-made for women:
e Fresh dramatic entertainment: an absorbing
short-story heard in its entirety cach day, and scrial-
izations of best-selling fiction and non-fiction.

e Subjects of widest interest discussed by an un-
usual group of experts —most of them are men: Rich-
ard Willis on Beauty; Jim Beard on Food; John
Peter on Home; Meredith Willson on Music Ap-
preciation; Bert Bachrach on Men’s Apparel; Ashley
Montagu on Education; and many others.

¢ A new slant on headline personalities—th 1
refreshing interviews with celebrities” wives.

e Easy-to-listen-to music, with a differ top per-
forming star each day.
¢ From all over the world, a special kind rly

news—interpreted from the woman’s view

WEEKDAY will become a regular part of the ng
pattern of Ame er . Never | 18
it been possibl ncentrate
market so flexi Iy and econor 1y

Charter Clients will 1 ty

profitable associati tl I

ming development, an 1 s po

through the Introductory Dividend Plan. Call your
NBC representative today about

&
WEEKIDAY

on the NBC RADIO NETWORK ::cricc oy &



AGENCY. ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

DANIEL F. SULLIVAN CO., INC.

216 Tremont St., HA 6.7643, 6.70-88, 6-76:45

F. 11. Snow Cauning Co.
(Food Products)
Wonderland Race ‘Track
R. 5. Robie Company | ROBERT N.
Avis Car Rentals %SULLIVA.\'
Granada Wines

Fastern Mass. St. Railwav
Aviation Training ]

SUTHERLAND-ABBOTT ADV. AGENCY
234 Clarendon St., KE 6-1472

Blue Cross-Blue Shield
Barrelled-Sunlight Paints
Voss's Vanilla

American Optical

THHOMAS R,
COVEY

GABRIEL M. STERN ADYV.

£20 Boviston St.,, €O 7.0363

Jordan Marsh

The Boston Post

Alles & Fisher Inc. (Cigars)
HERBERT S,

Kasenof’s Bakery Inc.
STERN

United Farmers Dairy Products
Slumherland Products Co. (Mattresses)
U. S. Trust Co.J

EDDY-RUCKER-NICKELS CO.

t Brattle St., UN 4-9300

William Wrigley, Jr. (Gum)
Savings Bank Life
Porter Chevrolet

l.ewando's Cleaners J

FRED 1.
NICKELS

HIRMINGHAM, MICH

STANLEY G. BOYNTON CO.

139 P’ierce St., Midwest 4-2346

STANLEY
Calvary Hour )} goyYNTON
Radio Bible Hour { MARJORIE
SMITH

BLOOMFIELD HILLS, MICH

MacMANUS, JOIIN & ADAMS

Midwest 61000

Dow Chemical § jonxs
Pontiac Motors | IARDIGAN
adi N CIUCK

Cadillac ) .{oton CAMPBELL
S. S. Kresge

BILL
Ferry Morris Seed Co. | BUSITWAY

DETROIT. MICH. -

BBDO

Penobscat Bldg., WO 5-0020

wOooDYy

DeSoto CROUSE

BROOKE, SMITIH, FRENCH & DORRANCE
8469 E. Jefferson (14), Valley 2-9700

Hudson Motor Car l :illALli, RUMBLE
Irourite { jpasimosn

D. P. BROTIIER

4-1835 General Motors Bldg. (2), Trinity 2-8250

JOE HNENRY
HYLLIS
Oldsmobile } BRANCH
. p DICK
A. C. Spark Plugs NOFFMAN
WATTS
WACKER

CAMPBELL-EWALD
General Motors Rldg. (2), Trinity 2-6200

Chevrolet Motors | J. J.
G 1 B cog | HARTIGAN
ocbel Brewing | yr P ELISKY
Rheem Mfg. Co. }jonx
United Motor Service, Delco | PASSMORE
Battery l)iv.J BOB
CROOKER
CLARK & ROBERTZ, INC.
826 Fox Bldg. (1), Woodward 1-5500
R. J. TER-
Kasco Dog Food and Farm Feed Y BRUEGGEN
8 RUTH
Citizen Mutual SPEELMAN
Moto-Mower CAROL
NEWELL

DENMAN & BAKER, INC.
Buhl Bldg. (26), Woodward 15500

Vernon Ginger Alc]

8 ek ERNEST W,
Sunshine CI]}C\S BAKER, JR.
Buhl Sons

W. B. DONER CO.

505 Woshington Blvd. Bldg., 234 State St., Waodiward
5.7400

Easy Pop Popcorn]
Speedway 79 | ELLEN
Presto-\Whip L HUAN

National Bohemian Beer | PRYER
D.W.G. Cigar Co.

GEYER ADV.
14250 Plymouth Rd., Webster 3-5520

American Motors 1 ROBERT
Nash 5 CLARK

GLEASON ADY. AGENCY
726 Fisher Bldg. (2), Trinity 3-8181

Aunt Jones Pickels ]
Roman Cleanser
Kretschmer Wheat Germ
Solvintol

PEGGY
VAN CAMP

GRANT ADVERTISING
2900 Guordian Bldg., Woodward 3-9400

Dodge Motors 2 Jim BROWN

lodent Toothpaste g[[:gg’ﬁ__ﬁ

MAXON

2931 E. Jefferson Adve. (7), Lorain 7.5710

) . P. C. BEATTY
Pfeitfer Brev.l.ng SJACK WALSH
H. J. Heinz

RAY REESE

McCANN-ERICKSON
Penobscot Bldg. (26), Woodward 2.9792

KELSO
Chrysler Div. ) TAEGER
ysler Div. | R IANNE
Chrysler Corp. { | 1X1E
BILL DAVIS

AGENCY, ACCOUNTS, ADDRESS & PHOME

TIMER £xy

POWELL-GAYEK, INC.

Penobscot Bldg, (26), WO 1-4321, Wi} S-6580

Lee & Cady Packaged Foods '|I

Chatecau Wing | FREEHAT

ROSS ROY, INC.
2751 E. Jefferson, Lorain 7-3900

Dodge Trucks } (l:(':)nl-

RALPII W, SITARP AGENCY
736 Lothrop, Trinity 3-3350

Shedd-Bartush Foods
(Keyko Margarine, Old Style Sauce)

ln,n' JOk

Frankenmuth Brewing J

J. WALTER TIIOMPSON
2130 Buhl Bldg., Woodward 2-8890

Ford Division of Ford Motor Company
(Cleveland and Detroit Division)
Blue Brass

Evans Products Co.

| .

FRAN

1 5p g
b e

WOE,
NAZARL
IRVING
Mack ENG
W. L,
NOLBES

T JOUN Woiw

ZIMMER, KELLER & CALVERT

1900 Mutual Bldg., Woodword 1-9151

Stroh’s Bohemian Bcer ) cLypg
F&M Bect Sugar Assoc. g\'()l(‘r.'il.a.

E & B Beer )
Velvet Peanut Products fDICK neEs

MINMEAPOLIS, MINM |

BBDO

Northwestern Bank Bldg. (2), Lincoln 8401

Doughboy Feed ]
Cream of W heat
Gamble Stores
General Mills (Betty Crocker)
Hormel Packing
Northern Pacific RR
Minnesota Mining
N. \W. Bell Telephone
Northrup-King Sceds J

BOLIN.SMITH
2652 Lyndale Ave. So., Lacust 2609

b

IALE BYE -
BILL 00K

American Food Plan }S()L WER L

BOZELL & JACOBS, INC.
401 WCCO Bldg., Main 4527

Fruen Milling
Balm Argenta
Burma-Shave

BRUCE B. BREWER & CO.
400 Foshoy Tower (2), Atlantic 3314

General Beverage of Minn., Inc.
Cargill, Inc. (Nutrena Feeds)
American Crystal Sugar
Lan-O'Sheen

Ocona Chicken

Nutrena Dog Food

ALFRED COLLE CO.
2446 Park Ave., Lincoln 0661

SAM
KAUFMA™

CHARLES
STROTL
LOY AL
BOOTiiN
MARY AN
SCHULTZE
WALREN
MICHHAFL*

RITA
UMINOEFE]

SPONSOR




YOU MIGHT DRIVE 3175 MILES IN 21 HRS. —

BUT ... YOU NEED WKZO-TV

AMERICAN RESEARCH BUREAU TO SPEED UP SALES
February, 1955 Report

GRAND RAPIDS—KALAMAZOO IN WESTERN MICHIGAN!

Number of Quarter Hours
With Higher Rating

WKZO-TV, Channel 3, is the Official Basic CBS Television

. e Outlet for Western Michigan. With over half a million tele-
MONDAY THRU FRIDAY  WKZO-TV! Station B . ° . S
et o vision homes in 29 couuties, thiz is one of America’s “

207 TV markets!

7 am— 5 p.m.

5 p.m.—I1 p.m. 83 37
| SATURDAY & SUNDAY American Research Bureau figures, left, prove WKZ0-TV
10 am—I1 p.m. 80 24 tremendous popularity- -not only in Kalamazoo and Grand

. - Rapids, but in Battle Creek and Muskegon as wel
NOTE: Survey based on sampling in the following propor-

tions—Grand Rapids (45%), Kalamazoo (19%), Let Averv-Knodel fill vou .
Battle Creek (19%), Muskegon (17%). ’ :

100,000 WATTS @ CHANNEL 3 e 10000 TOWER

Jhe Felyer Salt

e Selver Slalecrs - -
7 |

WKZO-TV — GRAND RAPIDS-KALAMAZOO |

WKZO RADIO — KALAMAZOO-BATTLE CREEX ‘ !

WJEF RADIO — GRAND RAPIDS

WJEF-FM — GRAND RAPIDS-KALAMAZOO

KOLN-TY — LINCOLN, NEBRASKA

Associated with . d
WMBD RADIO — PEORIA. ILLINOIS Kalamazoo - Grand Rapids

Avery.-Knodel, Inc., Exclusive National Representatives

*Donald Healey and a five-man team set this world's record in an Anstin-Healey 100-S. in August, 1954.
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AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

CAMPBELL-MITIIUN
Narthwestern Bank Bldg. (2), Lincaln 8823

Malt-O-Meal } ARTIHIUR I,

Gold Seal Wa LUND
=D DICK
[lamm’s Beer FOREST
f.and-O-Lakes | RrTA A.
Ballard & Ballard [ KASPPER -
I e | BOBR WO
Pillsbury Feeds | g,y gy pGEN
Pillsbury Country Style Biscuits | yyARIAN
Nash Coffee | MANZER

JAFFE-NAU GIITON-RICLHI
1102 Curria Ave., Main 51465

Scaley Mattress }SID. RICIH

RAY JENKINS ADY,
1240 Builders Exchonge, Moin 4421

Pearson Candy

DARWIN
G~1ncy Foods

RAY JENKINS
} FREY

MARTIN-WILLIAMS, INC,
1212 Raanoke Bldg. (2), Lincoln 0633

Creamettes | ROYCE C.
5 MARTIN
Larabee Mills ¢y 03 L ENCE 1.
Rose-Kist Popcorn

WILLIAMS
MANSON-GOLD-MILLER, INC.
1004 Marquette Ave. (2), Genera 9619
Gilt- Edge Taint
Chartex Sales (Mouthwash)
Goodrich-Gamble J

NELSON-WILLIS, INC.
Syndicate Bldg., Lincoln 4753

Archer-Daniels Midland )
National Tea { CLYDE LAKE

MCOLIN-GOUSIIA ADYV.

130 South Tenth, Fillmare 6831
King Midas Feed }BOB NICOLIN

OLMSTED & FOLEY ADV.
1200 Secand Ave. S. (4), Atlantic 8166

ROBERT P.
MILLER

Russell-Miller Milling ] ROB PYLE
Minnesota Macaroni 3':"”“‘:‘ T.
Owatonna Canning [ gnap

Ft. Dodge Labs.J MORISON

VANCE PIDGEON & ASSOC.
Ballders Exchange (2), Bridgeport 6801
VANCE

Gluek Brewing } {;!DGE().\'

. J.
WIIITBECR
KNOX REEVES ADY,

600 First Natianal Bank Bldg., Bridgeport 7701

Gamble-Robinson '&LR” BI:‘F‘{‘;)‘;BR
General Mills (\Wheatics, Flour) | PERRY
Art Instructions CIIUCK
o ANDERSON
Grain Belt Beer | BURTON
BROWN

RUTHIRAUFF & RYAN
2650 Universlty Ave., Midway 7711

Minn. Consolidated Canneries
Janney Sample Hill
American Pressure Cooker
Blue Cross
Erickson Qil

Rock Spring Soda ]

SAVACE-LEWIS INC.
1807 Lyndole Ave. S., Kenicaod 6282

JIM RAIIDAR
¢ LOREN
SORENSON

J. F. Anderson
Red Owl Stores
Twin City Chevrolet Dcalers
Great Western Sugar Company
The lavoris Company

I horpe Bros., Inc

The Farinhand Company

90

AGENCY. ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

ERWIN WASEY & CO. OF MINN.

523 Marquette Ave, (2), Atlontic 1233

" .

Watkins Prodncts WILLIAM
Ballard & Skellet b winrTe

Peters Meat | BILL NEE

KANSAS CITY. MO. ‘

ALLMAYER & FOX-RESIIKIN
707 E. Linwood Blvd., Jefferson 1400

Crawfords Maternity Wear | BENN
Goldman Jewelry Co. ‘J‘:]{-'[:'Y‘,“ER
Wishbone Salad Dressing | RESOKIN

ARCLEE ADVERTISING
215 Pershing Rd., W. (8), Victor 6450

ited F LK. W,
United Farm Agency }CHRISTOFER
SEATTY-IIENDERSON, INC.

1115 Grand Ave., Boltimare 7820
. . IIAROLD
Ashmore Pontiac } BEATTY

l.ingle Refrigeration { WELSII
IHENDERSON

BEAUMONT & IHOIIMAN, INC.
921 Walnut St. (6), Victor 3063

American Dairies, Inc. WL MONT-

Hogue Merc. | cOMERY
Crown Coach ( DICK
Percy Kent Bag Co. | HALSTEAD
BOZELL & JACOBS
1016 Boliimare Ave., Baltimare 4997
Staley Milling Co. } BERT
BREMSON
Stanton Cons'trucl. Co. ROBERT
Parkview Drugs | njucnes
BRUCE B. BREWER & CO.
900 Wolnut St., Harrison 4890
Katz Drug Co. )
Faultless Starch
Western Auto Supply | BRUCE ‘B.
Boyer Chemical | BREWER
. R JACK
James Dishwasher | KIRWAN
Spencer Chemical | MARY KLEIN
Miracle Green
Skelly Oil J

CARTER ADYV. AGENCY, INC.
609 Minnesata Ave. (12), Harrisan 1356

American Hereford Assn,
Broadway Mtrs.

City Natl, Bank CIIARLES
R. B. Jones & Sons, [nsur. LCARTER
Seidlitz Paint | W. G. ROWE
Missouri Co-op
May Potato Chips
COMER & POLLARD ADV.
3207 Sunumit, Harrison 3964
Geo. H. Weyer-Surlay
Croft Trailer Co. C. ALEC
Bareco [ POLLARD

Universal TV School
CARY-IIILL ADVY. AGENCY

4028 Broadway, ¥Volentine 3751

Van Chevrolet Co. )

Trough-Nichols Co. WM. DIETZ
Uinited Austo Sales

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUY §

o
ECKENROED & FARDON
9 FEast 45th St., Lagon 2104
Rudy Fick Ford Co.] VIVIAN |

. w1 |
f.yvon & Rooney Appliance Centers LLARS

U. S. Cold Storage Co. | ECKENROE:
FARDON

GCALVIN.-FERRIS ADV. AGENCY, INC:
329 Dierks Bldg., Victor 1746

Columbia Natl. Bank Co., Inc G N

Webb Hatchery ) JEROME €
FRED FARIT o

JONES & HHANGER CO.
G612 W, 47th St., Jefferson 2365
Traders National Bank ) FRANK JO'3 i
Badger Lumber Co. { BOB IIANG 1

RICIIARD LANE & CO.
307 West 14th St., Victar 4232

OSEI’
Burlington Trading Post v 4

Sam Schwartz Pontiac ) DICK LANE
LAPIDES '

CARL LAWSON ADV,
4722 Braadway, Jeflersan 5155 s

Kitty Clover Potato ChipsJOIIN R:
Mid-Way Coal j LAWSON

WAYNE H.
Dempster Pump | goss

LITMAN-STEVENS & MARGOLIN
2201 Grand Ave., Baltimare 2996

Clasen-Morse Chevrolet Co. |

. MARVIN
Diamant Jewelers | {jTMAN
Maurer-Neuer Corp. { MARIAN
Midwest Motors | MARGOLIN
MERRITT OWENS ADV. In
New Bratherhoad Bldg. (11), Drexel 7250,

Home Federal Savmg‘s & Loan | o e RRITT
Allvine Dairy | owENS

Nourse Oil [ EARL

DeCoursey Ice Cream ALLVISS

R. J. POTTS, CALKINS & IIOLDEN

2233 CGrand Ave. (8), Grand 5775
Colonial Hatchery ) -
Cook Paint
Braniff Airways 1. B.
Interstate Bakery | WOODBURY
Pioneer Chemical | C- C. TUCK
. . BILL BREW
Mid-Continent Petroleum, Elko, D-X [ cENE DENM
K. C. Southern | CIIARLES
JONES

Pen Jel
Gooch Feed Mills (Foods)
Coleman Stove Co.J

JAMES R. REESE ADYV.
200 Riss Bldg., Victar 5269

Superior Feeds
Mid-Continent Grain }
Great Western Paint | g ARDNER
Mid-Central Fish Co. l REAMES
First Natl. Bank J

PHILLIPS REICII & FARDON
1012 Baltimare (6), Ilarrison 7650

Braemoor

OHNN Ci
Ball Clinic {‘Elcn
Benson Mfg. Co. [ RALPII I'Ag
Natl. School of Aeronautics | ED FARDO:
]
SPONSOR -




FIVE OF A KIND...

ALL DIFFERENT

ALL WINNERS

DALLAS
| )
{ Firstin both Hooper and Pulse

'«
|

B B

EL PASO
®
Highest rated station in radio
history

- | =

NEW ORLEANS

T ®

Tops all independents in
August Hooper

MILWAUKEE
°

A basket full of
prize winners

In just 6 months arecord breaker

First by far in Hooperatings

! W Pick any one, pick ’em all, each is a winner. Yet, each is dif-
1l e 0
; MONROE, LA. I 1 ferent. And the same is true of’ the five NoeMac stations.
, o | Use one, use them all, you can’t go wrong. .. for each is
{! ! tops in its market. Operating under separate management—
|

' yet all following the same proven pattern of programming
| = —each is an independent local station giving wide, intensive
and responsive market coverage. Check the ratings, get the
facts, for definite proof that if you have a job to do in a
J‘ NoeMac market, you can do it better with a NoeMac station.

For Availabilities, Ratings and Market Facts, call your H-R Man.

STATIONS | ...

MUSIC
Gordon B. MclLendon

FIVE OF B
A KIND N o E M A c
NEWS  ;

James A. Noe

Nationally represented by [Mlmil #&%%R REPRESENTATIVES

NEW TORK e (MICAGO o LOS ANGELES » SAN FRANCISCO o DALLAS ¢ ATLANTA & NOBSTON.
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Pioneer Station Representatit

FREE & pETE

es Srice 2E

? e
R§

CHICGC

230 N. Miigar
Franklin2-63-




g R PLERT ]

l Today, advertisers judge good and bad advertising in terms of sales results.

‘ri KDKA

National Spot Radio can get sales —and not stop with building consumer demand
or gaining good will. We have the Formula For Selling Americans Today that

demonstrates "how" to use the medium.

This presentation has proved so exciting that many top agencies and
advertisers have arranged meetings with their management men, plans boards,
account executives and creative staffs, as well as their media people. And a great

many have asked for repeat performances, for further inspiration and study!

EAST, SOUTHEAST
WBZ+WBZA
WGR
WWJ
KYW

WFBL

.

WCSC
WIST
WIS
WPTF
WDB]J

MIDWEST, SOUTHWEST
WII10
wWOC
WDSM
WDAY
WOWO
WIRE
KMBC-KFRM

f you know how to use it

WMBD

KFDM
We want to show you "how"” — with our new KRIS

7
. I~ WG
Formula For Selling Americans Today. We're ready I
MOUNTAIN AND WEST

Boston +Springfield
Buffalo

Detroit
Philadelphia
Pittsburgh

Syracuse

Charleston, S. C.
Charlotte
Columbia, S. C.
Raleigh—Durham
Roanoke

Des Moines
Davenport
Duluth—Superior
Fargo

Fort Wayvne
Indianapolis
Kansas City
Omaha

Peoria

Beaumont

Corpus Christi
Ft. Worth—Dallas
San Antonio

to demonstrate, individually or in group meetings - i KBOI Boise
*H 1 KVOD Denver
with planning and creative people — as soon as you g1} * £ KGMB-KIIBC  Honolulu—Hilo
] [ l\ KEX Portland
give the word. Why not call or write us today? ™! = % KIRO Seattle
ROIT ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Mo Bldg, Glenn Bldg. 406 W, Seventdh S:. 6331 Hollyuood Blvd. Russ Building

o 1-4255 Main 5667 Fortune 3349 Hollywood 9-2151 Sutter 1-3798

51,000
5,000
5,000

50,000

50,000
5,000

5,000
5,000
5,000
50,000
5,000

50,000
5,000
5,000
5,000

50,000
5,000
5,000

50,000
5,000

5,000
1,000
50,000
50,000

5,000
5,000
5,000
50,000
50,000



WHAT'S IN A NAME?

The names you see on this page are the men behind the John E. Pearson Company. 1
They represent 300 years of tv and radio experience. They are ‘‘pros’’ that
know this business—your business. They know their markets—your markets.
They know how to sell individually. They are self-starters, creative hard hitting
salesmon—they know the tough sale. These men behind the John E. Pearson \
Company are our greatest asset. They can be yours, foo. You can put them

to work selling for you—and you will know how you can get maximum sales

effort—and maximum results when you select JEPCC to represent your station.

JOHN E. PEARSON

YAk

RUSS WALKER BILL WILSON RAY HENZE DAVE CASSIDY BOB BAIRD
NEW YORK NEW YORK NEW YORK NEW YORK ATLANTA

TOM MURPHY FRANK REED JIM BOWDEN FRANK FROST BUD STITT
DALLAS CHICAGO CHICAGO CHICAGO MINNEAPOLIS

BOB WALKER BAMBIE HERRINGTON ROGERS PARRATT SUE MASTERSON JOE KELLER
LOS ANGELES LOS ANGELES SAN FRANCISCO SAN FRANCISCO SAN FRANCISCO

JOHN E. PEARSON COMPANY

JEPCO KNOWS ? Radio and Television Station Representatives

HOW THE WIND BLOWS E,& ' NEW YORK, CHICAGO, MINNEAPOLIS, ATLANTA, DALLAS, LOS ANGELES, SAN FRANCISCO.
(k?k
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A ICY, ACCOUNTS. ADDRESS & PHONE TIMEBUYERS

RSERS AND SMIETN, POTTS-TURNBULL
s Plckwick Bldg. (6}, Haltlmore 4567

Carter il Co,

Richi Mad Margarine

Franklin lce Cream

Aunterican Beauty Macaroni
Conkey Teed Mills }

It. 8. (DICK)
NIGIIAM
DICK SLADE

S.DERS, JONES, COVITGCTON
4 Broadwav, Jeflerson 5650

Johnson Furnace Co. |

Milgram lood Stores

Old Amevican 1ife tus. |

DAVE
SELDERS
JOUIN CAIN

SADART & OHIERY
B Rellance Bldg., Fletor 6OTH-TY

W,
Allen Chevroled | STANDAILT
Consumars 4 f:')llll}:“l( \!"
Muchlebach Beer | pave
LLORENZ
JXALTER TIHOMPSON
{ Commerce Trust Bldg.
ROIENT
Ford Motor + SMITIT
CMORLEY
] DAviES

AWNSEND & WILLIAMS

'v Main, Victor 9865

K. C. Life lnsaranc
. ‘ SUTINCE | ponEnT
K. C. Philharmonic Assn. | 1) wNSEND
Bonus Stamp Co, [ ARTHI'It
Trailhouse Restaurant J WILLIAMS

ENTINE-RADFORD

» Central St., Victor 5104

Cross, Kansas City, ticalth Pl:ms]
Shied, Kansas Cicy, 1fcaldh flans
Comnicrce Trust Co.
Davis Paint Co.

IIERB
| Danncn Mifls | VALENTINE,
Gustin-Bacon Mfg. Co. ‘:”“.Rl
{ntersiate Oil Co. Rl.t:l)l»:()RD,
Marley Co. | IR,

Manh Steel Corp.
Plaza Bank of Commerce.
vichards & Conover Hardware Co.

3. WASSON ADYV.
W, 8th Si, Victar 7139

A . .| 1. B. WASSON
lden Hatchery L“ . COOPFR

u TZ-IIODGSON-NEUWOEIINER
N. 7th St1., Central 1-8907

y . 1 D COOMBS
Corno feeds H. NEU-

WOFHNER

\RCY

ouri-Pacifie Bldg., Central 1-6700

J. C. CONIIFY
RORERT

Rcardon Paint ] tygrs

Anheuser-Busch | J. DOLAN
WALSHH
Coca Cola HARRY
Brooks Foods RENFRO
3 WILLIAM
HOLMES

JOIIN HNYATT

KLEIGII R. FRENCII & ASSOC.
3 Lindell Blvd. (8), Jefferson 1-0037

C, 8.

H. P. Coffee ) panGyaN

Hotel Jefferson { OAKLEIGH
FRENCH

14 NOVEMBER 1955

AGENCY, ACCOUNTS, ADDRESS & PHDNE

CARDNER ADYV. CO.
Q15 Olire St. (1), Central 1.3200

Buncan fHines Cake SEoers
Gaslarfroy Mig.
fPet ML
Bartonr Dynashine
Southwestern Bell Telrphone
Swift ( Jewel Shortening )
Ralston. Purina

INRSCH-TAMM-ULLMAN
dto v, Flghth St., Central 1.2389

Old Judge Cotice

RRUPNICK & ASSOC,, INC
520 N, Grand Bled, (1)

Magic Chef

OLIAN ADV, CO.

4010 lindell Blvd., Jeflerson 1-3977

Manhatan Coffce—=Winius Brandon, |
Inc. |
Dining Car—Rutledge &
Lilienfeld, Inc. |
Sayman Soap Products |

PRATER ADV, CO .
703 Chestnut St, (1), Garficld 1-6490

Falls Caty Beor

RIDGWAY CO., INC.
8008 Carondelet, Parkview 1-3755

Ovster Shell Prod.
Lion Oil
Camicide I

RUTIHRALUFF & RYAN
Railway Exchangn Bldg., 611 Olive St
krey Packing )

Banquct Canning L
Griscdicck Bros. Beer

RUTLEDGE & L. LILIENFELD
317 North 11th St,

Dr. 1.¢Gear Medicine }

SIMMONDS & SIMMONDS, 1IN

611 Olive St. (1), Chestnut 1-1162

B.1 Bevetage )
Amcrican Beauty Macaroni
Arrow Feeds

WESTHEIMER & BLOCK

Chase 1lotel

Centlivre Brewing |

WINIUS-BRANDON, INC.
1706 Olive St. (3), Chestnut 1-6380

Miller Chemical )

American Packing |
Decp Rock Oil
Carling Brewing

TIMEBUYERS

WARRFN
WIETIIALPT
GUACE
McMETLEN
EARIL. NOT/E
T HANK
HEASTON

M.oHscit
PAT
MOSELLRY

ALY SCITOEN-
FELD

ITAtOLD
THOMAS

GEORGE 1.,
PIATEDI

TIARBAIA

nLOCK

IICK
JOIIN
MOFLLING
LINDA
HLAKEY
CASPER YOST

SIDES

Main 1-0127

OSCAR
ZAIINER
DAVYE MARS
1tonT. LEE
OGER
IACON

. INC,

WM. WIDER
GILANVILLE
HUTLEDGE

C.

SHERLWIN
TORIAS
GEORGIA
TORIAS

LOU WEST.
HEIMER

SID BLOOM-
ENTIIAL

VERNON L.
MORELOCK
MRS, R. A.
PIETU

AGENCY, ACCOUNTS. ADDRESS & PHONE

TIMEBUYERS

m’

ALLEN & REXYNOLDS
1300 0 ()0 B Didg.,, Allnntic 4185

u H
\

ANDBLERSON & RALL

1908 Farnam St. (2), Jackson 6 MM}

Tuterstate THatchernie
O 1

MILT
STEPIIAN
DON AMSDEN
sypiut
BERGGIEN

thwrarn
ROLL
ID\ WAE
B RKE

BEAUMONT & HOHMYMAN, INC

516 Insurance Nldg., Atlantle 0369

Overland Greyhound | JACK KIRBY

BOZELL & JACODBS ADY.
514 Electric Bldg, (2), Jacksan B030

Staley Milling
Gland-O-Lac
Skinner Mfg.

Storz Beer
Mutual of Omaha
l.ucky Tiger

Oinar Baking

BUCIHIANAN-TIIOMAS ADV.
£12 S. 19th St. (2), Adantlc 2125

Metz Beer |

Paxcon & Gallagher Coffce
Perfex (1idy Housc)
Dwarfics

Vitamin Stores

Reliance Batecry

THE CAPLES CO.

1304 Dodge St. (2), Jackson 7795

J. I DOW
MORRIS
JrCons

S J. WOoODn-
ItRIDGE
CLETFE ITANEY
ITANDALL
PACKAIMD
JOE KELLY
JERRY
FREEMAN

J. K.
RILLINGS
DICK JOIINS

ADAM
REINEMUND
CITARLES
HARDING I
GENE E.
CUDDIHACK

Union Pacific RR ) yy\iES D,
Mission Pop ‘ FARRIS

JOE 1. LANGITAMMER

OOmahn ¥Yntl. Rank Bldg. (2), Jacksan 6190

Crown Products

UNIVERSAL ADV,
311 5. 15th S, Snckson Bita

pcr

St., 2-$426

W. H. Bu X

inter

ie Nurseries
1 e

ANDERSON & CAIRNS
488 Madison dve. (22), MU 8-5800

Rootes Motors )

Martinson's Coffee & Teaz

NEW YORK. N_ V.

J. II. LANG.
ITAMMER

JAMES
LIPSEY

, LINCOLN. NEB '

LYRES, SWANSON & ASS0C.

1325 \v©

ARTIIUR
WIHTE

W, J. AYRES
WARREN
SWANSON

VIC SEYDEL
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AGENCY, ACCOUNTS, ADDHESS & PHONE

ATHERTON & CURRIER

420 Lexington Ave. (17), LE 2.8795

Brylcreem

: 1HUBERT
C}mc.ur:n S(_mp AW ERT
Scott’s Entulsion
N W. AYER & SON
30 Rockefeller PL. (20), (1 6.0200
SUPERVISOR  CHARITES M. WILDS
Electric Companies Adv. Pgm.
BILIL,

Atlantic Refining

MILLA
Ohio Oil L

B.C. Remedy ) airs, ELAINE
Johnson & Johnson S OGLE

National Dairy Products
Insurance Co. ol North America
Charles E. Hires

Yardley of I.ondon

JEANNE
NOLAN

SUPERVISOR — RICHARD BI'NBURY

Hills Bros. Coffce
Plymouth Div. — Chrysler
United Air lL.ines

RICIHIARD
BUNBURY

Knouse Foods
Scabrook Farms | payUL KIZEN-
Tasty BakingIIlFRCFI(

Zippo Manufacturing

Chrysler
Plymouth Co-op

INELEN
ITARTWIG
Bell Telephone
Ilinois Bell
Michigan Bell
Reuben H. Donnelly

LYNN BAKER, INC,
720 Fifth Ave. (19), JI

MARGE
FREEMAN

6-3900

Puss *N Boots Cat Food 1‘“"‘_”“' A
J BI'RAK

TED BATES & CO,
630 Fifth Adve. (20), JU 6.0600

SUPERVIDOR — ED SMALL

Colgate- Palmolive

C S

(Dental Cream, Octagon Products, L{';"&,
Palmolive Soap, Palmolive Shave Charlie
Theiss®

Cream & lotion)

. q WIN
Continental Raking } KI]I(CIIERT
Bob Graff*

SUPERVISOR — NED MIDGLEY

Brown & Williamson | BILL
A nHamson ixn.\:\'m\'

oty LIJOTIN
(Kools) l.~z|.\‘.\'uTT

Viceroy & Tube Rose Snuff 1“’“-"-‘-"
( roy u ose Snuff) CHESTER

CBS Columbia, Inc.
. TOM
(tv sets & receivers) | TiLsoN
Standard Brands (Roval Desserts, Dan
Blue Bonnet Margarine) | Monahan®

SUPERVISOR — MAC DUNBAR

American Chicle (Beeman’s Pepsin, DON
Cliiclets, Rolaids) { CHAPMAN

Anahist (Anahist, Mist-o-plus, CHET
Super Anahist) { SLAYBAUGH

* Assistant
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TIMEBUYERS

AGENCY, ACCOUNTS. AODRESS & PHONE

CAMERON

Catter P'roducts (Carter's Pills,
IHIGGINS

Nair, Arrid Spray Deodorant)

FRANK

Iawley % [Toops (M&M Candies) THOMPSON

SUPLRVISOR  JOIIN TIAIGITT

American Sugar Refining (Domino, )
Franklin & Sunny Cane Sugars)
Cantrell & Cochrane
(Super Solt Drinks)
Grocery Store 'roducts (Cream of 4
Rice, Kitchen Bouquet)
Minute Maid (frozen fruit juices)
Morton Packing (frozen mmeats & pies)
Dromedary (cake inixes) J

BILL WARNER
Jack
Dougherty®

BBDO
383 Madison Ave. (17), EL 5-3800

GROUDP 11FADS — BILI. BORCHERT,
AUSTIN BREW, ITFRB MANELOV, LOU MILLOT

American Safetv Razor
AmericanTobacco

Armstrong-Cork.

Bon-Ami

Bristol-Mvyers (Ban)

Campbell Soup

Curtis PPublishing (Sat. Evening Post,
Ladies Home Journal)

ART BERLA
De Soto | MILLIE
DuPont (Cavalcade & General) | EBERITARD
R . TROW
DulPont—Z¢rone, Zerex ELLIMAN
Flectrolux | ED FLERI
General Baking | TOPE
. . . . MARTINEZ
General Fledtric Lamp Division MICKEY
General Mills | MeMICHAEL

Goodrich Rubber { ELIZABETH

Hamilton \Watch ::;)L([,.[l(ls
[ ever Bros. (Surf, Breeze, Swan) | PADOVA
Nehi ELE):ORE;
Maine Sardine Industry (S:SI\;[\(?‘I“,EN
N. Y. State Dept. of Commerce | SENATORTE
Penick & Ford | FRED )
Readers Digest g};gUTIAND
Remington-Arms | WALLOWER
Revlon
Rexall Drug
T.W.A.

United Fruit
U.S. Gypsum
U.S, Steel
Wildroot

VICTOR A. BENNETT
511 Fifth Ave. (17), MI' 7-2186

Longines Wittns EDWARD
ong itthauer i KAHN

BENTON & BOWLES
444 Madison Ave. (22), Ml 8-1100

General Foods

ASSOC. MEDIA DIRECTOR-M. DONOVAN

ASST. MEDIA DIR. (cereals) —'1. MAHON
ASST. MFDIA BIR. (coffees) = B. BALDWIN

Diamond Crystal Salt
Gaines Dog Food | TOM MANON

Post Toasties )

Post Tens

Raisin Bran
Sugar Crisp

Bran Flakes

Corn Fetti

Grape Nuts
Grape Nut Flakes
Krinkles

Wheat Meal

L BILL
MURPIIY

AGEMDY, AGCOUNTE, ADORESS & PHOMNE '"HEE.%
Instabt Maxwell House Cofles
Gineral Foods- | GHACE
Imst. & Mise, FORTER LS
Blizs Cnffee
Kegular Mawwell House Colee ::-HJ[. |
Yuban Coffre EARDIO!

FProoter & Gamlbie

ASSOC, AEDLA DIR. — LEE RICH

ASST. MEDGA DMK, (oase goods) =R AY "I.[l_'l"\[h‘ﬂ
ARST. MEDIA DIR. (drog brands) = LEE Cug
- RERN k&
Tide L coink f‘
Joe Pl‘n

bviry Show b pony i1

Creat }lﬂ]\ Filp
!

Zest | IOE
e FANNSEL
SecTet J
Canada {All Produciz) [ WASSER'S
1.

Prell & Pin it b oM 'I'_.I.ﬁl

\Whirl BES DAy

Diversibed Eraideci- (1)

st AIEIHMA DIH, = M. KIEBLER
ASST. MEMA IHE.—5 HAVEN

Benson & Hedges "I N
Florida Citrus ]. Hg:&::“
Johnson & Co. |
Norwich Pharmacal (Pepta- Risinol)
Buckeye Celiulose
Grove Laks

HELEN
Mutual of MY, [ KW als
Pream
Pepperel]l Mig.
Carling Rrewing
Diamond Mateh L pick e
Gen, Electric
Contimental Oil .I FHANE
j LIOXETT

Diversified Products (2)

ASSOC. MEDIA DIR.— E. BOWMAX
ASST. MEDIA DIR.— D. HARRH

American Express
Assn. of American Railroads
Cigar Inst. of America

r OB M
French Govt. Tourist Office Z.ARHI;
Railway Express | (temporar
Studebaker
IBM

BERMINGHAM. CASTLEMAN & PIERC
136 East 38th St. (16), LE 2-7550

Grifin - Polishes L gop mowd l

BIOW-BEIRN-TOIGO

640 Fifth Ave. (19), PL 9.1717

V.P. & DIRFCI ()R_RADIO_[T\'—__r_El:rl'\' RLUCIA
I5ARELLE

Philip Morris Tobacco Co. Liil, | 52‘{::: "
Armstrong Rubbei I:II:IEIEG‘\
Syl Bara®
American Home Products
Bond Clothing Ca. ..
Knickerbocker Beer [ AL SERSHE
Nat'l Shawmut Bank
|
SPONSOR L
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HEART makes sales

and friends

as a welcome “thank-you” to
Dick Doty in the Democrat
\ and Chronicle and Times

Union are tangible evidence of
selling “heart” and the human

approach.

When WHAM Radio per-
sonalities talk to the more
than 2 million people in
our WHAM-land area they
listen because it's done
with a “heart.”

Whether selling a spon-
sor’s product with a capi-
tal “sell” or asking lis-
teners to help a friend,
WHAM-landers listen and
act.

Folks like Dick Doty on
WHAM put their “heart”

Letters like this that appeared ’

/‘\A\JV’/. et
- -

T

= B

A Grateful Patieng

)
/ th.When so.meone does gome
\ Ing especially wonderfu], tp
' tourteouys fesponse js tq t;n :
," the’m. either in pPerson or g
) mail. This i¢ fairly simple wil};
; only a‘few beople involved but
whe.n it's Necessary tgq ex;;rcs
{ Eratitude to ap entire cjt ths
} ta;l‘(his indeed magnified o e
e city to whijc ‘
enormous debt ishyi)u(:-wZ\::
generous Rochester. Ip fact, be
cause of Dick Doty of Sta.lior;
. » I have gaj
.fnends from your aie;nzgm‘;:‘ﬁ'
; Ing over g4 thousand. Just :
) :-e(;:kh.ago I was released from
i Icago hospital foHowing
4 a month's confinement .
Knowing |
absolute quiet (nog vith:’-:;]
B{r, Doty enlisted the ajd of
h1§ Rochester 3
brighten my empty hours, Let-

EILEEN MAck,

62?3 S. Talman Ave,
Chicago 29, 1.

L"M' TN —

in it when they sell for you. They go to work on your
sales force as though in your employ, which they are.

Ask Hollingbery to tell you about top local and network ratings
—Western N. Y. coverage of an area where people have more
money to spend—prime test market and other pertinent facts.

LET

‘ i L‘
' The STROMBERG-CARLSON Station, Roch

GEORGE P. HOLLINGBERY COMPANY, National Representative
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Raddle :
Why is nighttime radio hke

-------------------------

It’s so very personal! Once upon a time, radio listening was a “family affair.” The
family had one radio. The family listened as one. Nowadays, you catch radio by yourself. In
your car. Your kitchen. Your bedroom. Your cellar workshop. In short, radio has become the
personal medium. And ABC Radio has developed an entirely new concept of personalized
nighttime programing!

NEW SOUNDS FOR YO

® LISTEN! A brand-new idea in radio programing, designed for today’s listening habits.

e LISTEN! It's the up-to-the-minute way to, buy network radio . .. full sponsorship of
regularly scheduled program segments. Only $800 buys a complete program
segment on the full ABC Radio Network.

® LISTEN! On the phone or in person your ABC Radio Network salesman ean give you
the exciting story of personalized listening—the new sounds for you.
llll”l“m | H”“

! u!!"ﬂ "“"”lll b l””“ |
| u m)]mm”l: I lll Il I" u--" Ill \

s a8
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”““““h ... the new sound of ABC Radio
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M 14 November 1955 TV COMPARAGRAPH OF NETWORK PROGRAMS Nighttime 14 November 1955 \‘\)“NS

SUNDAY MONDAY | TUESDAY WEDNESDAY THURSDAY | FRIDAY SATURDAY

= |
Mool the Press 1
Paa Aot World
Rocky Jones ' i
Beulsh ‘w‘ "l e No oetwork R oace R anger No_aeswork )
o2 oy Jona Mamartls Yorramas gy S . o astware
IWT x o ‘ 4 q L ‘Srogranains N
Xosowms  Nosemrc Mo amwnn S R S : e oy Nosemm o smm o s | ST
= ot -1 @1 mf oh g foetes programies T CHEEAED sroaTmie~ No potwors No_ potwork e, ‘nroxremins,
Roy Reqere e :. . N - e r m-f  —— T omet 2 .
Timw G Fési creos b imerd et D Edwards Hews D Edwards Nrws LD R
wih FOrem  ayta, post loastles T |N"' o8 e pat Pail_Mall 5308 o. gdnm D Edwards News Ronsst The Lucy Show
it 9/25 33Hy ¥ BBAT 'sésoo TANY tu, th L n Pall Mol Nﬂm,zmc_f‘!‘ll & anaa%‘hz‘mb The Wheellng Sieel Corpprolipn, with eleven
B&B $26,000 $8,500 N,,,,,.‘:,"‘ cr.“ SSC&Bbu b $8.500 X ' 3 madern plon's_ Ipcpted olbng o 25 mile reach af
5 Kum NY T o the Upper Ohia Valley, emplays $5.000 pepple.
It anGrea R T Mo nelwork  Kukls, Fran &  No networh Pt = ] b Wheellng Steel hos an annual copacity pf mpre
Lile DIII: No petwork nrc:n;-_gn;.u Dlile progremiag L No uewworn Kukia, Fran & Kukie, Fran & | No networh Gomo Autry fhan 2 milllon tons, making il lhe fealh Tprgesl
Chessler contp T No_network ﬁT o =l ok m-f el acimork c-0p Dt eIt No natwork oy No cetwork N oo AT L srosranleg Noa notwork W Wrigley Jr . steel producer [n the U.S An obundante pf noi-
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nstwork $39.500 D Edwards News QO L L b £dwsrds Nows Wads msa pay 1§ L THo Water DIl [0 fees 1) » Ronson,  w.1 he Ohlp River, has ollracled many othes steel
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am,,,m,, smso TINY momt L Uil W.rmw Bros.  I4NY tu.th L programing Dinsh Shors 1:20.8:30 00 S alt_ with Dinah Shero . & Kummel — Coke Time B 8! the Clock Drogramins —— pnd pllied planls.
500 B4 T $6,500 Camet v':;-- ’ emts SSCB $8,500 }ghomdlllmDIr-L Amer AMotors ﬂ Y z.|' L S’YA w! L %r;\" I.’)-lrr As H(:"hevroletmmnbm The Adventure Loca- Coie Prods
Al 13 7:0—0 9 Norman, Craig & rey chanen Sgt. Preat . 1 Chi Y Al . 1
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7:30-0 (1wk o8} l___ sit Wiy Tetham-Laird Ertik: Studls 57 Crorr 3 wky _ SSCR 1 Ty Best Shoent programlog Bordon Ca:  115NY Our eles Brosks te of Hitsy 15
ey L Toal 18:9.30° Iwkinl)  Oon Mills O s 3” 3 Helns OF QY Gen g 000 Scott Prosr L Wi oy protics Lea™! et g .u;ry%z w M CHAR ot $108,000
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“The service with the most subscribers”

LARGEST SAMPLING OUTSIDE U. S. CENSUS

AGGURAIE

Each manth Pulse interviewers visit in their homes
more than 150,000 different families to bring you a

thoroughly scientific and accurate measure of aud
nce size and other impartant characteristics.

Just think, for asingle program rating of a network
show, Pulse interviews more families than are reported
by any other services for their entire data!* And Pulse
facts, please remember, are gathered personally, face
to face, right in the home. Interviewing for the brief
periods checked is concentrated beginning at the end
of the afternoon, to bring yau total family reaction.

In September Pulse included in all its reports three
(3) attempts on “Not-At-Homes’’, standard procedure
henceforth. For years theorists have beaten Pulse with
that stick.

The actual facts? The “Not-At-Home"
valid statistical significance in affecting ratings!

Pulse accuracy even without that triple-visit check

has been uncanny, a maximum error possible of only

six-tenths of one rating point.

So that you can verify Pulse accuracy for yourself,
let us send yau the test data, a capy of our informative

booklet, “Pulse Pluses’, and a sample report for you
ta study.

*Pulse interviews 25,000 diffcrent fomilies per, doytfme program—=6,000
4, N s per iahttl prog A c

This month throughout the U.S., 150,000 homes are
being interviewed for next month’s ““U.S. Pulse TV

AND URBAN COVERAGE
PULSE, /nc., 15 West 46tk St., New York 36
Telephone: Judson 6-3316

(»gsu)s ANGELES ~—'6399 WILSDIRE BOULEVARD ~— WEBSTER 1-2412
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11:15 PM. : . L 1930 p
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THE (g SAGE o 7 SUPER
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Big 4 Shows! ig 4 Markets!
Big 10 Does It!
*Embrcces All Of Southern New

England . . . PLUS Brockton, Taunton,
New London and The Cape as well.

Details on BIG 10's BIG 4 from
any WEED TELEVISION office.

WJAR-TV PROVIDENCE, RHODE ISLAND
Represented by WEED TELEVISION

WJAR-TVI_ g

DOMINANT

14 NOVEMBER 1955 105



AG ¥. ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

AGENCY, ACCOUNTS, ADDRESS & PHONE

TIMEBUYERS

AGENCY, ACCOUNTS, ADDORESS & PHONE TIMEBUYE

{
§ SAM VITT

’ LEN
" LS TARCHER

SUPERVISOR  F1HFL. WIEDER
KENNETIL

(Fluffo, %KEAH\‘S
Spic & Span, Shasta) Dorothy
Tfoughey®*

ST )N RIFEMEIONS MGR. —~ DON SEVERN

CARL S. BROWN €O,

630 Fifth Ave (20), PL 7-1610

MEDIA DIRFCTOR  HIERB STOIT

a'dwell, Fletcher’s )
Baby Powder) | ROSE MARIE
Colonial Sugar [ VITANZA

11al OJ

Sterling Drug (D
C / B 1

RULCHANAN & CO.
(501 Brocdway (36), BR 9-7900

I'skimo Pics l MILDRED
Paramount Pictures ; INGVALL

ZALKINS & HOLDEN
247 Park Ave. (17), PL 5-6900

MEDIA DIRLCTOR — THOMAS YOUNG

Qakite
Stokely-Van Camp Food | TiyvoTny
Preen [ O'LEARY

Prudential J

CAYTON
9 Fasi 40¢th St. (16), LE 2-1T711i

TV DIRFCTOR — DONNA QUIGLEY

Hanovia Chemical
Miracle Adhesives

CHIRISTOPIIER. ALLEN CO.

30 East 60th St. (22), MU 8-9445

LOUIS
FIGENWALD
LUCILLE
DREHER

Various Mail Order Accounts

HARRY B. COIIEN ADVERTISING CO.
41 East 12nd St., OX 7-0660

HEAD TIMFBUYER—BFTH BLACK

Block Drug (Amm-i-dent, Green Mint,
Py-co-pay, Nytol)

Groves Labs (Four Way Cold Tablets, [ RO8 KELLY
Fitck Shampoo, Fitch 1deal Hair Touic) J
Glim
Black Draught | ARTIIUR
HARRISON

Utica Club Beer

A GONSIER
Lydia Pinkham J IRA

COMPTON ADVERTISING INC.
261 Madison Ave., 0X 7-2400
HEAD OF l)FIi‘.—HEﬂ{\' CI1 OCHESSY
PAG COORDINATOR — RUTH JONES

Proclter & Gawmble

Crisco ) FRANK
Ivory Flakes { SWEENEY

Dash | ROBERT
Drene s LIDDEL

Duz ) gErt
Gleem { MULLIGAN

vory Soap | TngLDA
Sterling Drug (Fizrin) { CORDANI

Persona

Standard Brands ) GENEVIEVE
roducts (Yes Tissuesy { SCIIUBERT

Asgsistar

106

Chase & Sanborn Coffee }
Iustant Chase & Sanborn Coffee | g1y sEMEL
Tenderleaf Tea | AL RITTER

Instant Tenderleaf Tea

3

F B .
M. K. Goets Brewing ;:':l\(srp!:

ROBERT CONALIIAY & ASSOCIATES
270 Park Ave., EL 5-6017

Chesapeake & Ohio l DOROTHY E.
DELBASCO

CUNNINGIIAM & WALSH

260 Madisen Ave. (16), MU 3-1900

VI’ & MEDIA DIRI-‘_C'_TOL~ NEWMAN F. McFVOY

GROUP MFDIA HEAD — WILLIAM WHITE

Colgate-Palmolive CHAKLES
Eversharp { IELFRICH

.
J- A. Folger Y JIM DUCEY

E. R. Squlbb WILLIAM
Universal Pictures { WHITE

Northwest Airlines Y JACK GIEBEL

GROUP MEDIA TIEAD — JEROME FENIGER

HOWARD
R 3 : SPOKES
liggett & Myers }J()ll.\'
MORENA
GROUP MEDIA lil-,:\l) —i()H.\' LUCINATEILLTL

JERRY

]
Super Coola }<PRA(‘UF

GROUP MEDIA HEAD — FDWARD BACZFWSKI

Sunshine Biscuit }J()E CAVIN

DANCER-FITZGERALD-SAMPLE

317 Madisan Ave. (17), OR 9-0600

ASSOC. MEDIA DIRECTOR — KEN TORGERSON

)
FRANK
American Chicle | yjowLETT
Nestle’s [ GERTRUDE
DINEEN

. BOB
General Mills WULFHORST

Guild Wine [ LIONEL
FURST

ASSOC. MEDIA DIRECTOR - IRVING SLOAN

Procter & Gamble (Oxydol) } :{IS\S“S“LI'-‘){‘T

Procter & Gambie (Dreft} } pprgE savaN

N CLIFF
Best Foods (2 ucoa)j O

's Mavonnais lcl-:.\'l-:
Hellman’s Mayvonnaise ALNWICK

Lewis-Flowe ('Tuins)

5 JACK STACK
B. T. Babbitt VAL RITTER
Peter Paul

ASSOC. MEDIA DIRFCTOR — ED SCIIERICK

IFalstaff Brcwing 1 JINL NEVILLE
| NEY

ASSOC. MEDIA DIRECTOR — LOUIS FISCHER

FRANK
MORIARTY
LOUIS
DORKIN

Sterling Drug (Bayer Aspirin)

STANLEY

Centaur-Caldwell D'v,
d ITAMER

D’ARCY ADVERTISING CO.
430 Park Ave. (22), PL 8-2600

Gerber Products r

Coca-Cola ’
Bayuk Cigars |\ jrpNE MARS
General Tire I‘»m\l _\IARJN*I

HERSCIIEL Z, DEUTSCI & CO.
575 Madison Ave. (22), PL 3-1788

E. T. Brown Co. ]
Palmer’s Skin Snccess

: MADELEINE
Palmer’s Soap | \yyi1s0ON
Palmer’s Ointment | Deorothy
GClasser®

Household Products (Sulfur-8)
IL.ander Co. /Dixie Peach)

DOIIERTY., CLIFIFORD, STEERS. &
SIIENFIELD

350 Fifth Ave. (1), BR 9.0445

MEDIA DIRECTOR — DON QUINN

Ammen’s Powdcr

Bristol-Myers (Ipana, Minit Rub,

Vitalis, Mum)

Duff Baking Mix

Pharmaco, Inc. (Feen-a-mint,

Chiooz, Medigum)

JERRY
GIBSON

Borden’s Instant Coffee Ly pp cAYNOI

DONAIIUE & COE
1270 Sisth Ave, (20), CO 5.2772
SUPERVISOR — EVELYN JONES

CAROLYN
Burli Mills o — DIEHM
urlington Mills (Cameo Homen') ANRR AR
Dr. Scholl's | yoNEs

e COLEMAN
Wash 'n Dry | £RED Me.
LAFFERTY

Loew’s M-G-M I.\IARIE

-DOWD, REDFIELD & JOHNSTONE

501 Madison Ave. (22), MU 8-1275

Block Drug (Omega Oil) TJEAN GILBO®

Bristol-Mvers (Mum Mist) 1 ™
Century Brewing (Champale) {SAMH LyN

DOYLE DANE BERNBACH INC.
20 West 43rd St. (36), LO 5-7878

MEDIA DIR. — HARRY PARNAS

American Pencil Co.
Columbia Tobacco Co.
Polaroid Corp.J

TEAN
SIMPSON

Alax. Factor & Co. '?\"I:\l.-\ FLINN:

DOYLE, KITCIHIEN & McCORMICK
$01 Fifth Ave. (17), MU 7-2090

"ARREN

Mathicson Chiemical | ¥ ARRE

ROY S. DURSTINE

655 Madisan Ave. (21), TE 8-4600

Strong Heart Dog Food } D. ANNE

Flako ( MacMANUS

SPONSOR




“DIAL 970"

WAVE is its Mother!

MONITOR is its Father!
WEEKDAY is its Kissin’ Cousin!

WAVE

LOUISVILLE
5000 WATTS « NBC AFFILIATE

Cj SPOT SALES

Exclusive National Representatives

Yes! — on November 7, WAVE premiered DIAL 970, its own exciting
version of Monitor and Weekday, putting area flavor and

emphasis into a proven wational format!

DIAL 970 utilizes all of WAVE'S unusually large programming
facilities . . . all its well-known personalities . . . all

its localized radio know-how. It’s a coordinated group of programs
heard eleven sparkling hours each weekday—hours filled with
news, weather, sports, traffic reports, music, interviews, household
tips, etc., etc. Hours that are skillfully blended with W eekday

to provide good fun, good company, good listening—from

early morning till late at night!

DIAL 970 is sometimes light and gay sometimes serious and
informative . . . sometimes relaxed and soothing—but

always intensely listenable!

Participations and spots available as early as 6 a.m.—as late
as 11:59 p.m.—or in between. Available NOW', but vou'd
better hurry!

Let NBC Spot Sales give vou the really impressive story

on DIAL 970.

WAVE’'S DYNAMIC NEW RADIO SERVICE
FOR A DYNAMIC NEW LOUISVILLE!



Well,
that’s
the way

the ball

bounces

Every couple of months our competitors come smack up against the facts of listening.
Pulse does the measuring. We try to look modest. Take the last survey: July-August.
KNX has half again as many listeners as Southern California’s second-place station.
KNX delivers over 25,000 more families in the average quarter-hour than the leading
independent. KNX reaches more people more often, morning, afternoon or evening,
weekdays or weekends, than any other station in the area. For wider and deeper
penetration of the Southern California market; KNX is your best buy by far.

For more details, call CBS Radio Spot Sales or MKINX RADIO
Lox Angeles « 50000 watts » CBS Quned



"(NCV. ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

LINGTON & CO.
§ Fifah dve. (17), MU 7-5300

DIR. RADIO /TN TIMFIUIYING  DAN KRANE

Celanese |
Cities Service | JyyNE
Mokesson & Robbins f.\'\l ATHEIS
Red Star Braod Yeast

LIAM ESTY CO.,
Bast 42nd St. (17), OX 7:1600.

HNEAD LIMEBUYFR — RICATARD  GRATIL
% Ralluntine Beer ] JACK HOLSE
Colgate-Palmolive (Fab, Vel, 'l}(‘\\: ’2‘ TLSON
Rapid shave) | sy jqoN

General Mills (Sugar Jets, | JIM CLINTON
Soft-a.Silk | GENE
| oft-a-Silk 3 G OnE
National Carbon (Everecady

TOM PPINS
Batteries, Prestone Anti-Freeze) | TOM 1101
Pacquins 1land Cream 'l'l'\\lc"""“”

R. J. R(‘Yﬂol(l( SIMIPSON

IWIN, WASEY & CO.
O Lexington Ave. (17), LE 2-8700

MEDIA DIRECTOR — KEFITII MIAFFER
Adiniral
Barbasol |
Dulaney Frozen Foods { V1ML TIAVIS
Musterole

YOTE, CONE & BELDING
? Park Ave. (17), MU 8-5000
JIRECTOR OF MFDIA — ARTIIUR PARDOLL

B.O.AC.
I ever Bros. (Spry, Shield)
Rheingold Beer

PETE
BARDACH

Paper-Ma lpnx\'\'
Paper-Mate Pen RIMMONS

BERT FRANK-GUENTHER LAW
Cedar S1., CO 7-5060

- e . . . BETTY
Kiplinger's Changing Times NFLSON
LLER & SMITII & ROSS
0 Park Ave. (17), MU 6-5600
I Aluminum Corp. of America
Commercial Solvents Corp.
Hercules Powder Co. § RERNIE

AR .
Sherwin-Williams Paint Co." EE it

Westinghouse

YER ADVERTISING
! Fifik Ave. (22), PL 1-3300

American Hone Products | qppry
American Motor { POWELL

Kelvinator
Kiwi Polish
Tetley Tea

CAROL
SLEFPER

r—

EY ADVERTISING ACENCY
0 Park Ave. (22), PL 1-3500

-

SUPERVISOR — HELEN WILBUR
Block D : y L PINL
oc rug (Polident, Sentrol) BRANCH

Chock Full ‘'O Nuts } MARION

5-Day Deodorant Pads { JONES
Necchi Sewing Machi JOAN
i Sewing Machines RUTMAN

Lstant

14 NOVEMBER 1955

AGENCY. ACCOUNTS, ADDRESS & PHONE TIMEBUYEHS
M. 1L NHACRETT GO,
O Rockefeller PUL (20), (.1 61950

AIDA

Aneritan {obatco
Ietbert Tareylons

STEAItNS
Ienshey Clicolate Co.

IMMCKSs & GREIST
420 fexington Ave, MU 60800
Glamorene Rug Cleaner ) g peN
Dixie Cap { CLMMINGS
Lewy( Vacumn Cleanters
Broil-Quick Rotiverics | yysncENT

scrvel Refrigerators { DARATO
Servel v (‘mulilium'nj

BRYAN HOUSTON
10 Rochefeller PL. (20), Pl 7-6400

MEDIA l)!ﬁbll()R—”_:\ROI.l) DOSRERTEEN
SUPERVISOR ON NESTLE I’VR()I).—-JOHN ENNIS

Colgate- Palmolive (Halo, ]
Chlorophyll $oothpaste, Ajax Cleanser,
Cashmere Bouquet Cosunetic Line,
Cashimere Bouquet Soap, Cashmere
Bouquet Beauty Bar, Toothpowders-
Regular, Ammoinated, Chlorophyll)

Nescale } FRANCES

JOIIN
COLLINS

Nestle’s Instant Coffee { JOIIN

Shave Creams
Veto

J. P, Stevens
Gunther Beer

ftOIt LILIEN

CIIARLES W. T10YT CO.
380 Madison Ave. (17), MU 2.2000

American Home ’roducts
(G. Washington Cofice)
Colgate- 'almiolise (Kirkman Soaps)
Mail Poucli Tobacco
Merck
Monticello Drug (666 Products) J

DOUG 11UMM

LAWRENCE KANE
171 Madison Ave., MU 5-7216

Y

Waverly Fabrics }TO.\I NFEFUS

KASTOR. FARRELL. CHESLEY &
CLIFFORD
400 Madison Ave. (16), PL 1-1400

Dr. Pierce’s Proprietaries

Jeris I1air Tonic ll:\CK PETERS
Lite-Diet Bread |

KENYON & ECKHARDT
247 Park Ave. (17), MU 8-5700
MEDIA DIRECTOR — JOSEPII P. BRAUN
ASST. MEDIA DIRECTOR — PHILIP KENNEY

American Maize (AMAZO) | MARY DWYER

Ford Motor
Lincolu-Mcrcury {Network Spot)
Hudnut Cosmetics

TOM
VISCARDI
MARY DWYER

KENNVEDY

LARRY

National Biscuit DONMNO

RCA
Schick

LUCY
KERWIN

Mennen (Men’s Line) } LoU

TIMEBUYERS

AGENCY, ACCOUNTS. ADDHEYS & PHONE

KELLY, NASON

247 fPark dee, (17), M1 HI300

American Eapress
Ilemy llcide
Rumford (.o

AlCTHTe
DIIMIDY

EDWARD KLETTER ASSOCIATES
515 Madison Arve. (22), 1. 1-1990

RADH) I\ Ity MGR INERIFRT GRUBER
Phanmaceuticals, Inc,
SEIULAN Lt BAYEK
Joumal of T inving |
KRUDNER AGENCY

575 Madison Ave. (22), MU 8-6700

1
General Moto Bui JOIN
‘ i ick) MARSICH

Products Ann

I'exacc
‘ Cardiner®

JOonx

Colliers by tirmy

LAMBERT & FEASLEY
430 Park Ave. (22), MU B-646 4
MEDIA DIRECTOR — JOE BURLAND

f.ambeért Pharmacal Co.
Philgas )
Phillips 66" Gas and Oil |

WILLIAM
TINMAN

C. J. LaROCHLE AND CO.
247 Park Ave. (17), PL 5.7711

RADIO & TV MGR.—STUARI D, TUDLUM

U.5. Tobacco | gogpt nrron

LENNEN & NEWELL

380 Madison Ave. (17), MU 25100

MEDIA SUPERVISOR — GEORGF

Colgatc-Paimolive (Lustre Creme,
Pruf)

Dorothy Gray Lid.

Lehn & Fink Products 1.ysol)

RERN

JEAN JAFEEE

MEDIA SUPERVISOR — C v BROCKER

Emerson Drug (Bromo-Seitzer) | giciiwvRD 11.
Schlitz Brewing { FYMAN

MEDIA SUPERVISOR

WITTIANM Do SMITIHI

|
J. RORERT

P. Lorillard Co. Inc. X TDIOLN

DAVID J. MAHOMNEY
261 Madison Ave, (16), OX 7.0t80

Garrett & Co. (Virginia Dare Wines,
Garrett Wines

Sparks-Withington Sparton

adio X v <ets

NMOGER
BRUMSTEAD

CONRLIN MAN & =~ON
3482 Madison Ave, (17T), V'4 653577

American Cyanamid- ]
Fine ( hemicals v, |
I ederle Laboratories Div.

DICK MANN

George W, Helm Co. Viking Snuff

BROB Pl MFR

109



TIMEBUYERS

AGENCY, ACCOUNTS, ADDRESS & PHONE

MARSCIHALK & PRATT €O,
A Div, of MeCann-I'rickson
535 S5th Ave. (17), VA 62022

IFDIA PIRFECTOR-EUGENE ]J. COGAN

DON
LEONARD
TTENRY

| CLEEFF

Esso

J. M. MATIIES
260 Madison tee, (16), LE 2-7450

Canada Dry
Luden’s

Carbola Chiemical
Northam Warren
Pure Food
Waguer Baking

MRS, EDNA S,
CATHEART

MANXON
12 East 53rd St. (22), PL 9-7676

DIRECTOR OF RADIO & TV —ED WILHELM

Clinton Foods )

5 . s : { GEORGE
seucral Flect ‘TS ,
Geuneral Fleatrie (v receiver { HUELSER

& replacement tubes) |
Gillette 1 RAY STONE

H. J Heinz TOM
Hot Point { MAGUIRE

McCANN-ERICKSON
50 Rockefeller P1. (20), JU 6-3 404

RADIO/TV SUPERVISOR — MILDRED FULTON

MILDRED

Bulova Watch Co. " FULTON

RADIO/IV SUPERVISOR — AL PETCAVAGE

Crowell-Collier

Holmes & Edwards Silver Co.

Leln & Fink

Norwegian Canners Assn.
Sceck & Kade (Pertussin) J

FRANCES
VELTIIUYS

RADIO/TV SU I’ER)’IS()_R— TED KELLY
Barrett Division (Allied Chemical)
Congoleum-Nairn
Esso
Standard Oil of N. J.

National Biscuit |

JANE
PODESTER
PAUL CLARK

RADIO, TV SUPERVISOR — WILEIAM PELLENZ

Chesebrough | R()RERT
Owens-Corning 5 ANDERSON

Mennen
Pacific Coast Borax }
Nestle's J

CHARLES
WILLARD

RADIO/TV S1 PERVISOR — MURRAY ROTFIS
American Safety Razor

B. F. Goodrich

Hood Rubber

Junket Brand Foods

Westinghouse

Columbia Records

MURRAY
ROFF1S

C. L. MILLER CO.
521 Fifth Ave. (17), MU 2-1010

Corn Products (Karo Syrup, Linit } aRs. RITA
Starch, Mazola, Niagara Starch) { DR1SCOLL

EMIL MOGUL CO.
250 West 5Tth St. (19), JU 2-5200

BUS. MGR. RAPIO & ¥V - LESLIE DUNIER

Rivco Scat Covers

Block Drng (Alkaid, Minnipoo l:)‘lr\\:()\[)
Shampoo, Poslam)) e

Esquire Boot Polish | FLAINE
Mauischewitz Wine 5 SCIACIINE

110

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

MOREY IIUMM & JOIINSTONE
350 Fifth Ave. (1), LO 4-2210

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEB 'ERg
FLETCIIER D. RICIHHARDS
10 Rockefeller PI. (20), JU 6-5400
a_m . Eastern Airlines
q n fing KATHRYN
Sinclair Refining STANAMTAN U. S. Rubber Company
JiM KELY

MORSE INTERNATIONAL
122 East 42nd St. (17), OX 7-2100

MEDIA MANAGER — ORRIN CHRISTY

Vick Chemical (Vaporub, Va-tra-nol,
Cough Drops, Cougli Syrup,
Sofskiu, Scaforth)

RAY
McARDLE

JOIHN F. MURRAY ADV. AGENCY
22 East 40th St. (17), LE 2-8000

Whitehall Pharinacal ALICE CARLE

NOBLE, ALBERT, SIDNEY ADVERTISING
52 Vanderbilt tre. (17), MU 6-8788

Allied Chemical & Dye } yroy
Nitrogen Division { FERGUSON

NORMAN, CRAIG & KUMMEL, INC.
488 Madison Ave. (22), PL 1.0900

Biatz Beer " 2.8
Bl P

Kaiser-Frazer DOWLING
Revlon | JUL1A LUCAS

OGILVY, BENSON & MATIIER, INC.
389 Fifth Ave. (17), MU 8-6100
MANAGER — MARTIN KANE
Helena Rubenstein l

FRANK GI1A-

Lever Brothers
NATTASI10

(Rinso) J

Lever Brothers (Good Luck) lANN
Pepsi-Cola (Schweppes) J JANOWICZ

Melville Shoe Corp. (Thom McAu) j ‘I\IAA‘SETIN

RITA
RERSEILING

Philip Morris Co. Ltd. (Dunlills)
PARIS & PEART
370 Lexington Are. (17), MU 9-242%
MEDIA AMANAGER — WEYMOUTH SIMAMS

Great A & P Teca

Joe Lowe Corp. ( Popsicle, Fudgicle)

Rockwood & Company (chocolate)
Spratt’s (dog food) J

PARKER ADYV.
11 West 42nd St. (36), OX 5.-3565

—_—

Better Living }DA\'E RATKE

—

CHARLENE

White House Co. (I8 top hits) HIRST

Scott- Mitchell (set of drills) 1 BOB DENT

PRODUCT SERVICES GROUP
17 East 45th $t. (17). MU 7-0204

Brook Park Dinnerware
Tress-Kit L MARTHA
o ceqpnes | ROSE
Roto-Broil **400

REACIL, BATES & MATTOON
720 Fifth [Ave., PL 7-7676
MEDIA DIRECIOR — RICIIARD B. GORDON

N.J. Bell

Red TOp Brcwing ROSE JTALIA
Red Top Becr -- Wunderbrau

(Footwear Division, Keds)
{Naugatuck Chiemical Division)

RUTHRAUFF & RYAN
405 Lexington Ave. (17), MU 6-6400

MANAGIR MEDIA TIMEBUYING DIV

VINCEN1T DLLUCA
Sun Oil CHARLT
Arthur Murray CORBE
Ainerican Airlines | GORDQ
Frostee | HHUGIIE
. George
7 Enfos Heffern
Fastco (Clearasil) | Edward
Sherinis®

Bosco

BEN SACKIIEIM AGENCY
2 West S7th St. (19), PL 1-2200

Flex-l.et Corp. 1 RI1TA
[ostLL .

SCHEIDELER. BECK & WERNER
487 Park Ave, MU 8-8866

SUPERVISOR — VERA BRENNEN

Hueblcin
Manhattan Soap (Sweetlicart, Protex)
Mcllbenny Co. (‘Tobasco Sauce) J

MARGAIT
HANLOY

International Salt | soLLY
Mueller’s Macaroni { REYNOL3

REGGIE SCHUEBEL, INC.
7 Enst 47th St., EL 5-7785

PRESIDENT — REGGIE SCHUEBEL

Salada Tea ] JEAN
United Automobile Workers g SULL1V#

SCIIWAB & BEATTY
38 East 57th St., PL 1-1557
) B GEORGE
» e PERKIN!
Reader’s Digest CHUCK
ALEXANR

RAYMOND SPECTOR CO.
445 Park Ave. (22), MU 84407

DIR. RADIO/TV — RICHARD BLAINE

RICHARI

Hazel Bishop } BLAINE

STORM & KLEIN

45 West 45th St. (36), CI 6-1700

ARTHUR
KLEIN

BILL
MARLEN

Tintex

STREET & FINNEY

45 West 45th St. (36), CI 6-1700

V.P. & RADIO TIMEBUYER — HELEN THO\S
SECRETARY TO }ll{l,}'_i THOMAS — JEAN A_Ui

Doan’s Pills l

HELEN

Florient Deodorant THOMAS

Kan-Kil |

SSCB
477 Madison Ave., MU 8-1600

Carter Producis, Inec.

Arrid — U. S. (Regular & Chlorophyll) } JEAN

Arrid — Canada (Regular & Spray) ( CARROJL.
Rise — U. S.
Rise — Canada } qTEVE SGHEV
Bingo — U. S.
SPONSOR



J.ook into the Future

Representing:
Albuquerque, New Mexico KOAT.TV ... And we think you will agree that merchandising,
Augusta, Georgra WJBF
Bakersfield, California KERO-TV in all fields, will become more and more important to
Bangor, Maine WABI-TV
jRien Rouge, Louisiana BBz maximize TV advertising effectiveness.
Champaign, Ilhnois WCIA
fRiEbne, Wyoming — ... That is why we, together with our Television
Chicago, lllinois WGN-TV o
Columbus, Georgia WRBL-TV . . . .
Bhsion, Oic WHIO.TV Stations, have studied and drafted a plan to help you
Eau Claire, Wisconsin WEAU-TV . i . A .
EI Pago, Texas ey merchandise your schedule on all Hollingbery stations.
Eugene, Oregon KVAL-TV . . . , .
Jackson, Mississippi wLeT We call it the. .. Hollingbery Four-Point Plan.
Lynchburg-Roanoke, Va, WLVA-TV . .
. Nashville, Tennessee WSIX-TV Call your Hollingbery man for details—
Pensacola, Florida WEAR-TV
Phoenix. Arizona KooL-Tv
Portland, Oregon KLOR - ‘—:\\.\
Pueblo-Colorado Springs, Colo. KKTV f e s = e
Rochester, New York WHAM-TV o 4 ?
Salt Lake City, Utah , KUTV G‘reorge »P. ( 7 N Y
Santa Barbara. California KEY-T { My
Scranton-Wilkes-Barre, Pa. | WARM-TV H ] b ‘ :o Y,
O ) @ | exr y °
Seattle-Tacoma, Washington KTvw 11 ) 8 g ) —
Sioux City, lowa KTIV NI Ve
Springhield- Holyoke, Mass. WWLP O }
Springfield, Missouri KYTV =
Temple-Waco, Texas KCEN-TV
Tucson, Arizona KOPO-TV . N .
1 ] Wheeling-Steubenville WIRF-TV Offices: New York Chicago San Francisco Los Angeles  Atlanta
| 14 NOVEMBER 1955 i



AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS | AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS | -AGEMGY, AGUDUNTS, ADDRESS & PHONE rmcmm
- ¥
Best Foode
Standard Brands i?f&"gfg{(‘s General Cigar {White Owl Cigars: wm, | ¥4 H";E
) Presto JACK Fenn, Robert Borns Cigars &
H-O Quick Oats CANNING U. S. Lines Ciparilles; Vian Dyvke}

i1-O Cream Farina

Lever Bros.

Lifebuoy § JEAN
I ifebuoy } ¢ RROLL

Silver Dust 1 JACK
Hver DUSL ¢ CANNING

WALTER

Vim } LOWE

J

Noxzema Chemlcal } ypan
Simoniz { CARROLL

1
Pall Mall { ®ALTER
BOWE

Smith Brothers )
Whitchall Pharmacal (8iSoDol — |
Regular Mints, Chlorophyll Mints, |
Powder; Infra-Rub) [

Mrs. Filbert’s (margarinc, mayonnaise,
salad dressing) J

STEVE SUREN

Clark Candy) JACK
Blue Coal j CANNING

J. WALTER THOMPSON CO.
420 Lexington Adve. (17), MU 3-2000

HEAD TiMEBUYER — JAMES O. LUCE

] MARIO
Atlantis Sales }KIAR('“FR
} ALICE WOLF

]
NANCY
Eeille } SMITH

Champion ) aari0
Purolator Products j KIRCIIER

] LUCIAN
CHIMENE
CLINT
PACKARD
PAITL
DOUGLAS
SY GOLDIS

Ford Dealer Adv.

LUCIAN

Ford Motor Central Fund
CHIMENE

JOE BARKER

. 0O
Shell Oil ¢V F'EN SACKS

B T R P G —"

J. B. Williams | A\ LEN SACKS

HEAD TIMEBUYER — JAYNE M. SHANNON

Devoe & Reynolds
Kilmer
Mentholatum

MARIO
KIRCHER

Eastman Kodak
Scott Paper

FRANK
MARSIHALL

JOE BARKER
TOM GLYNN
DEWEY YATES

Johns-Manville

Oncida } A1jCE WOLF

TOM GLYNN

Pan-American boll (Slhy
DEWEY YATES

——— e e e e

*Asslstant

112

w. F. yOunglf NANCY SMITH

HEAD TIMEBUYER — ANNE C. WRIGHT

Aluminium Lutd.
Blue Cross
Church & Dwight

NANCY SMITH

Irving Trust
National Fisberies

MARIO
KIRCIIER

TOM GLYNN
JOY ADRAGNA

Lever Bros.

Owens-1llinois Glass

Pacific Mills { NANCY SMITH

Pond's KIRCIIER
nd’s Extract { J\ ICE WOLF

FRANK

Alexander Smith MARSIIALL

TOM GLYNN

Sylvania ¢ | b WEY YATES

POLLY ALLEN

Ward Baking ALLEN SACKS

|
}
|
!
Pharmacraft } MARIO
|
|
1.
J

N. Y. Central ALLEN SACKS

WILLIAM H. WEINTRAUB & CO.
(See NORMAN, CRAIG & KUMMEL, INC.)

WESLEY ASSOCIATES
247 Park Ave., EL 5-2680

JOSEPII E.

Shulton, Inc. (Ol1d Spice) KNAP, JR

YOUNG & RUBICAM, INC.
285 Madison Ave. (17), MU. 9-5000

V.P. AND DIRECTOR OF MEDIA-
PETER G. LEVATHES

EXECUTIVE ASSISTANT—
WILLIAM E. MATTHEWS

ASSOCIATE DIRECTOR-FRANK COULTER
ASSOCIATE DIRECTOR-THOMAS M. HACKETT
ASSOCIATE DIRECTOR-CHARLES T. SKELTON
ASSOCIATE DIRECTOR-HENRY L. SPARKS
ASSOCIATE DIRECTOR-SAMUEL THURM

(All Borden;

Institutional; Cheese Division) '\‘BSUS\EJ‘L
Duffy Mott (Apple Products; Sunsweet Adelaide
Prune Juice; Clapps Baby Food) Itatton®*
KIRK

Borden (Starlac, Evaporated Milk;
Instant Hot Chocolate; Eagle Brand)

GRELINER
Joseph
O'Brien*

MARTIN

MURPHIY
Sy Drantch®*

Bristol-Myers (Sal Flepatica; Bufferin;
Vitalis Hair Cream)

Thomas
Comerford®*

EDWIN BYRNE
Robert
Kowalski®*

WILLIAM
Drackett (Drano; Windex) | POLLARD
Ford Motors (Continental Div.) },

Ganeral Foumds

Al Products; Corporate
D-Zertz
Jell0r

Baker Coconut
Birds Eye Div.
{JTack & Ji0 Cat Food)

Cerio & Sure Je]l
Kernel Muts
Log Cahbin
Maple Dl
fanks

BTG

Swans Down Cake Flaur
Baker Chovalate

Rph il

&
I
Calumet Raking pmn}
=
e
|
|
}
|

“ L
Swans Down Mixes nﬁi:ﬁ
FPostum Geares
‘[unzl.-i'l
La France & Satina } , g VErT
Minute Produces Murs s
Goodvear Tire & Rubber
{Goodvest Tires; Lifegueard {?H:“,r
Tubes; Institutional)
FRANE
Cule Of1 § GRALY
Tuhem
Waroe
International Snlver GEORGE
(1847 Rogers Bros.: lnternauonal Genevis
Sterling; Stainless by International) | BOF'ETE
Johnson & Johnson (baby products; 2:‘%{““
Surgical Dressings Div.) Jopeph
O’'Bri=
FREDERE:
Life Savers { WEISS
Dertras
Hapi®
Lipton Tea & Soups | THOMAS
1 J0nN
Lorillard (Kent Cig.) { "ﬁlffi‘*'
Lu}.mﬁrﬂ[
H?
Metropolitan Life Ins. ? %20-:1-“
Simmons Bette Lk
White*
National Sugar Refining ?(;(;I'm
(Jack Frost; Arbuckle Sugars) Keonaet
] Phelps*

Marcha

WILLIAM
Procter & Gamble (Cheer) T-“'-"F-f'
Rnbn‘l.l

WAREEN
Remington Sbaver B"““
IH:II"IE
M:rﬂéli'
. o . A I PRl
Singer Sewing Machine Macx Kit
SPONSOR



' The swing ain’t to KING Wune’

S
|~
do®
'S
Y
KING-TV
Seattle Station “*B”’
Tacoma Station “A”’
Tacoma Station “B”
KING-TV - -Starting its 8th consecutive year
of leadership in the Nation’s 12th largest

market—~the great Seattle-Tacoma area. Channel 5—ABC

100,000 Warts
Blair-TV

PULSE ! ARB

520 | 58.2
24.6 26.9
{193 | 165

6.1 3.3

Total Weekly Averages, August, |

FIRST IN SEATTLE-TACOMA

Otto Brand:, Vice-Pres. and Gen. Mgr.

- KiNG-TV



TIMEBUYERS

AGENCY, ACCOUNTS, ADDRESS & PHONE

MURPITY
(eorge
! Bailey

] MARTIN

GEORGE
MOFFMAN
Genevieve
1hurkev®
WARREN
BAHR
George
MacDowell®

DURHAM, N. C

IHTARVEY-MASSENGALE CO.

Snow Bldg.,, Durhnm, N, C., 6177 - 6916

MANAGER — KNOX MASSEY

| S
B. C. Remedy } ::?:r‘

RALPII 1. JONES CO.

Cnrew Tower (2), Garfield 1-2300

Nu-Maid Margarine ]
Kroger Company
Happy Family Baking
Strictmann Biscuit
Duncan Hines Macaroni

ANN SMITH
EULA REGCIN
EDNA
HAVERKAMP

MIDLAND ADV, AGENCY
First Nntl. Bank Bldg., 105 E, Fourth, Main 1.2112

Burger Beer }R. B. FISHER

PECK-IIEEKIN
41+ Walnut, Qarfield 1.1520

Bavarian Beer } :3;,%‘:\.““0

CINCINNATI. OHIO

STOCKTON-WEST.BURKHART
1303 First Yaul. Bank Bldg., 105 E. 4th, Dunbar 1.5600

Jergen’s

Hudepohl Beer

Gibson Wine
Island Creek Coal J

DOUG BURCH

CLEVELAND. OHIO

BEAUMONT & HOHMAN, INC.
YBC Bldg. (14), Cherry 1-3656

Greyhound Bus
McKesson & Robbins
Whirlpool Washers

WM.
JASINSKI

FOSTER & DAVIES, INC.
2116 Keith Bldg. (15), Cherry 1.0711

Alliance Boosters { McKEARNEY

Alliance Tenna-Rotor } MILES F.
JESS TAYLOR

FLLLER & SMITIT & ROSS
1501 Euclid Ave. (15), Cherry 1-6700

. . w. G.
Aluminum Co. of America ] CHALKLEY
Sherwin Williams Paint { LOU J.

BOYCE

GREGORY & IIOUSE, INC.
2157 Euclid Ave. (15), Main 1-7822

114

AGENCY, ACCOUNTS, ADDRESS & PHONE

TIMEBUYERS

) ) BROMLEY
Duke Ajnoniated Clhiewing Gum \% HOUSE

Wilson Plastics { MRS. MARION
REEVES

GCRISWOLD-ESHLEMAN CO.
2700 Terminal Tower (13), Tower 1-3232

Tappan Ranges 1' R. C. (DICK)
9 H WOODRUFY
B. F. Goodrich PENNY

(Ffood and Miller Tires) | ppyERS

LANG. FISHER & STASHOWER, INC.
1010 Euclid Ave, (5), Main 1-6579

l?rcw. Corp. of America GARRY C.
(Carlings Black Label Beer) | p KELVEY

Grand Industries, Inc. (Stoves) [ DAVID
Ricliman Bros | STASHOWER
3 .

McCANN-ERICKSON
335 Euelid fve. (14), Cherry 1-68350
Standard Oil of Ohio ) BRUCE

! HARDY
Othio Bell Telephone | jopn

Perfection Stove { SAUTIER
e SCOTT
l.cisy : -
cisy BrencryJ BTN

MELDRUM & FEWSMITII ,iNC.
1220 MHuron Raad (15), Cherry 1.3510

Willard Batteries
Glidden Paint

BRUCE
Dearborit Motors (Ford Tractor) STAI(J:DERA\I,\,\'
Stewart Co. of Dallas [ MURIEL
Durkee Foods | MACK

Seiberling Tires J

NELSON STERN ADV.
Film Bldg. 2108 Payne Ave., Tower 1.5253

CDR Rotor (Cornell- ? BRUCE
Dubilier-Radiart) ;STER.\'

SWEENEY & JAMES
510 Bulkley Bldg., Main 1-7142

TR . DOROTHY
Firestone Tires 1 OFSTERLE

OKLAHOMA CITY. OKLA. ‘

KNOX-ACKERMAN ASSOC., INC.
1111 Classen Blrd., Jackson 42211

Little Giant \'aporizer]
Nichols Seed Co.

Nichols Fertilizer & Chem. Co. | WILLIAM C,

Progress Brewing Co. ?l,,]x‘l‘{(\)'l,il;u)
Central Merchandise Stores (TG &Y) | pacE

Servus Bakers
Brownie Potato Chip Co.

ERWIN, WASEY & CO.

First Yat'l. Bnnk Bldg., Regent 6-5429

Central Dairy l’roduc!s\'
LeFevre Chemical | ELLIS GIBSON
Flome State Life Ins. L'\\Hu‘;ﬁg”
Sliawnee T\lilling | WILLIAMSON

Andreson- Pritchard Qil j

GALLOWAY-WALLACE CO.

1216 NE 23, Incksan 41933

OIIN
Ada \hllmg Co. J“'ALLACE
Colonial Mfg. Co. { HUGN
WALLACE

AGENCY, ACCOUNTS, ADDRESS & PHONE TIME ygg

=
LOWE-RUNKLE CO.

Liberty Bank Bldg., Regent 63521 i

Amber Liquid ) l’

Cains Coffee Co. | kg
Superior Feed Mill fMATH 5 |
Arkansas City Flour .\lillJ

TULSA. OKLA.

DE FELICE ADYV.

1137 S. Main St., Cherry 2.0267

Ellis Home Appliances PETER
Christian FEchoes { DeFELI

GIBBONS ADY.

802 Daniel Bldg., Luther 7.24.14.

. BLRR
Wortz Biscuit }CIBH()
DEE FlIb
C. L. MILLER CO. ]
1618 S. Boulder, Luther 2-5205

Oral Roberts Broadcasts }3'A|<CL{11;
CUNNTHWM
WATTS, PAYNE ADY.

900 S. Main St., Diamond 3-9108

Malt-A-Plenty ] [[,)ESLIE
Okla. Tire & Supply + HAUGE

Osark Nursery | l\)l(l)iT(‘lll

ON wmlﬂ

WIHTE ADY.

Utienl Bldg., Riverside 2-2428

1
Gables Ranchi House Sausage ) 1
Reneé Teen-Age };"Elfn\“ IIREI

Crusade (Evangelist) J 1

A

WILSON ADYV.

123 E. 21st, Gibsan 7-7101

Wichita Federal ] JOHN ¢
Savings & Loan SWIHT.\'I

PORTLAND. ORE.

SIIOWALTER LYNCH ADYV.
Alderway Bldz., Broadway 0525

Haley Canning ) gpraxcr
Clict’s Famous Foods { ARNET1

PHILADELPHIA. PA. |
1

AITKIN.KYNETT CO. I %

1400 S. Penn Square, Rl 6-7810

BARCLA
ITALLOYEL

ARNDT. PRESTON. CIIAPIN, LAMB &
KEEN
160 Y. 15th St., 1O £-£100
FLORA
POJACK

THE BUCKLEY ORGANIZATION

2106 linecoln-Liberty Bldg.., Rl 6-0180

EARLE A
BLCKLEJR:

SPONSOR



IN PORTLAND, OREGON
VKLOR BRINGS 1,798,000 ... .. ... i e cop SPOT bt Oreson Tertonns o

EYES™INTO FOCUS ON 0 0 i Sooo 13 b
"TOP SPOT ADVERTISERS! ./ i oot oo e oo sehiered s top pooni,
ming, both ABC nctwork and local.

TAKE A CLOSE LOOK ot some of KLOR's local participating programs Portlanders go for:
1

ACADEMY THEATRE

(film participating)
Ist-Run Million 8 Features
Saturday. 7:00-9:00 p.m.

LADY OF THE HOUSE
with Vere Kneeland
Soted Food-Fashian Authority

Monday through Friday

3:30-4:00 p.m.
TV SPORTS DESK

. RON MYRON SHOW (lacal pariicipaling)

Variety Program
with Gnests and Mnsic

with Charlie LaFranchise

Wednesday, Tharsday, Friday
6:30 pom.

Monday thrangh Frida

2:30-3:00 p.m.

THE KEDS ARE GOGGLE-

EYED aver this live, loeal
participaling program now scen
ficice « week Iy popnlar denund:

FRONTIER SCOUTS

Happy Cambinatian
of Do-lt-Yourself.
NMature Lare and Programs AND
Yauth Activities ADVERTISERS are
Switching to..

= and Ratings are
4:30-5:00 p.m. Zooming at ..

KLOR

Tuesday and Thursday

915 N.E, DAVIS ST. - PORTLAND, OREGON

Represented Nationally by GEORGE P. HOLLINGBERY CO.
l New York * Atlanta * Chicago * San Francisco * Los Angeles

14 NOVEMBER 1955 115



vy ACCOUNTS AODRESS & PHONE TIMEBUYERS

SOLIS S, CANIOR ADY. AGENGY

170 0 oaluur S 1 L1668
SOLIs S
CANTOR

'k CLEMENTS CO.. INC.
1601 ( hestnug St., BRI #0230
ALVIN KING

J. CUNNINGIIAM COX, INC,
in  hestnmra S, 1O 4-4250

JOSEPI ¢,
CONX

DITTYAN & KANE ADV., INC,
Lewers Tower Bldg., PE 5-1346
J. JESSIE
KANE

THIE DOREMUS-ESHLEMAN CO.
15322 Locust St.. Rl 5-2590

JOSEPIT R.
ROLLINS, JR.

THE ELKMAN CO.
115t Suburlian Stntion Bldg., LO 45713

JOSEPrH
FLGART

FEIGENBAULM-WERMEN ADV. AGENCY
1922 Spruce St., 10 7-1466

DAVID
WERMEN
PALT.
PHILLIEFS

TIHE RICITARD A. FOLEY. ADV. AGENCY

15328 Waluwr St., Kt 5-1360

\LICE L.
MOONEY

ERNEST WM. GREENFIELD, INC.

2203 Spruce St., 1.0 8.29.45
FRNEST
CREENYIELD

RALPIE A, HART, INC.

1700 W alewe S, PP 5-8177
RALPIT AL
ITART
HENING & CO.
225 S, 15th Nt Kl 6.3838
. BRAD
HENING
HOPSON ADV. AGENCY
919 Cammereial Trust Bldg., Rl 6-36.44
II. G, NIOPSON

PHILIP KLEIN ADV. AGENCY
L uirersity Bldg., $6¢th & Locust Sts., PE 5-7096
ED. FELBIN

J. M. KORN & CO., INC.

1528 Waluut St.. KI 0.0600
J. M. KORN

LAVENSON BUREAU OF ADV,

1212 Chesturt St., Rl 6-1030
ITARRY A,
FGCBERT
IARKETING & ADV. ASSOC.

Peun Square Bldg.
Phillips Packing Co. § I'AT
ips Packing Co. } Gl CHERVILLE
THE MARTIN AGENCY
Wilford Bldg., 33rd & drech Sts., BA 2.1265

GCERORCE
MARTIN

“EBERIAGEN, INC.
1anl ¢ hestnir St LO, 121199

[ 8
SEBARITAGEN

116

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEB gpg

SAMUEL TAUBMAN & CO.
15481 Snusome St., LO 10792

SAM
TAI'BMAN

TRI-STAGE ADV, CO.
P.SF.S, jldg, Roam 2309, B 4 2.1952

SANM
MUSSELMAN

WEIGIITTMAN ADYV., INC.
1649 ( hestuur St., 1O 13526

NATIIAN
ALEXANDER

CHATTANOOGA . TENN

CIIATTANOOGA MEDICINE CO.
1715 W. 38th St., 5-4521

Black Draught

Soltice

Cardui

Velvo

FRANK
WALSCH

LOOKOUT ADV. CO.

1084 Dunenn Ave., 9-3219

Ilappy Valley Farms
First Federal S;n'ingsi

& Loan Assoc.
Grapette Bottling J

CARL GIBSON

NELSON-CIIESMAN CO.

249 E. 11th St., 6-49-42

RICHHARD 1I.

Fleetwood Coffce | LEMPER

POWER & CONDON ADV.

217 Spring St.. 7-7338
Cavalier Mfg. | GEORGE

POWER
THE PURSE CO.
Sth & Chestnur St., 7-1261
Krystal Hamhurgcrs]
Kay’s Ice Crecam
New rolet | PIILIP
Newton Chevrolet WORTI

American National
Bank & Trust Co.

KNOXVILLE. TENN.

EDWIN C. HUSTER CO.
318 Winona St., N. E., 5-1185

Bush Bros. ]

Winter Garden Co.

Brown Greer Co.

East Tennessee Packing Co.
Tennessee Valley Bank
Rodgers & Co.

Kimballs

J. 5. Hall & Sons

Indoor Comfort Distributors
Cleveland Milling Co.J

>E. C. INUSTER
JACK KRESS

LAVIDGE & DAVIS

Fidelity Bankers Trust Bldg.,, 5-0418

1.ay Packing Co.
ITome Federal Savings & | T
f.oan Assn. .L;\\‘I.DGE
Mt. Airy hnitting Co. [ CIIAS, B,
Swan Bros. | PAVIS

C. M. McClung & Co.

— —_—
&

CITARLES TOMBRAS & ASSOC. ‘

502 S. Cay St., 5-9.124 'I
J. Allen Smith Co. }T().\l LI

Security Mills { McMILLN

MEMPHIS - TENN

COLE CO.

1500 Sterick Bldg., 5-3604

Berjon Drug Co. LESTER
E. T. Browne Drug Co. | ¢OLE .
Kevstone l.ab. [ E. [, ILD
Nix Co. | ING, JR ‘ ‘i

CETZ CRENSIIAW ADYV.
619 Goadwyn institute, 37-3200

J. Stricklaind Co. }gggf_g" ;

GREENHAW & RUS:II, INC.
641 Sterick Bldg., 5-5596

HOLTON
. RUSIE |
E. B.
GREENIIE

i

LAKE-SPIRO-SITURMAN, INC. |
Radia Center Bldg., 5-1571

Blach & White Co. | MRS. LL L1
Plough, Inc. | SIMMON

| ROBERT?.
I\lcxsana—PcnctrOjs'L KEEFE
Joseph’s Aspirin | ART SAGE

ROSENGARTEN & STEINKE, INC.

483 Union St., 37-1566

NORTO>
ROSEN-
GARTEN
LYNN
STEINKI

Stewart’s I'nc.

SIMON & GWYNN

3329 Poplar Ave., 62-1694

American Snufl Co. ] MILTON

Humko Company ( :ll“‘t').\.(‘ ““"'

I'_HASHVILLE. TENN,

C. P. CLARKE CO.

James Robertson Hotel, 61479

D. G.
GOODWI

COGGIN ADY, I &
318-20 Stahlinan Bldg., £2-6481 I *
1]

Associates Finance Corp. ‘;
: CHIAS. U
» Colon’xal Coffee COGCI:\)
State of Tennessee !
CULBERTSON ADY,

741 Sudekum Bldg.,, 6-7882

Hester Baltcrics]
BILL
()(lovl.n Sflmag@s CULBER 08
Vietti Foods \

DOYNE ADY, |
415 Church S¢,, -42-T372 s

Acme Boot Co.
At:as Boot Co.
N.C. & Stl. R) TOM
Neuhofl Packing [ DAWsON
Washington Mfg. Co. |
Werthan Mills |

SPONSOR



|
+“VERY MINUTE

:IE'S ON THE AIR

BULSE

'ATES HIM. ..

TOF MAN

(474

PHILADELPHIA

"DANCELAND

Daily for 32 hours Doug Arthur TOPS WiBG
EVERYBODY. . . . EVERYTHING! No other station (network or

indie) even comes close!

MONDAY-FRIDAY SATURDAY
MORNINGS MORNINGS
WIBG Sta.B Sta.C Sta.D Sta.E WIBG Sta.B Sta.C Sta.D Sta.E

- 10:05] 49148 45 32 30 |1005[53[28 1.3 25 3.6
10:15| 55|51 42 27 26 | 1015|/53[18 1.8 23 28
10:30(59(53 44 25 2.7 | 10:30| 5.8 |25 1.5 23 3.0

10:451 5.8 |5.2 42 27 29 10:45(5.8 (23 2.0 25 3.3

11:00( 6.1 |56 3.9 2.7 29 11:00| 6.5 [2.8 1.8 2.5 38
11:15( 6.4 (58 37 2.5 26 11:151 6.6 123 1.5 3.1 3.5
11:30( 6.5 (53 3.2 22 27 11:30| 6.8 126 1.8 3.0 3.8

11:451 6.2 145 32 30 28 11:45/ 6.8 2.5 18 3.3 3.6

EVENINGS EVENINGS B
6:00| 5.7 (3.9 20 32 33 6:00{ 4.8 30 1.8 28 3.5
6:15| 6.1 |35 2.2 29 3.3 6:15(5.1 |28 1.5 3.3 28
6:30| 6.4 |3.5 2.4 29 29 6:30| 5.8 (2.5 2.3 2.6 28
6:45 6.0 |37 17 38 30 | 645[53|30 1.5 25 3.3
7:00] 4130 20 24 18 7.00| 5.3 (28 21 23 28

7:1513.9 125 1.9 22 1.8 7:1515.6 125 1.8 25 25

Look at the Pulse! Monday thru Saturday . . . in the mornings . . . in the

evenings . . . whenever he's on the air . . . every minute . . . Doug Arthur’s
Danceland enjoys the HIGHEST RATINGS!

What's MORE . . . WIBG backs DOUG ARTHUR’S DANCELAND with BILL-
BOARDS, CAR CARDS, DIRECT MAIL, SPOTS AND WINDOW DISPLAYS
OF SPONSOR’'S PRODUCTS. Don’t Delay

Call RADIO REPRESENTATIVES Today! -/
JULY-AUGUST PULSE v

__________________ / 4

pennsylvania’s most powerful independent

[IBG .
Y O |1°,200 ‘

»
"WATTS =
PHILADELPHIA 2, PENNA. RI 6-2300




AGENCY. ACCOUNTS. ADDRESS & PHDONE TIMEBUYERS
NOBLE-DURY & ASSOC,, INC.
6138s Chureh St, 63117
( 3
2
17dh uel
D ve Wl
fidelity urance
fortune feed Mlls | ALBERT
Frosty Morn Mecats I:‘I,II:LL
fndian Rner Medicine | ¢pippam
Jamison Bedding | HAROLD
ferson Island Salt | TWITTY
Je ‘\:'S X bl' ; | BILL SATTER-
National Life & ! wyprg
Accident Insurance  CHLCK
O'Bryan firos. {work clothes) BRANCII
Reelioot Packers
Temeo {nc. (furnaces,
heaters, dryers, etc.)
Tennessee Packers
Vallevdale fPackers
Warren Paints
Martha White Mills
(tlour, meal, ctc.) J
SIMON & GWYNN
924 Stahlman Bldg., 5-8909
American Tea & Coffce
Blevins Popcorn | W. M.
Rigo Chemical (Kill-Ko) [ HOLDER

Hester Batterics

ADDINGTON, KRUTILEK & PURNELL

3722 Bowser Ave., LA-1134

Quality Bakers (Holsum Bread) } };E‘g\'sLL

ADVERTISING ASSOC.
Mercantile Bank Bldg., PR-2589

BERT CLARDY

AYRES COMPTON & ASSOC.
Kirby Bldg., PR-6328

Scottish Rites Hospital }““‘ES

COMPTYON
BBDO
Mercantile Commerce Bldg., PR-3431
DeSoto | TED 114S-
Easy Washers | A DALISE
MOSIER

DON L. BAXTER ADV., INC.
Melba Bldg., PR-1854
Texas Power & Light ) 1 gy
Carrier Air-Conditioning f(‘.()UI,TER

BEAUMONT & IHOHMAN
1905 Elm Si., RA-5388

PAUL LFECH

Greyhound Bus Lines L MRS. FLO
LAMBETII

PAUL BERRY
1116 Davis Bldg.,, PR.3623

PAUL BERRY

Sealy Mattress
2 TS P ALICE YE

118

AGENCY, ACCOUNTS, ADDRESS & PHDNE

TIMEBUYERS

SAM BLOOM ADYVY.
Fidelity Union Life Bldg., ST-4736

farmer’s Best Fryers
Glazer Wholesale Drugs
Zale’s Jewelry

White's Auto Store | MITCH LEWIS

Skillern’s Drugs }%‘:‘“L{"k?}(‘)“

Semtner Drug | sam PRICE
frincess Gulf Shrimp
Orange Tommy
Pest Guard
CAMPBELL-EWALD
Fidelity Union Life Bldg., RA.2091%
PG GYORGE
Chevrolet BACK
COUCIHIMAN ADY.
25 Ilighland Park Village, 1L0-3888
Blue Cross & Blue Shield ) ALBERT

Armstrong Packing | covenmax
Amalie OQil [ PAUL
Southwestern Investment | MILLER

CROOK ADV.
Fidelity Uuian Life Bldg., ST-5771—RI-1175

Fant Milling Co. )

Pratt Packing | wirson w.

Mrs. Tucker's Foods | CROOK
Style Mfg. | W. W.
Texas Style Mfe. | (p 00K, Jr.
S. W. Life Insurance JAMES P.

Walker’s Austex Chili L ANDERSON
Southland Feed Mills | DON MOORE

. FRANCES
Linz Jewelers | gaNISTER
Davis Hat | R. B.
LAINIIART

Manor Baking
Sledge Mfg. (Tyler Work Clothes)

ID’ARCY
Fidelity Union Life Bldg., ST-1563

Coca-Cola } {)Owl‘?;:RT'

IRA E. DeJERNETT
Emplavers Ins. Bldg., PR 6389

1 1RA
Combination Saw-Tractor LDPJERNETT N
Mort 3 BURKE
:' °,"f Foods | CiLLIAM
Southland Life Ins. l MRS. K.

 BONAFELD

DeLLOACII ADY.
Texas Bank Bldg., RE-4603

GE Dealers

Mama's Cookies

Mitchell Air.Conditioners
(Marlin Assoc.)

JOHN PAYTON DEWEY
2113 N. St. Paul, RI-5051

PETE DEWEY
GANDY-OWENS
Texas Bank Bldg., R1-4603

Baker’s {1air Tonic
Keyko Margarine
Carhart of Texas

W. P. GANDY

GLENN ADYV.
New Republic Bank Bldg., R1-6686

Lone Star Beer :‘[t:;-\l:
Gebhardt Chili | WARD
Texcrete :f]g\cé:‘\
T % P Railroad | TgsjERLIN
DUKE
BURGASS

JIM DeLOACH ,

AGENCY, ACCOUNTS, ADDRESS & PHDNE

GCRANT ADV.
Rio Grande Natianal Life Bldg.

3o

TIMEBUY § ’
il

!

GREGG
Dodge Cars } SHERRY

Dr. ’epper { DAVE
GARRETT

E. R. HENDERSON & ASSOC;
Reserve Laan .Life Bldg., R1-2593

Teg Glyco Inhaler ) g, g, ngy
Western Hatcheries jDF.RSOI\'

HEPWORTII ADYV.
Reserve Loan Life Bldg., RA-2353

Breckles |
Figaro tsf;:"l:w%kﬂ
Texas Citrus WINSTON
I.one Star Frozen Foods | BALL

Child’s Grocery
Laurel Products |

JIM HUFF ADV,
Gibraltar Life Bldg., PR.3139
Meletio ] ) p
Fedders Air-Conditioners { J1M MUFF

KAMIN ADV,
2520 Cedar Springs, RI-3685

Vaporette
Crazy Water Crystals | JACK WYA
Span-O-l.ife Battery | MARY BLA!
PAUL
U.S. Guaranty & Trust | FERWERDA
Lec Optical (Dallas-Ft, Worth only)
LANNAN & SANDERS
Interurban Bldg., PR-1583
JAMES
| SANDERS
. ) FRED FARKR
Continental Trailways | Al CARREL
Wallrite [ TENA
CUMMINGS
JOHN
J pPavLING

MAJESTIC
5008 Greenville Ave., FO-8.7541
R R L. H.

Big 12 Tonic } TOWNER
McCANN-ERICKSON
Cibraltar Life Bldg., R1-1609
BILLY
SANSING
FLORENCE

RICIISTAT-
TER

Cotton Bowl Assoc.

MeCARTY CO. OF TEXAS
Interurban Bldg., PR-1387

Texas School of Practical Nursing }}%E?E\-su

McCRARY ADVERTISING

2717-4 Elm St., ST-2919

Texcrete ]
Crown Western Investments | swiTZER
Oak CIliff Savings & Loan },\IcCRAR\'
Anco Co. J

MceKEE-THHOMPSON ASSOC.
900 Tawer Petroleum Bldg., RA-2191
Southland Supply
Binswanger Glass
Comfort Co. Products

MACK J.
McKEE

McMAINS ADY.
2011 Cedar Springs, Raom 104—R1-6563

) I
Pi-Do Corp. } MeMAINS

Leeco Rug & Upholstery Cleaner ( 1TARRY
McMAINS
SPONSOR




on the Pacific Coast,

{4

“Commumty Merchants prefer Don Lee...

from a survey by Dr. Ernest Dichter

>\ ‘(;;-\‘)
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Grocers...and butchers and bakers and candle-stick makers...don’t really have it this easy
when Don Lee is working for them—a really accurate picture would show our grocer suffering

from “cashiers’ elbow” from ringing up sales.

In a survey of Pacific Coast network radio, conducted by Dr. Ernest Dichter and the Institute
for Motivational Research, community merchants showed their preference for Don Lee by their

answers to these questions:

,, . EXCERPT FROM THE SURVEY: “What radio station reaches
Don Lee ‘J;§ the greatest number of people? 68% named a Don Lee
station. What radio station reaches the people who do

dYacific Coast

the most shopping? 50% named a Don Lee Station.’

Radl 0O This is only one of many significant factors Dr. Dichter found
responsible for the reputation of the Don Lee Broadcasting

System on the Pacific Coast.

W For a viewing of the film presentation, “The Depth of Penetration of an

BQ LE‘.& Advertising Medium,” write to H-R Representatives, Inc.. or to the Don
J‘Jy‘ s | Lee Broadcasting Svstem, 1313 North Vine Street, Holly d 28, Calif.

RADIO
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THE NUCLEUS OF A 114-HOUR WEEKLY SCHEDUI.E THAT ANNIE DAKLEY § ECAP ]
SERVES AND SELLS 161,360* TV HOMES IN 4 STATES. | ' “nus"us YOUR
*Television Magazine— MNav., 1955 . Carnatian UH
, —Imore g GUY LoMeARDD|
| DOUG EDWARDS | DOUG EDWARDS | DOUG EDWARDS | DOUG EDWARDS | DOUG EDWARDS | FUNNY |OF st d]
A.K.P. Pall Mall Ronsan ' Pall Mail Ransan Toni OE | )
‘ 1 1 e T PRIVATE SECRETAR)
: OPRY
ROBIN HOOD | NAME THAT TUNE Movmuomcx LONE RANGER RANK LEAWY | rpoNTIER ey ol
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DIGEST TEXAS IN REVIEW | ARTHUR GODFREY |  BISHOP SHEEN 1} Y  TAGE SHow "
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Packard o Folitaft Nestle SULLIVAN
| BURNS & ALLEN - « CBS-Columbie o SHOW
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‘ Bufternuf : and g Camels . Llincaln-Mercury
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ILOVE LUCY | DANNY THOMAS MILLIONAIRE Chyrsler | CROSSROADS Twc‘)“gggvm - G.E THEATRE
P. & G § i i :
Gon. Foods | P(:Td:\:”’ : Colgae Corp. ‘ Chevrolet old Gald | G.E
_ : ; / - L | . ’ Sheaffer 1}
DECEMBER RED SKELTON _~"|  yvE goT A FOUR-STAR PLAYHGUSE ‘ R NITCHCOCK |
BRICE  [Pet  Teone |  SEGE PLAYKOUSE | g graps |75 AUWABS] 1 ppesets |
Gen. Faads :. " MEET MILLIE { Winston Bﬂss'?rl‘-ghz\r/efs Schlitz 1 ree - Bristol-Myers
' ' — 2 L STAR ts |
: 4 APPOINTMENT WIT
MR. AND MRS, ‘ ,. T THE Lneve E
NORTH $64,000 QUESTION STEEL HOUR. BOB CUMMINGS : o s GUNSMOKE | JUBI- ADVENTURE
Helzug ‘ e g.s. Winstdn, V'iceroy' ' Chesterfield | LEE ;; 8
: -l ) ok  Steel ; ] ¥ Revlon
4 j ‘ - 1 PERSON TO ‘ DAMON
: BADGE 7v4 | MY FAVORITE 4 ek LELEBRITY | A w
Evergreen Mills K /" 20th CENTURY N lgin~~ Remington | ruey | fion Oil
B e FOX HOUR Dilerd's | HHATS MY UNE| sumarine| |
st | MASQUERADE | . _ N e S D e |
~ cRoucko Mare | MASLER MILTON BERLE | LORETTA YoUNG | DEILAR & HIT PARADE | BREAK THE BANK
DeSoto ; Esquire MARTHA RAYE ! P & G. . Lucky Strike Dadge.
Geritol Whirlpool S & : Moge oS Hudnut | °
s, Sunbeom SOREFOVEE S S, | , : ]
v RCA E 0 ] .
JUSTICE IT's fIFgRW " /Chevroter | PEOPLE'S CHOICE |  CAMERA FOUR ) }g; (\Jf;ggw
; /" BOB HOPE ( \ LAWRENCE |
Tareytan | Chrysler BETTY HUTTON » Borden. ( Kay's WELK Armstrang
THE HUNTER
PROOF OF ADVERTISER ACCEPTANCE ON THE Dodge I Tofon

100,000 WATTS

C B JNTERCONNECTE
TV ABC

Now Telecasting Network Color

Represented By
T E XARKANA Venard, Rintoul & McConnell, Inc.

c H A “ “ E l 6 TE x ¢ ARKANSAS Walter M. Windsor, Generc] Manager




# §, ACCOUNTS, ADDRESE & PHOKE

EETE=HEVTTERD
TR ITTEN Pi-TRaes

ALY,

Vprerican Wine amd  Dngeirct
pllypwoesl Civerhend |eoar
Pexline 1“aint

Slomeh T ire

tanlafl ol Prallas

L MORELAND & GOy
bk Union Life Nldg., PR-1911
W Shanhause & 5o, Tic,
Vrare Paiois
Tenas Textile Mills

I_'.\ G
adiure, 1N 2900

Tenmrsen 5 atiress

HACEY & ASSOC,
Mapie, PR-TI0S
Trelaware fanch
McAlester Fucl
American Wooxd Window
5P,

ALL-PERIRY ADY.
y tna, fildg., PR.3T7Z9

Bowedeker Verner Motors
Modérn tHds

Maler Rros,

Diallas Morning MNews

LIEVE ADY,
tife Bank Oidg, RI1-4035

AMagnalia Petrolcum

J

s =Arn
liboan Life Bidg., RIf04d
Natianal Cotton Council
futlemon Honey
learbosm S10ove
Deaslbarn Evaparative
Fourth Army
Continental- Fioneer Airlines
Taviar Bedding
First & atioandl Bank
Uvalde Rock & Asphalt
Guilerson, 1nc.

P intovw e Mators l

TIMEBUYCRA

[ITRT]]
sHEtiEnh
JERILY
AFEITET

n. I,
MORFT AN

Femtron 1
Tenvlhist $ BILL MEEKS
Nic Rid |
1"OWELL ADY.
‘arliale, RI-923F
RALI'H
RORBINS

R. ¢. POWFLL
DUR ZACHA

MRS,

FYELYN
WESTFALL
FRLE RACEY

i
RANDALL, SR.
h)

RANDALL, JR,

M. RAT.
CLIFFE, SR.
MORELLE
RATCLIFFE,
JR.

RANDALL
BROOKS
MARY ANN
BACCUS
DAVE
McCONNELL
FITOWARD
FISIIER
WILSON GOSS
DOROTHY
CANTRELL
HFRRBFRT

J-B Paints
Insurance Co. of Texas

RAUFEF & RYAN
Lnion Life Bldg., RI-6$53
Rug Sheen

Fritos (ex. of Texas)
Lone Star Gas

L OND=s & SINIMONDS
K acbron, 1'1-8064
Universal Mills
Craft Hosiery
Luby'’s Cafeterias
Child’s Grocery
Owen Sausage
Liquid Smoke
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Kracketts Co. ]

ROGERS

J. C.SINDMONS
FRNIE LOVAN

[ ED GALINES

ALEX PAPPAS

AL
PERKINSON
JACK
CRANDALL
ROBERT T.
HERZ
CHARLIE
NOLAND

AGCHCY, ACCOUNTS. ADDRESS & PHONE

JAMES 1L SUSONG
Fidelity Union Life Bidg., ST-5593

Simple Simon TFrozen Pies
Cabell's

Power [eeds

Wendland Grain

Dallas Air-Conditioncers

TIMEBUYERS

JIM SESONG
DORO TN
STLCKLERU RG

TAYLOR-NORSWORTITY, INC.
Trintts Universal lildg., 20 N. HRorwood, PR.7773

Airmail {losicry
Lone Star fioat

Amcrican Liberty Qil 5

W, W. SHERRILL & CO.
2009 Cedar Springs, R1-4474

State Fair ol I'exas
{nterstate Theatres

J. WALTER THOMPSON
New Republic Bank Bidg., RI-4584

Ford Motor

TRACY-LOCKE
2501 Cadar Springs, ST«4741

Burrus Mills
Resistol Hats
Borden

Duncan Coffee
Mrs. Baird's Bread
Comct Rice
{mperial Sugar
Fritos (Texas only)
Adleta

Reserve Lile {ns.

J. D. “DOC” WILLIAMS

3908 Lemmon Jdre., JL7977

Proctor’s Salads
Cucllar Foods
Sil-O-Shcen

TED WORKMAN
Natianal City Bldg., PR-4247

Saladmaster
Western Co.
Honey Box Salmon

TOM NORS.
WORTHY
PIILLIP
WOLFE
SIHHARON
SULLIVAN

J. B, TAYLOR

RILI.
SITERRILL
GENE KEY

V5. WILLIAM
BRAUER

\ WALTER
MeGREEVY
DEAN

J WILLIAMS

5

RONWT, 1,
PRIES

HERR F.
LEITMIAN

s ERNESTINE
PARKER
LARRY
DuPONT
PAUL GIRARD

DOC
WILLIAMS
BEVERLEY

| LITTLEJOIN

TED
WORKMAN
BORB PIGC
| J0AN
l BAGCETT

FORT WORTH , TEKAS

ROWLAND BROILES
Dan Waggoner Bldg., Fannin 2261

Bandera Hat Co.

CLAUDIA
RENGE
JOIIN 8,
STEWART
MAXWELL
GOODMAN

AGENCY. ACCOUNTH. ADDHRESS & PHONE TIMEBUYERS

EVANS & ASSOC,

Dan Wnggoner lildg., Ldison 95217

) ALRERT
ILVANS
Bewley Muls | WML €,
Withamson Dickie :';'T?‘l(l\l?
Justin Boot Co. 4 ) &
Tutemunt Datfies | UNDILL
Phoen { s STAN
ey cenneswer, Banner) SCHTENTITR
| kan,
{ OLLINS

GLENN ADY.
Firer Life Bldyg., Fanuin 4876

Daottie’s Quickie Conkies ) RAY K.
LIFNN
JOHN
McDounald {Litcheries J STEWART

Globe T abs,

White Swan [owds | AL G,
o MeDANILL
Conro Work Clothes M IOE TELL

JACK HOLMES & ASS0OC,
T & P Passenger lidg., annin 7635

Neechi Sewing Machine Co.
freland’s Chili

Fort Worth Livestock

Best Yeu Foods

[.azenda & Bankers Sp. Cigars
Archer's Champ Dog Food
Vita-Way Corp.

National [Tcalth & [.ile {ns.
Morrison Milling Co.

JACK ITOLMES
t TED  NELSON
JOE EYANS

WILLIAM JARY
1115 W. Fifth, Fortune 899§

Texo Feeds }llll.l. JARY
READ-PETTY
1111 W, Lanecaster, Fannin 7605

Mission Beverage } ‘;{LFAI,;I[[:\

SIMMONDS & SIMMONDS
Neii P. Anderson Bldg., Fortune 4710

Red Chain Feeds

p i JACK
w, Tcxa's :\pphan'cc CRANDALL
Dalton‘s Best Maid
YATES ADYV,
1020 Summit Ave., Fdisan 4473
TOM YATES
Nocona Boots } PAUL

RERTHELOT

ALLSTATE ADYV,

3607 Yoakum. Jdckion 2-5863

DICK MINNS

ADLSADY. CO.
4902 Travis, Jlcksan 8-3176

Roval Crown Boulng ) .
Danicl Tire { SHACKEROFF

THE ANTIIONY CO.

3311 Monirase Bled., J1ckson 8.1821 & 8-1334

1P,\L'L
ANTIHONY
syouthern Sclect Beer ELLEN
LOVINS
VYLIN ADY,
004t Lovent Rivd., Jdckson 9-3766
General I'roducts Co.
Kazmeier's Assoc.
Ieverton & Co. Conners | goRr AYLIN
Rheem Mfg. Co. [ JO MOORE
Second Natl. Bank
Chifders Mlg.
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AGENCY, ACCOUNTS, ADDRESS & PHONE

A, S. BLACK & CO.
5105 San Jocinto, J ichson 9-4101

Larl McMillian
Housten Packing Co.
Sears- Roebuck

A. S. BLACK
BILL BRYAN

BOONE & CUMMINGS
3003 louisiana, JAcksva 835377
GRAIIAM

BOONE
j MALCOLM

Great Southern Life Ins.
City National Bank

CUNMMINGS
Sharpstown Development Co.

LAURI
SCIUTT

BOZELL & JACOBS
$21 Caroline, FAirfax 3-1106

.o . R CARI
United Gis Corp. ) STOREY
Consolidated Venetian Blind { JACK
STEWART
BRENNAN ADY,
1414 W. Clay, JAcksoa 4.7581
FARL
R BRENNAN
lHouston Bank & Trnst JONN
McGARY

CABLE & ASSOC.
1231 Pedea, JAckson 3-£133

Roto-Rooter }I.-\(ZR CABLE

CARMONA & ALLEN

1607 Jefferson, ( Apitol 1-2801

Greater Ilouston Motors }\‘ALE BROWN

CHARLES CROSSON & CO.
3803 Maia, JAckson 8-1523

CITARLES
CROSSON

D’ARCY
1715 W. Webster, lAckson 4-2111

Hou. Lig. & Power Co. }BOB WILSON

FOOTE, CONE & BELDING
510 Taft, JAckson 8-5461

STEVE
WILHELM
EARL
RICITARDS
J GRACE
SPANIIIEL

Grand Prize Beer
Champion Oil

GLEMNN ADY.
1015 Sterliag Bldg., CApitol 3-2729

JOIIN FRASER

GOODWIN-DANNENBAUM ADV,
4814 LaBraach, ]J.Ackson 8-0546

JOIIN PAUL
GCOODWIN
IENRY J.
DANNENBAUM

O. J'S Beauty lotion
Texas National Bank
Napko Paint

GREER, ITAWKINS & AGUILLARD ADYV.
4714 Fannin, JAckson 2-5191

WENDELL
ITAWKINS

Trans-Texas Airways
Houston World’s Fair

- . O ANN
S. Republic Lifc Insurance :(()I’ECK\'
Gulf States Paint | ED ALLEN

GREGORY-GIEZENDANNER CO.
3005 Louisiana, JAckson 3-7383

LLOYD
GREGORY
CITARLES
GIEZFEN-
DANNER

J MYIRA
WIIEELT'R

Al Parker Buick
J. A. Walsh
Paty General Tire Co.
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GULF STATE ADYV.

2714 Danville, JAcksva 9.9193

Weingatten's
Interstate Theaters
Robinlicod Eggs

A. D, MARKS
JO ALESSAN.

DRO
shelby Biscnit Co.
KAMIN ADY,
4610 Main, JAchson 6-1181
Finger Furniture
Levit's Jewelers | LESTER
A ’ KAMIN
Tosk’s BILL
Gulf Coast Stores BLUMBERG

Golden Age Botding

McCANN-ERICKSON, INC.
900 Lorett Blvd., JAchsan 94191

Ilumble Oil & Rtﬁning]
West Texas Cotton Oil
First National Bank

Hou. Natural Gas System
Texas Rice Growers Assoc.
Deuntler Maid

Kuhn's Paint

KERN TIPS
GENE IIEARD

RITCIIIE ADYV.
Raak of Commerce Bldg., CApitol 7-1828

. DAVE
Fehr lmklng Co. 1 R;‘TC"[E
J LOU GLAVIS

RIVES-DYKE CO.
2503 Robinhovod, JAckson 4-8143

Stewart & Stevenson

Metallic Bldg. | FARL RIVES
National Bank of CommerceJ ’ ’

RUTHRAUFF & RYAN
Old Yatl. Life las. Bldg., 5615 Fanain, JAcgson 4-7531

‘Texas State Optical } TED KEADY
Red Arrow labs. { GLENN FORT-

ENBERRY
TRACY.LLOCKE
2332 W'. Nolcombe Blvd., MOhawk 7-3306
CLAY

Duncan Coflfee l STEPIHENSON
J TOM DALEY

VARGA ADY.
West Bldg., ( 1pitol 7-6956

Acme Airco )
Star Steel Supply[ o
Bob McDougal Sewing rDA\E VARGA
Machine Co. |

AN ANTOMNIO. TEXAS

TIHOMAS F. CONROY
1101 Majestic Bldg., Capital 7-3456

1 THOMAS

Lone Star Brewing | CONROY
(south half of Texas only) | MARGARET
. . . STAIR
Pioneer Flour Mills { b yvE
H & H Coflee { GUTIIRIDGFE.
ccr Oats | JACK SLICII.
Quaker Oats ENSTAIER
Saf-Tan | EyERETT
LIABOE

CUSICK-SCIIWERKE & WILD
200 Tarm & lName Bldg.. 403 E. Travis, Fannin 0973
Patio Foods
Fatin & Home Savings & Loan
Knowlton Dairy

NORMAN
SCIIWERKE

ACENCY, ACCOUNTE, ADDRESS & PHOMNE
GCLENN ATV,
Troasit Toewrr Wide, Capitel 7-2369

TIMEE LRy

I. M. Chivashier F]“J“

IIOLLELA
PITEUR ADY. 0y,
2% dmditorive Oirole, Belmonr 36131
JOIIN T
PFITLUK,

. PAT Wi
Starkist Tuna | Jack g
Tearl Beer | FITLURG
Alame Livestock Commission | :‘:‘I:"’En‘
Fab Sprav | ].I_-'U;:E. |
HI'BBAI
| CIARLID
CAROGLL

WYATT ADV.
M Nervarea, CA 62026

Freiderich Refriz, ) cpapny
Fox Company | CAROLE

REYNOLDS-ELKIN

271 Toler Bunk Bldg., 46714

Gadgel Show (TV) | FETTY

' I REYNDIS

WACO, TEXAS

CIRCLE ADY,
P., Eox 2088, 2.7300

Vounghlood's Pouliry ) MIKE

SOUTIHWEST ADY.
2508 Washingtoo, 43301

Blochannel Appiinnos | BAY TEHN

RICHMOND., VA

ADVERTISING ASSOC.,; INC.

1 N. 6th S,

CABELL EANES. INC,

100 W. Maia St.

CARGILL & WILSON
11 So. Secaad St., 3-3-£85
A/E — ROBERT WILSON

RADIO & TV BUYER — E. MANNING R

Larus Bros. Wll..i“."‘:' J
(Domiuo Cigarettes) { E. MANTE
R_URIN

RALPIH L. DOMBROWER CO., INC.
HALPH
nos 1
EASTERN ASSOC. |
2902 W. Clay St,

RAYMD
BERRY
wiLLIAS
SHOTWIL

SPONSOR
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RicyY. ACCOUNTS. ADDRESS & PHONE TIMEBUYERS
I;j -

LL-NEAGLE, EINC,
g W, Franklin St
RAYMOND

Y ALL L gOTSFORD, CONSTANTINE & CARDNER | BAKRER, JOHNSON & DICKINSON
uall C. W. NEAGLE ) ) o TH0 N, Plackiaton (3), Brosduay 2.6083
i VRS, ALLCIA 1800 Touwer Bldg., Fliot 1523 7
TIMEWFLL g T ol
Olympia Brewing |} ' " I ) JASIES
8. . S, Sy B P HEVERLY HARER
L°CHUM, MACLEOD & CROVE, INC. A

w0 al Nativnal Bank Bldg. RINSCIINER

COLE & WEBER
920 Republic Bldg., Eliot 7377

CHAILLES
CROWDER
N . BARNES ADV. AGENCY
Washington State Apple Comm. I DAVID TITUS 312 E. Wiiconsin 2}: Daly #-2393
Wu. state Potato Growers f FLOYD FLINI

L G-SMITII ADY. AGENCY

18 Fourth St., 7-3065 JOUN ARNES

ItAY

ILUSSFELL
iy . . S s > e . WHOLIITAS
L«\-l‘f" MILLER, MacKAY, HOLCK & HARTUNG
IALDP
SMITH 510 FVirginia St., Mutual 6363 CAMAM, COSTIGAN, INC.
DSEY & CO, Bardahl Manufacturing ”’(')"_[“‘h 710 N Plankinton tre., Bronduay 13075
8 Fourth St., 730063 o Hevi Duty Electric Co. ) IL D, €.AMM
' Southern Biscuit Northw " ! "cj'ntll IGAN
outher ! DOIOTIY YACTE ATION »w .
(FEY vaniin Watc | PRI, | PACIFIC NATIONAL ADY. ' |
2128 Fourth Ave., Eliot 1401 CORMACK, IMSE-BEAUMONT ADV, INC.
LI STAPLES ASSOC. Fisher Flouring Mills | GEICTRUDE M. 2755 N. drd Sty Franklin 2-6840
¢ Building Washington Fruit Comm. :l:}‘:;\'\ Marathon Corp. ) | -
TITZHUGI Oregon-Wash. Calif. Pear Bur. | spragUE Wi I . IMSF
* STAPLES
U\E, HIEFFNER & COOKE RUTHRAUFF & RYAN CRAMER-KRASSELT CO.
,
3 ; 733 N ¥ turen St ) 5
). Crace St Northern life Tower, Eliot 1572 733 an furen St. (2), Daly 8-3500
| ED STONE Fvinrude Motors
MARVIN Nalley's Inc. ) | Rolfs 1.eather Accessories (Tv only
. : LOIETTA
HEFFNFR Vernell's Fi andies | GERRI ) i \
T ENIELE , ernell’s Fine C1‘r3 €S CIARDSON . Ihc?c x_llom IAIIATL
COOKE M-D Tissue | \Wi

'BROADCASTERS THROUGHOUT THE COUNTRY FIND...

Time, worry and expense can be saved by
calling Northwest First. John Birrel, our
] Employment Counselor may have just the
person you need. There’s no charge for this
service and you are assured of well-screened,
professionally trained people.

Here's why Broadcasters prefer
Northwest’s graduates..;

® Over 16,000 square feet devoted to stud
trol tooms, and student servicing.

® Five complete image orthicon camera ¢
® Six complete control rooms with profess

il

¢

soles, rack-mounted tape recorders, dise order
turntables, monitors, switchers.
, ® Film editing equipment.
® An Udt)tﬂlldin‘: staff of protessional 1 uctors

who are 7.wreacn1..‘y WOr :\i.Jg at network affiliates—

NBC, CBS, ABC.
® Practical training. Professional trainees learn by
doing — actually participating in c circuit
productions.
Your collect wire or call is always welcome
Call Northwest first. Our Employment
Counselor . .. John Birrel . .. assures you of
immediate, personal attention.

HOLLYWOOD, CALIFORNIA 1440 North Highland

= . HO 4-7822
CHICAGO, ILLINOIS. . . s % « 540 N. Michigan Avenve
DE 7-3836
WASHINGTON, D. C.. s & . 1627 K Street N. W,
$ ) RE 7-0343
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AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

1]

& N Ya INC.

)

§ LIMACHER

1" S, ¢ NS
39 N. Br 6-59-44
O IV DI LFRAL . SEAMAN
HOFFMAN & YORK

N. Third St. (3), Brondway 6-6510
rafs Soda Water
Gettelman  Beer

Shaler Rislone

JOE
MULVANNEY

KLAU-V AN PIETERSOM-DUNLAP
744 N. Fourth 81. (3), Marquette 8-6780
Holsum Products )

Robert A, Johnston LF,E(‘: I.R
S G i ARCIIE
Cookies & Candies E P. RITZ

General Mills (Feed Division) | :

MATHISSON & ASSOC., INC.
411 E. Mason St. (2), Broadway 6-7181

ACK
WISN TV gE\‘ERSON
Aliller High Life Beer b ED BALL

. . ROBERT
Petco (Clark’s Super Gas) | GEARY

MAERCKLEIN NELSON
622 N. Water St., BR. 6-984-4
West Bend Brewing Co.

PAULSON-GERLACH & ASSOC.
606 W, Wisconsin Ave.

Otis E. Glidden WERBSTER
Rippon Cookies { KUSWA

AGENCY, ACCOUNTS. ADDRESS & PHONE TIMEBUYERS

KEN SEITZ ASSOC.

TI0 N, Plankinton, BR. 2-0505

Horlick’s Malted Ailk ) DON
Fromm Dog Food y.\IcCLELLA,\'

WM. G. TANNHAEUSER
623 N 2nd St., BR. 6-7555

RADIO-TV DIR.—JAMES JEFFORD

* * %K

COMPARAGRAPH NOTES
(Continued from page 104)

State Farm Inc., NL&B, NBC, F 10:30-11 pm

Sterling Drug. D-F-8: ABC, P 9:30-10 pm

Studebaker-Packard, R&R: ABC, M 8-8:30 pm

Sunbear, Perrin-Paus, NBC, T 8-9 pm

Swects, Moselle & Elsen: NBC, Sat 10:30-11 am

Swift, JWT: McC-E: DTN, Th 1:45-2 pm

Sylvanla, JWT: CBS, Bat 7:30-8 pm

Texas Co., Kudner: NRC, Sat 9:30-10 pm

Tide water Assoc. 0il, Buchanan: ABC, M Th
7:15-30 pm

Toni Co.. W&G, CBS. M 8:45-9 pm; W 8-8:30
Pm; M, W 11-11:15 am; alt Th 10:15-30
am; DBurett: NBC. Sun 7-7:30 pm; CBS.
Th 3:30-45 pm; Sat 9-9:15 pm; Tatham-
Lalrd: ABC partic S 8:30-9 pm

TV Time Foeds, direct: CBS, Tu 5-5:15 pm

U.S. Steel, BBDO: CBS, alt W 10-11 pm

Vicks, BBDO: W 5-5:15 pm

Wander Co.. Tatham-Lalrd: NBC, W 10:15-30 am

Warner-Hudnut, K&E: NBC, alt Sat 10:30-11 pm

Webster-Chicago, JW Shaw: NBC, M 7:30-45 pm

Welch Grape Julce, DCSS: NBC, alt F 5:45-6
pm: ABC, T 5:15-5:30 pm

Wesson Oil. Fitzgerald: CBS, Tu 12-12:15 pm

Western Union, Albert Frank-Guenther-Law: Th
9:30-10 pm

Woestinghouse, McCann-Erlckson: CBS, M 10.11 nn

Whelan Drugs, Product, Du Mont, T 9-10 pm

Whirlpool, K&E, NBC, T 8-9 pm

Whiteball Pharm., Biow-Beirn-Teige: CBS, Sat
9:30-10 pm; CBS, M 7:30-7:45 pm: T 7:30-
8 pm; NBC W 10:30-11 pm

Wrigley, R&R: CBS. Sat 7-7:30 pm

Yardiey, Ayer: CBS F 11-11:15 am

BEVILLE VIEWPOINT
(Continued from page 31)

NARTB is trying some
Much work has already
We at NBC want to se
I don’
know exactly what it’s going to be bu
I hope it will be more acceptable tha:
the old methods which stem back t
radio’s BMB method. 1 don’t know
what Nielsen will come up with either
but if NCS #2 is like NCS #1, it i
unsatisfactory so far as I’m concerned
The industry must develop something
that is acceptable and unassailable
We think that, like the NARTB study
any coverage study should be submit
ted to the ARF for approval anc
should be thoroughly field-tested anc
validated hefore broadcasters, adver
tisers and agencies are asked to sub
scribe large research funds for it. ARL
and Nielsen each have a proposal for -
1956 survey so that the present out
look is for more confusion than en
lightenment. | believe we should trr
to fill the gaps in our present data ti

get up-to-date information we can us:
in 1956. * % 3

more often.
thing new.
been done.
what will come out of it.

SUNDAYS (daytime)

32,6% 1st PLACE

MONDAY
thru SATURDAY

WOLF

Share of Audience

Mornings 8 A.M. - 12 Noon 16.9% 2nd PLACE
Afternoons 12 Noon - 6 P.M. 33.3% 1st PLACE
Evenings 6 P.M. - 10:30 P.M. 29.7% 1st PLACE

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-
phones, and monthly sales comparisons. Ask for your

copy of The Syracuse Inside Story.

SUNDAYS - MONDAYS and ALL DAYS

WOLF has a lion’s share of audience

RATING for RATING
RATE fpr RATE

n

CENTRAL NEW YORK

it's

SYRACUSE, N. Y.

National Sales Representative

THE WALKER COMPANY
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BON MARCHE

(Continued from page 37)

other wav on the air. Instead, the 'Y g C
store teams the two media together { 7 )
and steps up the effectiveness of each. v
Said Sales Promotion Manager Jolhn '
Keeler: G
“In virtually every instance, radio i / % .
copy calls attention to the newspaper W\ j % << P
ads on the same item. Generally, a / 7 ) e
sound effect or other attention-getting \\\\ / y / , o o "':,w;
device 1s used and the lead calls at- X * ! 1//»-——-—\’\ ‘ /),/‘/“" 4
tention to the primary sales point of N\ 2 % M
the item or event. B3 T s , / L é
*We seldom, if ever, expect the lis- & 2 - . 1 %/
tener to remember more than one h AN\ N e /"'é
price, particularly if comparative /'/' //\ \ \ 5 "'”%
prices are used. Also, we do not ex- 4 3 ' A B -

/

i
pect listeners to remember what we ‘ P
P v g
sav todav any longer than tomorrow. t h e S P O I Y e
“Mondav-morning copy refers to £ K

‘yesterday'’s ad’ and urges the listener | B
to be there carly when the store opens 32
at noon, reminding them that they can he ard ) round v A
shop until 9:00 that night. Monday- N

afternoon copy is aimed largely at

evening shopping and the fact that the '
gvent is now in progress. the ‘N? OI‘
[ ]

“Unless a follow-up newspaper ad
is run. radio copy aflter Mondav morn-
ing does not refer to the newspaper

\x X
&Y

\\\

L]
N\

NN

advertising, but carries on with spe- " . b
' cific items and prices for the cvent. M . A

building up to ‘last day’ copv at the %,
close of the event. / e

"The results of this radio plan have
been most gratifying. [Increases in
h business for annual events have run

from fair to phenomenal with great
| consistency.”

{NOTE: Individual results of Bon
Marche air campaigns will be detailed
later in this report.)

o Live-vs.-recorded: “To maintain
store identification and consistency in
our air campaigns, and to avoid the
tendency of some disk jockev announc-
ers to overemphasize the ‘personality’
at the expense of the copy, we tran- |
scribe all our announcements.” said

agencyman Peter Lyman. “using one l
or two of a trio of announcers who |
were selected from an audition of ap-

proximately 15. By rotating between !
the three, and hy the use occasionally f

1866 people responded to
one week’s announcements on KSL
Radio’s “Music After Midnight.”” Letters
poured in from 38 of the 48 states, Alaska, Hawaii,
Mexico, Canada and as far away as Guadalcanal, over
6200 miles from Salt Lake City.

...and the spot heard 'round the world RESOUNDS
in the 1% billion dollar Mountain West Market
where each day two-thirds of all the radio
families hear KSL Radio, and 9 out of 10
listen throughout the week.

KSL :adio .. Salt Lake City

Represented by CBS Radio Spot Sales
50,000 Watt Voice of the West

of two-voice—but not dialogue—an-
nouncements we keep some variety.

“We also vary the sound effects and
other attention-getters so that our copy |
does not hit a ‘pattern’ that will make

- listeners tune out mentally through fa- |
| miharity. A musical jingle is used

Mail Response maps available upon request.
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for promotion of one specific credit man revealed. “About every second
are currently planning  week a special value in the paint de-

the production of another jingle for  partment is advertised. When there is
ewide promotion that will no special to advertise, general mer-

3 ! cousiderable period of  chandise copy, featuring the brand

i name and completeness of the line and

e [Program commercials: As men- the service, is used.

tioned ecarlier. Bon Marche is a ma- “On the other six newscasts each

jor Seattle program buyer, using a day we either feature big. storewide
total of seven capsuled newscasts daily  promotions with copy similar to our
on two local stations, KOL and KING. spot announcement packages, or de-

“One news period per day 1s used vole these commercials to the promo-
for the promotion of an exclusive tion of credit plans. In no case do
paint line carried by the store,” Ly- we ever use radio —or anmounce-

18 I

presents

“MILESTONES”

for
DECEMBER

BMUD’s series of program continuities, entitled *“Milestones,”
focuses the spotlight on important events and problems which

have shaped the American scene.

December’s release features four comiplete half-hour shows

I
|
|
—rcady for immediate use—smooth, well written scripts for a
variety of uses.

{

“LATIN AMERICAN CARNIVAL"
December 3, 1955

“THE FINNISH MASTER OF SYMPHONIES”
(Sibelius’ 90th Birthday) '
Born: December 8, 1865

“FUN WITH MUSIC
(Best Jokes of 1955)
December 24, 1955 |

“YEAR END REVIEW — 1955"
December 31, 1955 ‘

|
Full half-hour presentations . . . simple to do, saleable. excellent listening. |

Usually four per month, sometimes five. Each script commemorates a special
date or event of national importance.

LI

“Milestones™ is arailable for commereial spon-

sorship — see your locdl station for details.
BROADCAST MUSIC, INC.
589 FIFTH AVENUE . NEW YORK 17 N. Y.

NEW YORK o CIHICAGO o llOLLY\VOOD o TORONTO o ‘HO'\TREAL
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ments or programs—for a strictly in-
stitutional approach.”

e Timebuying tips: Bon Marche, al-
though it had used radio as far back
as 1935, had to make up most of its
own ground rules on timebuying
when the newspaper strike of two sea-
sons ago forced it into a heavy air
schedule.

This is how Lyman describes the
store’s philosophy in radio purchas-
ing:

“When the extreme pressure of the
storewide promotion was over and
after the strike ended, a considerable
amount of study went into the selec-
tion of the stations, days and times
to be used for continuing radio pro-
motion.

“During the three months of the
strike, we had built up a sizable quan-
tity discount on most of the Seattle
stations, and with plans to continue

* * * * * * * *

¢¢We have found that radio is unbeat-

ably flexible——and its elasticity is one
of its greatest assets.%?

ROGER BUMSTEAD

Media Director

Darid J. Mahoney, Inc.

New York

* * * * * k¢ * *

the use of radio throughout the year
we were able to contract for enough
time to earn further sizable discounts
on three or four stations.

“The problem was to decide which
three or four stations would be to our
best advantage.

“A study of the survey ratings in-
dicated that the network stations, while
carrying top-rated network shows, had
fairly high average ratings, but when
broken down by periods when they
were not carrying top network mate-
rial, they were frequently even lower-
rated than the better independents in
the area.

“And. since most adjacencies 1o
high-rated network shows were al-
ready sold to national spot buyers,
it was possible, generally, only to buy
their lowest-rated adjacencies and par-
ticipations.

“On the other hand, while the inde-
pendent stations never reached the
high peaks attained by the network
stations. their averages, hour-in and
hour-out, were quite lealthy. We
could see that several of them together
offered an average audience coverage
total that far exceeded the individual
network station averages.

SPONSOR



“Further comparisons of the rates,
figured on the basis of the possible
carncd discounts through the end of
the year, showed that we conld bay
an annonnceinent on four or five in-
dependents for the cost of a single an-
ponneentent on one network station,

“We average approximately 507
to 557 of the total <ets in use
thronghouat the day with the fonr sta-
tions three of which are independent
and the fourth an ‘independent type’
network operation. So, by using run-
of-schedule spot packages on the four
independent stations, we find that we
buy the greatest coverage for the low-
est cost that is available.™

The big pay-off: Does the formula
bring results?  Admen can judge for
themselves from these examples:

o Last June, using both radio and
television for a sale of Black Bear
men's sportswear and work clothing.
Bon Marche racked up “the largest
increase for the week preceding Fa-
ther’s Day among any of the 75 stores
in the Allied Stores chain of which
Bon Marche is a member.

e Again teaming radio and tv, Bon
Marche staged a warehouse sale last
\ugust during which the store grossed
the largest week’s sales in the 56-year
history of the establishment over
$500,000.

e Radio has even enabled the store
to switch some long-standing tradi-
tions. “Last November,” agencyman
Lyman recalls, “it was decided to
make a change in the date of the reg-
ular *Month End Clearance.” For 56
vears. 12 times a year. it had been
held on the last Friday of the month.
This past vear. because of the annual
Santa Claus Parade. it was moved up
a week. with a possiblv  disastrous
eflect on this important event. We
used a heavy radio spot schedule along
with the usual newspaper space. The
result? A 07 increase instead of
the expected loss.”

s Also traditionally, retailers feel
that “nothing is deader than the day
after Chriztmas.” Radio changed even
that for Bon Marche. Reported Ly-
man: “Another spot radio schedule on
Sundav. December 20. tied in as the
others were with newspaper space,
gave us a bigger dav on the 27th of
December than the day before Christ-
mas was. That, too, was the first time
this had occurred in the history of
the store!” * K Kk
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\ EXCLUSIVE!

OUR OWN

FOREIGN
CORRESPONDENT!

K-NUZ News Director, Bill
Crazeford, report-
ing direct from
London
Paris
Frankfure
Berlin
Madrid
Rome
Athens
Istanbul
Amsterdam

Europe

And the Middle East

Exclusively
reported for
Hou_ton, by
Houston’s
fovorite
Newscaoster,
exclusively on
Houston's

-NUZ

. Radio Ranch
station. "Houston's 24 HR.
Music & News Station™

faovorite

This world report is another first for K-NUZ, the «tat
Houston looks to for “firsts”. First in News, Music
on the spot reports from “Big Mike” tion
wheels, and first in personalities with Paul Ber

No. 1 Radio personality. This exclusive program is sp
sored by David’s Hardware Stores of Houston.

Nat'l. Rep.: Forjoe & Company
In Houston: Dave Morris — JAckson 3-2581
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ACCOUNT EXECUTIVES
(Coniinued from page 35)

“That’s what happened to my ac-
count a couple of months ago,” said
one unhappy-looking account man. The
memory of the problem had him chain
smoking. “The media director and the
radio-tv director have been at each
other’s throats for six months now.
Well. we had sold this client on using
spot radio in a number of major mar-
kets to supplement his network tv
show, when the media director put a
bug in the guy’s ear about newspapers.
Of course, I looked like a fool when
the client wanted to discuss newspapers
further with me, because we had al-
ready gone ahead and worked out
tentative radio schedules for him.”

Want immediate results from tv:
Many clients make the account man’s
job a rough one by expecting tv to
double sales overnight. They’re more
than a little wary because of its cost,
and then they panic if the results of
their campaigns don’t become obvious
immediately. It’s up to the account
executive not to mislead them, to start
with, about the outcome of a tv adver-
tising effort.

“You’ve got to hold their hands
more when it comes to tv,” a weary-
sounding agencyman commented. “But
this is more true of the smaller com-
pany, particularly the family-type busi-
ness where everyone from chairman
of the board to son-in-law-in-charge-of:
paper-clips considers himself an adver-
tising expert. So they want tv all
right, but they get cold feet if you’re
not around to reassure them all the
time.”

Said the account executive for a
jewelry item: “Sure it's an effective
medium; sure we know the client’s
spending a couple of million a year to
be on it. But I wish he didn’t expect
miracles. The week after our tv debut
the client was polling sales results all
over the country. Of course, he’s
right to do that, but he kept asking me
‘how come, sales aren’t catapulting
ahead?’ Let’s face it—continuity of
advertising is as important in tv as in
other media.”

Some account executives pointed
out that interpreting the media rec-
ommendations of the agency to the
client can become a real tug of war
in extreme cases.

“But even under favorable circum-
stances advertising directors often re:

SPONSOR



flect the media prejudices of either
the managenment or their own partin-
lar background,” a scaxoned veteran
of the soft driuk bunsiuess remarked.
“That's when a sophisticated adver-
tiser with his own well-balineed staff
becomes ideal to work with. He won’t
start doubting the effectiveness of his
radio schedule, for example, just be-
cause his conpetitor has tahen a sud-
den hiatus.”

“Why can’t we be on network?”:
Most chents, accounl mien agree, are
sufficiently edncated abont air niedia
trends these days to realize that uet-
work tv is not a buyers’ market these
days. And yet, there is still more than
one company president with a cou-
siderable advertising budget who can’t
understand why he can’t get an 8:30-
9:00 p.m. slot on NBC or CBS, pron-
to.

“The problem,” said the aecount
executive for a drug produet, “is that
there’s a lot of ego flattery involved,
and also their own personal habits
tend lo make elients too tv-conscious.
However, it’s up to the aceount execu-
tive to guide the elient’s media think-
ing. ealling in his ageney’s depart.
ment heads to support his theories
when necessary.”

Said a former media mau now ac-
eount exeeutive for a cigarette brand:
“It’s often difhieult o get a client to
aceept the faet that he ean’t buy tv.
Even in the jammed-up radio days vou
could get exposure of your show. These
days an advertiser ean say. ‘I need a
half hour of tv,” and if the ageuey
cau't eome up with one, the aceount
man’s a bum. As it is, all big agen-
eies plant spies in the networks to
find out 20 minutes earlier that some-
thing’s loose.”

Clients who are ratings hacks:
[t's up to the account exeeutive to in-
terpret and explain ratings to the cli-
ent. His job is made twiee as tough
by sponsors who lend exeessive im-
portance to Trendex or Nielsen fig-
ures.

“I had an automotive account that
had me on the carpet regularly once
a week to explain why we were .03
under our last week’s rating. or why
the show opposite was two points ahead
of us,” one aeeount exec eomplained.
“But it never occurred to the client
that we had a network show at a
fine cost-per-1.000, that it was selling
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for ns hive mad. that the dewders <up
ported it with all Kinds of mevchawdis
M he watehed was the Prend
O conr~e, somwe a

me. e\,

e’s who've been
plogued with this particnlar headacl
add that in all fairness to the freti
ad manager, s not the advertisin
manager’s fanlt. He often in turn he
to justify the show to the client bhrass,
who ave budget- and tv-conscious, bt
don’t guite understaud the meaning of

ratings.

When stations slip ... The wltimate

vesponstnhty for all the agency™s work
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4:30-5:00 p.m.

Monday thru Friday

“‘FOR KIDS
ONLY!"

The show that
keeps KIDS
glued to their
Television Sets

Locally produced for local sales!
Helen Kelly directs this wonder-
ful audience show—with
“BREEZY"’ the clown and skill-
fully enacted stories—Kids “"write
for tickets — every show
there’s “‘standing room’’ only!

in"
Call, wire, or write for details.

The only television station covering the heart of
Louisiana with its $580,937,000 retail sales.

NBC-ABC
Represented by Hollingbery

‘ < [ E Lds e e———
' £ Chonnel
Power: | f
100,000 watts , - =
Tower: ' "
1001 ft BATON ROUGE, LOUISIANA
129




"We had even =ent special prints to

the stations carrying our network
show where we wanted to use the new
4 tal,” the worrted agencyman
N d. “But the station didn’t run the

print ofl first. decided that the sound
directly off the cable is better than the
track. so they got the right pictures all
right, but the words didn’t match.”

When buyers slip . . .: “lIt doesu’t

happen all the time. bul even once 1s

tloo much,” one accounl man said,

pointmg to all the spot schedules wait-

ing on his desk for him to check over.
“All that happened is that our time-
buyer figured out estimates for our
schedule based on minimum costs
rather than maximums, and by the
timme the client was ready to O.K. the
schedule, | had to ask for 20% wmore
budget for the campaign if he didn’t
want to eut down markets. Of
course, the buyer’s the bum, but I'm
the one who’s on the carpet with the
client.”

A complaint voiced by many a har-
assed account man caught between the

on

K1TVH Wi dgaiw. ..

1 2 3

VHF
240,000

WATTS L
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TO SELL IN KANSAS ... BUY KTVH

HUTCHINSON

KANSAS

BASIC

Represented Notionally by H-R Representatives, Ine,

KTVH, pioncer station in rich Central Kansas, serves more than 14 important communities
besides Wichita. Main office and studios in Hutchinson; office and studic in Wichita
(Hotel Lassen). Howard Q. Peterson, General Manager.

9 12

with
9 OUT OF 15
TOP SHOW S+

WICHITA WINDY
SCORES ONCE MORE!...

Far the fifth straight time, the latest
Pulse survey covering Wichita (Sedg-
wick Caunty) proves conclusively that
KTVH daminates. The September
1955 Pulse* gives KTVH 9 out of the
tap 15 shows and 5 out of the top 10
multi-weekly shaws. In addition to
Wichita, KTVH cavers 14 ather im-
partant central Kansas communities.
KTVH, with unduplicated CBS cover-

age, can sell for you!

CHANNEL

12

client's pressure and the weight of
work necessary in setting up spot cam-
paigns was that a tinebuyer can make
things rough by not having the smooth
kind of rep-relationship that makes for
gelting availabilities quickly.

Reps who bypass a/e’s: Account
men who’ve had this problem agree
with timebuyers that radio sales-
men are more apt (o go to the chent
than tv salesmen.

“I know they’re angling for an ap-
propriation,” said the account man for
an instant coffee. “But actually the
agency's done jusl as well by themn
when they've come to us with their
presentations. If their ideas fit into
the client’s sales objectives, we’ll pitch
the medium to the client. But when
they go over the head of the aceount
executive, they force him to justify all
media decisions all over again and
they don’t give him the even break
he’d have if they had seen him first
and told him what their pitch was all
about.”
“You mean the star won’t be
there?”: Clients, particularly those
spending vast sums on network tv
shows, tend to feel that their tv stars
should find time for sales meetings.
dealer conventions and visits to local
retail outlets.

“Then it’s up to me to see Miss X,
who’s about to start a run on Broad-
way besides the tv show, and ask her
to spend three days at a meeting he-
cause it would build dealer morale,”
complained one account man. “Of
course. a client’s got a right to mer-
chandising support from his talent,
But he should try to keep demands for
personal appearances down to the es-
sential one or two major events a
year.”

Station managers wcho bypass
a/e’s: The account man is responsi-
ble and accountable to the client for
evervthing from over-all strategy to
network station line-up to pre-empts.
It doesn’t help him if station managers
run to the ad manager without telling
him first in their attempt to get the
client’s network show on in their mar-
kel.

“When they do that they usually
go in armed with a couple of letters
from local dealers, and right away the
ad manager’s in a stew.” one account
man said. “Then I'm called in to ex:
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UPCOMING TV

1. New applications

UL
Vi Al

| ESTIMATED
8 | CHANNEL DATE ERP (kw)°* Antenna ESTIMATED TV STATIONS APP AL
ITY & STATE | Mol | T S e CoSy OF:}EXVPEEANRM A AL LICANT, AFFILIATE
| -
{ BAY, ORE. 16 24 Oct 20.5 836  $155,655 $125,409 Nonc Shotton 'F* Suckett, pres
! 1 § v i
[0, UTAH 1M 17 Oct. 3.029 414 $64,760 $96,000 Nonc
|E, P. R. 7 17 Octt 1.408 199 $56,100 $67,200 None wm  Corfads
’ Bo x S c 0 R E *Both fiew ¢.0.°s and statlons going on the alr lsted here are thote which orcurred belws
17 October and 29 October or on which inf tlon
L...S. stations on air B 1193 are conglderol to be on the sir when commereial on arta *°Effe radiatad power
Aural power usually Is one-half the visuul power. **°Ani eight abov e terrain (mx
B s DY T abore ground). tInformation on the number of sets in v no tgnated as being
Markers covered B 260 from NEC Research, consists of estimates trom the statlons or rep st be deemed approxt
, mate.  $Data from NBC flesea oh and Planning.
. S, tv sets (1 !ul)‘ '35) ie emmipes & 36.-177,000§ on sets In market.

plain why the show isn’t in Kokomo,
or else the ad manager decides that it
really should be there. forgetting that
that'll take nioney away from an in-
portant spot campaign in kev mar-
hets.”

“lf station men brought their gripe
(o us or to our media departinent
first. we'd try to give them an over-
all view of the client’s problem. or, if
they had a good point in favor of ex-
tending the line-up of our show, we'd
go along with them.” commented an
account man whose client recently add-
ed nine stations to his line-up. ~But
at least give us a break and make the
pitch to the agency first.”

The a/e’s got to be a showman:
The whole question of program values
lias become a problem for account ex-
ecutives. Account men for any major
client get involved today in all kinds
of phases of show business that radio
never required.

“I've got to cast, hire producers and
directors. check on seripts and visual-
1ze them. ete.. ete..” said the account
execulive for a cereal. **And it’s a lot
different from radio. 1 was in one job
fur some five years till recently. and
in that time | hired and fired 11 pro-
ducers. You never had that kind of
pressure in radio.”

A more subtle headache that can de-
velop when the account executive isn’t
on top of program values is that he
lozes stature and control to the radio-
tv head of the agency. This trend is
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becoming more and
since it is usually the head of tv plus
another top executive of an agency
who negotiate for network tv time.

more apparent,

“Since my client went on tv. he's
had more personal contact with the
tv v.p. here than with me,” an account
man remarked candidly. “You might
sav that our radio-tv head has become
an ex oflicio accournt executive for all
network tv advertisers in the shop. Of
course. in many ways this is unavoid-
able, but the account executive himself
has to protect himself by becoming
more knowledgeable about showbusi-
ness values.”

Immense traffic problem in tv:
“You've got problems of film filing
and traffic control that can stagger the
mind.” one account man said. It
would help if you had a couple hun-
dred eves to keep track of things; oth-

crwise you can’t be sure that the sched-

ule that's supposed to kick off to lie
in with a certain grocer promotion is
actually on the air at the right time.
And you can t depend on stations. reps
and buvers onlv. You've pretty well
got to check vourself to keep vourself
covered.”

Client with factional disputes: A
major problem arises from a lack of
concentrated authorily to make strat-
egyv decizions on the client <ide of the
ledger.

“T i sell the cli

I'm tryving to sell the client on
using a spot radio and tv campaign,”

the account man for a ga~oline com
plained, “and the sales promotion guy
is a strong believer in print, while the
advertising director goes along with
the air media. The only problem is
that their budgets interlock and the
two have to agree before we can make
a move.”

“Try and sell client on network
radio!””: Sometimes emotional fac-
tors take the place of judgment on
agency and client side both. But man
account executives agree that the emo-
tional factors are at a peak when vou

talk network radio.

armed
and a
recom-
\ execu-
tive recalls. “l showed him that we
needed rural-area and small-town cov
erage and that we could get it cheaply
through network radio. Do yvou think
1 could convince him. even though 1

“I came to the ad director
with tons of figures, statistics
hell-of-a-fine radio

mendation.” a voung account

network

had the figures? He'd heen hearing
a bunch of the boys at the se
tros sneering at network radro. and his
feelings were too strong tc ' ith

ainy amounl of reas

Cetting sales figures: |
still a few clients who are cc ut

aiving <ales fgures 1

o their ag s,

“Thev don’t understand they re cut-

ting their own throats if 1l m't
| P, ey bty dmte the acecnntnf crt
keep u~ up to date.” the account su
pervisor for several packaze goods

brands of a major network tv sponsor
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CARTER M. PARHAM, President .

HEADS 'N
SHOULDERS

ABOVE THE REST!

Top “Hooperatings” in 41
out of a total of 62 meas-
ured quarter hours (7:00

10:30 p.m.) Mon-
day thru Friday. See the
January-February 1955
Hooper Report.

It’sa TERRIFIC Story!

Ask BRANHAM!
RADIO

NBC AFFILIATE IN
CHATTANOOGA, TENN.

KEN FLENNIKEN, General Manager
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said. “We were rotating commercials.
for three products on our network
show. Well, it turned out that product
A sold so fast that the client couldn’t
keep up with shipments, while prod-
uct B continued to lag somewhat. If

| he’d kept me informed about sales

and distribution information, I could
immediately have switched copy or
asked the tv department for new copy.
As it was, valuable time and lots of

money was lost because the client con-|

sidered sales and distribution figures
too confidential for the agency.”

A/e’s relegated to position of liaix

son rather than policy shaper:

This, some account men agree, is the

danger of working with a client who |

has a huge advertising staff of his
own. For each agency specialist, the
client has a counterpart.

“This can make for very effective

* * * * * * * *

¢6There are programs on radio and tele-
vision—there 1is advertising on radio
and tclevision—that (in my opinion)
should not be there. But generally, the
broadcaster is less likely to engage in
bastardizing his privilege to communi-
cate beecause his method of communica-
tion so intimately touches the inner
family circle. What he does, he does
before millions—instantly and within
the sight and sound of all members of
the family. Everything is on page onc
—occupying full attention at the mo-

ment of contact.”?
HAL FELLOWS
President
NARTB

¥ * x Kk x Kk * &

team work.” the account man for a
soap company said. “However, there’s
the danger that the specialists will
outweigh the account executive and,
unless the account man has consider-
able stature, he can become little more
than a high-salaried messenger boy.”

Other headaches: From an $18,000-
a-year man. at one of the top 30 radio-
tv agencies, who was a radio producer
nine years ago: “Tv departments play
it cozv. Don't like account men to be

around when they’re working on tv |

shows.”

From a 817,000-a-year man on &
floor wax: “We need definition of
coverage in station line-up for network
tv shows, an efficient ‘cut-off’ point in
tv station line-ups. Another pain in
the neck is the lack of production con-
trol over live commercials on local tv
shows.”

SPONSOR
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“Cost is the big headache in v,
oue 30-year veteran grumbled.

“How can we merchandise radio-ty
buying dramaticatly to the trade with-
out investing a small fortune?” a
toiletries  account asked.
“The trade cau sce proofs of ads. Bt
the trade has to take our word for it
that tv and radio advertising exist for
our product.”

Said the acconut supervisor for a
major drug manufacturer: “We can
demonstrate with a test tv spot caw-
paign that we can increase sales i a
selected areca, but we're unable to
prove that the same buying projected
on a national basis is worth the in-
vestnent, mainly because of (1) dif-
ficulty of duplicating alt factors used
in test arca- -progranting, personality
of m.c., competitive station pull, etc.,
(2) inability of tv to saturate small-
population markets like other nedia

7%
cai.

execulive

Said oue account exec who's con-
sidered the wit of some of the choicer
Madison Avenue spas: “As an ac-
count man, F've got only one major
ambition: to become a client!” * * %

ALCOA ENTERS SELL ERA
(Continued [rom page 39)

with Joe Culligan (of “Culligan’s Raid-
ers” fame of World War 11 davs, wlen
the NBC TV's sales chief landed on
the Normandy beaches 20 hours be-
fore D-Dav). From him Hunt got a
fll-in on the other Alcoa execs.

"It was lucky,” says Hunt, “this
opportunity for our own network
drama came up on that particular day,
because Chief Wilson had landed in
New York from a six-week trip to
Europe at 10:00 a.m. the same dav,
and had flown back to Pittsburgh in
one of the company planes.”

Actually, Alcoa executives would
have been free to move in on this tv
purchase without the sanctions of Wil-
son, but they felt happier to have him
approve ahead of time. (“You run
the business here while I'm away,” the

YONKERS RACEWAY 5TH YR

""JINGLES
thot don’t
JANGLE!"'

LANNY & GINGER GREY
18 E. 50 St., N.Y.C, 22 EN. 9-7777

VOICES OF ADAM HATS - 10 YRS

«8ATTLER'S 4 i10 YRS *
® WA GNZ INIDIYHVE
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tatl, dignified president of Aleoa had
said before leaviug for Europe. “Don’t
hold up any major decisions.”

While Wilson does not generally
get in on advertising devisions, the
large investnents involed in netvwork
tv buys and the public relations over-
tones of such decisions brings them
within his realm of interest.

The alternate-week sponsorship of
the Sunday night drama will cost Al-
coa $3.4 million for the year, com-
pared with the $2.6 million annunal
outlay on the Murrow show which

\lcoa had sponsored for three years.
tn other words, Letter than one-third
of Alcoa's total $8 mithon advertising
budget 15 going into that one <how
alone.

Alcoa got its chanee to buy the time
vacated by Phileo even though

\BC already had two orders for that

sl”[

period from two other potential spon-

sors, ‘The feeling at the ageney i~ that

Fuller & Smith & Rosd's bigge<t advan-

tarves over the other hidders were two-

fokd: (1) The agenes has more chients
1

on NBC V'~ flome <how thau any

UP TO MAXIMUM POWER
WITH THE

BIGGEST TV BUY
IN THE SOUTH

636,421 SETS!

MORE THAN ANY OTHER STATION
SOUTH OF WASHINGTON, D. C.

More than top power — here's top coverage,
tool WSJS-TV's new mountain top tower

is 2000 feet above average terrain
your sales story to the Golden Triangle

cities of Winston-Salem, Greensboro, and
High Point, plus 91 countiesin 5 states . ..
with a whopping total of 3,943,000 people!

A 4'3 BILLION DOLLAR MARKET

...beams

=\\

\1\ CHANNEL 12

&= GREENSBORO

N.C.

WINSTON-SALEM
MIGH POINT

g

§

W . =

N LOPRPIRE SR i

WINSTON-SALEM
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other single shop. and, says Duram,
You can always get buyers for night
hut the networks are nice to

time Uy
the zuy who huys daytime.” (2) Al-
coa contracted for another pet Pat

Weaver idea, “vertical saturation.”

“Vertical satu-
ration” refers to ’at Weaver’s concept
of combining a maximum audience

Weaver's concept:

turnover. mass circulation and a pow-
erful, concentrated advertising hmpact
through sponsorship of all program-
ing in one particular day. rather than

spreading budgets through the week
or on a once-weekly basis. Along with
this idea, Alcoa has bought sponsor-
ship of all available NBC TV pro-
graming from Garroway’s Today to
Steve Allen’s Tonight for Tuesday, 6
December. which will
“Alcoa Day on NBC”

“The *Alcoa Day on NBC’ works
into one of our five separate customer
product promotions for 1955.” Ar-
thur P. Hall. Alcoa advertising and
public relations vice president. ex-
plains.  “It’s part of our ‘Christinas

be known as

12 Noon-1:00 P.M.
Monday thru Friday

quarter hour in Septembcr.

by announcements.

TWO TOP CHILDREN'S SHOWS
on WGN-TV in CHICAGO!!

This powerful, proven show is available for either full sale or announcements.

“Lunchtime Little Theater”

Featuring Uncle Bucky and Unde Dan,
Ist run Looney Tunes and a peanut gal-
lery, this potent noontime show reached
an average of nearly 75,000 homes per

Ward Baking sponsors one strip—the re-
mainder is available for sale by strip or

““GARFIELD GOOSE
AND FRIEND"

5:30-6:00 P.M.
Monday thru Friday

Consistently one of the highest
rated children’s shows in Chicago

. average ratings of 5.69, in
Telepulse and 5.79, in ARB in
September! An offer in September
pulled 42,932 requests!

[« LUl &
Copyarght 1935 by Sumat Productons bac

Check your WGN-TV Salesman on these two great buys

441 N. Michigan Avenue
Chicago 11, lllinois

other Chicago advertising medium.

For your best radio buy, it's WGN radio, reaching more homes than any
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creations of aluminum’ promotion.”’
This promotion is part of Aleoa’s,
big switch in advertising policy. From;
its primarily institutional and public
relations approach, the firm is now
plunging headlong into direct sell.
Says McKee, Alecoa v.p. of field
sales: “We're no longer selling only
the Alcoa company or just the use of
aluminum. We're now selling Alcoa
aluminum, and wc're selling it pri-
marily through our customers’ prod-
ucts. The new look in our advertising
strategy will generate sales of con-
sumner items in the near future.”
The “Christmas creations of alumi-
num” promotion centers on 28 differ.
ent direct consumer items made of
aluminum which ecan be attractive
Christmas gifts. This promotion will
kick off on 3 December with a three:
page gatefold ad in four colors in the
Saturday Evening Post, showing a
large store window with the 28 items
in it. “The Alcoa Day on NBC” follows
three days later as the clincher of the
campaign.
“With our participating programs

| on the network on that Tuesday we

expect to reach a inimum of 40
million people in 20 million separate

homes,” says Hunt. “In most in-

| stances, the program stars will do the

commercials.”

To get this promotion off the
ground, Alcoa arranged for a closed-
eireuit presentation through NBC TV
on 15 September. This half-hour
show was earried in color to 20 cities
all over the country where 700 Aleoa
sales people, 200 customers and over
175 representatives from cooperating
department stores heard about the
promotion.

“The closed-eircuit showing cost us
only $15,000.” says Hunt, “but it put
the prowmotion over, and thereby in-
sured our $125.000 investment for Al
coa Day on NBC.” (With the 834
million for Alcoa Hour and tv partici-
pations, Aleoa’s tv budget is running
now at about $3.6 million.)

All the stars of the Alcoa Day ap-
peared on closed eircuit. gave typical
commercials, while Dave Garroway
m.c.'d the proceedings and explained
the point-of-sale material and display
support to the guests. As a result al-
most each of the 63 cooperating de-
partinent stores will give at least one
window display and one interior dis-
play to the “Christmas creations of
aluminum.”

SPONSOR



“One interesting aspeet of our ap-
proach to this day on television is the
fact that the wowmen’s programs will
feature zifts for mwen and children

such as ahoninum canoes,  fishing
tackles, ete., while the Steve  Allen

show, for example, will featnre gifts
for women,” says lHunt,

Aleoa’s approach to its connnereials
o The Alcoa Hour ix al<o a rather
radical departure from the institution-
al and public relations content of Al-
coa connunercials on the Murrow show
nntil last June. There are. of course,
continuned public relatious aspeets to
Alcoa’s advertising strategy. The com-
pany’s long background of dragged-
out government myvestigations on vary-
ing monopoly charges from 1939 on-
ward (with one decision still pend-
ing) make an enlightened public rela-
tions program i must for the giant in
the aluminum industry.

One public relations idea fathered
by Arthur lall is incorporated into
occasional Alcoa commercials on the
NBC TV drama. The first of these was
mtroduction of the program op its
premiere, 16 October. by Chief Wilson
himself. Said he to the viewers: I
hope that you will find our occasional,
bricf references to the aluminum busi-
ness of interest and i good taste.”

This appearance. of course, is the
corporate or public relations aspect
still to be found in Alcoa advertising.
It is part of a plan to personalize
management—a plan that has prece-
dents among other giant industrial
concerns whose main public relations
problem has always been the fact that
management unfamiliar to the
public and. hence. suspect. Such -other
heads of major industrial concerns as
Morehead Patterson. chairman of the
board of American Machine & Foun-
dry Co., and Ben Fairless. former
president of [". S. Steel. made their
tv debuts on their own company-spon-
sored shows.

The bulk of Alcoa commercials,
however. will he devoted to promoting
consumer products made by Alcoa cus-
tomers. With an eve to making the
most of its tv investment. \lcoa ha-
made reciprocal arrangements with
many of its customers.

was

\n aluminum
garden furniture mamufacturer, for ex-
ample, may see his products displaved
on tv and incorporated into Alcoa's
commercials. In return for this, he
mentions Alcoa in his own promotions.
And buys Alcoa aluminum,
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The nmew label: §y (hieir elfort to
sell Aleoa as g brand, excontives of
the almmmmn grant have had 22 dif
ferent labels of the <ame basie patter

destgned 1o be nsed by its custoniers
on the frnished produocts,

“Tle Alcoa label i< the gimmmek fo
the cnstomer to tie in to our manifold
speeial customer product promotions,”™
~says lnnt, “This year we're having
five of these. Tn 1956 we expeet to
have 12 different enstomer prodnet
prontotions. We give these labels (see

ent page 38) to onr customers. who

then place them on therr products @
ther on tags or on decal<”

Llall: \lcoa s« promotion ol
thi< ol will 1nak

100 million iinpresstons on the public

SAdvs

nnimun of

m | n~tomers Le-in promotions

and rtisiug of the label is expect

ed to inerease these impressions to an

= "

Vi
fort of \le d
reaching the lar wr of people
with scll wmes<age<. Thi< 1~ the reason
\eoa execentives o th iely

THE

PREFERRED

STATION

FOR

NEWS...
VIBW-TV

...AND ALSO PREFERRED FOR SPORTS, WEATH-
ER, AND FARM SERVICE by viewers in TopekAREA.
This was proved by the Whan TV Study of the Topek-
AREA—a penetrating depth study of the viewing
habits of this region, made during Jan.-Feb. 1955 by
Dr. F. L. Whan of Kansas State College.

A call to your Capper man or Topeka will bring you
this enlightening study without cost.

The Kznss View Pomt

ABC

TOPEKA, KANSAS

CBS
Ben Ludy. Gen. Mgr.
© WIBW & WIBW-TV in Topeka
KCKN in Kansas City

Rep: Capper Publications. Inec.
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new!

KCRA-TV

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

channel

Complete NBC basic programming
—with TV stars and programs
never befare seen in the area —
has come ta the fabulous Sacra-
menta Valley!

Sacramenta’s new station —KCRA-
TV, Channel 3 —is the anly low
band VHF statian in the Valley.
100,000 watts maximum power.
The television picture has changed
in Sacramento — a change that af-
fects yauv, your clients and the
viewing habits of thausands of
Sacramenta Valley families.

Be sure to re-evaluate your televi-
sion advertising in the Sacramenta-
Stacktan market. Take a secand
loak at yaur present spot sched-
vles and programs. Then call Petry.

KCRA-TV delivers one af the
cauntry’s richest markets, with
spendable income af mare than
two billian dallars!

KCRA-TV
channel S

Sacramento, Calif.
100,000 WATTS
4 MAXIMUM POWER

“*THERE'’S LOTS TO SEE ON CHANNEL 3"

BASIC AFFILIATE

represented by Edward Petry & Co,

from Ed Murrow’s See It Now to The
Alcoa Ilour.

“Wih our new show we hope to
reach 30 million people per Alcoa-
sponsored hour.” says Hunt, “com-
pared with the eight million Ed Mur-
1ow reached. Mr. Murrow’s contract
ran out in June, just a couple of
months after our basic sales strategy
within the company was undergoing
an overhauling.”

The Alcoa Ilour, produced through
ABC TV by lHerbert Brodkin and his
assistant producer, Philip Barrie Jr.,
is expected to have wider family ap-
peal.

The first show, on 16 October,
“The Black Wings,” starred Ann Todd
and Wendell Cory.

“Since it’s a Sunday night show,
we hope to be able to feature some
of the top Broadway talent, who
couldn’t appear on any other night,”
says Hunt.

“Ed Murrow’s programn was fine,
but it reached a very adult and very
elite audience. Today we want to
reach mass consumers,” he adds.

Indicative of the change in strategy
is the fact that the Ed Murrow show
was under the jurisdiction of John
Fleming, Alcoa’s assistant director of
public relations. whereas The Alcoa
Hour is under the jursidiction of
Fleming’s counterpart in advertising,
Todd Hunt. the advertising manager.

Said John Fleming about the Mur-
row program: “~"While the show (See
It Now) was a public service, it was
not out of the realm of controversy.
It had to be controversial. You can’t
find an item in the papers that people
won’t argue about. There was seldom
a Murrow show which wasn’t contro-
versial to someone. But this was all
right with us. We were just concerned
about the treatment of the material.”

(For detailed analysis of Alcoa’s
reactions to the Ed Murrow programs,
including the much debated McCarthy
shows, see page 40.)

Alcoa is not satisfied to judge its
advertising by ratings or write-ins
alone. In spring 1955, for example,
Alcoa ordered some opinion research
surveys.

“We've done opinion research in-
cluding studies before tv and after,”
John Fleming told spoxsor. “We sur-
veved our commiercials for sponsor
identification and irritation factors.
These all tended to support the con-

tention that the show (Ed Murrow’s)
was doing us good.”

With its strong emphasis upon de-
veloping an Alcoa-brand conscious-
ness, the firm is even now running a
survey to determine the success of its
labeling program among the public.

“We introduced the labels in April
1955,” savs Hunt, “and we wanted a
control, so we began our public opin«
ion survey very soon after the intro-
duction. We'll continue to run such
surveys every six months to determine
how Alcoa-aluminum conscious the
public is becoming.”

New product coming: Alcoa’s most
significant attempt to woo the mass
consumer will occur early in 1956
when the company introduces its first
consumer product, Alcoa aluminum
wrap.

“This product,” says Hunt, “will
form the spearhead of all our promo-
tional activity. Behind it Alcoa will
place one of the largest advertising ex-
penditures the company has ever allo-
cated. And television will, of course,
be particularly important in our
plans.”

This product will naturally be in
direct competition with Reynolds
Wrap, which is currently advertised
on Frontier, NBC TV Sundays 7:30-
8:00 p.m. On this half-hour film show,
Reynolds Metals Co. advertises its line
of aluminum raw product which com-
petes both with Alcoa and with Kaiser
Aluminum Co. Reynolds also uses
spot radio. Kaiser is currently not on
tv, but does use some spot radio.

Conipetition is a very recent prob-
lem in Alcoa’s history. Until 1940,
the Aluminum Co. of America (owned
and managed by the Mellon, Davis
and Hunt interests) actually controlled

“Hey, look — somebody must've
been advertising over KRIZ
Phoenix!”

SPONSOR °



1009 of the U 3. aluminum market,
In 1910, partly becanse of New Deal
monopoly actions bhegun in 1937 and
partly because of a pre-war need for
greater almninnne production, the gos-

ermuent created two cowpetitors arli-
ficially by giving coutracts awd snb-

sidies both to Reyuolds and to Kaiser,

During the pa<t 15 years, Alcoa's
share of the market has shrunk from
100 to 107, but
creased four-and-a-half times. Sales for
the three U.S. aluminum  producers
looked like this in 19:49: Alcoa, 33110
million; Reynolds, $131.9 illion:
Kaiser, $76.2 million. In 1933: Alcoa.
$707.5 million; Reyvuolds, $287.8 mil-
lion; Kaiser, $182.6 million. lu 1934
Alcoa, $708.3 million; Reyunolds,
§306.7 million: Kaiser, $226.6 nullion.

In 1955, Alcoa’s sales may be np
some S112 million over 1951, partly
through its aggressive sales and ad-
vertising prograni. and partly through
a low-cost, long-range program of
buying aluminum ingot from its for-
wer affiliate. Alunninium Ltd. of Can-

its sales hase in-

ada. * ok %
SPRAYING

(Continved from page 11)

af bacori grease smeared over it.

When producing the Tappan Range
conuiercials on The Bob Crosby Show,
for exaniple, we had a battle with tech-
nicians to let the beauty of the range
show through. The first thing they
waited to do was give each range a
coat of yellow water paint, This works
beautifully if you are doing a dramatic
scene in a kitchen aud you want the
“white goods™ in the background to
pale into iusignificance. But if you
want a range, or refrigerator or dryer
or any simnilar product to appear on
the screen with the same personality
it would have on the dealer’s floor,
don’t camouflage it with water paint.
It will look like a plywood mock-up.
Don't give it a bath in dulling spray.
[t will look drab and lack luster. And
it will dull the appetite of Mr. and
Mrs. Consumer for your product.

After winning the “battle of the
Wwater paint,” we conducted a continu-
g campaign of wiping off the “dull-
ing spray.” This was intensified dur-
ing the weeks we featured a range
called the “Chrome Queen.” Needless
to say, the “Chrome Queen” was a
lighting problem. It had so many
chrome facets that it reflected light

14 NOVEMBER 1955

O

1000 WATTS|

]

w=PAL

of Charleston
South Carolina

CGuess wlio just erawled into the hen-
nel with us « o o a brand newe, 0P AL
personality— ROCKY HODCES!

A real, frautie guy . . . tops in hi< line
as a negro decjuy . straight frowm
Los Augeles 1o our Coastal Carolina
andicnee!  Already he's the sensation
of the samion with hiv introductory
ovanion!

This makes w-1?AlL 1001

programning now.

negro in it

the only stanion in onr coverage are;
thin can make that statement!

By the way, Rocky’s on at rome hot
times . .. 010 8 amg, and 1] a.m. 10
1:45 p.m.

another 1P AL star salesman for your
product!

As Rocky wonld say, “All right, ol
niceetice—ichaddaya waitin® for, huuh?™

FForjoe & Company

Dora Clayton,
Southeast

proof positive

WCUE

o FIRST
.AKRON

latest
Hooper

ratings
March-April
1955

SHARE OFf Mon. thru Fri. Mon. thru Fri.
&[?IO AUDIENEE _ 8:00 A.M.-12 Noon 12 Noon-6:00 P.M.
_ WCUE | 322 32.7

Station B 29.5 283
~ Station € | 27.0 21.6 |
Station D | 4.2 9.3

WClle . . . Akron’s only Independent—we’re home folks.

TIM ELLIOT, President

John E. Pearson Ca., National Representatives




like a diamond. There was a chrome
top roll as well as chrome stripping
across the front. Part of the chrome
) 1 satin finish and part in a

iromte finish.  Naturally it was
essary  to delineate between the

But all chromium bloomed black
amera. Dulling spray was rushed
to the scene and the bath began. Ten
winutes later it was no longer a light-
ing problem; it also no longer looked
like the “Clrome Queen.”

So we removed all dulling spray.
We rigged a cheesecloth tent to serve
as a shield between the range and the
main source of light. The tent diffused
the light sufficiently to enable us to
treat the most offensive “hot spots™
Even with these

br

two.

with dulling spray.

precautions. we had glare. But the
“Chrome Queen” looked like the

“Chrome Queen.”

The moral of the story is this: Tele.
vision can take pretty pictures of your
product. If you sell sterling silver.
diamonds, automobiles. appliances, or
anything that shines, vou will have to
work a bit longer to achieve it. These
caine television engineers and studio
technicians, who at times are obstruc-
tionists, are capable of some wonderful

things. If they know your problem
and are given a creative voice in solv-
ing at, they can be the most helpful
and cooperative people in the business.
Give them a challenge. o] 2

SPONSOR ASKS

tContinued [rom page 59)

Hubbell Robinson
V.. Network Programing, CBS

CHOICE OF PERFORMERS

® When it comes to deciding where
to produce one of our programs. the
first and foremost consideration is al-

MOST POWERFUL TEAM

CKLW-TV penetrates a popu-
lation grand lotal area of
5,295,700 in which 85% of all
families awn TV sets.

Channel 9
325,000 Watts

Notionol Rep.
MAdom J. Young, Jr., inc.

GET ”0*[ lp”“uowm-i THE

IN THE DETROIT AREA!

Choase either ane
and pull bigger sales

far your advertisers

CKLW radio covers a 15,000,000
populotion area in 5 important
states. The lowesl cost major
stotion buy in the Detroil area.

800 kc. Radio
50,000 Watts

J. E. Campeau, Pres.
‘Guardian Bldg., Detroit

138

CKLW

~of film was less. This is no longer

|
|
i

ways lalent. By talent 1 don't neces-
sarily mean only performers. In many
cases writers, directors, producers.’
even technicians are a prime consid;
eration.

Take a show like / Love Lucy or
Our Miss Brooks. Here not only are
the stars West Coast residents who.
could not easily be persuaded to move
to the lZast. but it took the know-how
of a Hollywood camerman such as
Karl Freund and his crew of experts
to develop a filming method which, to
date, has proven to he the most effec-
tive way of combining live spontd-
neity with filmed excellence.

Studio One, on the other hand, is a
program leaning heavily on theater-
trained actors and personnel, and a&
such has set a standard in the presen=
tation of live television drama here in
New York. The real criterion is qual-
itv. And to get quality we will go
wherever the talent is, be it New York.
Hollywood or anv other part of the
globe.

Richard Pinkham

I'.p. in charge of television network
programing, NBC

EACH COAST HAS ITS SPECIALTIES

Obviously both coasts have much to
offer to the television program pro-
ducer and. especially now that the cost
factors are fairly well leveled off, the
true advantages of either production
center are more and more the govern-
ing factor.

In vears past it used to be that a
filmed program for instance might be
produced in the East simply because
the cost of production per finished foot

true and today we are more likely to
consider the availability of talent. {a-
cilities, technicians, ete,

On the performing talent level. Hol-
Ivwood seems to hoast a considerably

SPONSOR |



larger qnantity of reliable prolession-
als with primarily
Quality-wise, on the other hand. there

filtnr  expertence,

are zenerally better performers among
the no-nmne tatent in the Fasto this
largely dne to the proximity of Broad-
way and the stringent requirentents
which the stage demands of it~ actors,

Writers appear to he more plentiful
i the West. Fdon't know whether they
like to loll in the sun while dreaming
ap plot= or whether it is the proximity
of the nrotion picture studios with their
mviting big-ntoney potential.

Live drama, especially of the honr-
Jiow type, seenis to be consistently bet-
ter in the Fast. Again. | believe that
the proximity of Broadway and the -
tangible excitement of theater as a con-
«opt are largely responsible for that.

While the East is learning, film, on
the other hand. i< still Holbwood's
meat. With motion picture technique
having been developed at the expense
of the movie industry over half a cen-
ury. we benefit immensely by drawing
fu their know-how and experieuce,

Of course in addition there are cer-
tain physical advantages to working in
e West. These are the availability
f any kind of props, the proximity of
1 variety of locations, the usually good
<hooting weather and dozens of little

Uthings that are the result of vears of
motion picture production or of geo-
'\ eraphic location,
To us at NBC actual shooting facili-
ties are no problem. as we have devel-
" ped excellent plants on both coasts.
But often the preference of a kev per-
sonality. usually a name star, will
force us to override other considera-
tions.

While the proxinity of sponsors
here in the East is rarely an advantage

i the creation of a program. this fac-
tor is important in the production of
commercials and | believe that. for
that reasoun. the majority of commer-
ial production will remain here.

st in Power
and Coverage

1,000,000

WATT

Scranton
Call Aveﬁr!-l(nodel, Inc.
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Roberr VI W eitman

I.p.in charge of programing and talent

ABC
1T DEPENDS ON SPECIFIC NEEDS

® \While the East or West question
some years ago could easily have been
called synonymous with filim or live,
thi= iz no longer true. With the grow-
ing importance of tv, technicians from
either coast have invaded the other.
Techniques which used to be the sole
secrets of a seleet few in Hollywood
are known today to their New York
colleagues and, similarly, it is possible
today to find fully efficient crews with
which to produce a program live on
the West Coast.

In the hight of this. while the terms
Film and Hollywood and Live and New
York are still synonymous in
minds simply by virtue of past asso-
ciation. there is no real reason to take

our

a show to either coast in preference to
the other. except the availability of im-
portant talent or the geographic ad-
vantages. which one mav offer over
and above the other. In the light of
this latter. it goes without saying, that
I would not attempt to produce a West-
ern or. let us say. a Rin Tin Tin in
New York when Holvwood offers not
only the vear-round weather advan-
tage but alco fully equipped motion
picture ranches and otherwise the type
of Western landscape which i~ essen-
tial.

In addition to these features. a caze
such as this would draw on the trained
horses and dogs, the wranglers and
stunt men that have been part of the
[tollywood scene ever ~ince the motion
picture industrv hegan and which
could not bhe duplicated in the East ex-
cept at unwarranted expense.

In the matter of available studio
space. it seems that whenever space is
needed it can he found even here n
the East. and it seems ironic that tele-

---GIVES YOU -~

: |
i MILLION PEOPLE ;
T E
| ]- MILLION FAMILIES |
T :
e ettt |
0 1 |
i 7 BILLION DOLLARS
! Annual Retoil Sates |

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

e SNFINER ETHIA

KANS WREN KSAL

5000 NBC 5000 ASC 5000 MBS
1480 1250 1150
KVGB KOAM KGGF
5000 NBC 10.000 NBC 10.000 ABC
1590 860 690
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This announcement of expanded service to the advertising industry was published in October

Standard Rate & Data Service announces
its most significant editorial improvement in 37 ye




The ready accessibility of market
maps, market data, and media data,
all together, every month in SRDS,
brings radio and television stations

these important sales advantages:

More cyc-traflic for your Scrvice-Ads.

Twice the opportunity to catch the right
people at the best time with the right story,
by ptlacing your market and market
"re’s What coverage story in a Service-Ad near the
CoNsUMER MARKETS' data, and your sta-
tion story in a Service-Ad near your listing.

will mean to

Greater coverage of more agency and ad-

vertiser people of importance to you.

1dio and Television

Improved fiexibility that permits you to

dramatize significant changes in your mar-

ations when ket story as they are reflected in SRDS.

Yes, this expanded service to the advertis-

")NSUMER MARKETS’ ing industry makes SRDS a natural fit for

your market story and your station story;
gives you ncw opportunitics to scll both.

raps and statistics

The Mlay, 1956, issues of the Spot Radio

‘ and Spot Television books will be the first
re added to SRDS ‘ to carry the CONSUMER MARKETS’ maps
and statistics. No matter how many subse-
quent monthly issues you plan to use, don't
miss May! You can imagine the intense
agency-advertiserinterestinthese firstissues;
the multiple use they will get. We suggest that
you act just as soon as you canto reserve the

advertising positions you want near your

market data and near your station’s listing.

SRDS Standard Rate & Data Service, Inc.

| (@ , The National Authority Serving the Media-Buying Function
' Walter E. Botthof, Publisher, 1740 Ridge Avenue, Evanston, Ill.
| ?‘ﬁ Sales Offices: New York, N. Y. ¢ Evanston, Ill. + Los Angeles, Cal.



l There Must Be
Something To It

WHEN 77 ADVERTISERS RENEW
SPOT AND PROGRAM SCHEDULES

. here is the Something.

KANV DELIVERS THE

[
Shreveport Negro Market
LIKE NOTHING ELSE CAN.

OUR ALL NEGRO
AIR PERSONNEL
HAVE THAT GOLD-
EN TOUCH WHEN
IT COMES TO CON.
VERTING LISTENERS
TO CONSUMERS,
THEY PROVE IT DAY
AFTER DAY WITH
PRODUCT AFTER
PRODUCT, GOOD
Educ. & Social Flds. LU UL

Open for sponsor. OPEN.
WHY NOT TALK TO OUR REP?
DORA-CLAYTON, Atlanta, Ga.

HARLAN OAKES, United Brdcstng,
Los Angeles, Cal.

BOB WITTIG, U.B.C.,, N. Y.
RICHARD EATON. U.B.C., Wash., D.C.

KANV

SHREVEPORT, LOUISIANA

ERNEST MILLER

Sportscaster
5 PM il SINE.
Well known 1n

1050 KC
250 Watts
Days

IN EVANSVILLE INDIANA
WISE

BUYERS
CHOOSE

The Answer To Tired Movies
““The Nightcappers”

MON. thru FR1.—10:30-11:30 P.M.
—bright music with
LOREN BLAKE'S BAND
—Emcee JIM STEWART

—Starring PETE DOOLEY
Participating Spots Available

Represented by

MEEKER TV, INC. — ADAM YOUNG
ST. LOUIS

CHANNEL 50

NOW OPERATING
WEOA—CBS RADIO
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. bears discussion,

which was the caus¢ of many
of the neighborhood theaters’ closing.
should now be forced to rent these very
same theaters in order to accommo-
date its growing demand for space in
which to produce its shows.

We here at ABC have of course al-
ways drawn heavily on Holly wood for
both talent and production. Not onh
were we the first network to fully real-
ize the need for large production space.
which resulted in our acquisition of
the Biograph Studios in Los Angeles,
but we also pioneered the use of major
motion picture studio-produced pro-
graming on v by bringing Disneyland
to the television With dis-
tances in this age of the airplane being
no longer of any real importance, it is
my Dbelief that programs in future will
be produced wherever the important
talent happens to be found or wher-
ever geographic considerations will
dictate the choice of location. The cost
factor. which some years ago used to
be an important item, no longer even
as cosls have largels
leveled off and economy is no longer
more important than quality. * * *

vision,

viewers.

' ALCOA CONTROVERSY

(Continued from page 40)

the McCarthy No effect was
seen on sales either, because of these
programs.

The mail, which was very heavy for
these programs, broke down about five
to four against Murrow. Said Alcoa:
“This was a lot less overwhelming than
we would have thought, when you con-
sider that many who wrote in attack-
ing Murrow did so out of loyalty to
McCarthy. In some cases. people sat
down and wrote 10 postcards so the
mail count is not a true indication of
public sentiment. Also, it was appar-
ent that some who wrote had not even
seen the show.”

Why did Alcoa drop Murrow?
“We're now in a big buyers’ market
for aluminum.” Alcoa admen sayv.
“There is competition to sell aluminuni.
We don’t make consumer products but
we must advertise the pm(lucts our
buyers make. Our competition does

shows.

(For detailed analvsis of Alcoa’s |

new advertising and sales strategy see
storv on page 39.)

“When we tell our customers we'll
help sell their products through our
advertising. they’re encouraged to buy
from us. Their ears light up when we

18

out of

19

KROD-TV.

NATIONAL SPOT
TV ADVERTISERS
using programs
in the El Paso Market

are on Channel 4

KROD-TV

CHANNEL 4 “_
EL PASO TExas/

CBS - ABC

IR TRMI.S NETWORK

promotes sales in a

BILLION
MARKET

Dayton
Louisville
Columbus

Springfield
Ashland-Huntington

Call any H-R Office [or:

WING-—-WCOL—WIZE
WCMI

or

John Blair & Co. for WKLO

(IwizE vé'éo'n 1

SPONSOR
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say tv, but when we talked Murrow
they ashed, *What's the rating?’ The
show had 95% aduhs, but an audience
of only six to seven million in abom

three million homes. We needed a
larger andience,” * k&
(Continued from page 31

terest 1n a remeasnrement of station

tirculation,
One thing can be said withont fear
of contradiction.  Lveryhody
more facts, especially about tv, Every-
body agrees on the need for np-to-date.
county-by-county tv set ownership fig-
ures. for instance. But the guestion
raised by NBC's Beville and such agen-
cv research chiefs a~ Maxwell Ule of
R&E 15 whether spending research
fund< on
wouldn’t be

wants

arcas
than
for a full-dress na-
tional coverage study. These problem
areas include places where stations in
different cities overlap. Theyv also iu-
clude those areas representing the oul-
er reach of each v station’s signal,

The Beville position also comes down
to a let’s-wait-and-see-what-the-NARTRB-
can-do- attitude. The agency people.
since thev have no idea of what the
NARTB method is, are not inclined to
consider the trade association studv as
a solid reason for waiting. But there
are other reasons why they feel the
piecemeal approach unsatisfactory,

Here's the opinion of an agenes
man who heads up radio-tv research
at a major agency:

“l want nothing less than a full na-
tional studv. one that will hang to-

specifie  problem
more

laying out money

worthwhile

‘f;
&

» ] lll

B f

9 e _
/ S “Es

“—but Honey, just because KR1Z
Phoenix makes housekeeping seem
so easy—'"
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gether, By that I mean a <tudyv that
can be compared with Censns Barean
be checked the

more

datd or van against

Bnt
I want to have a consistent
| don’t

()f SOUTees

material we already  have,
than that,
over-all source of information.
want data from a variety

“It doesn’t do me very mneh good
to have to put tegether rating figures
from the inner metropolitan area and
other coverage data from the outer
metropolitan area. The fizures woukd
probably  nat be comparable.  1f |

wanted to know. for example, what
proportion of the full station audience
the city audience of a Chicago station

how could T tell accurately unless
I had one coverage study with consis-
tent data?
cost-per-1.000 fignres?

] agree that rating information is
more useful than coverage data. Where

vou have rating data. maybe you don’t

And how can | get good

need information as to which station
is viewed 1nost, But a coverage study
is useful if for no other reason than
to establish the outer boundaries of a
station’s audience.”
Another pro opinion
Mrs. Teddy  Anderson,

search chief at BBDO:

“1 would like to see a national cov-

came  from

radio-lv  re-

erage study as soon as possible. We
need county-by-county figures for both

radio aud tv. | know that =ome of the

data will tell us things we already
know but most of it will be new. We
need a national study rather than

piecemeal information hecanse we have
equivalent data for all stations at one
point in time.

“We have to have radio informa-
tion, too. We spend a lot of money in
radio and at present go through a lot
of mental gymnastics to find out how
well we do it

A media research executive at an

important agency moving up fast in
radio-tv billings said:
NARTB to
in 1957, |
don’t even know for sure they'll come
up with anything at all. And if they
do come up with something. how do
I know it'lt be good? Sure. 1 don't
know what Nielsen is coming up with.
either. If Nielsen comes to me with
something | don’t like, I'm in a spot.
because we need information in a
hurry. We're spending a lot of money
every day.

“Mal Beville says why spend mones
to find out Hstening in New York and

“I can’t wait for the
come up with something

SALT LAKE CITY

KNAK = FIRST

KNAK's Mel Remy

the the popu ar v

24 HOURS A DAY

MUSIC

NEWS

SPORTS
B e SR

L
QNow eranteo 5000 WATIT)
w~?'m4“e MY uﬂfm!W

Ay A 7 S SBAAL S us.\..‘..-u\‘ﬁ

LOWEST
COST

PER LISTENER IN

SALT LAKE CITY

KNAK

27.8 Independent

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

(Hooper 1955)

Represented Notionally by

FORJOE & CO., INC.
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This Station
Manager Knows
How To Make A
Profit

More than 20 highly
successful years as a
practical broadcaster,
writer, producer, com-
mentator, sales manager,
station manager, agency
executive, station

representative.

Now employed as station
manager of a network
station in a southern

market.

Seeking a greater outlet
for talents. Creative,
hard-working, steady.
professional. Top

references.

Write or wire box 1114
SPONSOR,

40 E. 49th St.,

N.Y. 17, N.Y.
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Chicago. My answer is: Where we do
have rating reports which tell me what
| can reach county by county?

“One reason for getting coverage
data is that you get a tv set count with
it. For practically the cost of the same
interview you get additional informa-
tion. Yes, I know the ARF is working
on a way to come up with set count
fizures, but, after all, they’ll just be
estimates. Look, we need a set count,
anyway. So you might as well set up
a coverage study to get it.”

An associate research director at
one one of the top five agencies had
this to say:

“Mal Beville has logic on his side.
There are lots of areas where we know
the picture. But there are also a lot of
areas where we don’t know the pic-
ture. I don’t think it would be any
great advatnage to leave out the areas
where we know a lot. The saving in
money probably wouldnt be very
great. And with piecemeal material
vou won’t have data on a standard-
ized basis.

“We need a national study and we
need it now.”

K&E’s Maxwell Ule. however, begs
to differ. He told spoNsoR:

“To tell you the truth, I haven't
given the subject of a coverage study
much thought. The reason is it’s not
a burning question in my mind. The
problem is only acute in areas of over-
lap, like certain areas in New England,
such as around New Haven and Hart-
ford. And between New York City
and Philadelphia. And there are other
areas, too. But the important thing
is we don’t buy a station primarily
because of the families it reaches out-
side the citv. After all, the city popu-
lation often amounts to 70 or 80% of
the station’s total audience.

“It may be necessary to find out
where viewing tapers off but you don’t
need a national study for that. Now.
I'm not saving that a national study
wouldn’t be helpful. But samples are
too small. What you do is substitute
one kind of ignorance for another.”

A vice president in charge of re-
search at one of the top 10 air agen-
cies agreed. He said:

“We need a semi-national study. Re-
search money should be put into areas
where you need information. 1f vou
sample according to population in a
national study you would have a big
sample in New York and a small sam-
ple in let’s sav Oshkosh. But it’s in

Oshkosh where you need the informa-
tion most. It may Dbe that the economy
in piecemeal research is not so great
but I think it will turn out to be an
economy.

“On the subject of radio, we may
need data but can we afford to pay for
reliable data? It’s not true that add-
ing radio to a tv study is inexpensive.
Radio is a lot different from tv. You
have radios all over the house and a
lot of personal listening. That means
you'd have to interview practically
cverybody in the family. That costs
money. If you decide to measure listen-
ing to one radio per home, what set
would you pick? The one with the
best reception or the one with the
worst? The set in the living room, or
the bedroom. or the kitchen? Or the
auto? It’s really a big problem.”

* Ak

MUSIC-AND-NEWS
(Continued from page 33)

segment programing.

On the heels of Monitor, NBC Radio
has come up with Weekday, a Monitor-
styled daytime strip. It has a solid
core of music and capsuled newscast-
ing. but it also has a variety of listen-
ing fare that can be easily absorbed by
the housewife. Weekday will offer such
items as daily dramatizations of pub-
lished short stories that are a consid-
erable cut above the literary level of
soap opera, a running dramatization of
full-length novels, public service fea-
tures galore, and even poetry readings.

ABC Radio, following out the radio
thinking of President Robert Kintner,
is programing its nighttime schedule
around a series of five- and 10-minute

segments tagged New Sounds For You.

Again, although it is reminiscent of
the potpourri style of programing often

used by independent stations, it is a.

program formula that makes use of
non-musical entertainment segments.

Said an ABC executive:

“During most music-and-news pre-
sentations the listener pays attention
with only half an ear. This can’t help
but adversely affect the impact of com-
mercials. In experimenting with New

THE EASIEST WAY
TO SELL THE BIG NASHVILLE

NEGRO MARKET

USE ALL-NEGRO STAFFED

0,

SPONSOR

~—

.



Sounds For You we hope to get maxi-
mun listener attention and thus ereate
a new awareness, not only of the pro-
gram, but equally the commercial.”

Danger zone:  One aspect of the
music-and news tremd that’s been over-
lookedd by all but a few thoughtful ad-
men is a question that occasionally
pops up behind closed doors:

“Who's being helped by this nusie-
and-news trend  the sponsor or the
music business?"

It's no small guestion, either. The
music business  (records, publishers,
arlists, nanagers, “pluggers”) has
about the same view toward the music-
and-news style that Hollv wood’s major
studios have toward tv variety shows
that go strong for the promotional tie-
in. Music-and-news shows, in short,
are an enticing target for free publicity
for a few big firms.

Every big station that has ever
shifted over to the m&n approach
quickly finds that its disk jockeys (the
newscasters are largely exempt) are
very quickly the target of a well-oiled
promotion machine.

Various record comnpanies and pub-

n order

delivers
the Negro
Population
of the
South’s
Largest Markets
...cuts cost, too!

Gill-Perna, Inc., Not'l Representatives
Lee F. O'Connell, West Coast
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lishers send aronnd stacks of the Tatest
records, often giving an Mexclusive”
on a new release to oa top-ranking
jrehey. Contact men wine and dine the
j s in the best restaurants from Park
Averne to Sunset Boulevard.  \rtist:
“accidentally”™ drop in on dj.0s during
a show. s a situation which stations
fizht to control bnt is probably not as
areat a danger to the m&n format as ix
imitative programing withont creative
thought.

Futare?: Showmanszhip scens to be
the great key lo snceess in the musie-
and-nnews style of radio programing.
Those stations which have lifted it con-

* * * * * * * *

seln television, we are getlling a trifle
more than 10¢ out of every dollar that
goes into advertising. To get what is
righifully our share of the adverlising
dollar, we are going to have to brnsh up
onr program techniques and evalua-
tions, learn from the past, not only the
early days in 1v but radio, as well, and
seck new methods of improvement in
pregraming.  for  let’s  face i the
shhow’s the thing.*®
WARD L. QUAAL
V.P., Asst. Gen, Mgr.
Crosley Broadcasting Corp.

o * * * * * * *

siderably above the ordinary unpro-
gramed platter spinning and “rip-and-
read” type of newscasting deserve their
success.

The charts on pages 32-33 of this
issue show the extent to which music-
and-news programing has established
a general foothold in radio.

Not immediately evident in the chart
is the growing influx of local. inde-
pendent-station operations, some of
which have dropped their network ties
to concentrate on the m&n brand of
radio. Todav, it's estimated. three out
of four independent stations rely en-
tirely or largely on music-and-news
programning to operate.

Whether or not music-and-news pro-
graming remains a stronghold of radio
or an easy way out seems to depend on
the folowing:

1. How well stations manage to
program, promote, merchandise and
exploit m&n programing.

2. How original they can be in their
forinats and general presentation. and
how well they can police it.

The next two or three seasons should
spell out the answers. * ok

more

for your
money

SKYLINE
GROUP
DISCOUNTS

saLv L ARTR} 24 Kn'l'um
... KLZ AMTV
L INR:IT QUERQUE KOB AM'TV

SKYLINE GROUP, RADIO-TV
Covering the Uranlum
Triangle—Colorado, Utoh, New Mexico

J.1. MEYERSON. 3432 RCA BLDG. . N. ¥
THE KATZ AGENCY - BRANHAM CO.

RURAL MARKET
AWAITS
YOUR SALES
MESSAGE

KUOA &

5000 Waotts
SILOAM SPRINGS, ARKANSAS
Northwest Arkansas’
Most powerful station
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the
big

look

IS
to

- kbis

. bakersfield
california

970

DOMINATING CALIFORNIA'S

® SOUTHERN SAN JOAQUIN VALLEY
WITH POPULAR MUSIC AND NEWS
24 HOURS A DAY!

representative

NEW YORK

CHICACO

AN ADAM YOUNG, JR.
. LOS ANGELES
146

\lewsmalkers
I advertisim

Charies T. Ayres, jormer ABC Radio v.p., has
joined NBC as vice president in charge of the radio
network. Of his 20 years in broadcasting and selling
he had spent the last seven with ABC. During
that time he had been FEastern sales manager,
director of radio sales and vice president in charge
of radio sales. Before that he had been vice president
and general manager of the radio and tv de-
partment of Ruthrauff and Ryan and, earlier,
salesman for the National Curbon Company.

He recently served as host at ABC's preview to the
trade of its New Sounds for You format.

Fred G. Robbe is the new advertising man-
ager for the P. Lorillard Co., makers of Old Gold
and Kent Cigarettes. He has been with the tobacco
company since 1950, when he joined as assistant
director of advertising. For more than 10 years
prior to that he had been an executive at Young &
Rubicam. In his new post, he is responsible for
all phases of Lorillard’s advertising, including export.
Present network tv shows for Old Gold and Kent
include Truth or Consequences (Friday, NBC TV) ;
Two For The Money (Saturday, CBS TV);
Appointment With Danger (Sunday, CBS TV).

Jack Wrather heads the syndicate that recently
bought WNEW, New York for over $4 million.
The price is reported to be the largest ever paid
for a radio station, and its purchase, subject to
FCC approval, makes him one of the country's
leading holders of radio and tv property. Last year
he bought all rights to The Lone Ranger, the radio
program that has blossomed into a multi-million
dollar tv, motion picture and comic book property.
Another member of the syndicate is WNEW President
Richard D. Buckley, who headed a group which
bought the station in 1951 for about $2 million.

Don Durgin has been named vice president in
charge of the ABC Radio Network, succeeding
Charles T. Ayres (see above). Durgin joined ABC
in 1948 as a television sales development writer,
next became manager of ABC owned-and-operated
stations, director of television sales development
and, in September 1954, director of advertising,
promotion and publicity for the company. He

in turn is succeeded in this position by Gene
Accas. In other ABC moves John H. Eckstein
becomes director of advertising and promotion,
and Adolph L. Seton manager of publicity.

SPONSOR |
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a new family favorite
JOHNNY .44! with GENE AUTRY -ROY ROGERS FILMS galloped into every

seventh home in the Minneapolis-St. Paul area . . . according to their first ARB ratings.

They join WCCO-TV’s AXEL AND HIS DOG in the heart of the Northwest family

circle. Nationally recognized as a program with one of the lowest costs-per-thousand-homes
available on television, AXEL drew a smashing 22.2 in September AR top

all local cumulative ratings for Monday-through-Friday programs!

That’s a phenomenal 67¢ per thousand viewers.

Both of these sparkling participation programs were part of

WCCO-TV’s 9 of the top 11 multi-weekly shows measured by
September Telepulse. Free & Peters can put your product

into Twin City focus.
2

N wcCccCco-TV

The Other Member Of The Family
Minneapolis—St. Paul

CBS
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Discover thls

Rich Market

| Covered Excluswely
by KHOL=-TV
NEBRASKA

OMAHA

KHOL-TV !\ LINCOLN J.
/ o/ 3

s 30% of Nebraska’s
Entire Farm Market

e 128,000 Families
e With a V2-billion
dollars to spend

High per capita income based on

irrigated farming, ranching, light
industry and waterpower.
For information, contact Al Mec.

Phillamy, Sales Manager, or your
nearest MEEKER representative.

KHOL-TV

Holdrage & Kearney, Nebr.
CBS e ABC e NBC e DUMONT

7cZ€ce Viscon

IN THE LAND OF

MILK AND HONEY

THE ONLY CBS PROGRAMMING AVAIL-
ABLE TO A MILLION NICE PEOPLE!

From 7 A.M. to 1 A.M.
Yep! Bigger’n Baltimore!

" HAYDN R. EVANS, Gen. Mgr. o

WEED TV, Rep. |
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Pulse, Inc. . , 102
RCA Thesaurus . 68-69
Schwimmer Productions 46-47
Skyline Group - . 145
Sponscr 80-81, 147, 149
Standard Rate & Data._. 140-141
Sunflower Network 139
Adam Young Jr., Inc BC
CKLW, Detroit ... 138
CKWX, Vauncouver, Canada 148
KANY, Shreveport ~ 142
KBIG, Hollywood 4
KDIS, Bakersfield 146
KCEN-TV, Temple, Tex. 148
KCMC-TV, Texarkana 120
KCMO, Kansas Ctiy IBC
IKCRA-TV, Sacramento 136
KDLO-TV, Florence. S. D. %2
KELO-TV, Sioux Falls, S. I 22
KERG, Eugene, Ore. 12
KGUL-TV, Galveston . 9
KHOL-TV, Kearney, Nebr. 148
KING-TV, Seattle _ . 113
KLOR-TV. Portland, Ore. 115
KMBC-TV, Kansas City FC
KNAK, Ssalt Lake City 143
KNUZ, Houston . - 127
KNX, Los Angeles 108
KRIZ. Phoenix ... 136, 143
KROD-TV, El Paso 142
KSI., Salt Lake City 125
KSLA-TV, Shreveport 82
KTRK-TV, Houston 150
KTVH, Hutchinson, Kans. _ 130
KUOA, Siloam Springs, Ark. 145
WAVE, Louisville __ 107
WAPI-WABT, Birmingham 48
WBAY, Green Bay ... ... 148
\VBNS, Columbus, Ohio 128
WBRZ-TV, Baton Rouge 129
WBT. Charlotte, N, C. 28
WCCO-TV, Minneapolis 147
WCHS-TV, Charleston, W, Va. 635
WCTUE, Arkron . ) 137
WDEF, Chattanooga - 132
WEREI, Boston 8, 10
WEHT-TV, Henderson, Ky, 142
WEMP, Milwaukee . S 59
WFAA, Dallas . 49
WEFBG-TV, Altoona 15
WFBM, Indianapolis a1
WGMS, Washington 5
WGN-TV, Chicago .. 134
WGTO, Haines City, Fla, 77
WHADM, Rochester 97
WIBG, Philadelphia . 117
WIBW-TV, Topeka .. 1335
WILK-TV, Wilkes-Barre 139
WJAC-TV, Jehnstown, Pa. 24
WJAR-TV, Providence 105
WJIBK-TV, Detroit . 23
WJIHP-TV, Jacksenville, Fla, 62
WKBN-TV, Youngstown r 64
WKZO-TV, Walamazoo N9
WMBR-TYV, Jacksonville, Fla. 132
WMUR-TV, Manchester, N. H. T
WOLF, Syracuse 124
WOOD-TV, Grand Rapids 71
WAL, Charleston, S, (I, 137
WPIZN. Philadelphia ) 3
WROW, Albany N
WSAIL Cincinnati ... 14
WSAU-TV, Wausau, Wis. 52
WSR, Atlanta 3
WERT-TV, South Bend 67
WEIR-TV, Winston-Salem 133
WROK, Nashville 144
WERYR, Syracuse . ! 63
\\'TRF-TV, Wheeling., W. Va 101
WXEX-TV, Richmond IFC
WXLW, Indianapolis 19

who’s first ?

IN CANADA'S
THIRD MARKET
ITS

RADIO VANCOUVER

reps: Weed & Company
All-Canada Radio Facilities

ON THE BEAM

with
CONSISTENTLY TOP PROGRAMMING
CONSISTENTLY TOP RECEPTION
from the

WACO -TEMPLE
“HUB”

TO THE REMOTEST CORNERS OF (TS
17,000 SQUARE MILE COVERAGE
of the

MULTI-MILLION DOLLAR
CENTRAL TEXAS MARKET

KCEN-TV

TEMPLE, TEXAS

Generol Offices: P. O. Box 188, Temple
Soles Offices: Professionol Bldg., Woco.
Studios ond Tronsmitter ot Eddy, Texos —
between Woco and Temple.

TWX Eddy, Texas, No. 8486

Representatives:
GEORGE P. HOLLINGBERY COMPANY

CLYDE MELVILLE COMPANY,
Melbo Building, Dollos

‘National:
Texos:

CHANNEL VHF MAXtMUM POWER
,NBC INTERCONNECTED

SPONSOR



A BRAND NEW Christmas

gift idea designed to bring

your company

BRAND NEW BUSINESS

Wh) settle for an ordmary gift when 1t
takes just a few moments to give clients. prospects
and business associates one that reflects your
thoughtfuluess at Christmas . . . keeps

them reminded of you throughout 1955 .
and shows them how to make then awr

adverusing more profitable.

You actually give 3gifts in one

all for as little as $5

Do your business gift shopping today . . . right on
the special form provided in this issue.

Mt
i

WiB _
YOU GIVE A FULL YEAR
26 ISSUE SUBSCRIPTION TO SPONSOK

Starting at the Holiday Season and continuing
throughout the year, SPONSOR helps your
recipionts save tirne, work, trouble . . . shows them
how to cath in on broadcast advertis'ng’s great
pulling power . gives them ideas they can

got from no other source.

YOU GIVE SPONSOR’S
“REPRINT-OF -THE-MONTH"

You know what a great selling job the right
reprint from the right publication can do. A re-
print is easy to handle, gets top readership,

and is pinpointed directly to the reader’s interests.
Under this new service your clients and prospects
receive reprints of SPONSOR's "top article of the
month""—every month direct from SPONSOR

by first class mail.




There was a young woman. ..

The young families — the big families — the buying
families have been won to KTRK-TV loyalty,
changing the Houston Market in less than one year.

who lived in a shoe--
she bad so many children,

but she knew just what to do.

KTRK-TV

THE CHRONICLE STATION, CHANNEL 13
P.O. BOX 12, HOUSTON 1, TEXAS—ABC BASIC

HOUSTON CONSOLIDATED TELEVISION CO.
General Mgr., Willard E. Walbridge
Commercial Mgr., Bill Bennett

NATIONAL REPRESENTATIVES:

BLAIR.TY, 150 E. 43¢d St., New York 17, N.Y.

Daytime, Houston mothers and their youngsters have
been happy with Channel 13's right combination of

children's programs, film features, and women's
programs, giving us top or second audience in 116

out of 160 daytime periods.

Nightime, ABC'’s great new Fall lineup of family shows
plus our strong sports lineup and syndicated
shows make KTRK-TV Houston’s Best Buy.

SPONSC
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Urges stress on
am programing

KDKA on
radio’s future

Elections to tie
up tv periods

Ed Ebel is ANA

chairman

Mickey Mouse’
tops in day ty

Tv ads basis of
all-media drive
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REPORT TO SPONSORS for 11 November 1933
(Continued from page 2)

Radio broadcasters were warned by one of their own colleagues that

they don't pay enough attention to programing. Admonishment came f{rom

Worth Kramer, v.p., general manager of WJR, Detroit, at NARTB's Re-
gion 7 conference. He cited more attention to programing as part of
3-point policy to_overcome sagging radio price Structure. He said
radio is indulging in "most colossal giveaway program in the annals
of advertising."”

—=SR—
KDKA, Pittsburgh, took look into future as well as recalling its past
on 35th anniversary of station's Harding-Cox election returns broad-
cast early this month. Chris Witting, president of Westinghouse
Broadcasting Co., which owns station, pointed out KDKA was fountain-
head of broadcast industry. KDKA station manager, L. R. Rawlins
looked to radio_future based on: (1) small sets, even tie-clip size
and hence even more personal listening; (2) "new programing concepts
which are changing radio from a big, loud entertainment medium to a
subdued household friend"; (3) tape-recorder techniques which add
human dimension to news and open up exciting new program forms.

—SR—
Advertisers will find it rough going to clear prime time on tv next
fall. GOP has already plunked down %2 million in advance commitments
for time to avoid expensive pre-emptions. And this is just start.
Democrats have not yet bought, but expect to corral time before end
of 1st quarter, 1956. Dems, who hope to have $5 million radio-tv
kitty, are aiming at 8:00-9:30 p.m. periods rather than cheaper
marginal periods they settled for in 1952. Republicans are expected
to cop some juicy slots under timebuying guidance of BBDO.

—~SR—
Indicative of growing importance of marketing in total ad scheme is
fact that new ANA chairman is marketing man. He is Edwin W. Ebel,
v.p. in charge of marketing for General Foods. Ebel succeeds Johnson
% Johnson v.p. Edward G. Gerbic. Named vice chairman is George E.

Mosley, Seagram Distillers v.p. Paul B. West continues as president,
post he has held since it was created in 1935.

—SR—
First Nielsen report on ABC TV's "Mickey Mouse Club" bodes well for
"third network's" future in daytime video. "Club's" first week on
air showed it to be highest-rated show on daytime tv. Top quarter
hour (sponsored by Carnation) had 17.9 rating, reached 5,300,000
homes. Show clobbered competing "Howdy Doody," whose top guarter
hour got 9.5, reached 2,800,000 homes. Latter show, fifth-highest
rated on network tv before 6:00 p.m., was beaten by 3 CBS TV soapers,
"Search for Tomorrow," "Guiding Light," "Love of Life." All 3
soapers fall within 12:15-1:00 slot.

—SR-
Greater use of art from tv commercials as basis for all-media cam-
paigns may be upcoming trend. One example is series of animated

commercials just completed by Harris-Tuchman Productions for Seaboard
Finance Co. via Frank Bull & Co. on West Coast. Though commercials

were originally destined for tv only, client and agency liked them

well enough to use in newspaper, point-of-sale ads.

-—
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Godfrey knows better

fnu his. curreut Saturday Fvening
Post biography. Arthur Godfrey proves
all over again that he is a master at
public relations. As we see it, the
first article in the series sets up a
picture of Arthur which is o appeal-
ingly human as to disarm any critics
past or future. I confess, he says in
effect at one point. 1 used to snitch
postage stamps from the boss when I
was a lad—though always returning
the stamps on payday.

The real question an advertiser must
ask wlho studies the present Godfrey
biography and the recent record of
Godfrey public relations blunders is
how such a master could ever have
fallen into the mistakes which made the
present biographic rebuttal a necessity.

The answer. simply. is that Godfrey
is not an infallible human being. as
he points out. But he is a multi-million
dollar vehicle for advertising messages.
And companies who link the well-being
of their products to a fallible human
being deserve more protection than is
provided by the whims of one man’s
temperament.

Godirey has Dheen allowed to rule

Gen. Sarnoff’s determination

Advertisers and agencies waltching
the progress of color television must
applaud the determination of Brig.
Gen. David Sarnoff as he moves for-
ward steadily to build color television.
Advertisers now using television. espe-
ciallv those who have sponsored shows
in color. realize what a fabulous sales
medium i< being forged for them.
Other advertisers who are not now in
television hut who use color in other

152

plau

his programs, his public utterances and
policies without restraint or counsel.
lle is an autonomous departnient of a
major network seemiugly answerable
to no one. But one way or another the
networks must exercise businesslike
control over those who perforin via
their facilities.

The issue of husinesslike restraint on
the impulses of stars goes far heyond
Arthur Godfrey. There are other God-
freys in the making (at least one star
at another network shows all the signs
of outgrowing the bounds of common
sense). And the problemn can become
increasingly acute because in this mag-
azine concept era the performer is freed
from dependence on only one adver-
tiser for his support. He knows he
has a whole group of clients and that,
moreover, there may be a line of others
waiting outside the network’s door.

In this atmosphere, particularly
under the gruelling demands made by
television, temperamental outbursts are
bred. But it is the responsibility of
the uetworks to keep them behind the
scenes where they belong.

% * %
Tv set count

Report #8: We ought to be gratified
by progress made thus far toward
giving advertisers and agencies the
reliable tv set count and coverage
figures they need so badly. Since we
printed Report #1 in this series, ac-
tivity has become intense (see article
this issue page 29).

But what is disturbing to us as well
as those who wait eagerly for the data
is the length of time required to pro-
duce results. Nielsen needs till the
latter part of 1956 to produce figures
for its announced second Nielsen
Coverage Service. Advertising Re-
search Foundation. which is working
to adapt regional census figures into

advertising media are eagerly await-
ing the prospects color tv promises.
We're convineed that Gen. Sarnoff’s
determination as well as the natural
course of progress will bring about
rapid growth of color television within
a short span of years. The General
predicts that next vear over 200,000
color sets will be sold. And by spring,
the first station broadcasting all of its
local programing m color, WNBQ,
Chicago, will have completed its con-

county-by-county set count estimates
will probably be months in the process
NARTB must spend another year test
ing its Cawl method of measuring t
circulation.

We recognize the desire of rel
searchers to insure precision in theit
figures. But we can’t help but think of
other scientists who had to move fasl
—and did—during the war days. I
was said that certain radar develop:
ments which “couldn’t” be perfected ir
two years were completed in months.

We won’t be satisfied until we see
the television medium proceeding to 3
satisfactory solution of its set count
problem with all the speed of those
wartime researchers.

x % =
Did papers make $64,000 Q.?
Editor & Publisher recently pro:

tested in an editorial that newspapers
were aiding a competitive advertising

medium by going overboard to publi-

cize 864,000 Question. Newspapers
were largely responsible for building
the show, E&P contends, and now it
seems to wish they’d forget the whole
thing (and get back. we imagine, té
their proper business of building circu:
lation with giveaways and puzzles.)
We don’t know to what extent $64,
000 Question could have sprung to the
heights without intensive newspape:
coverage. But we do know why intel
ligent newspaper editors played and
are playing the show to the hilt. It
simply because they are sensitive tc
the down-to-earth yearnings and emo:
tions of the reading public and know
that stories about this show help tc
sell newspapers. E&P seems to be
recommending that newspapers turn
their backs on a phenomenon which al
Nielsen’s latest count was reaching
pearly 19 million homes. Who will
that hurt. E&P? |

version from black-and-white. All told.
NBC is investing $9 million in ex-
pansion of its color facilities.

The problem, eventually, will not be
getting advertisers to use color tv, but
finding room for all the new adver:
tisers who will crowd into the mediuni.
Thus progress in color television is
linked to the broader picture of how te
get more television stations on the air
so that all advertisers as well as the
general public can be better served.

SPONSOR
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 MEREDITH Basis oo Seloniszos STATIONS
alfiliated with Better Homes and Gardens ans Successful Furmlng magazines



NOT THE CHORUS...

When Adam J. Young Jr. Inc. represents your station, you get
concentration on YOU exclusively.

In talking to advertisers, we're not selling a long list of stations—
we concentrate on YOU and the market YOU serve.

| We represent only 20 top radio stations...each in a widely
| separate and distinct market.

This policy of exclusivity of concentration gets such impressive results
that we can afford to concentrate on the star...not the chorus.
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* & P TON Y T INCORPORITE
4 b w 477 MadisonrAs

: i = New York #i4
' . RADI® STATION REPRESENTATIVES

New York - Boston °* Chicago - St. Louis - Los Angeles + San Frai




