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To get your just desserts

pick any one
one national brand

five different

flavors

(each preferred

in its market)

Where there's a

Storz Station . .

.

there's

audience

The

STORZ

Stations

today's Radio

for today's selling

Todd Storz. President

Home Office: Omaha

CBS TV

BREWS UP

A STORM

Net"- new re>earch

gives edge to CBS
o&o's. Other nets and

independents countei

Page 27

Where there's

smoke, there is

sure to be radio

Page 30

Why tv's

quiz-panel' shows

go on and on

Page 36

fall shows

reflect public

taste?—Tv Basir

Page 39

WDGY, WHB, KOMA, WQAM
represented by John Blair & Co.

WTIX represented by Adam Young Inc.



QUALITY
touch.

*/Tff*

^itft&wtii'-

SK^»

Close your eyes and listen yes,

it's the one and only! You'd know

that sound anywhere - that

"quality touch" which separates

the champion from the field.

There's an important difference like

that, too, among radio and tele-

vision stations of today. radio & television
dal I as

BROADCAST SERVICES OF THE DALLAS MORNING NEWS EDWARD PETRY A CO., NATIONAL REPRESENTS N



things happen in the Alps . . . and

WPEN
RADIO
MAKES

THINGS
HAPPEN
IN

PHILADELPHIA
WPEN News was awarded citations by

the Associated Press Broadcasters'

Association for "outstanding work in the

fields of editorial-commentary, freedom

of information, and outstanding news

reporting." More evidence that in News

. . . and in Sales . . . WPEN Makes Things

Happen In Philadelphia.WPEN
Represented nationally by

GILL—PERNA
New York. Chicago. Los Angeles. San Francisco Boston. Detroit



How to

Persuade the

Knoxville

Market

It takes a powerful medi-
um to sell in the big, wide-
spread 1,600.000 Knoxville
Trading Area. WBIR-TV's
top power ... top audience
. . . top programming . . .

and leadership in top-rated

shows get the job done. Call

your Katz Man.

WBIR-TV
CHANN EL "I i~k

KNOXVILLE-TENN.
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27 CBS o&o study claims better image, more commercial effectiveness for

its stations in N.Y. and L.A., gives nod to net over indie tv outlets

Where there's smoke, there's radio

30 A $4 billion industry invested $4 million during the first quarter of

1959. Here is a look at the tobacco business and why radio does so well

New price laws bring change in auto pitch

32 When windshield price posting regulation took the edge off its price

pitch, this car dealer found that tv could sell family budget plans

Franks with an image—thanks to radio

34 Peet Packing borrowed a network personality, utilized flexibility of

local stations to create a "national" image in its regional markets

Local radio/tv sells prefabricated houses

35 WAPI-TV, WPAI, Birmingham provided double-barreled air power for

The Home Insulation Co.'s campaign, drew 3,000 in spite of bad weather

Why the 'quiz-panel' shows are tv staples

36 Last fall's quiz show scandals didn't affect such hardy perennials as

What's My Line, I've Got a Secret. Here's why panel shows live long

Let's grow cold together . . .

38 In ^0 lines of sprightly verse, Ted Smith, veteran salesman for Adam
Young Inc., airs his views about spot radio's present situation
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TOPS

IN "BOX OFFICE"!

WHO-TV's spectacular library of film packages*

—

loaded with award-winning movies— means

"box office" for YOU, in Central Iowa!

Three times each weekday, thousands of viewers—
men, women and children — watch film features on

WHO-TV. WHO-TV programs these films

in choice, low-cost time periods, and their ratings

(Monday-Friday) are tremendously higher

than those of competition, according to ARB
for March 16-April 12, 1959:

FAMILY THEATRE (Noon-2 p.m.) 44.3%

EARLY SHOW—Cartoons (4:30 p.m.-5:05 p.m.) 36.1%

EARLY SHOW—Feature (5:05 p.m.-6 p.m.) 29.9%

LATE SHOW (10:30 p.m.-Sign-Off) 25.8%

PGW can give you all the details on WHO-TV
and what "box office" in Central Iowa means

to you. Ask your Colonel!

*WARNER BROTHERS "Feature" and -Vanguard,"
MGM Groups 1 and 3, NTA "Champagne," "Rocket 86,"

"Dream," "Lion," "Big 50," SCREEN GEMS
"Sweet 65," HOLLYWOOD TELEVISION SERVICE
"Constellation," M and A ALEXANDER "Imperial Prestige,"

ABC's "Galaxy 20" and others.

ARB SURVEY
METROPOLITAN DES MOINES AREA

(March 16-April 12, 1959)

FIRST PLACE QUARTER HOURS

Number Reported Percentag e of Total

1-Week 4-Week 1-Week 4-Week

WHO-TV 233 227 50.0% 48.7%
Station K 186 197 40.0% 42.3%

Station W 27 42 6.0% 9.0%

Ties 20 4.0%

WHO-TV is part of

Central Broadcasting Company,
which also owns and operates

WHO Radio, Des Moines

WOC-TV, Davenport

WHO-TV
WHO-TV
WHO-TV
WHO-TV

noi^WHO-TV
WHO-TV
WHO-TV
WHO-TV
WH«rV
WHli
WH
VH

WHO-TV
Channel 13 • Des Moines

mp-

Col. B. J. Palmer, President

P. A. Loyet, Resident Manager

Robert H. Harter, Sales Manager

Peters, Griffin, Woodward, Inc.,

National Representatives Affiliati

SPONSOR 4 jiia L959



WEBk

39 THRILLING FIRST-RUN FILMED

HALF-HOURS BASED ON SAN DIEGO

POLICE DEPARTMENT FILES!... FOR

LOCAL AND REGIONAL SPONSORSHIP!

REALLY DIFFERENT!
It's the unusual story of a tough, resolute

police officer ... the eager, ambitious rookies

he trains . . . and his friend, a resourceful,

conscientious police-reporter.

. . . And the story of a melting-pot city-

San Diego ... and its people-the fishermen,

the sailors, the barkeeps, the bankers-

fully-drawn characters in intriguing situations.

sponsor • 4 JULY 1959



STARRING CO-STARRING

VICTOR JORY PATRICK McVEY

NEW! ALREADY SOLD TO
ALKA SELTZER

(Los Angeles, San Francisco)

COORS BEER
(Rocky Mountain Regional)

GENESEE BREWING
(Nine Markets Including

Buffalo, Rochester and Syracuse)

PLUS

45 LOCAL ADVERTISERS



In Houston
HOOPER

&w

K-NUZ
\

Houston's^ 24-Hour

-Music ahd^News_

National Reps.:

THE KATZ AGENCY, Inc.

• New York • St. Louis

• Chicago * San Francisco

• Detroit * Los Angeles
• Atlanta * Dallas

IN HOUSTON,
CALL DAVE MORRIS

JAckson 3-2581

I
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55
RENEWALS
FOR 39 THRILLING NEW HALF-HOURS OF ONE

OF TV'S BIGGEST SYNDICATION SUCCESSES!

Jim Davis as Wes Cameron
and Lang Jeffries as

Skip Johnson star in

this suspenseful series.

RESCUE
SENSATIONAL RATINGS IN CITY AFTER CITY, WEEK AFTER WEEK

FOR THIS ACTION-PACKED, DRAMATIC, HUMAN-INTEREST SERIES!

SPONSOR

RENEWALS INCLUDE:

ALKA SELTZER (Multi-Market Regional)

UTICA CLUB BEER (Multi-Market Regional)

wtop-tv, washington
krca, los angeles
wgn-tv, chicago
kron-tv, san francisco
wtvj, miami
king-tv, seattle

klz-tv, denver
wgr-tv, buffalo
wrva, richmond
wsyr-tv, syracuse
kfsd-tv, san diego
wrgb, schenectady
kfjz-tv, ft. worth
wbtv, charlotte
koat-tv, albuquerque

• 4 jlily 1959

For details about

these exciting 78 half-hours,

contact

SCREEN HGEMS.inc
TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORT

Z4



Incredible. ..but true. WBBM-TV keeps topping its own record ratings . Chicago'

s

top station in the past 48 consecutive Nielsen reports, both Nielsen and ARB
show WBBM-TV first again . . . and by one of the widest margins in its history.

For example, according toARB,WBBM-TV fs over-all audience share is at a nine-

teen-month high of 34.8% . ThaVs a mighty 22% higher than a year ago, 27% higher

than the second station, 78% higher than the third station and 91% higher than



the fourth station! Furthermore, as the only Chicago station to increase its share

of audience and its ratings during the year, WBBM-TV ranks first both daytime

and nighttime... with an average 37% lead over the nearest competition during

the day, and an average 16% lead at night. (American Research Bureau, May '59

)

To blast all competition, advertise your product on WBBM-TV. It's dynamite!

Channel 2 in Chicago • CBS Owned - Represented by CBS Television Spot Sales ®

WE'VE
BLOWN
OUR
TOP



97.2%
OF VIEWERS IN

Albany, Ga.
ARE TUNED TO

WALB-TV

WALB-TV's NEW

1000 FOOT

TOWER
ALMOST DOUBLES THE

EFFECTIVE WALB-TV
MARKET IN

SOUTH CEORCIA AND
NORTHWEST FLORIDA!

• GRADE B POPULATION
NOW IS:

730,600

• GRADE B TV HOMES
NOW ARE:

126,200

Write tor

new Coverage Map!

WALB-TV
ALBANY, CA. — CH. 10

Raymond E. Carow, Ceneral Manager

Represented Nationally by

Venard, Rintoul & McConnell, Inc.

In the South by James S. Ayers Co.

One Rate Card

HH

10

NEWSMAKER
of the week

This week, ABC Radio has its first president since Bob East-

man left the network last April. Edward J. DeGray was

elected president of the net on 23 June according to an

announcement by Leonard H. Goldenson, AB-PT president.

The newsmaker: Amiable, Brooklyn -born, 45-year-old

Edward J. DeGray brings to broadcasting the same cool, calculated

will to win that he brought to the tennis courts for many years. In

national amateur tennis tournaments. DeGray shone as a formidable

opponent, figuring where to place the ball before he swung.

"Everybody in network radio," he told sponsor, "knows they have

a problem. Here at ABC Radio, we're trying to solve it quietly."

In essence, this is exactly what DeGray has been trying to do dur-

ing the past year that he was vice president in charge of ABC network

I during Bob Eastman's tenure,

ABC Radio was a corporation

within a corporation — American

Broadcasting Radio Network,

Inc. ) . It has since been quietly

dissolved into an operation the

same as ABC TV. a part of the

whole American Broadcasting-

Paramount Theatres.

With some 350 affiliates (a num.

ber of which have been added in

the past year under the guidance of

DeGray) , the plans for ABC Radio

are basically these: To try to make

network radio work on a basis best for affiliates as well as the network.

"We'll be strengthening our whole combination of affiliate serv-

ices," says DeGray. "We want to give our affiliates all the things

they can't buy locally." The ABC News Call is in for a further

building-up, for this is very popular with the affils. In addition to

this, programing is in for a heavy push
—"programing of ABC per-

sonalities to give identity at the local level," says DeGray. The net

learned through its "specials" starring Frankie Avalon and Eydie

Gorme that this is one notch in the key to a successful net radio

operation: in each case they got about 85% clearances. "Both of

these were pre-sold shows," DeGray said. "One thing we know:

stations are not interested in long hours of sustaining programs; they

want something to sell. We don't pretend to know the answers to

net radio, but we're trying to find the answers through learning what

the stations want." A good example of DeGray's follow-through to

such thinking is the snaring by ABC of rights to broadcast the

Patterson-Johansson heavyweight fight.

DeGray began his broadcasting career with CBS in 1937. Came

to ABC in 1955. ^

SPONSOR 4 july 1959



Better than half the viewing families—52.6%—watch

WRGB. The May, 1959 ARB total area survey shows

Channel 6 delivers more homes than the other two stations

combined in the Northeastern New York and Western New
England market. Contact your NBC Spot Sales representa-

tive for the complete story.

STATION SHA
SUNDAY THROUGI SATURDAY

SIGN-ON
TO

SIGN-OFF

*Sourc«: Total Ar»a ARB, May, 1959

WRGB CHANNEL 6 A GENERAL ELECTRIC STATION . . . ALBANY-SCHENECTADY-ffeCj^



AN

ANNOUNCEMENT

SUH!

NOW CBS

RADIO IS

ON WRNL!

WRI1L
910 AM • 102.1 FM

RICHMOND, VIRGINIA

REPRESENTED BY

Edward Petry & Co., Inc.

Timebuyers
at work

Jon Ross, Jon M. Ross Advertising Agency, Los Angeles, feels that

fm can do a selling job for advertisers in certain areas, but that the

medium is not convincingly sold. "At this time," Jon says, "we are

not given sufficient 'valid' measures of the fm audience to justify

substantial use of it. Fm staffers know this, and they find themselves

in the position of having to double-

talk as well as lower their rates in

order to attract sales. These people

place too much emphasis on the

intangibles of advertising with

snob appeal and esthetic values,

they provide very little documenta-

tion of fm's ability to sell strictly

on a commercial basis. No matter

how specialized a product is, it

requires something stronger than \

a 'superior sell' to get sales." Jon J
points out that fm sales are in-

creasing, that more "average audiences" are listening and that

to ignore this growth is short-sighted. "To keep pace and sell to

advertisers." Jon says, "fm salesmen must take positive steps. We
expect the same kind of evidence we get from other media—carefully

documented surveys and success stories that prove fm's value."

Lawrence Curtis, president. Curtis Advertising Co., New York,

agency for Chateau Martin wines, feels that his agency is able to do

a better selling job because of its experience with both advertisers

retailing through stores and those marketing through mail order.

"Through our mail order schedules, run on every type of station in

a wide range of markets," Larry

says, "we've come to know the

sales impact of stations, their time

segments and programs. As is the

practice in mail order, we measure

the actual cost of the spot against

the actual dollars taken in. These

results have become our guide in

^A *^/mlm recommending stations and avail-

^jgL abilities to our non-mail order

^L^IjL^^jjB clients. L;ui\ notes that lii>

& Al agenc) uses ratings cautiously, in

view of its findings over the years.

The correlation between mail order sales and ratings had shown
no consistency: innumerable times lower rated spots were found to

be more productive than higher rated spots, and vice versa. "There

is, of course, no scientific way of judging the worth of time on a

dollar basis, but we do feel that our approach is the most realistic."

12 SPONSOR 4 july 1959
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Follow the skyrocketing spot

as it soars your product sales

above quotas . . . zooms it

to a dominant market share.

The spot medium best

enables you to match exactly

your advertising effort

with sales situations

in various markets;

to conform perfectly

with distribution patterns;

to equalize varying advertising

"weight" in network markets.

In the field of station

representation, H-R's unique

Working Partnership

plays a sweet tune

for ownership

and management.

Such a high degree

of cooperative effort

is devoted to all station

operations affecting spot sales,

that the stations'

staff, in effect, is tripled.

nffjftfrfTTT? Television, Inc.wm\XX JlV Representatives

'We always send a man to do a man's job"

H

••••••.,

WWlfalm
with

spmt
,»»• • •

tune /

New York • Chicago • San Francisco • Hollywood • Dallas • Detroit • Atlanta • Houston • New Orleans • Des Moines



CAN'T MISS!



TRACKDOWN
One of network television's most

famous Westerns has just become

available for syndicated sales...

and it's a sure-fire hit. Because:

...TRACKDOWN is the biggest,

most important Western ever to

enter first-run syndication, at a

time when Westerns are at the

very peak of audience popularity;

...TRACKDOWN is produced on

location by Dick Powell's famous

Four Star Productions, and has

a well-known star, Robert Culp;

. . .TRACKDOWN is based on case

histories taken from the files of

the fabulous Texas Rangers, and

is the only television show ever to

win official endorsement from the

Rangers and the state of Texas;

...And TRACKDOWN has proven

a huge audience-winner, averag-

ing a 23.0 total Nielsen rating in

its run on the CBS Television Net-

work (October 1957-April 1959),

against the stiffest competition.

Tired oflong shots?TRACKDOWN
(71 crack half-hours) can't miss!

. THE BEST FILM PROGRAMS FOR ALL STATIONS-

NEW YORK. CHICAGO. LOS ANGELES. DETROIT.

BOSTON. SAN FRANCISCO. ST. LOUIS. DALLAS

AND ATLANTA. INCANADA: S.W.CALDWELL. LTD.

CBSFILltSi"



Fact-source for advertising decisions

JACK DENNINGER, Vice President and
Eastern Sales Manager, has charge of
agency-contact in Blair-TV's New York
office — one of ten offices providing fast,

efficient service to Advertising.

A NATIONWIDE ORGANIZATION

New York City is headquarters for

more than half the agencies billing

$25,000,000 or more annually. Each
business day sees these New York

agencies reach decisions involving

more than a million dollars in Spot
Television . . . decisions that demand
a basis of factual data with down-to-

the-moment accuracy.

When the decisions concern any or

all among 25 of America's great tele-

vision stations, these inquiries con-

verge on a single focus — the New
York office of Blair-TV. Few organi-

zations in the entire field of advertis-

ing have an equally effective system
for transmitting television data.

Blair-TV operates on this basic

principle: that alert, informed repre-

BLAIR-TV

sentation is a service vital not only to

stations but also to all Advertising

and to the businesses dependent on
it for volume and profit. From the

first, our list has been made up of

stations and markets we felt in posi-

tion to serve most effectively. Today
these stations are located in 25 of

America's greatest markets. Together

they cover 56 percent of its popula-

tion, virtually 60 percent of its effec-

tive buying power.

In its area, each of these stations

stands as a powerhouse of selling

force. To help advertisers and their

agencies make most profitable use of

that force, is the primary objective

toward which the work of our entire

organization is constantly directed.

AT THE SERVICE OF ADVERTISING

WABC-TV- New York

W-TEN-
Albany-Schenectady-Troy

WFBG-TV-Altoona
WNBF-TV-Binghamton
WHDH-TV- Boston

WBKB- Chicago

WCPO-TV-Cincinnati
WEWS- Cleveland

WBNS-TV-Columbus
KFJZ-TV-Dallas-Ft. Worth

WXYZ-TV- Detroit

KFRE-TV- Fresno

WNHC-TV-
Hartford-New Haven

KTTV- Los Angeles

WMCT- Memphis

WDSU-TV-New Orleans

WOW-TV-
Omaha-Council Bluffs

WFIL-TV- Philadelphia

WIIC— Pittsburgh

KGW-TV- Portland

WPRO-TV- Providence

KGO-TV-San Francisco

KING-TV-
Seattle-Tacoma

KTVI-St. Louis

WFLA-TV-
Tampa-St. Petersburg

16 SPONSOR 4 july 1959



Most significant tv and radio

news of the week with interpretation

in depth for busy readers

SPONSOR-SCOPE
4 JULY 1959 Both in New York and Chicago, reps have taken it as a hopeful sign for fall spot

c«»yriibt iim radio that important agencies have invited them in to get their thinking on how the

sponsor medium can be tooled to fit in with a particular client's marketing plan.
publication* i no. This sort of rapport can't help but have a stimulating effect on the rep field.

The one big yearning that reps have voiced for at least the past six months: Ways and
means of weaning back those top-rank agencies—McCann-Erickson, Burnett, Compton

—that have become completely tv-oriented as far as air media are concerned.

What radio reps would like of such agencies is this: An opportunity to show them new

ways of using and merchandising radio; to urge that the research that measures radio

be applied creatively and imaginatively; to submit constructive concepts of radio as

an efficient ingredient in an over-all advertising plan.

Seller checks among Chrysler Corp. and General Motors agencies indicate that

spot tv will be loaded with saturation campaigns from these sources in connection

with the introduction this fall of the Valiant, Dart, and Corvair lines.

The schedules for the lower-priced newcomers probably won't be firmed up until early

August. But, in any event, from the impressions gained by air media's sales brigade in Detroit,

the biggest slice of the ad melon will go to spot tv.

The likely exception among the big three is Ford. It seems inclined to depend

solely on network as the tv exploiter of its economy-version Falcon, with spot radio

the saturation medium.

In the hope of beating others to choice clearances, Burnett last week spelled out Kel-

logg's wants for another 52-week go-round of its kid spot tv programing.

The schedule—calling for three half-hours of Woody Woodpecker, Huckleberry Hound,

and Superman—starts 29 September, and is generally headed for the same areas

that carried the trio this past year.

However, there may be some revisions in markets and stations. As a Burnett man put it

:

Markets have done a good job for Kellogg and stations that have a good solid mop-
pet strip in the early evening will retain all three shows; other markets will be clipped

to two shows or even one.

National spot radio's big pepper-upper of the week:

Armour's Dash Dog Food is putting $75,000 in 33 top markets for five weeks,

starting 13 July.

Of pointed significance : The buy comes out of an agency—FCB, Chicago^usual-

ly regarded as overwhelmingly tv-oriented. (The product was recently taken over from

Ayer.

)

Also buying: Fresh California Bartlett Pears Advisory Board (Cunningham &
Walsh, San Francisco), sizeable packages of announcements for four to seven weeks in 30

markets.

Spot as well as network tv will likely be the gainer from the additional money
that Gillette is expected to spend on behalf of its $1.95 adjustable razor.

The company already is spending between $18-20 million in tv plus a possible $1

million for its d.j. programing in about 100 radio markets.

sponsor • 4 JULY 1959 17



SPONSOR-SCOPE continued

Both spot radio and NBC Radio have been enlisted by plastics trade groups via BBDO
in their drive to warn mothers against letting small children come in contact with plastic bags.

The buy is for 21 announcements a week over four weeks. List of spot markets:

about 40.

Another sign that tv is making a deep dent in the soft goods retailing field:

Women's Wear Daily has started publishing a regular column dealing with the

influence of tv, ad-wise and fashion-wise, on the wearing apparel field.

The column will cover 1) what retailers and manufacturers in the field are promoting

on tv 2) how successful the medium has been for them, and 3) how fashions shown on
tv are influencing consumer demand.

Despite the triple get-together of Fletcher Richards, Calkins & Holden, and Bryan Hous-

ton, the trend among agencies to merge slowed considerably during the first half

of 1959.

Perhaps the turn of the economic tide for the better had something to do with

it. In other words, there were fewer agencies, with clients looking for escape hatches.

During the year's first half, only three mergers whose billings totaled $15 mil-

lion or better apiece took place. They were:

MERGED AGENCIES NEW NAMES BILLINGS

Bryan Houston, Fletcher D. Richards, Fletcher Richards, Calkins & Holden $45 million

Calkins & Holden

Burke, Dowling & Adams,

St. George & Keyes

Cohen & Aleshire, Dowd,

Redfield & Johnstone

Adams & Keyes

Cohen, Dowd & Aleshire

16 million

15 million

E.
The quest for new agency pastures by important advertisers the first six

months of this year wasn't quite so pronounced, in terms of giant budget, as during

the first half of 1958.

You will recall that was the period of the twin migrations of Buick and Chrysler.

Note how heavy investors in tv again predominate the following roster of ad-

vertisers who rehoused their accounts this year:

ADVERTISER

Chase & Sanborn

Dristan

American Airlines

Cluett, Peabody

Playtex

Nescafe

Armour Grocery Div.

Wildroot

Hudson Paper

Bristol-Myers' Ban

Red Heart Dog Food

Bissel Carpet Sweeper

Northan Warren

Manhattan Shirt

Nucoa Margarine

Regal Pale Brewing

Norwich's Nebs
* Covers all media

FROM

Compton

Bryan Houston

Lennen & Newell

Young & Rubicam

Reach, McClinton

Bryan Houston

N. W. Ayer

BBDO
Norman, C&K
BBDO
Campbell-Mithun

Leo Burnett

Doyle, Dane B
Doner & Peck

Guild, B&B
Heintz & Co.

Foote, Cone & B

TO

J. Walter Thompson

Tatham-Laird

Young & Rubicam

Lennen & Newell

Ted Bates

Esty

Foote, Cone & Belding

Ted Bates

Grey

Ogilvy, Benson & M
Tatham-Laird

Frank E. Clinton

DCS&S
Daniel & Charles

Dancer, F&S

Lennen & Newell

Cohen, Dowd & A

ESTIMATED
BUDGET*

$8,000,000

7,000,000

6,000,000

4,500,000

4,000,000

4,000,000

3,500,000

3,000,000

2,000,000

2,000,000

1,500,000

1,500,000

1,500,000

1,500,000

1,500,000

1,000,000

1,000,000
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SPONSOR-SCOPE continued

Some agencies are worried about a further weakening of product protection

the coming season as a result of (1) the increased sales of minute participations in

nighttime network tv shows, and (2) the rapid spread of the cross-plug.

The concern is not only with keeping a 15-minute distance between out-and-out competi-

tive products, but preventing kindred items (like a packaged deodorant and a de-

odorant soap) from being adjacent to each other.

Say the networks: We plan to keep the 15-minute separation rule in force—
even if we have to insist that an alternate sponsor schedule the cross-plug in the middle
of the program or the major sponsor surrender his closing billboard.

CBS TV is contemplating another gesture to help affiliates meet the mounting
demand from spot advertisers for daytime minutes.

A third 60-second station break will be opened up at 3 p.m.—if the move meets

with the approval of the sponsors of House Party, which comes between 2-2:30. In other

words, there would be no break after that show, but there would be a minute after the

succeeding program that replaces Jimmy Dean.

Currently there are minute breaks at 12:30 and at 2 p.m.

A realignment of product assignments for the account's four agencies could

follow the current reorganization of Quaker Oats' advertising and sales operations.

Two years of study by the consulting firm of Booz Allen & Hamilton brought about

this basic recommendation: combining advertising and sales under the title of Advertis-

ing and Merchandising Department, with new titles and responsibilities for ad people.

There will be four divisions: 1) pet foods; 2) corn foods and Flako; 3) Aunt Jemima

mixes; and 4) cereal groups.

Quaker products are now spread out thus: JWT, pet foods, light cereals, and Aunt Je-

mima; Clinton E. Frank, flour, Flako, institutional; John W. Shaw, corn foods, three easy

mixes, specialties; Wherry, Baker, Tilden, cereals.

Those that turn against rock-and-roll can be as violent as its exponents.

Take the announcement this week of KAVI, Rocky Ford, Col., that it is converting

from rock-and-roll to straight "good family music."

Said KAVI: (1) An r-and-r record will be broken over the air every 10 minutes

until all 500 such records in the library are destroyed; (2) any staff announcer who

plays a verboten record will be fired on the spot.

Esty, agency for National Carbon's Prestone, has this explanation why Zerex

(duPont) is going to put $600,000 in three specials on NBC TV this fall: Prestone

had the biggest year ever in sales.

Zerex's move (via BBDO) came after Prestone arranged to go all tv network this

fall via a special on baseball the night before the World Series (NBC TV) ; two half-hours

each of Sugarfoot and Cheyenne; and some shots of CBS TV News.

The probable media losers in this battle for market dominance between the two giants:

spot tv and print. Neither sponsor, however, was a heavy spender in those fields.

Tv network gross time billings for May showed a 8.7% increase over the like

month of 1958: All three networks this time doing a total of $52,085,557, as

compared to $47,918,145 for May '58.

The May '59 billings by network: ABC TV, $9,946,570, plus 17.3%; CBS TV, $22,464,-

493, up 7.1%; NBC TV, $19,674,494, an increase of 6.5%.

For the first four months, ABC TV is ahead by 18.7%; CBS TV, 6.2%; NBC TV. 7.4%.

Aggregate billings for January through May by networks: ABC, $52,492,402; CBS,

$110,759,141; NBC, $97,509,662. Total: $260,761,205.
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: SPONSOR-SCOPE continued

It could be that the daily hours of tv viewing per set have reached a peak and
that a slight downward trend—no bigger than a man's hand right now—is on the way.

Recent Nielsen monthly soundings on total tune-in averages have shown pretty much
of a static condition compared to last year. In fact, the count for this April was 5.24 hours

as compared to 5.36 hours for 1958.

As further evidence of what recent Nielsen viewing reports may portend, note the
average tune-in per minute for all U.S. tv homes by hours this April as compared to

April 1958:

APRIL 1959 AVG. APRIL 1958 AVG.

9-10 a.m. 15.0 13.9

10-11 a.m. 15.6 16.6

11-12 noon 21.4 21.5

Noon-1 p.m. 20.7 22.9

2-3 p.m. 19.0 21.0

3-4 p.m. 20.5 22.9

4-5 p.m. 24.6 27.8

5-6 p.m. 29.8 31.1

6-7 p.m. 35.9 38.4

7-8 p.m. 49.7 52.7

8-9 p.m. 61.0 63.3

9-10 p.m. 63.8 66.4

10-11 p.m. 56 5 58.3

11-12 midnight 34.8 37.2

How effective is the "bandwagon" approach in advertising—claiming, for exam-

ple, that your product is number one seller, or the oldest, etc.?

Madison Avenue observers say that psychological research shows that the value

of this technique is dubious unless you've got specific objectives such as:

• In the case of gift products, impressing the recipient with the idea that the

giver has shown good judgment.

• If the advertiser isn't getting as much dealer support as his competitors, or

point-of-sale support isn't what it might be, the bandwagon angle might be used to make the

point that you're at a disadvantage when you don't play along with the leader.

Spot tv and radio might as well face up to the fact that there isn't going to

be any sharp change in their place on the national advertiser's totem pole soon.

In other words, they (plus the newspapers) will go on getting their business in spas-

modic chunks.

National advertisers, with few exceptions, have become wedded to the philosophy

that 1) a product image can be adequately transmitted via network tv or color

print, and 2) that for sales action in the event of special or seasonal promotions,

deals, and whatnot they can turn to the other media for concentrated flights.

Agencies will tell you that this zigzag course is no more healthy for their economic well-

being than it is for the stations'. Putting one of these fast promotions into the works often

means drastic readjustments of personnel assignments, jacking up the cost of op-

eration, and thinning down the margin of profit.

For other news coverage in this issue, see Newsmaker of the Week, page 10;

Spot Buys, page 50; News and Idea Wrap-Up, page 58; Washington Week, page 61; SPONSOR

Hears, page 64; Tv and Radio Newsmakers, page 78; and Film-Scope, page 62.
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IT COMMUNICATES!

It takes only one wave of a checkered flag to signal the winner as thousands of horsepower race down the

straightaway. That's communication. And it takes only one word from WOOD-TV to send hundreds of thousands of

WOODIanders racing straightaway to their stores. That's real communication. There's plenty of buying power, too

in Western Michigan — where everybody is a WOODwatcher. Make your client a winner. Check Katz for details.

WOOD-TV is first - morning, noon, night, Monday through Sunday February '59 ARB Grand Rapids, Michigan

WOOD-AM is first - morning, noon, night, Monday through Sunday March '59 Pulse Grand Rapids - 5 county area

WOOD AM
TV

WOODIand Center,

Grand Rapids, Michigan

WOOD-TV—NBC for Western and

Central Michigan: Grand Rapids,

Battle Creek, Kalamazoo, Muskegon

and Lansing. WOOD-Radio — NBC.

- '~ n
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RUNAWAY SALES

SUCCESS

ALL ACROSS U.S.A.!

N
E
W
S

ORTH
Detroit, St. Louis,
Cleveland, Ft. Wayne!

AST
Boston, New Haven,
Albany, Portland!

EST
Los Angeles, Denver,
Seattle, Salt Lake City!

OUTH
Atlanta, New Orleans,
Miami, Richmond!

Have your local ITC represen-
tative give you the news of how
BRAVE STALLION can in-

crease audiences in your market.

INDEPENDENT
TELEVISION
CORPORATION

488 Madison Ave. -N.Y. 22 -PLaza 5-2100

22

by John E. McMillin

Commercial
commentary

More teeth for the tv code
The recent news that 13 additional tv stations

have had their TV Code Seals revoked for carry-

ing Preparation H commercials may have been

a bomb in the broadcasting business. But I

doubt if it created more than a limpid ripple

among admen and the general public.

This. I think, is too bad.

In turning thumbs down on advertising for

Whitehall Pharmacal's hemorrhoid remedy, the members of NAB's

TV Code Committee acted with a courage and steadfastness all too

rare among industry trade practice groups.

They deserve applause, and I hope they get it.

But the sad fact remains that few people have ever seen the Tv

Code Seal on their home screens and fewer still understand what it is

or means. Furthermore. I'll lay you ten to one that not more than a

handful of agency or advertising men have ever bothered to read

through the provisions of the TV Code.

Actually it is a remarkable document. I don't envy anyone who is

handed the job of drafting a code of fair practices for anything,

especially any phase of the advertising business.

It is almost an open invitation to be prissy, pompous and sancti-

monious, or absurdly two-faced and weasling. And the NAB's TV
Code doesn't wholly escape these common faults.

There are places where it sounds a little like a lavender-scented

spinster of perennially unchallenged virginity reading a bifocal lec-

ture to a smutty-faced, teen-aged boy.

I strenuously object, for instance, to the anodyne statement that

"religious programs should place emphasis on broad religious truths,

excluding the presentation of controversial or partisan views not di-

rectly or necessarily related to religion or morality."

I seriously question whether the cause of religion, or of the Re-

public, is best served by such a safe, emasculated approach.

Definite and positive provisions

If, however, you can overlook these occasional lapses in taste and

virility (they're almost an occupational disease among all code-draft-

ing lawyers) you will find in the NAB's TV Code a wealth of posi-

tive, definite, practical and courageously idealistic provisions.

The Code is at its best, I feel, in defining those types of advertising

which are not acceptable to Code subscribers (the three tv networks

and more than half of all tv stations I.

I believe these provisions should be read and studied by every ad

manager, account executive and media man who deals in tv.

You will get some surprises, I think.

Undoubtedly you realize that the advertising of hard liquor is

verboten on tv. But did you know that 270 tv stations subscribing to

the Code have voluntarily agreed not to carry a wide variety of other

types of copy?
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Commercial commentary continued

For instance, on these stations you cannot advertise tip sheets, race

track publications, lotteries, fortune telling, astrology, palmistry or

character reading.

You cannot advertise institutions or enterprises which in their of-

fers of instruction, imply promises of employment.

You cannot (under a Code Interpretation dated 7 June 1956) ad-

vertise hemorrhoid remedies, products used in connection with femi-

nine hygiene, or other products which are "generally regarded as

unsuitable conversational topics in mixed social groups."

The Code forbids the use of "bait switch" advertising, the "pitch-

man technique" in copy, and the portrayal of doctors, dentists, or

nurses, except by accredited members of these professions.

Under the Code you may not run contests based on chance rather

than skill, or offer premiums which appeal to superstition on the

basis of their "luck bearing" powers.

Stations subscribing to the Code have spelled out for them in exact

detail the amount of time which mav be devoted to commercials in

all types of programs from five to 120 minutes in length, with stricter

limitations on "AA" and "A" time periods.

There are a number of other Code provisions which deserve stud\

and respect.

Why advertisers should support it

I don't think, of course, that the TV Code is perfect as it now

stands, and I doubt if you will when you read it.

In certain areas it obviously does not yet go far enough. Some of

its provisions need to be amended, expanded or rephrased, as I am
sure they will be.

But taken as a whole, the NAB's TV Code does emerge as an in-

telligent, honest effort by honorable men to draw up a decent set of

ground rules for a turblent young industry which has unique social

responsibilities.

It is a better code, better drawn, better accepted and better policed

than any yet devised by such older, prouder media as magazines and

newspapers.

As such it deserves. I think, far more attention and support from

agencies and advertisers than it has yet received.

If advertising men are sincerely concerned about their industry's

public image (and I think the best of them are) then they should

support the TV Code both in principle and in practice.

Endorsements in principle can be made through the machinerj of

the ANA and the 4A's, and I hope that these groups will work closel)

and sympathetically with the members of the NAB's Code Committee

in an effort to get more understanding and support for Code provi-

sions.

As to endorsements in practice, these are simple matters for every

agency and advertiser buying tv time. All that is needed is an in-

sistence by managements, and by ad managers and time buyers, that

all stations appearing on their spot tv lineups be TV Code subscribers.

It is certainly in their best interests to do this. As Douu Smith,

advertising and merchandising director of S. C. Johnson pointed out

recently, "Tv is one of the greatest assets which we. the advertisers

possess. We must be careful to respect, maintain and even cherish

it."

The support of a decent, honorable TV Code is one of the finest

ways of cherishing the tv medium, and insuring its future. ^

Hoodoo 5k/ Ar»a in Oregon

Nearly ]/4 of Oregon's
buying families watch

KVAL-TV
KPIC-TV

The only clear-picture in the

Eugene - Springfield - Roseburg

market is on KVAL-KPIC. One
order to your Hollingbery man
or Art Moore and Associates

(Portland-Seattle' covers both

stations.

KVAL-TV fugene

NBC Affiliate ChannelIE
vKPIC-TV

Roseburg • Channel 4
Satsllile

For 35 Years
No. 1 in the

Roanoke

Market!
WDBJ has been on the air in

Roanoke, Virginia continuously
since 1924. In every audience
survey ever made in those 35

years, WDBJ has always
proved to be first in coverage
and audience.

W3 look forward to serving
even better in the future our
long- list of loyal national ad-

vertisers who demand the best

in radio promotion.

Ray P. Jordan,

V. P. Broadcasting
Times-World Corporation

WDBJ
CBS RADIO

Roanoke, Virginia

960 Kc.

94.9 Mc.

5000 watts

14,000 watts

j-y. PETERS, GRIFFIN, WOODWARD, INC,

National Rfprtitntati»ts i
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Hooray For un-Forira/
A "formula" radio station is definitely what WBT ain't.

WBT's programming is varied—creative—responsible.

Popular, too. Pulse surveyed the 25 county Charlotte area

• just a portion of WBT's Basic Service Area I and found a 92%
WBT lead mornings, 69% afternoons and 123% at night.*

Grab some WBT availabilities so you'll have something to

cheer about in the nation's 24th largest radio market.*

Call CBS Radio Spot Sales for details.

Pulse 25 county area 1959 I March I

A. C. Nielsen Co.

WBT CHaflPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY

49th and

Madison

24

Not first-born

1 note with interest \ our "Sponsor

Speaks" item on "Radio Says It's a

Boy" in the 20 June issue of sponsor.

That is a fine service KMOX ren-

dered during the newspaper hlackout,

but in the light of your statement

"As far as we know this is the first

time that radio has taken over this

happy chore of public service" — I

hasten to advise that for over 10

years WIS has saluted the newest citi-

zens of the area via the well estab-

lished "Stork Call"—presented every

morning as a key segment of the WIS
Morning Show. Listener interest and

response has been very strong through

the years.

Oh yes, the sponsor likes this pub-

lic service vehicle, too!

W. Frank Harden

man. dir., WIS
Columbia. S. C.

• SPONSOR also heard frors KLIK. Jefferson
Cilv. Mo.; WTTN. Watertoun. Wis.: WSVA.
Harrisonhurg; KCHA. Charles Citv. la.; W-DOG.
St. Clair. Mich.; WADS. Ansonia. Conn.; WGTC,
Greenville, N. C. ; WJOL. Joliet; and WKMC,
Roaring Spring, Pa. We ran only say we're
glad we were wrong ami thai so many of you
are on hand to welcome new listeners—and new
SPONSOR readers.

Local reps important, too!

Your issue of 23 May contained a

st.ory about Minneapolis as one of the

major advertising centers.

Mention was made therein of the

fact that no station reps maintained

offices here. While we realize this re-

ferred to national reps, we would like

to clarify the picture by calling your

attention to the existence of three rep

firms in Minneapolis, of which ours

has the largest station list.

Minneapolis has indeed increased

in advertising importance. TvB said

two years ago, that 5% of all tele-

vision expenditures came from Min-

neapolis Agencies and clients.

We're glad you acknowledged our

market's importance, hut please, don't

again forget the fact that regional
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WCTV S»„es

Another Problem

for an Ad Manager

Tom had the sales manager on

his neck.

Sales were too spotty; expen-

sive in big markets, non-

existent in-between.

Blair TV Associates said why
not fill in these gaps with cov-

eraae like that of WCTV?

Substantially unduplicated
coverage brought quick re-

sults, profitable sales.

Tom even relaxes

occasionally.

WCTV Tallahassee

Thomasville

for North Fla. and South Ca.

John H. Phipps

Broadcasting Stations

reps plaj a most important part in

ibis mark' I.

Harrj S. Hyetl

Radio-Tv Station Reps.

Minneapolis

Good radio copy

1 was extremelj pleased to see the

article "Why Poor Cop) Robs Radio"

in the Id \Ia\ issue of SPONSOR.

Here at WGMS we have found that

good promotional cop) will reap rich

rewards for a radio station as well as

for its clients. We have noticed that

this is particular!) true when we pro-

mote subscriptions to our monthly

program guide. A change in copy

emphasizing a new feature of the

guide never fails to bring a large

spurt of subscriptions.

A hard look at promotional copy

should be of as much concern to a

radio station which sells air time as

to sponsors selling Ruicks. Ben-Gay

or Borden's Instant Coffee.

Sol Hurwitz

dir. of prom.. It GMS
Washington, I). C.

Thanks for the write-up

I was quite impressed with the arti-

cle, "How 'David' fought Lestoil

'Goliath' with TV" in your 30 May
issue of SPONSOR magazine. Our ad-

vertising agency is a subscriber to

your magazine and they brought the

article to my attention. I am sure

thai this national publicity will be

of great value in helping us to keep

moving ahead with this great product

of ours.

Fred B. Spinney

distributor

Westfield, Mass.

Music, maestro . . .

We, at Good Music Broadcasters,

would personally like to take this op-

portunity to thank the editorial stall

of SPONSOR, for the excellent article

that was featured in the 13 June is-

sue. '"
\ new bead ol steam lor fm.

We aie the oldest classical music

representative in the radio business:

and we feel that your article on fm
and quality audiences without any

doubt did the "good music " concept

justice.

Herbert E. Groskin

nail sales tngr.

Good Music Broadcasters Inc.

Sew York

KBOX
the

HOTTEST
thing in the DALLAS

MARKET- from 9th Place

to 2nd Place in ONLY

9 months

BUY Radio when you buy medio BUY Bolobon
when you buy radio BUY KBOX when you
buy Dallas and you BUY the people who BUY

THE BALABAN STATIONS
in tempo with the times

WIL KBOX WRIT
St. louit Dallas Milwaukee

JOHN F. BOX, Jr., Managing Director

EDWARD T. HUNT. General Mar.

Sold Nationally by

Robert E. Eastman & Co., Inc.
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Channel 3 is First By All Surveys

Here are the latest Memphis Surveys, showing leads in

competitively-rated quarter hours, sign-on to sign-off,

Sunday thru Saturday:

A.R.B. Pulse Nielsen

Apr . 17-May 14,

(Metro Area)

•59 Feb. '59

(Metro Area)

Mar. -Apr. 195
(Station Area)

WRBC-TV
Sta. B
Sta. C

250
80

68

251

109

19

263
72

53

WREC-TV
Channel 3 Memphis

No wonder in Memphis
they say "There's more
to see on Channel 3."

WREC-TV's combina-
tion of the finest local

programming and the
great shows of the CBS
Television network de-

liver the greatest au-

dience in the Mid-South
area. See your Katz man
soon.

26

Represented Nationally by the Katz Agency
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MERLE JONES, pres., CBS Tv Stations, tells sponsors and agencies CBS affili-

ates beat out other network- and independent competition in impact, popularity with viewers

CBS tv research brews up a storm

^ CBS o&o study claims that net-affiliated tv outlets

have better station image, more commercial effectiveness

^ Spokesmen for tv indies dispute findings, tactics

of New York-Los Angeles qualitative audience study

#% piece of solemn motivational re-

search, introduced by CBS and shown
this week to agencies and advertisers

all over the country, has exploded like

an unwanted hydrogen bomb, and

provoked loud indignant protests as

fragments began to hit the other net-

works and — most particularly— the

independent non-affiliated tv stations.

Why? Because a two-market study

conducted in New York and Los

Angeles by the Institute for Motiva-

tional Research. Inc. I headed bv Dr.

Ernest Dichter) and Market Plan-

ning Corp. la McCann-Erickson affili-

ate I contends thai net affiliated sta-

tions have it all over the indies in

creating a station image and in es-

tablishing a productive commercial

climate and that CBS o&o stations

and affiliates beat ABC and NBC
affiliates hands down in doing the

same job in identification.

The studv. commissioned 1>\ the

CBS Television Stations division, has

drawn cross fire from the indepen-

dents. But the other networks, who
reap some partial rewards from the

qualitative survey, continue at this

point aloof . . . and silent. \l spon-

sor's presstime neither \BC nor NBC
had am official or unofficial com-

ment to make about the CBS findings.

The skirmish began last week when

Merle Jones, president of the stations

division, and his executive stafi

kicked off the slide presentation in

New ^ oik.

Their conclusions:

• f ntil now. do one knew tor sure

whether each tv station had it- own

unique personality. I he new stu
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establishes this fact, providing what

Mr. Jones calls a "breakthrough" in

tv research.

• Viewers, in differentiating

among stations, develop images and

tend to respond more favorably to

commercials and clients who are rep-

resented b\ the favored image station.

• The favored station in the two

test cities was the CBS o&o outlet, in

each case channel 2, by a wide mar-

gin, competing against ABC and NBC
o&o's on channels 4 and 7 respectively

in both New York and Los Angeles,

and against three independent or

non-affiliated stations in each city.

The logical progression, as CBS
puts it: Viewers associate CBS-owned
tv stations with authority, prestige

and confidence. The viewer looks to

these stations for important and well-

balanced programing. Therefore the

audience pays stricter attention to

CBS-owned tv stations commercials

anticipating quality product adver-

tisements. The sponors thus receive

maximum attention and response.

How is the industry reacting to

these assertions?

Typical of the agency point of view

is the reaction of Peter M. Bardach.

senior media buyer at Foote, Cone &
Belding. New York, who commends
CBS for performing "this genuine

service to the industry." But he sees

"no significant effect on advertising

planning" as a result.

"In general, the conclusions reaf-

firm what the agency has always

thought—there is a certain magic

something about network call letters."

"But media decisions," says Mr.

Bardach, "will continue to be based

more on the efficiency of a specific

tv opportunity."

For the study, eight qualitative

questions were asked in personal in-

terviews with 1.200 persons in New
York and Los Angeles. Here are the

word-for-word queries and the re-

sponses.

A. The respondent is handed a

picture of a family watching tv.

"These people are talking about tv

programs and tv stations. You hap-

pen to pass by and overhear some of

their comments. Id like you to guess,

from reading each comment, what tv

channel they are referring to. Which

TV

CLARK GEORGE, v.p.-genl. mgr., KNXT,

L.A., helped preview Station Image Study

• STATION PERSONALITY. For the first time, it's proved a

tv station has a personality. The stronger and better personality is that

oj a net affiliate, particularly a CBS outlet. More than half the viewers

surveyed gave the nod to the CBS station as favorite source of shows

• IMAGE EFFECT. The station image or personality has a pro-

found effect on an advertiser's campaign. Sponsors enjoy a better cli-

mate for commercial response on a net affiliated station, particularly

with CBS outlet, than with indie. Indies inspire far less confidence

• COMMERCIAL QUALITY. A company slipping in sales, des-

perately trying to regain its position by loud, big promises, is most likely

to advertise on an indie. But one which advertises an excellent product

and has a reputation for honesty, reliability, is most likely to be on CBS

• PROJECTIVE TESTS. Six qualitative questions are answered

in the CBS report, More Than Meets the Eye, giving the image of a tv

station in the eyes of community it serves. This intangible factor docu-

ments what buyers have long sensed but could never definitely prove

• SURVEY MARKETS. Personal surveys were conducted among

] ,200 viewers in Los Angeles and New York where conditions are ideal

and identical for the toughest possible lest. In each market each of the

three nets owns a station and competes with four non-net independents
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NON-NET
KTTV

JOHN R. VRBA, v.p. for sales, KTTV,

L.A., gives indie view of the CBS claims

• STATION PERSONALITY. A station has a trade personality

but not a consumer one. There's no channel loyalty, or ice wouldn't

have such dial-switching. KTTV surveys shoiv consistently that be-

tween 10' < and 50% of the viewers never know channel or call letters

• IMAGE EFFECT. Only two factors affect an advertiser's mes-

sage: the show which attracts the viewer to begin with and the content

oj his commercial. The type of audience for any station in a market is

about the same. Advertisers want favorable cost, big reach and sales

• COMMERCIAL QUALITY. The same national and regional ad-

rertisers use both net and indie stations, and their commercials are the

same. Many indies have standards of acceptance as high or higher than

net affiliates: another reason we resent all indies being lumped together

• PROJECTIVE TESTS. The generalized results are too all-

inclusive and should be broken down. And the independents are lumped
together in a group though they are very different. The questions are

leading ones, phrased to allow viewer to give widest possible answer

• SURVEY MARKETS. New York and Los Angeles are far from
identical, except superficially. CBS in L.A. gets an over-all audience

share of 28% to 30%, in New York from 35* < to 40%. ) et in other

markets CBS gets far rougher competition from indies and other nets

channel are the) most likel) talking

about ?"

1. "They have more worthwhile

programs which I really look forward
to. and watch u ilh interest."

Channel 2. .12',
; channel 1. 2!!',

;

channel 7. <">',
; all others combined,

12',.

2. "They seem to have more pro-

grams that the whole family can en-

joy together."

Channel 2. I,'!', : channel I. 27',
:

channel 7. 14',: all oilier-. II',.

3. "/ have seen their programs

when someone ehe in the house turns

lhem on—/ only half-watch them.

They don't hold my interest."

Channel 2, 4%, channel I. 3%;
channel 7. li!',

; all others. 75%.
4. "1 have a feeling of greater

confidence, more trust in the products

1 see advertised on that station."

Channel 2. 53', : channel \. 30%;
channel 7. ')',

: all other-. !!',.

B. "This laniiK is watching i\.

\ commercial has just appeared on

the screen, members of the family

are commenting."

5. Father: "That is a tine product,

made by a reliable company."
Mother: "I'd like to try it next

lime."

"What channel are the) watch-

ing

.

Channel 2. 51ft : channel 1. 31', :

channel 7. !!', : all others, In',.

C. "Suppose you read the follow-

ing comments in the television re-

view column of your local newspaper.

Which channel would you guess was

(he most likel) being referred to?"

6. "The people at that channel

seem to understand best the average

American family's desire for a bal-

anced variety of programs—for each

individual in the family, and for all

of our different moods—from fur.

and entertainment to neus and infor-

mation."

Channel 2. 52', : channel I. 2:1', :

channel 7. 10', : all others, 10',.

D. "The following are descrip-

tions of various companies that ad-

vertise on t\. I want you to guess,

from the description, the tv station

on which you are most likel) t<

their advertising."

i Please turn to page 53 '
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DUKES OF KENT: At Robert Swanson Productions in N.Y., Bud Mackenzie, Bob Swanson,

Bernie Knee and Jack Keller rehearse new Dick Adler radio commercial for Kent Cigarettes. A
pop disk with vocals by Pat Suzuki on Phipp's label came out simultaneous with radio campaign

100%, is evenly spread in both urban

and rural areas. To an industry such

as cigarettes with an estimated mar-

ket of 60 million persons, this is im-

portant.

• Flexibility. Spot radio offers the

opportunity to pick markets in line

with marketing strategies. In the

cigarette business this is vital since

the last 10 years has seen it grow
more complex than ever through the

introduction of king-size and filter

tips. There are areas where filters

dominate the share of market and

others where regulars outsell. The
cigarette marketing man can follow

^!!ijiii:.:iiii!:;:iir';iii:,:!; :i: i :!!!\ji !! :,hiii::,ii iiLiMiiiiiiiiiiiur iiiiii

RADIO FARES

Where there is smoke
there's sure to be radio

COMPANY

AMERICAN TOBACCO

Top five in $4 billion cigarette industry invested

million in spot radio during first quarter of 1959

^ There are many reasons: flexibility, circulation and

impact. Biggest reason is they cannot afford not to

I t came to light this week when

Radio Advertising Bureau released

its list of spot radio's top 20 clients

during the first quarter of 1959.

Three of the top five customers are

cigarette accounts.

Five of the top 10 spenders are

cigarettes.

A cigarette advertiser is at the very

head of the list.—Liggett & Myers.

In third position, after Thomas
Leeming and ahead of Ford, is R. J.

Reynolds Tobacco Co. Fifth and

sixth top ranking users of spot radio

time are P. Lorillard and American

Tobacco respectively. Philip Morris

is No. 10.

These five manufacturers of cigar-

ettes accounted for an estimated $1

30

million investment in spot radio ad-

\ertising between 1 January and 31

March.

By product category in RAB's
'Top 20," tobaccos ranked second,

topped only by drugs, traditionally

heavy spenders during the season of

colds and virus.

At the same time, network radio

has been getting a healthy play from

at least three of the cigarette titans.

What is behind this cigarette-radio

romance?

"Radio has been important to cig-

arettes for a long time," a tobacco

client executive told sponsor. The
reasons are obvious:

• Circulation at low cost. Radio
saturation of U.S. homes is close to

LIGGETT & MYERS

P. LORILLARD

R. J. REYNOLDS

PHILIP MORRIS

BROWN & WILLIAMSON

Source: *RAB data. net. **TvB data, gro!

.i|i'.;i" .M! .'II' JLiir ;|!::i'':NI' ,r III ;r,l' Mill!:!
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these sales trends with radio, can also

use the medium in testing new

hrands. (Some of Philip Morris' first

quarter spot radio investment of close

to $400,000, for example, is going to

West Coast radio stations in a test of

Mayfield, a new filter-menthol cigar-

ette).

• Atmosphere. The appeal of ra-

dio and the appeal of cigarettes have

much in common—relaxation and en-

joyment. Psychologically, the me-

dium and the product advertised are

a happy mating.

• Brand loyalty. Radio research

has pretty well established the medi-

um as a direct pipeline to the teen-

agers. Since they will be tomorrow's

smokers I if they're not alread) smok-

ing I. radio affords the cigarette com-

panies a chance to get in early and

establish long-lasting brand prefer-

ences.

• Special uses: Some cigarette

manufacturers have found special

uses for spot radio to improve pub-

lic relations. A good example of this

is Philip Morris which sponsors

many sports events and public service

programs on radio stations in the vi-

cinity of its Richmond, Va., plant.

This fall, through the whole south-

ern tobacco-growing area, Philip

Morris will sponsor on spot radio the

football games of the Washington

Redskins.

While all the foregoing arc part

of the strateg\ behind tobacco's hea\ \

buying of radio time, there is a sin-

gle, simple reason which perhaps

dominates all others: In the continu-

ing fight for sales, no major cigar-

ette can afford not to use radio. The

stakes in this SI billion annual busi-

ness are too big to risk the gamble.

Cigarettes share the same problems

as many low-cost, package goods.

I Please turn to page 7 I
I
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WELL IN THE TOP CIGARETTE ADVERTISING BUDGETS
BRANDS
(by rank in

radio spending

)

AGENCIES FIRST QUARTER 1959

SPOT RADIO' SPOT TV
TOTAL 1958

SPOT RADIO SPOT TV^

Pall Mall

Herbert Tareyton

Lucky Strike

Hit P'trade

SSC&B
GUMBINNER
BBDO
BBDO

$596,792 $910,300 $4,600,000 $3,018,150

L&M
Chesterfield

Oasis

DFS
Mc-E
Mc-E

1,440,221 987,700 2,700,000 L,865,830

Kent

Old Golds

Newport

L&N
L&N
L&N

650,973 1,352,700 1,200.000 ().717.4.")U

Camel

If inston

Salem

ESTY
ESTY
ESTY

898,063 633,500 4.700.000 2,434,260

Philip Morris

Parliament

Mayfield

Marlboro

BURNETT
B&B
BURNETT
BURNETT

394.335 1,289,900
No radio
figures

4,066,710

I iceroy

Kool

Raleigh

BATES
BATES
KM&J

10.754 2,278,700
No radio
figures

9,413,530

ilium '..
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OLD AD APPROACH featured price concessions and gimmicks. Ladd Ford's Gil Hile (I)

and John Carlini are cutting down on these to emphasize budget-type pitch shown opposite page

^ Windshield price posting required by law takes zing

out of traditional price pitch for most car dealers

^ So, many dealers, like Ladd Ford in Los Angeles, are

switching to budget plan selling, most effective on tv

1 he Sunday punch in car dealer

copy, of course, has always been

price. Any copy strategist could tell

an inviting comparison story, shifting

into high or low at will. But a gov-

ernment ruling has put a kink in that

time-honored approach.

These days, anyone contemplating

purchase of a new car is well aware

that the law requires posting of prices

on the windshield, and it's no easy

job to whip him into a storm of en-

thusiasm over what he knows is a

foregone conclusion.

The result is that enterprising car

dealers are going in for advertising

copy that reads more like a refresher

course in high school math than the

sort of hoopla that once engaged the

customer. An example is the young

man in the picture at left who gives a

veritable course of instruction on

family budgeting during his 60 and

90 minutes on camera, complete with

chalk, blackboard and equations that

even have vague earmarks of chemi-

cal formulas.

Gil Hile is co-manager with John

Carlini of Ladd Ford in Venice, a Los

Angeles suburb. Both are fresh ex-

amples of the budding crop of tv

"profs." Their boss put them on tv

for the first time last October. San-

ford Ladd went into television to do

what he could no longer do in print

advertising: make a primer on bud-

get plans understandable, appetizing

and convincing.

Ladd knew that the customary path

of interruptions in vintage movies

weren't going to do the entire job for

him, though this sort of buy did

prove to deliver the weekend impact

he needed in terms of impulse, com-

mercial length and frequency. To
compound these advantages, he went

for full sponsorship of a weekend

movie on KTLA, Los Angeles, in Oc-

tober, adding another one on KTTV
in December.

During the week, however, he

needed some attractive window dress-

ing for his budgeting chalk talks.

Adult, family appeal was another

quality he was looking for in his

weekday buy.
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Solution : an across - the - board

nighttime tv program called Let s

Dance on KABC-TV which involved

a running dance contest complete

with well-known personality (Al Jar-

vis) and judging panel featuring

some entertainment names.

He began with three 60-second par-

ticipations per week in November.

As the commercials took hold—and

Hile and Carlini became at home
with the chalk—he upped the buy to

five nights (and seven commercials)

per week at a cost of $3,000 a month

—just equal to what he was spending

for his weekend movies.

A typical Ladd commercial con-

tains basically three elements:

• Plain business facts. Because the

facts were impressive. Ladd copy got

into figures right off the bat: "In just

2 1
-2 short months Ladd Ford has

jumped from last place to 5th in sales,

an increase of more than 500' < . . .

'

• The familiar strains. As view-

ers came to know what to expect in a

Ladd commercial. Ladd found that

he could eliminate most of the cus-

tomarv trimmings. After glancing

off a few7 of the stand-bys ("No mat-

ter how you figure it

—

price, trade al-

lowance, down payment, terms—Ladd
Ford is giving the absolute best

deal' l . cop\ gets down to business:

• The chalk talk. "One reason for

our tremendous increase in volume is

the Ladd Ford family Budget Plan

of Financing. Over 12 different plans

—each one designed to solve a dif-

ferent type of problem. (PAN TO

blackboard) Let me give you jusl

one specific example <>! how easj

it is to own a new Ford at Ladd

Ford in Venice. . . .

• Windup. After the chalk talk.

cop\ winds up with slogan ("Ladd

prices are low prices • address slide,

hours ( 10 p.m. every night, including

Sunda\ s I

.

That's the strategy. Has i( worked.'

"There can be no doubt about the re-

sults of the television campaign.

Ladd sa\s. "In July. 1958 before the

use of tv we sold a total of 31 cars.

In January. 1959 we sold 1 13. The
difference between these figures rep-

resents a gross profit of $35,000. \nd

the percentage of car sales due to the

Jarvis program is at least 1(1', of

our total sales." ^

CHALK TALK is new copy technique aimed at capturing viewer once lured by price hoopla. Here, Hile guides viewer through one of 12

"family budget plans" which are meat of new copy formula. Classroom-like atmosphere of commercials requires tv vehicle with plenty of splash



Look! franks with an i thanks

^ Peet Packing Co. wanted 'national' image to make

gains over national, regional competition in Michigan

^ Network personality used in local strips won firm

56% identification as national brand, 44% sales hike

N SAGINAW, MICH,

ational brand competition is an

ever-present thorn in the side of a

regional advertiser. One way of

countering the problem is to become

intensely local in your approach,

trading on loyalties and tastes. The

other is to become, as far as the

consumer can discern, "national."

The Peet Packing Co. and its

agency. Parker Advertising, both felt

that the competitive picture in Michi-

gan didn't leave a meat packer much
choice over which way to swing.

"Michigan is subject to all the na-

tional competition." says agency

president Jack Parker, "plus about

six other regional packers."

While Peet claims sales leadership

over the regional competition, it

decided the way to increase its lead

and inch up on the big boys was to

acquire a "national" look. Its adver-

tising pattern up to four years ago

had been sufficiently sporadic to per-

mit such a revamping, but the big

question was a monetary one.

In 1954 and through most of '55,

Peet had bean using minute radio

spots and, for holiday and special

pushes, I.D.'s on television. Obvi-

ously, a budget tailored to this cover-

age would be hard put to creating a

Swift or Armour in anyone's mind
overnight.

And yet this is virtually what Peet

has done in Michigan. The primary

ingredients:

• A personality borrowed from

network radio.

• A "network" of radio stations

with the utmost in local flexibility.

The borrowed network figure: Ted
Malone. whose long stint as an ABC
personality makes his name a famil-

iar, national one. Parker knew
Malone from the war years when
they both served as overseas cor-

respondents for ABC.
The "network" was less than half

its present size when Parker bought

NETWORK PERSONALITY (Ted Malone) gives national flavor to Michigan meat packer but merchandising is local. Here, he visits Peer

^wm^ 4^^



to radio

daily five-minute strips on nine Mich-

igan stations. He filled them with a

show taped and produced by Malone

in New York for exclusive use in the

Peet Michigan markets. Malone de-

livered and integrated Peet commer-

cials into the show, which began its

39-week test in November, 1955.

The long-range character of the

experiment grew out of Parker's own
philosophy that "a program cannot

build any kind of an audience in a

limited time. A minimum of 26

weeks is required.'' Parker feels, "for

a valid testing of a show's potential.

It has to catch on and build audi-

ence loyalty.

"We bought between the hours of

7 and 9 a.m. in each market," Parker

explains. "Our preference was for

7:55 and 8:55 a.m. time slots. Our

prime target: the housewife and the

commuter."

This pattern still applies, though

the number of markets has increased

to 20 and stations are bought on a

firm 52-week basis. As markets were

added, the Malone show became the

framework around which the com-

pany's entire advertising was built

and merchandised.

Here is how the show is integrated

with other advertising:

• Newspapers. One full page ROP
on the first Wednesday of each

month in nine Michigan dailies.

Malone is often featured in the ads.

and a good portion of each one is

devoted to a generous plug for the

show.

• Trade papers. One ad per month

appears in two Michigan food trade

journals: Grocer's Spotlight and

Michigan Food News. These trade

ads merchandise the daily radio show

as well as the monthly newspaper ad.

• House organ. A monthly feature

under Malone's byline appears in

Farmer Peet's Almanac, which goes

to 6,000 dealers and employees

throughout the state.

"But Ted himself is probably the

most important merchandising vehi-

cle for Peet products," says Parker.

"Several times each year he visits

Michigan for personal appearances."

"So integrated has Malone become
in Michigan life," says Parker, "that

I Please turn to page 73

)

SPECIAL PROGRAMS by WAPI-TV and radio, Birmingham, attracted 3,000 visitors opening

day to these Good Houseleeeping-Kingsberry prefabricated home exhibits in Birmingham suburb

LOCAL RADIO/TV SELLS

PREFABRICATED HOUSES

SPONSOR 4 july 1959

^Coordinated television and radio

programs using local personalities

proved effective recently in drawing

large crowds to see an exhibit of pre-

fabricated homes in Birmingham.

Alabama.

WAPI-TV and WAPI radio. Bir-

mingham, had approached The Home
Insulation Co. with regard to a cam-

paign for their LFI prefabricated

houses. The air media promotion

was part of a nation-wide campaign

for Good Housekeeping-Kingsberry

homes.

Vincent Mazzara. the local LFI

dealer, asked Everett Holle of WAPI-
TV to produce two 30-minute tv

shows and several five-minute radio

programs. Mr. Holle, a well known

local tv personality, also starred in all

of the shows. Another star in the

programs was Bette Lee, also well-

known to local radio listeners.

The station filmed much location

footage of the homes and their fur-

nishings for the tv shows. On radio,

a conversational tone was used to

provide detailed information on the

prefabricated units.

The result of the simultaneous t\

radio program campaign was three

weeks of high attendance at the ex-

hibits. On the first Sunday afternoon

of showing. 3,000 attended, despite

stormy weather and competition from

other attractions such as a local con-

cert and another promotion going on

in behalf of the station itself.

Many national brands whose prod-

ucts were used in the homes cooper-

ated in the exhibits. These brands

include Drexel. Bigelow. Frigidaire.

Sherwin-Williams. GE Weatherton.

The best route to the exhibit was

demonstrated to the public on tv with

films of Miss Lee and Holle driving

through the countryside, pointing out

landmarks and road signs on the w a\

.

The two tv personalities also ap-

peared in live studio sequences dur-

ing the actual broadcasts, injecting

humor and vitality into the presenta-

tions, and providing over-all continu-

it\ to tie the filmed scenes together.

Another feature of the t\ presenta-

tions were a series of concise inter

views with construction and furnish-

ing experts. The radio shows were

written by Susan Fritz of the WAP]
staff.

While in am exhibit ol homes the

ratio of actual buyers among those

attending is necessarilj low. both the

local LFI dealer and station execu-

tives were well satisfied with the turn-

out and enthusiasm produced 1>\ this

two-wa) air media program promo-

tion.



WHY THE 'QUIZ-PANEL

TO TELL THE TRUTH (above) along with I've Got a Secret, What's My Line, Keep Talking, Masquerade Party, were 19S8-S9 "quiz panels"

^ Last fall's quiz show scandals didn't affect such

panel programs as What's My Line, Vve Got a Secret

^ Here's why shows in panel category have enviable

records for long life, big audiences and low costs

W ith all the furor over the pleth-

ora of Westerns on net tv, and the

current rage for specials which will

place at least 150 of these high-

budget, one-shot programs on the air

next season (at an average talent cost

of $250,000 per show) it is all too

36

easy to forget or overlook certain

more modest, less publicized program

types which have an amazingly solid

track record.

One of the most interesting of

these is a specialized category of

shows which Nielsen labels "quiz-

panel" programs I they are not "quiz-

giveaways" nor, in the strict sense of

the word, are they "audience partici-

pations") .

This past year there were five quiz-

panels on the tv networks

—

I've Got a

Secret, What's My Line, Masquer-

ade Party, To Tell the Truth, and

Keep Talking—and the more you dig

into the performance of such shows,

the more apt you are to be impressed

by their longevity, ratings, modest

talent budgets, and attractive costs

per thousands.

Many are extremely hardy peren-

nials. What's My Line has been on

SPONSOR 4 july 1959



SHOWS ARE TV STABLES
the air since 1950. Vve Got a Secret

since 1953, To Tell the Truth since

1957, and all three have been re-

turned for 1959-60.

Their talent budgets are among the

lowest in net tv. Compared to an

average talent cost per half hour pro-

gram of $38,000. sponsor estimates

these prices for the quiz-panels:

What's My Line .. ....$32,000

I've Got a Secret .. 27.000

To Tell the Truth . 22.000

Masquerade Party .. . 18.000

Keep Talking . 18,000

Their ratings are, in most cases,

satisfactorily high. The quiz scan-

dals which last fall scuttled such old

standbys as $64,000 Question, Twen-

ey One and $64,000 Challenge, had

little if any effect on quiz-panel popu-

larity. Nielsen reports that the five

shows as a group rated within 10%
of the average of all nighttime half

hours, and other rating services have

frequently placed What's My Line

and I've Got a Secret among the top

10. during the past season.

Y\ hat are the secrets of quiz-panel

success? What does it take to pro-

duce a good show of this type? Why
aren't there more of them on the air?

Are agencies and advertisers missing

a bet?

In exploring the answers to these

questions, you'll find yourself almost

inevitably on the 30th floor of New
York's Seagram Building, in the

plush offices of Goodson-Todman, the

production firm which has a near

monopolistic control of quiz-panel

business.

The top three quiz-panel programs

—"Line," "Secret" and "Truth" are

all G-T produced. Mark Goodson

and Bill Todman are also responsible

for Beat the Clock, Price Is Right

and the Rebel (a new film show

scheduled for fall I but their unique

mastery of quiz-panels is one of the

real phenomena of net tv program-

ing.

According to Gil Fates, executive

producer for all three G-T quiz-

panels, the popularity of these shows

can be traced to many things—real-

ism, immediacy, ad-libbed humor,

game appeal, the charm of the unex-

pected, and the personalities of the

panel members and such m.c. s as John

Dalv. Bud Collier, and Garry Moore.

But both Fates and H. M. I Bud I

Austin. G-T v.p. for sales, insist that

QUIZ-PANEL BOX SCORE
Started Talent Cost 1 1 I Rating (2)

What's My Line 1950 $32,000 20.3

I've Got a Secret 1953 27.000 30.0

To Tell the Truth 1957 22.00(1 22.8

Masquerade Party (3) 1955 18,000 14.8

Keep Talking 1959 1S.000 7.9

(1( Talent Costs are STOtiSOK-eStimated. <2l Average audience from second

March 1959 Nielsen report. <3) Not on network during 1957-58 season.

ONLY 20 r
; OF SUCCESS of a "quiz pan

el" show like /'ve Got a Secret (above) is

due to program idea, say Goodson-Todman

the most important factors in build-

ing a successful quiz-panel arc pro-

duction care, experience, and :-a\\\.

"Less than 20' i of a quiz-panel's

success is due to the original program

idea. >a\> \ustin. "and that's where

man) agencies, advertisers, networks,

and other packagers have -tubU-d

their toes in the past.

"You cant take a bright idea, slap

it on the air. and expect t<> produce

il w itli \ our lefi hand. I liat - how

Hops are horn.'

i Please turn to j><t^e 7o
I
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| LET'S GROW COLD TOGETHER j

Ted Smith of Adam Young Inc., a veteran spot radio salesman known to agencies for

his wit, British accent and flowering moustache, has composed these versified senti-

ments about conditions and problems in his favorite advertising medium.

BY TED SMITH

Let's not be beastly to each other

Radio does not deserve this fate

Though reverses we have suffered

We've been pilloried and buffered

(Unlike aspirin—we won't disintegrate)

Let's not be party to a feud, boys,

There are other enemies outside the door

There is Teevee, and there's print

And RAB gives us a hint

—

That there's many, many, many, many more

Let us gird ouselves together, for the fight, then

Choose our weapons just as shrewdly as our mounts

Of these weapons, sharp and blunt

Keep our memories Right Up Front

( 'Cause as Ekberg says, it's what's up front that counts)

Let's REMEMBER to attack the billboard lovers

With some wisely chosen, snide, sarcastic words

Tell 'em billboards are the tops

For concealing cycle cops

And as targets for the large dive bombing birds

Let's REMEMBER to annihilate sky writing

Say that though we hate to slander the deceased

—

It is really not a joke

This is money, up in smoke

And in March winds, it's the most, to say the least

Let's REMEMBER we must slaughter

matchbook covers

Tell them only to approacb them with much presage

Say the only man we know

Who with memory did show

Blew his hand in flames—and thus, he got the message

Let's REMEMBER we must deprecate direct mail

Say that half the mailings, really, are not seen

Tell them, though they're for-mi-darble

They are also ex-pen-darble

And they end up. mostly, right in file thirteen

Let's REMEMBER we must maim the printed dailies

Say the use of hypo's just a wee bit late

And the patient needs no pills

Just the reading of the wills

All that's needed to dispose of "Fourth Estate"

Let's REMEMBER to be modest, when we win, boys

We'll be bashful, we'll be shy, and better yet

We will think it's aught but funny

As we visualize the money

And. above all. we'll remember to FORGET

We'll FORGET that radio's strength is truly local

Local news, and local personality

In forgetting, seal our fate

By a straight capitulate

To the big boys, CBS. and NBC

We'll FORGET we still have yet to fight the Networks

We'll negate Spot Radio's flexibility

We will sigh a long sad sigh

As we prepare ourselves to die

Facing network radio's hex-ability

We'll FORGET it's local radio that moves millions

Makes the sales that make a strong economy

When the Networks cry "We're cheaper"

We will bow before the reaper

As we die, we'll say 'You're right, oh yes, dear me!

We'll FORGET the pain as network radio strikes us

We will take it all in dumb stupidity

As the shades of night fall darker

We will contemplate the marker

"On this spot's the spot SPOT RADIO used to be!"

Illllll!llllllll!lllllllllll!H
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TV BASICS/JULY/
Do web shows really mirror tastes?

^ Generally they do, says Nielsen study comparing

viewing habits by program type with network schedules

ft ith fall network tv plans about

90% firm, the ever-present question

is now in order:

How accurately will network sched-

ules reflect public taste?

It will be some time, of course,

until the answers come in but an in-

teresting study of how well the webs

have done in the past has been put

together for sponsor by the A. C.

Nielsen Co. ( see chart below I

.

The study compares, over a period

of four seasons, I ] I the percentage

of the nighttime schedule devoted to

various program types vs. (2) the

share of total viewing time viewers

devote to these same >h<>\\ l\pes.

Ilif stud) reveals the networks

come prett) close to mirroring mass

tastes—but not always.

The differences between share-of-

schedule and share-of-\ iew ing-time for

different show types are due to a

variety of causes. Among the most

important are:
I 1 I there can be a big

range in ratings among shows in one

category : 1 2 1 some categories can

do well because the various shows

are placed in better time periods. ^

mini wi i Wlliliwiiliiwiuiwiii i iii iiwwiiiiiiiiiiw i! .. - ;iiiiimii;ii;iiiiiwv

How network schedules compare with viewing time devoted to show types

Show type
Nighttime network programming time

1956 1957 1958 1959
Nighttime network viewing time

1956 1957 1958 1959

Drama—30 min. 10% 7% 4% 5%
Drama—60 & 90 min. 11 14 8 7

Variety—30 min. 15 6 9 9

Variety—60 min. 12 23 18 18

Western—30 min. 4 5 7 11

Western—60 min. 1 4 7

Adventure—30 min. 3 6 7 6

Situation comedy

—

30 min. 13 12 13 11

Quiz & audience part. 10 11 9 6

Suspense 6 5 10 7

Information 6 5 5 8

Miscellaneous 10 5 6 5

100% 100% 100% 100%

9% 7% 5% 5%
13 15 8 7

8 6 7 8

16 18 16 13

4 6 10 14

1 5 10

4 6 6 5

16 15 15 12

11 11 10 7

5 5 10 8

5 4 3 6

9 6 5 5

100% 100% 1C0% 100%

Source: A. C. Nielsen, spring each year. Percent i>f network schedules devoted to various program types vs. percent "t total viewing time devoted to lhes<

mil wi|iiiiiiiiiiiiiiiiiiiiiiiiMii'i!i'iiiii!iiiiiiiiiiiiiiiiii;iiiiiiiii:iiii:iiiiiiiiiiiniiiiiiiiiiiiiiiiwii:ii:iiiiiiiiiiiiiiiiii iimiiiiiiiiii iiiiiiiu Ill mini in WIIIWIIIIIIIIIIIIWIIIIIIIIIIIIIIIIIIIIIIIIW

1. THIS MONTH IN NETWORK TV

Network Sales Status Week Ending 4 July

Daytime
IIIIIIIIIIIIIIIMIIIIIIIIIIIIIIIIIIIH

SPONSORED HOURS

13:15ABC

CBSt

NBCf

126:30

.21 :45

SillllflHIIIIIIIIIIIIIIIIIIIIIIIIIIH

f Excluding pre-10 a.m. shows.

SPONSOR • 4 JULY 1959

Nighttime

SPONSORED HOURS

ABC

CBS

NBCv

118:30

23:30
119:45

iiiiiiiimiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiii!3

1 Excluding Jnfk Puur
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NIGHTTIME C O P A
SUNDAY

ABC CBS NBC

MONDAY
ABC CBS NBC

TUESDAY
ABC CBS NBC

Conquest
sust

vleet The Press
sust

lohn Daly News
sust

|ohn Daly News
sust

John D

Twentieth
Century

Prudential
(R-McC)

-F $35,000

No net service

Chet Huntley
Reporting

sust D Edwards
Amer Home

(Bates)

N-L $9.500tt

News
Texaco (C&W)
N-L $6,500tt

D. Edwards
Equitable

(FC&B)
JuPont <BBDO)
*-L $9,500tt

News
Texaco (C&W)
N-L $6,500tt

|You Asked for It

Skippy Peanut
Butter (GBB)

|M-F $24,000

Lassie
Campbell Soup

(BBDO)
A-F $37,000

Midwestern
Hayride

No net service No net service

ABC News
sust

D Edwards
Amer Home
(repeat feed)

News
Texaco

(repeat feed)

ABC News
sust

D Edwards
Equitable

DuPont
(repeat feed)

News
Texaco

(repeat feed)

_
ABC

Maverick
(7:30-8:30)

iKalser Co (T&R)
iDrackett (Y&R)
|W-F $70,000

That's My Boy
sust

Suspicion
(7:30-8:30)

sust

3olka Co-Round
(7:30-8:30)

sust

Name That
Tune

Amer Home
(Bates)

Q-L $23,000

Buckskin
sust

W-F $24,000

Cheyenne
(alt u'ks

7:30-8:30)

Harold Ritchie

(K&E)
Johnson & Johnson

(Y&R)
W-F $78,000

Stars in Action
sust

Dragnet
sust

My-F $35,000

Music
Summ

(7:0

Maverick

Ed Sullivan
(8-9)

Mercury (K&E)
alt Kodak (JWT)
V-L $79,500

Suspicion Polka Co-Round

The Texan
Brown & Wmsn

(Bates)

alt

Lever (K&E)
W-F $37,000

Restless Cun
Sterling Drug
(DFS) alt

P&G (Oompton)
W-F $37,500

Sugarfoot
(alt wks

7:30-8:30)

Am Chicle

(Bates)

B. J. Reynolds
(Esty)

W-F $78,000

Playhouse of

Mystery

Steve Canyon
L&M (Mc-E)

alt sust

A-F $44,000

Music
Summ

Law Man
B. J. Reynolds

(EJsty)

General Mills

(DFS)
I W-F $41,000

Ed Sullivan

Pete Kelly's

Blues
L&M (Mc-E)

alt sust

A-F $54,500t

Bold Journey
Ralston-Purina

(GBB)
A-F $9,500

Father Knows
Best

Lever (JWT) alt

Scott (JWT)
Sc-F $38,000

Wells Fargo
Amer Tobacco
(SSC&B)
alt Buick
(Mc-E)

W-F $43,800

Wyatt Earp
Gen Mills (DFS)

alt P&G
(Compton)

W-F $38,000

To Tell the
Truth

Carter (Bates)

Marlboro
(Burnett)

Q-L $22,000

Jimmy Rogers
L&M (DFS)

alt sust

V-L $35,00C

Ozzie I

Kodak

Quail

Sc-F

Colt .45
P&G (B&B)

7/19 S
I W-F $13,800

C. E. Theatre
Gen Electric

(BBDO)
Dr-F $51,000

Summer Chevy
Show
(9-10)

Chevrolet

(Camp-E)
V-L $65,000

Pantomime
Quiz
sust

Frontier Justice
Gen Foods
(B&B.)

Sc-F $11,000

Peter Cunn
Bristol-Myers

(DCS&S)
My-F $38,000

The Rifleman
Miles Lab
(Wade)

P&G (B&B)
Ralston

(Gardner)

W-F $36,000

Peck's Bad Cir
Pharmaceuticals

(Parkson)

V-L $30,000

The Californian:
sust

W-F $37.50(

Doni I

Camp
IP'

P&G I

Sc-F I

Deadline For
Action

(9:30-10:30)

sust

Hitchcock
Presents

Bristol-Myers
(T&R)

My-F $39,000

Summer Chevy
Show

Top Pro Coif
(8:30-10:30)

General Tire &
Rubber (D'Arcy)

Sp-F $17,250

Joseph Cotten
Show

Gen Foods
(B&B)

Sc-F $12,500

Alcoa-Coodyear
Theater

Alcoa (FSB) al

Goodyear (Y&R!
Dr-F $39,001

Naked City
Whitehall
(Bates)

Brown & Wmsn
(Bates)

My-F $37,000

Spotlight
Playhouse
Pet Milk
(Gardner)

S. C. Johnson
(NL&B)

Dr-F $10.00(

Bob Cummings
Reynolds (Esty)

alt

sust

Sc-F $36,00(

Deadline For

Action

Richard
Diamond

Lorillard (L&N)
A-F $36,000

Loretta Young
P&G (B&B)

Dr-F $42,500
Top Pro Coif

Open

Desilu
Playhouse
(10-11)

Westinghouse
(Mc-E)

Dr-F $82,000

(average)

Arthur Murray
Party

P. Lorillard

(L&N) alt

V-L $30.00(

Alcoa Presents
Alcoa (FSB)

Dr-F $35,000

Andy Williams
Show
(10-11)

Revlon (LaRoche)
v-L $:.o.nni

David Niven
Singer (Y&R)

alt

Flit (Mc-E)
Dr-F $32,00

We I I

f|
Brown

(I

Mileiil

Hi'
Sp I. '.

Meet McCraw
Alberto Culver

(Wade)
A-F $9,501

What's My Line
Kellogg
(Burnett)

alt Sunbeam
(Pen-ln-Paus)

Q-L $32,000

No net service
Desilu

Playhouse

Andy Williams
Kellogg
(Burnett)

alt

Pittsburgh Plati

(Maxon)

*Oolop show, ttCost ii per segment. Prices do not include sustaining, par-
ticipating or co-op programs. Costs refer to average show costs including
talent and production. They are gross (include 15% agency commission).

They do not include commercials or time charges. This chart covers perioc

4 July -31 July. Program types are indicated as follows: (A) Adventure
(Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr),
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\ G R A P 4 JULY -31 JULY

DNESDAY
BS NBC

THURSDAY
ABC CBS NBC ABC

FRIDAY
CBS NBC

SATURDAY
ABC CBS NBC

ohn Daly News ohn Daly News
sust

Iwards

» (Bates)

I Foodi
AB)
$9.500tt

News
Texaco (C&W)
-L $6.500tt

D Edwards
Whitehall
(Bates)

I-L $9.500tt

News
'exaco (C&W)
-L $6,500tt

D Edwards
Equitable Life

(FC&B)
Parliament
(B&B)

N-L $9,500tt

News
Texaco (C&W)
-L $6,500tt

No net service No net service No net service

[Iwards

iirter

!• Foods
tit feed)

News
Texaco

(repeat feed)

ABC News
sust

D Edwards
Whitehall

News
Texaco

(repeat feed)

ABC News
sust

Wagon T i a i n
(7:30-8:30)

cord (var. hour)

(JWT)
>'ational Biscuit

(var. % hr.)

(Mc-E)
V-F $35,500

<%hr.)

D Edwards
Equitable Life

Parliament
(repeat feed)

News
Texacj

(repeat feed)

Might
l»ater

Invisible Man
sust

(L 7/9)

TBA

Texas
Rodeo
sust

Rin Tin Tin
Nabisco (K&E)
A-F $36,000

Rawhide
(7:30- 8:30)

Lever (JWT)
Pharmaceuticals

(Parkson)

W-F $90,000

(1 hour)

Northwest
Passage

Dick Clark
Show

Beech-Nut
Life Savers

(Y&R)
Mu-L $14,500

Reckoning
(7:30-8:30)

Fla. Citrus

(B&B)
H.Curtis (Weiss)

Parliament
(B&B)

Mj I

People Are
Funny

Tonl (North) »lt

R. J. Remolds
(Eaty)

Au-F $34.00»

i

Perry Presents
(8-9)

Clark.

(FC&B)
RCA & Whirlpool

(K&E)
I

DDB
Y-L $60,000

Talking
Research

$lS.ono

Wagon Train
R. J. Reynolds

(Esty)

various Ys hrs)

Zorro
AC Spark
(Brother)

7 -Up (JWT)
A-F $37,000

December Bride
General Foods

(B&B)
5c-F $32,000

Who Pays?
sust

Walt Disney
Presents

(8-9)

Hill Bros.

(Ayer)

M-F $47,000

<% hr.)

Rawhide
Parliament
(B&B)

urther Advent.
>f Ellery Queen

(8-9)

sust

tly-F $27,500

(H hr.)

Jubilee, U.S.A.
(8-9)

Wmsn-Dickle
(Evans & Assoc.)
Hill Bros. (Ayer)
Mu-L $12,500

(Yi hr.)

Reckoning
Sterling (DF3)
Gulf (Y&R)
Hamm (C-M)

Col rata

Van Heusen
(Grey)

rkdown
•cony

(npton)

It Tobac
llDOl
P $33,500

Price Is Right
Lever (JWT)

3-L $21,500

The Real
McCoys

P&O (Cotnpton)

Sc-F $36,000

Derringer
S. C. Johnson

(NL&B)
alt

P. Lorlllard

(L&N)
W-F $40,000

Lawless Years
sust

Walt Disney
Hudson Pulp
(N.C&K)

Reynolds Metal
(Lennen &
Newell)

I Love Lucy
susl

Purex i Weiss)
; 24 only

Ellery Queen
Jubilee, U.S.A.
Massey-Ferguson

(NL&B)
'2 open

Wanted Dead
or Alive

Bin .^ Wmson
(Bates)

Bristol-Myers
(DCS&S)

W-F $39,000

Perry Presents
Sunbeam

Pel in Paus)
Noxzema
(SSC&B)

Am Dairy (C-M]

illionaire

t (Bates)

H $37,000

Kraft Music
Hall

Starring Dave
King
Kraft
(JWT)

Mu-L $45,000

Leave It To
Beaver

Miles (Wade)
Etalsorj (Gardner)

Bay (Grey)

Sc-F $36,000

Zane Crey
S. C. Johnson
(NL&B) alt

General Foods
(B&B)

iV-F $45,000

lachelor Father
im Home(Bates)
Vm Tob (Gumb.)
F $12,000

Tombstone
Territory

Lipton (Y&R)
Philip Morris

(Burnett)

W-F $33,500

Phil Silvers

R. J. Reynolds
(Esty)

Schick (B&B)
Sc-F $42,000

M Squad
Amer. Tobac.
(SSC&B)

alt

G.E iliHDO)
Uy-F $31,000

Lawrence Welk
(9-10)

Bodge (Grant)

Mu-L $17,500

(% hr.)

Brenner
Lever uwti

V F $3S,000

Black Saddle
L&M (xrc-E)

alt

Colgate (Mc-E)
W-F $37,000

I Cot a

cret
lf> (Esty)

$27,000

Bat Mastcrson
Kraft (JWT)

W-F $38,000

Rough Riders
P. Lorlllard

(L&N)
alt sust

W-F $47.000t

Playhouse 90
(9:30-11)

Amer Gas
(L&N) alt

Kimberly-Clark
(FC&B)

Dr-L&F $45,000

(V4 hr.)

21 Beacon St.

Ford (JWTi
i-F {18 I

77 Sunset Stri

(9:30-10:30)

Amer. Chicle

(Bates)

My-F $72,000

Lux Playhouse
Lever (JWT]

alt wks

Stripe Plyhse
Lever (JWT)

Dr-F $38,000

Colgate
Western
Theater

('"l-.ll.- i|'..,trO

W-F $13,000

Lawrence Welk

Have Cun. Will
Travel

Whitehall
(Bates)

alt Lever (JWT)
W-F $38,000

Cimarron City
(9:30-10:30)

W-F
sust

$30,000

(tt hr.)

S.'.teel Hr
lis 10-11)

$60,000

This Is Your
Life

P&G (B&B)
D-L $52,000

This Is Music
sust

Playhouse 90
Allstate

(Burnett)

alt

Reynolds (Esty)

You Bet Your
Life

Tonl (North)
alt

Lever (JWT)
i-L $51,750

77 Sunset Strip

Carter Prod.

(Bates)

Whitehall
(Bates)

Harold Ritchie
(K&E)

The Line Up
P&G (Y&R)

My-P $34,000

Cavalcade of

Sports
Sillette (Maxon)

(10-ooncl)

3p-L $45,000

Big Picture

Cunsmoke
L&M (DF3) alt

Sperry-Rand
(Y&R)

W-F $40,000

Cimarron City
Cons. Cigars

(I.&N)

c Theatre
I s 10-11)

F* $48,000

Playhouse 90
Renault (NL&B)

sust

Masquerade
Party

[/wlllard (L&N)
alt Sargent

}-L $13,000

Amateur Hour
Pharmaceuticals

1 1'arkson)

VI, $23,000

Jackpot Bowling
H.iMik (Wennan

& Schorr)

5p-L $3,000

Markham
Schlltx iJWT)

My-F $39,000

DA's Man
L&M i Mc-E)

* >' $38.00;

Drama, (P) Film, (I) Interview, (J) Juvenile, (L) Live, (M) Misc,
(Mu) Music, (My) Mystery, (N) News, (Q) Quiz-Panel, (Sc) Situation
Comedy, (Sp) Sports, (V) Variety, (W) Western. tNo charge for repeats.

SPONSOR 4 july 1959

L preceding date means last date on air. S following date means startinsr
date for new show or sponsor in time slot.
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THE PGW COLONEL SAYS:

** 1»

**»>

"We believe that

the profit share affects

the interest rate!"

Everyone at PGW can share in our earnings

. . . and share in them substantially.

Of course our revenue is derived wholly from

the sale of spot time on the stations we repre-

sent and we think it pays off handsomely to

have everyone at PGW interested in that.

Don't you?

P JETERS,

G BIFFIN.

Woodward, INC

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD

ATLANTA DALLAS FT. WORTH SAN FRANCISCO



DAYTIME C O P A F

10:00

10:15

10:30

10:45

11:00

11:15

11:30

1 1 :45

12:15

12:30

12:45

SUNDAY
CBS NBC

Lamp Unto M)
Feet
suit

Look Up & Liv<

sust

ABC
MONDAY

CBS NBC

On The Co
sust

Sam Levenson
sust

Dough Re Mi

Treasure Hunt
sust

P&G alt

Lever

TUESDAY
ABC CBS

On The Co
sust

Sam Levenson
sust

NBC

Dough Re Mi
sust

Treasure Hunt
Culver alt

sust

Frigidalre lit

M

Eye On
New York

suit

I Love Lucy
Lever alt

sust

Price Is Right
Lever

alt Ponds

Sterling

alt Whitehall

I Love Lucy
Lever

sust

alt Gen Foods

Price Is Right
Lever alt

Sunshine

Stand Brands

Camera Three
sust

Top Dollar
Colgate

Concentration
Culver alt

Lever

Armour
alt Lever

Top Dollar
Colgate

General Foods
alt sust

Concentration
Frigidaire

Lever all

Alberto Culver

Bishop Pike
sust

Across The
Board
sust

Love of Life
sust

Amer Home Pro
alt sust

Tic Tac Dough
Ponds

Across The
Board

Love of Life
sust alt

Gen Mills
Tic Tac Dough
Stand Brands

Amer Home

Across
Boai
SUSI

Johns Hopkins
File 7
sust

Pantomime
Quiz
sust

Search for

Tomorrow
P&G

It Could Be You
Whitehall

Cuiding Light
P&G

Ponds alt P&G

Pantomime
Quiz
sust

iearch For
Tomorrow
P&G

Cuiding Light
P&G

It Could Be
You

Al. Culver alt

sust

Armour alt P&G

Panton
Qi

Li

on

ui L

College News
Conference Music Bingo

sust

No net service

News
(I:z5-1:30)

sust

No net service
Music Bingo

sust

No net service

News
(1:15-1:30) sust

No net service
Music

Eternal Light
sust

Leo Durocher'
Warmup

sust

World Turns
P&G

Sterling alt

Carnation

No net service

World Turns
P&G

Sterling alt

Miles

No net service

Baseball Came
of the Week
various times

various sponsor!

Major League
Baseball

Phillies Cigars

{V2 network)
Anheuser-Buscl

Day In Court
Amer Home

Foods
Johnson &
Johnson

For Better Or
For Worse

sust

Queen for a

Day
Day In Court
General Foods

For Better Or
For Worse

sust

Queen for a
Day
sust

Miles
alt sust

sust alt

Alberto Culver

Day In

Beech-

(H regional)

National Brewin
(% regional)

Genesee Brewin
Hi New York)

Cale Storm
Show
Armour
Lever

Art Linklerter
Stand Brands

alt Lever

Standard Brand i

Van Camp

lourt of Hums
Relations

sust

Cale Storm
Show

Block Drug
Amer Home

Art Linkletter
Swift

alt Tonl

Kellogg

Hourt of Human
Relations CaleS

Beech-

Open Hearing
sust

Beat The Clock
Lever

Block Drug
Big Payoff

Colgate

Young
Dr. Malone

sust

Beat The Clock
General Foods

Toni

Big Payoff
General Foods

alt sust

Young
Dr. Malone

P&G alt sust

Beat The.
Johnso

Johm
Beech

Who You Trust?
Armour

Johnson &
Johnson

Verdict Is Your;
Stand Brands

Amer Home
alt Lever

From These
Roots
sust

Who Do You
Trust?

General Foods
Amer Home

Verdict Is Your

:

Gen Mills
alt Carnation

Swift
alt Tonl

From These
Roots
P&G

Who Di

Trus

American
Bandstand
Clairol,

Beech-Nut

Brighter Day
P&G

Secret Storm
Amer Home Pn

Truth or

Consequences
Sterling

P&G

American
Bandstand

Lever

General Mills

Brighter Day
P&G

Secret Storm
Gen Mills

Truth or

Consequences
Standard Brand

Amer
Bands
Shu I

Arroi'

American
Bandstand

Rolley

Northam-Warren

Edge of Nighl
P&G

County Fair
sust alt

Lipton

Sterling

alt Lever

American
Bandstand

Carter

Welch

Edge ef Nighl
P&G

County Fair
sust

sust alt

Lever

Amer
Bands
Regit

AMF Pir

Paul Winchel
sust

The Last Worp1

sust

American
Bandstand

co-op

American
Bandstand

eo-op

Amer
Bands

«o-<

Lone Ranger
Gen Mills

Cracker Jack
Fritoe Co.

Face the
Nation
sust

Frontiers of

Faith
sust

Mickey Mouse
Club

Goodrich
Bristol-Myers

Walt Disney's

Adventure Tims
co-op

Mickey
Chi

Good;

Gen 1

NOTE: On ABC TV, Day In Court, Gale Storm, Beat the Clock, Who Do You Trust?, and American Bandstand do not show day of participations,

HOW TO USE SPONSOR'S 1
NETWORK TELEVISION
COMPARAGRAPH

The network schedule on this and preceding pages (40, 41)

includes regularly scheduled programing 4 July to

31 July, inclusive (with possible exception of changes

made by the networks after presstime) . Irregularly sched-

I



\ G R A P 4 JULY - 31 JULY

DNESDAY
IBS NBC

THURSDAY
ABC CBS NBC

FRIDAY
ABC CBS NBC

SATURDAY
ABC CBS NBC

'he Co Dough Re Mi
ust

On The Co
SU-t

Dough Re Mi
suat On The Co

lust

Dough Re Mi
suit

Armour
alt Nabisco

Captain
Kangaroo

Participating

and sust

Howdy Doody
sust

sust alt

Brown & Wmsn
Continental

Baking

evenson
JSt

Treasure Hunt
sust Sam Levenson

sust

Treasure Hunt
sust

alt Frlgldaire

P&G
alt Heinz

Sam Levenson
U.S. Steel

alt sust

lust

Treasure Hunt
Gen Mills alt

sust
Mighty Mouse
Gen Foods alt

Colgate

Ruff & Reddy
Hordrn alt sust

Gen Foods
tit Man

Com Prod
alt P&G sust Whitehall tit

Sterling

• Lucy
•r alt

er alt

JSt

Price Is Right
Frigldalro

Sterling

Heinz alt

Arnunir

1 Love Lucy
Lever

Price Is Right
Al. Culver

alt Lever

1 Love Lucy
Lever alt

Toni

Price Is Right
Lever tit

Com Prod

Stand Brands
Gen Mills

1

Uncle Al Show
(11-12) '

N'atlonal Biscuit

Heckle & |eckle
sust

Fury
Borden

alt Gen Foods9oott Miles tit

I^ever
Kodak alt Dow Gen Mills

Dollar

tats

Concentration
Heinz alt Mile*

Top Dollar
Colgate

sust

Concentration
Nestle

alt Lever

Heinz tit

Whitehall

Top Dollar
Oolgate

sll>t

Concentration
Ponds tit

Bauer & Black Uncle Al Show

Adventures of

Robin Hood
sust

Circus Boy
Mars alt

sust
Nabisco tit

BrilloJSt Lever alt

Brn & Wmsn Colgate alt suit

of Life
alt

ver

w» Prod
Lever

Tic Tac Dough
Heinz alt

Brn & Wmsn
Across The

Board
sust

Love of Life
Scott alt Lever

Amer Home

Tic Tac Dough
Al. Culver
tit Heinz

P&G

Across The
Board
StISt

Love of Life
Atlantis

alt Toni

Lever alt

Gen Mills

Tic Tac Dough
Gen Mills alt

Sunshine

P&G

True Story
suit

P&G Sterling Drug

I'h For
Ijrrow
&G >

Could Be You
Whitehall tit

Nestle

Corn Prod
alt Brillo

Pantomime
Quiz
A rraour

General Foods

Search for

Tomorrow
P&G

It Could Be
You

Milea alt

Nabisco

P&G

Pantomime
Quiz
Armour

Search for

Tomorrow
P&G

Could Be You
Stand Brandt

alt sust

Detective Diary
Sterling Drug

l? Light
to

Guiding Light
PAG Cuiding Light

P&G
P&G alt

Corn Prod

ust

service

No net service Music Bingo
sust

No net service
No net service Music Bingo

sust

No net service

No net service
Mr. Wizard

sust
ws
30) suit

News
(1:25-1:30) su«t

News
(1:25-1:30) sust

Turns
to

nc alt

ISt

No net service

As the World
Turns
P&G

Plllsbury

No net service

World Turns
P&G
Swift

alt Sterling

No net service

tter Or
A/orse

;r alt

St

sag alt

Queen for a

Day
sust

Day In Court
Drackett.

For Better Or
For Worse

sust

Queen for a

Day
sust

Day In Court
Armour

For Better Or
For Worse

Lever alt sust

Queen for a

Day
sust

Nabisco alt sust

Baseball Came
of the Week
various sponsors

(2 to cnncl)

Leo Durocher's
Warmup

sust

sust

alt Lever
sust

alt MilesArmour Gerber
all -ust

ikletter

1 Bra
larttli

itlon

Court of Human
Relations

sust

Cale Storm
Drackett

Art Linkletter
Kellogg

Plllsbury

Court of Human
Relations

SUSt

Cale Storm
Johnson &
Johnson

Art Linkletter
Lever Broa

Swift alt

Staley

Court of Human
Relations

sust

layoff
Ftate

Young
Dr. Malone

sust

Beat The Clock
Drackett

Armour

Big Payoff
sust

Young
Dr. Malone
P&G alt sust

Beat The Clock
Amer Home

Big Payoff
Cblgat*

Young
Dr. Malone

sust

Major League
Baseball

Phillies Bayuk
Cigars (Nat'l)

Anheuser-Buscb•ust sust sust

lis Yours From These
Roots
susl

Who Do You
Trust?
Drackett
Toni

Verdict Is Your;
Sterling alt Sootl

sust

alt Scott

From These
Roots
Sllst

Who Do You
Trust?
Leva

General F Is

Verdict Is Yours
Gen Mills alt

Atlantis

Gen Mills
alt Lever

From These
Roots
susl

(recitmal)

Brewing
(New York)

ft- tit
sust sust sust

it Day

r Storm

Truth or

Consequences
Corn Prod tit

sust

American
Bandstand
Toni. Old

London Foods

Brighter Day
P&G Truth or

Consequences
P&G

American
Bandstand
Mennen

Amer Home

Brighter Day
P&G

Truth or

Consequences
Whitehall alt

Corn Prod

P&G

Secret Storm
Scott alt

Amer Home

Secret Storm
Amer Home Proc

alt Gen Millsfeme Prod Culver alt P&G
P&G

1 Night

[ilk alt

County Fair
Frigidalre

alt Gen Mills

American
Bandstand

ll.iylord

Block Drug

Edge of Night
P&G

Plllsbury

County Fair
Heinz alt

sust

American
Bandstand

Hollywood Candj

Edge of Night
P&G

Amer Home
alt

Sterling

County Fair
Llpti r

alt sust

Level alt

Slist
a nils Heinz alt

Sterling
Lever

American
Bandstand

co-op

American
Bandstand

co-op

Walt Disney's
Adventure Time

Miles
Internat. Shoe

Mickey Mouse
Club

Gen Mills

Mattel

Lone Ranger
Nestle alt

Gen Mills

it list ill sponsors, Mondaj through Friday, buying programs during month.

uled programs appear during this period are listed

as well, with air dates. The only regularly scheduled pro-

grams not listed are: Tonight, NBC, 11:15 p.m.-l a.m..

Monday-Friday, participating sponsorship; Sunday News

Special, CBS. Sunday. 11-11:15 p.m. (Carter and White-

hall); Today. NBC, 7-9 a.m., Monday-Friday, particip

\ews CBS, 7:45-8 a.m. and 8:45-9 a.m., Monday-]

\11 times are Eastern Standard.
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WflClt S llCLppCTllTlg in Africa? Europe? What about

that movie star's romance in Spain? WGN-Radio lis-

teners now know more because of WGN's extensive

news coverage!

Yes, WGN-Radio's comprehensive, around-the-clock,

news coverage is one more important reason why more
people listen to WGN— because WGN's news gathering

facilities are unmatched by any other Chicago station.

Exclusive only to WGN-Radio in Chicago are the Chi-

cago Tribune World-Wide Press Service, WGN Police-

Trafficopter reports twelve times daily, and Radio Press

world-wide, on-the-spot news coverage. In addition,

WGN's large staff of writers and editors use the news

gathering services of Associated Press, United Press

International and Chicago City News Bureau to provide

Midwestern listeners with the finest programs of up-to-

the-minute news.

No wonder more people listen to WGN-Radio for

more news of happenings around the world!

WGN-RADIO
THE GREATEST SOUND IN RADIO
Hi North Michigan Avenue • Chicago 11, Illinois
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As advertisers seek better exploitation, SPONSOR ASKS:

How can agencies capitalize on local

program promotion?
Station men tell agencies how to

work closely with them in pro-

moting clients' programs, and give

local slant to national campaigns

Calen Lillethorup, prom.mgr.,KMTV,

Omaha.

Lets have more agency promotion

ideas and campaigns individually

tailored to the station, the sponsor

and to the program.

The place to start is on a personal

relationship between the agency and
the station's promotion and merchan-

dising departments. Any agency that

takes the time to meet and talk with

station promotion personnel has a

much better chance of receiving the

best promotion.

We've been fortunate at KMTV in

dealing with some agencies that

realize stations are individuals.

But too often agencies send a form
letter to the "station manager" ask-

ing that "jumbo post cards" be sent

to local distributors. After the pro-

motion has concluded, another form
letter demands the total number of

jumbos sent and the promotion effec-

tiveness is graded, like a report card,

and the station is rated on little more
than its current printing budget. Let's

get rid of the report cards, the grad-

ing, and the form letters.

Many agencies send a form letter

asking for an "item count" on the

Tailor them

to station,

sponsor,

program

number of on-the-air mentions their

program has received. There is also

a handy blank devoted to a column

inch report of newspaper advertising.

These are "accepted" things to do,

but quantity alone is rarely the an-

swer to good audience promotion.

Some agencies want the product

mentioned in the promotion an-

nouncements. This can make the copy

awkward, and in many cases limits

the amount of promotion the program

can receive due to conflicting adja-

cencies.

Good promotion copy that doesn't

mention the sponsor can be scheduled

where it will do the most good, and

can make an audience want to see a

program. Then, the agency's com-

mercials can sell the product. Let's

keep commercials out of the promo-

tion announcements, and put them in

the programs where they belong.

One more point. You can't build

an audience without tools. Agencies

should supply still pictures, varying

lengths of sound and silent film, tapes

and slides. An enterprising promo-

tion manager can construct promo-

tion spots from these materials to suit

the program and station require-

ments.

It is obvious that too many agen-

cies have a "pattern" of promotion

requests but give little thought to

planning the individual program pro-

motion at hand. I say, let's talk this

over. The station can really do a job

if given the tools.

Jim Knight, prom, dir., WTRF-TV,

Wheeling.

At the present time, the most press-

ing need is the establishment of more

direct relations with the local station

promotion departments themselves.

Thousands of mimeographed agen-

cy requests pass through a typical

promotion department each year.

These requests vary from the basic

questionnaire concerning market in-

formation to the more complex

pertaining to merchandising and pro-

gram promotion. While the promo-

tion people are busy filling these

requests, they must not lose sight of

their main objective: the creative,

positive building of an audience for

their station and advertisers by use

of on-the-air announcements, exploita-

tion, public relations, research and

publicity. On top of all this, features

are prepared and mailed daily to na-I

tional trade publications. It's obvi-l

ous that the station promotion de-'

partment is big business in itself.

It would appear that the agency,!

which controls the placement of

thousands of dollars of the client's

money, would want to insure the!

greatest mileage possible for that!

dollar, not only at the network level!

Provide

an agency

liaison man

but at the local as well. This "local

promotional mileage" could be guar-

anteed by an agency liason man. I'm

sure that a liason man between the

agency and local station would be

beneficial to both. The agency would

get to know the station's problems

first hand, and the station would re-

ceive the benefit of talking and work-

ing directly with experienced agency

personnel. Of greater importance is

that the agency would then have a

better understanding of what each

station can or cannot do in particular

areas of promotion.

Promotion of a show at the net-

work level is only half the job. If

this same show receives "quality'

promotion at the local level, its

chances of being a hit are greatly

increased.

The agency liaison man is only one

step toward the improvement of local

program promotion. However, it's a

big step toward better promotion de-

partment relations between agencies

and stations ... an area that could

use much better relations."

Barbara Wilkens, sales prom, dir.,

WNTA-TV, New York

A little originality goes a long way.

As sales promotion director of an in-

dependent outlet in a seven-station

market, I feel that ad agencies, espe-
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:iallv the smaller ones, often do not

ake full advantage of the many op-

)ortunities to promote and exploit

oral programs. This local promotion

s important for the sponsor since it

s essentially what achieves the neces-

ai\ sponsor-program identification.

There is also ample opportunity for

idvertisers who use a spot schedule to

dentify their product with programs

md the station. A good example of

his is the promotion done by Jack-

on \ssoc, the agency for Lestoil.

hc\ not only originate premiums

hat are promotable by the station in

arious ways but offer to supply these

iremiums as free give-aways for use

li local live shows. Thus Lestoil can

jie showcased on a variety of pro-

rams at no additional cost to the

-tin \ except for premiums.

Unfortunately many sponsors miss

|he boat. They spend thousands of

lollars on spot campaigns but fail to

ielp the station promote their cam-

More
originality,

ideas

promotable at

local level

signs. Agencies should recognize

it* advantage to their sponsor by

[vesting in a few promotional spots.

I nfortunately, the ad agency too

ften relies on material from the

romotion kits supplied by the syn-

icator if the program is a film series,

nd upon the station if the program
• live, for publicity and promotion,

et because they are in constant con-

tct with the sponsor, the agency is

ertainl) in a better position to come

p with promotional ideas. Merchan-

ising, premiums, give-aways, direct

pail, personality tie-ins. exploitation

|ll offer a rich potential promotion-

ise for the local program. Agencies

tould be educated in the value of

ertinent promotion to help their

lient achieve sponsor identification

ith their spot or program buy.

lharlie Cash, prom, dir., WSM-TV,

Nashville, Tain.

The most important single factor

i solving this continual problem in

I Please turn to page 57)
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GIANT MARKET

IN. S N C
•asheville

MSARS.head .SPARTANBURG
•GREENVILLE

"The Giant

of

Southern

Skies"

GIVES YOU ALL THREE . . .

GREENVILLE
SPARTANBURG

ASHEVILLE

. . . with total coverage area

greater than that of Miami,

Jacksonville, Birmingham or

New Orleans

82-County Data (within the TOO
UV/M contour) S. M. Survey May
10, 1959

POPULATION 2,946,600

INCOMES $3,584,180,000

RETAIL SALES . . . $2,387,606,000

HOUSEHOLDS 751,900

Represented Nationally by

WEED TELEVISION CORP.

CHANNEL 4

WFBC-TV
GREENVILLE, S. C.

NBC NETWORK

RADIO AFFILIATE, 'THE PIEDMONT GROUP"
WFBC - GREENVILLE WORD - SPARTANBURG

50

National and regional buy\

in work now or recently completer

SPOT BUYS

TV BUYS
Procter & Gamble Co., Cincinnati: Schedules start this month in

top markets for Charmin tissues, to run through the P&G contract

year. Day and night minutes are being used, with frequencies vary-

ing. Buyer: Sam Haven. Agency: Benton & Bowles, New York.

Coty, Inc., New York: A new campaign is getting off in about 20

markets for its fragrance and powder cosmetics. Schedules, to start

the second week in July, are for four to eight weeks. I.D.'s, minutes

and 20's are being placed, frequencies depending upon the market.

Buyer: Bob Wilson. Agency: BBDO, New York.

Block Drug Co., Inc., Jersey City, N. J.: Being initiated this month

are new schedules for Polident I denture cleaner) and Poligrip (den-

ture adhesive), through Gray A. A., New York. Allen Reed has been

buying minutes in fringe time; frequencies vary from market to mar-

ket. Schedules start the second week in July in about 25 markets,

run for four weeks.

Lever Bros. Co., New York: Its introductory campaign for Surf

continues to expand, and new schedules start on a staggered basis

this month. BBDO, New York, is buying 13-week schedules, day and

night minutes. Bob Hamilton is buying supervisor; Hal Davis, buyer.

Pillsbury Co., Minneapolis: Intensive schedules are being placed

in about 75 markets for Angel Cake mix. The promotion starts this

month for five weeks. Buyers: Wally Bregman and Bill Chrisman.

Agency: Leo Burnett, Chicago.

Wildroot, Inc., New York: Hair tonic schedules begin this month

in 25 markets. Lined up for a 13-week run are sport show adjacen-

cies and five- and 10-minute sportscasts. Buyer: Eileen Greer. Agen-

cy : Ted Bates, New York.

RADIO BUYS

American Motors Corp., Detroit: New summer schedules for the

Rambler are kicking off in 42 markets. They start this month for

six weeks, with traffic hour minutes being used. Frequencies vary

from market to market. Buyer: Betty Powell. Agency: Geyer, Morey,

Madden & Ballard, New York.

Ford Motor Co., Dearborn: Going into markets throughout the

country with another two-week flight in July for Ford cars. Minutes

in traffic hours are being set, frequencies will depend on the market.

Head buyer: Allan Sacks. Agency: J. Walter Thompson, New York.
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CBS RESEARCH
[continued from page 29)

7. "Company D has been slipping

in sales lately, and is desperately try-

ing to regain its position by loud, big

promises."

Channel 2, 6%; channel 4, 6%;
channel 7. 11 r

'<

; all others, 77%.

8. "Company A manufactures an

excellent product which they have

advertised very effectively. They have

developed a reputation for honesty

and reliability."

Channel 2, 58%; channel 4, 28%;
channel 7, 6%; all others, 9%.
The technique of the surveys was

questioned by most of the indepen-

dent tv station spokesmen interviewed.

Mary McKenna, director of re-

search and sales development for

\\ NEW-TV (channel 51, New York,

charges the questions "were without

doubt the 'status seeker' type of

thought implantation. The old story

about 'everybody reads the New York

Times
,

but seems to buy the Daily

News applies here." The questions,

rather than being objective, were

"leading—the type designed to im-

plant thought attitudes."

Another point made by Mrs. Mc-

Kenna: Including a phrase "You
may name more than one station" is

typical of questionnaires of this kind

and allows the normal number of sta-

tion mentions because "virtually all

people in any market look at all chan-

nels available."' But the CBS survey

allowed mention of only one channel

and "this technique forces an ab-

normal choice of station."

She also questions the area of com-

mercial believability and describes it

as "being at variance with most

studies made along these lines" She

refers particularly to one conducted

for WNEW by Advertest.

This survey showed more than

SO' i of the people surveyed did not

think of honesty and reliability in

connection with commercial copy (as

measured by their reaction to 10

image questions I . She made this con-

clusion : people can respond to specif-

ics better than to generalities. \et the

CBS o&o study—a general one

—

records a small 1.2' < as "don't

know"' or "no answer."

She adds: "All of the weight of

an entire network is presumed to

have a total bearing on an individual

commercial whether positioned in

network time or local time. Average

MORE OF OUR
LISTENERS..
More different families listen

daily and weekly to WCAU thart'

to any other station in town.* So

if you sell insecticides, choose

the station that most effectively

sprays the entire Pennsylvania

vacation area. Remember, when

Philadelphians head for the

Poconos, they never go alone.

WCAU's 18 top local personali-

ties go along. Whatever you sell

— soup, soap or silk stockings—
don't get stung with a large sum-

mer inventory. Get the biggest

bite of the market with WCAU..
•

*L*TEST CUMULATIVE PUL3E ANALYSIS.

WCAU RADIO PH.LA0ELPH,

Represented by CBS Radio Spot Sales
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listening share on all regular surveys

indicate Channel 2 is the most viewed

station in New York than in Los

Angeles. The media truth is that all

channels are viewed by almost all of

the tv homes in the market, some

more frequently than others. For

the buyer, the important question is

what percent of that station total

viewing can his client purchase with

his weekly budget."

The indies concede that the net-

works have superior programing,

production and star values. But they

contend a re-run of a network show

has no less appeal on a non-net sta-

tion than it had originally on the net-

work. Fred Thrower, president of

WPIX, New York, says 75% of his

program product is network re-runs—"most of them from CBS." And
he contends most people don't know
—and don't care—what channel they

tune to.

Mr. Thrower agrees with Mrs.

McKenna's point that people are

"status seekers" and will tend to up-

grade their image of themselves in

reporting on their tune-in habits. In

addition, he says "They're much
more likely to remember names like

Bob Hope or Perry Como than they

are the names of performers in non-

star shows."

Pointing again to the fact that

viewers are confirmed dial switchers,

he notes results of a survey conducted

by A. C. Nielsen a year ago.

In the hours between 7 and 9 p.m.

Sunday through Saturday, Nielsen in

checking the two outlets concluded

"none of the comparisons yielded a

significant difference." Here's what

they found: home ownership, 43%
of the WPIX audience owned their

own home, 45% of WCBS-TV; size

of family, 51% with four members

or more for channel 11, 47% for

WCBS-TV. There was no more than

a four-point differential between net

and indie.

Thus audience characteristics can

MILWAUKEE? NEW HAVEN?

NO, THIS IS "KNOE-LAND"
(embracing industrial, progressive North Louisiana, South Arkansas,

West Mississippi)

JUST LOOK AT THIS MARKET DATA

Population 1,520,100

Households 423,600

Consumer Spendable Income
$1,761,169,000

Food Sales $ 300,486,000

Drug Sales $ 40,355,000

Automotive Sales $ 299,539,000

General Merchandise $ 148,789,000

Total Retail Sales $1,286,255,000

KNOE-TV AVERAGES 78.5% SHARE OF AUDIENCE

According to April 1959 ARB we average 78.5% share of audience from Sign On to Sign Off

7 days a week. During 361 weekly quarter hours it runs 80% to 100%, and for 278 weekly

quarter hours 92% to 100%.

KNOE-TV CBS • A B C

A James A. Noe Station

Represented by

H-R Television, Inc.

Channel 8

Monroe, Louisiana
Photo: International Paper Company's Natchez Mill. Natchez, Mississippi, which produces

dissolving and paper pulp.

be the same for a network and an in-

dependent station. The difference is

basically one of quantity (the num-

ber of families tuned in and the fre-

quency) rather than one of quality

(higher earners, bigger families,

etc. )

.

John R. Vrba, vice president for

sales at KTTV, Los Angeles, and

Larry Markes, advertising director of

WNTA, New York, commented on

commercial quality on independent

stations.

Said Mr. Markes: "If you go out-

side these major markets, you'll find

the CBS affiliate has the same kind

of local commercials which the inde-

pendents in New York and Los An-

geles have." National advertising,

generally, is superior in quality to

that of local clients. Many indepen-

dents, with more time to fill because

they don't pick up programs and

revenue from the networks, are com-

pelled to scramble for local business

which major-market net affiliates

might not want because they don't

need it, he said.

But Mr. Vrba says his station and

many other independents have just as

rigid editorial acceptance standards

as any network affiliate. And Fred

Thrower says his are more rigid,

adding "We don't take bra and girdle

advertising, or products such as

Preparation H or mail order."

The networks claim independents

have successfully obscured network

station identification in many areas.

Said one network spokesman: "In-

dies don't want a network station to

keep the image it has, and they want

people to be confused as to where

they saw what.

One ad manager of a tv client com-

pany, commenting on the battle lines

which the indies are drawing, gives

his overlook position which may well

typify that of his sponsor colleagues.

"I hope this puts all of the stations

on their mettle! The net stations

should justify their high prices (in

New York, a network 20-second prime

spot slot costs $8,000; the same time

on an indie, $2,000) and many of

the indies should clean up their com-

mercial schedules!

"I think healthy competition is

good for all of them. It's very en-

couraging to see ABC come into the

ranks and give the other nets a run

for their money. And I like to see

the independents scrap for quality

as well as effective sales." ^
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WLOS-TV -

FIRST in the Carolina Triad

!

All measurement surveys show that WLOS-TV is

FIRST in the Carolina Triad in delivering the

audience for your product or service at a low, low

CPM. Get all the facts from your PGW Colonel.

'

..

VIRGINIA

NORTH
CAKOUNA

ASHEVILLE, N.C.

GRKNV.LLE,
SPARTANBURG,

S.C.
SC '

SOUTH
CAROLINA

WLOS-TV
towering new force in Southeastern TV

Unduplicated ABC in

Greenville • Asheville • Spartanburg

WLOS AM-FM
Represented by: Peters, Griffin, Woodward, Inc.

Southeastern Representative: James S. Avers, Co.
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IN INLAND CALIFORNIA (and western Nevada)

BEELINE
RADIO

dUlu>ets ivime

McClatchy's Reno station, KOH, covers one of

the nation's most diversified recreational areas.

Superb hunting and fishing begin practically

at the city limits. Water sports? Lake Tahoe is

just one of the nearby lakes. Winter sports?

The 1960 Winter Olympic site, Squaw Valley,

is just one of the excellent areas nearby. All

these attract and hold people with a surpris-

ingly large amount of money to spend. And
you can sell them on Beeline radio.

Purchased as a group, Beeline stations give

you more radio homes at a lower cost per

thousand than any combination of competitive

stations . . . lower by far. (SR&D and Nielsen)

Fishing is good in the Truckee River, downtown Reno.

N \
KBEE ° MODESTO

KMJ O FRESNO

) \
KERN ° BAKERSFIEID

/lAcGUxiduf f3A60u£c**iuu} Co*«f>aA«4f

SACRAMENTO, CALIFORNIA

PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE
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SPONSOR ASKS
(continued from page 19)

m\ opinion is better liaison between

the agencies and the stations.

The "Dear Mr. Promotion Man-

ager" form type letter is the quickest

ua\ I know not to get much co-

operation from the station's promo-

tion department. The average pro-

motion manager is working very hard

these days to try to give clients the

best possible promotion effort. But

ofttimes the same form letter asking

for jumbo mailers, wires, gimmicks.

etc. is sent to the promotion manager

Don't make
demands on

stations that

don't get your

business

with one I.D. a week as is sent to the

station guys that received a nice

chunk of revenue. If the station did

not get a large schedule, there should

be fewer demands. It is very pleasant

to get an occasional request for pro-

motion that is in line with the amount

of business placed on your station.

Personal station visits from agen-

cy personnel seem to be on the up-

swing as of late and this generally

pays off. If a new product is being

introduced in a market or a large

nation-wide promotional campaign is

being set up, there is real value in

a personal visit. It gives the promo-

tion manager an opportunity to set

forth his ideas and opinions and, at

the same time, get a good idea of

what the agency would like to do.

Too, he can explain his markets pe-

culiarities and make valid sugges-

tions. For instance, maybe jumbo

mailers are well received in Norfolk

and Oshkosh—But shelf talkers are

better in New Orleans and Denver.

Promotion is certainly asserting

itself in the broadcast field these

days and promotion managers are be-

coming more and more important to

their organizational structure. The

Broadcast Promotion Association

started a few years ago has proved

its value. It has given promotion

people an opportunity to swap knowl-

edge and has greatly emphasized pro-

l motion's importance in the broadcast

industry. ^

WCAU
FEEDS MORE
FAMILIES...
490,900 a day! More different

families daily and weekly than

any other station in town.* When

Philadelphians head for the pic-

nic grounds during the summer,

they pack along WCAU. While

they're eating, sell them tomor-

row's dinner, or a new fishing

rod, or some high octane gas for

next week's trip to the Poconos.

Summertime creates a huge ap-

petite for goods. WCAU's 18 top

local personalities can make it

a picnic for your product!
•latest cumulative pulse analysis.

WCAU RADIO PHUOEPHA
Represented by CBS Radio Spot Sales

N^
\iA
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WRAP-UP
NEWS & IDEAS
PICTURES

TOKEN RADIO is presented to Brig. Gen. Wm. A. Gross by Dan Hydrick, gen. mgr. of

WGH, Norfolk, who hosted recent FM-Multiplexing meeting attended by over 100 broadcasters

PAST AND PRESENT merge as WINS, Dayton celebrates its 39th year of broadcasting. Here

d.j. Johnny Spring publicizes event by donning '90's bathing suit, joining be-modeled surrey

1. *I £> *• »»a~--£"* -•- - '«

AGENCIES

Bryan Houston, which not so

long ago was one of Madison
Avenue's more thriving shops,

lost its identity this week via the

merger with Fletcher Richards,

Calkins & Holden, Inc.

The last two client exits that pre-

ceded the Houston merger: Dristan,

to Tathum-Laird, and Nescafe, to

Esty. a total of $17 millions.

Houston himself joins the merged

operation but William R. Hillebrand,

president, will move elsewhere.

Latest estimated billing of FR,

C&H: $45 million.

Agency appointments: Hambro
Automotive Corp's Austin line, billing

$75,000 plus, from the McCarty Co.,

to J. M. Mathes . . . Georgia Shoe

Manufacturing to Harris and Wein-
stein Associates, Atlanta . . . Miles

products, new products division, to

Henderson Advertising, Green-

ville, S. C. . . . XETV, Tijuana-San

Diego, to William Nietfeld &

TO SEE THE SEA, agcy. execs, clients and

reps come out for WRCA and WRCA-TV,

New York's fifth annual boat ride. Raffle win-

ner turned down mermaid for $50 cash award

'59 FORD goes to Mrs. A. H. Burg for

naming hit tune. Presenting keys I to r:

Peter Boyson, WLOL, St. Paul, co-sponsor

Red Owl Stores' Pat Collins, Chas. With
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Assoc, San Diego . . . Carlsberg

Breweries, for its Western regional

advertising, to Cole Fischer &
Rogow, Beverly Hills . . . Bunny

Bear, Inc., Everett, Mass.. juvenile

accessories, to Hoag & Provandie,

Boston.

New Miami agencies: Spencer Hill,

formerly associated with Maxon and

JWT, and Joseph Lincoln, former

media director for Y&R, New York,

have joined to form Hill & Lincoln

. . . Ben Robert Drake, former sales

account executive at WBKB, Chicago,

has formed his own agency, Drake
Advertising.

New branch office: John W.
Shaw opening an office in Los

Angeles, with Jack Schulter as man-

ager.

Personnel realignment at Guild,

Bascom & Bonfigli:

• Media director Lyn Gross as-

sumes administrative head of media

in San Francisco. Media buying and

other activities for accounts serviced

in branch offices, will be handled b\

those offices.

• New appointments: Frank

Gianatassio to media director, New
York; William Franklin to creative

administrator, San Francisco: Rich-

ard Tvler to coordinating account ex-

ecutive for Ralston: George Allen to

office manager and Karl Gruener tv

show procurer, Hollywood, and Dave

Fullmer to head tv commercial pro-

duction.

Personnel moves: Jon Dintle-

man, radio-tv director, Wentzel &

Fluge, Chicago . . . John Fleming
Ball, from CBS TV to JWT's tv

department . . . Otis L. Wiese, crea-

tive review committee, Leo Burnett

Company . . . C. M. Grove, media

director. Van der Boom, Hunt, Mc-

Naughton. Inc., Los Angeles . . .

Robert T. Nathe, to director of

radio-tv programing and production,

DCSS . . . Nellene Zeis to media

and research mgr. ; Jacqueline

Wille, tv time buyer, Pat Gries-

haber, tv coordinator, and Marianne

McNeive. media assistant at Krup-

nick \ Associates, St. Louis . . .

David J. Hopkins, mgr., Mc-Cann-

Frickson, Los Angeles . . . Clifford

Wilson, media director. K&F. De-

troit . . . Richard S. Hammctt.
manager of research. Y&R. Chicago

. . . Olive Lillchei, group bead,

Compton . . . Ghanning Hadlock,
radio-tv director. James Thomas
Chirug & Co. . . . Don Blauhut,
production head, Parkson Advertis-

ing, Hollywood . . . Earl J. Ober-
meyer, account executive: Philip H.

Cohen, board of directors, SSCB . . .

They became v.p.'s: Paul Keller,

Reach, McClinton . . . Bernard J.

Gross, Edward H. Weiss and Co.,

Chicago . . . Mortimer Berkowitz,

Jr., and Joseph Henrici, BBDO
. . . Frank Davies, Cunningham &

Walsh.

ADVERTISERS

Carnation Milk (EW,R&R) is

(ABC)
after a two-vear hiatus.

returning to network tv

DO IT YOURSELF LUAU kits set mood of

KABC-TV, Hollywood's press preview for its

"Salute to Hawaii." With Hawaiian miss,

Arnold Carr, station's asst. publicity director

WINNER TAKE ALL is motto of d.j. Dick Whittinghill of KMPC, Hollywood, as he collects

prize 1901 Olds complete with bevy of beauties. Lucky d.j. reaped rewards for beat-

ing out 27 other record spinners in popularity poll conducted by local soft-drink manufacturers

ANIMATED SPOT is how TvB sells tv via

tv. Member stations have contributed more

than $5,000,000 in time for this on-the-air

promotion, first of its kind in the industry
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It's committed already for an al-

ternate week of Sugarfoot, and

there'll likely be another Carnation

buy on the same network before the

new season gets under way.

Campaigns:
• Grosset & Dunlap will inau-

gurate a national children's book

sales campaign in the fall via ABC
Radio and the Don McNeill Break-

fast Club, Mon.-Fri., 9-10 a.m. The
agency : Friend-Reiss Advertising,

New York.

• Dorran's Frozen Pizza
(through the Zlowe Co.) is launching

a summer radio campaign pegged to

a catchy jingle based on "Le Donna
E Mobile" from Rigoletto. Twelve

spots per week (60s, 30s, I.D.'s) have

been placed on WMGM, WINS and
WMCA, New York stations, with Con-

necticut, Pennsylvania, Maryland and

Massachusetts next on the list.

• Carolina Rice (through Dona-

hue & Coe) has placed 200 spots per

week on metropolitan New York radio

stations to run throughout the sum-

mer.

• Vanguard, a new cigarette, is

being test marketed in Dayton, Ohio,

by Bantob Products Corporation. The

cigarette is being promoted via radio,

tv and print. The agency: H. W.
Warden Associates, New York.

Premium: Rinso Blue is offering

a 12-volume children's "Picture

Book" encyclopedia, with a national

campaign supported by tv and print,

beginning this month and to continue

through 1960.

The notion behind the promotion:

Families with children use 2-3 times

more detergent than childless fam-

ilies.

Thisa V data: On 27 June, Dodge
celebrated its fifth year for Lawrence

Welk on ABC TV ... At a meeting

in Philadelphia, the Delaware Val-

ley Toy Dealers' Associates at-

tested to the power of tv to sell toys.

Kudos: To Paul Hahn, president,

and John Crowe, senior v.p.. of the

American Tobacco Co. the Cross of

Commander of the Royal Order

of the Phoenix, for promoting the

development of the Greek tobacco ex-

port industry, presented by King Paul

of Greece ... To Don Mitchell,

General Telephone and Electric presi-

dent, and chairman of the board of

(Please turn to page 67)
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What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
4 JULY 1959

Copyright l»M

SPONSOR

PUBLICATIONS INC.

Madison Ave next week comes under the probing spotlight of the FCC when a

number of program specialists will be asked what they know about the practice

among tv networks of tying up program sales with prime time allocations.

The questioning—part of the FCC's study of radio and tv network broadcasting methods

—will take place in New York

Meanwhile back at the Capital the U. S. supreme court handed down a decision that

should be quite gratifying to stations that have felt the sting of Sec. 315 of the Communica-

tions Act.

The decision: WDAY, Fargo, N. D., could not be held libelously responsible for what

some political candidate said. The court agreed with the station's contention that the law forced

the granting of time to the alleged libeler and hence the station could not be held liable

for his statements.

The Sec. 315 hearings adjourned before the Senate Commerce Committee,

but the witnesses had to shuttle right back down from New York and elsewhere

for identical hearings before the House Commerce Committee.

Only difference will be appearance before the House group of Robert Bicks, Justice anti-

trust chief, as a part of the Rep. Oren Harris (D., Ark.) vendetta against the Justice Depart-

ment. Harris, chairman of the committee, was bitterly critical of intervention (unsuccessful)

by Attorney General Rogers in the FCC Lar Daly proceedings. President Eisenhower had di-

rected Rogers to intervene.

Broadcasting industry witnesses earlier ran into Sen. John Pastore (D., R. I.), chair-

man of the Senate Commerce communications subcommittee, and his position that a reversal

of the FCC Lar Daly ruling is the most Congress will do about Sec. 315. This week all but

one member of the House Commerce subcommittee took that position.

Pastore's refrain, and that of the Congressmen, is that broadcasters are human, are some-

times mixed up in politics, have their personal preferences, and so it is safest to keep most of

Sec. 315 intact. The Lar Daly ruling had no friends, though, and all the legislators appeared

still to agree that newscasts must be exempted. There was considerable backing for going fur-

ther to exempt discussion, documentary and special event programs, such as the political con-

ventions.

The FCC closed off its hearings into uses of the spectrum between 25 mc and

890 mc, a part of the band in which all tv and fm, and certain auxiliary broad-

casting services are located.

Spokesmen for industrial and mobile uses of the spectrum all pointed to the crowded

state of the frequencies assigned to them, and all cited the importance of their industries or

services to the public and to the national defense. None made any direct plea for fm or tv

space.

The FM Broadcasters Association, however, argued that their service is coming along

fast and needs all the space it has.

The Association of Maximum Service Telecasters asked for more vhf channels, either

between present channels 6 & 7 (the abode of fm and some non-broadcast services) or above

present channel 13. AMST said uhf space could be traded.
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Marketing tools, trends, news,

in syndication and commercials

FILM-SCOPE
4 JULY 1959
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Keep your eye on a new General Foods-Benton & Bowles formula for hitch-

ing network and spot expenditures to the same program series.

The new formula is this: In addition to buying Fury Saturday mornings on NBC
for Post cereals, GF has also ordered syndicated re-runs of the same program for 12

markets.

The ITC show, known in syndication as Brave Stallion, has already been ordered ir

Los Angeles, Sacramento and Lincoln, Neb. Weekday time slots around 6 p.m. are still being

cleared in nine other markets.

The formula: 26-week alternate sponsorship buys, with the money coming out of the

budget that formerly bought announcements for Post.

Motive for the buy: to capitalize on the network identification of the show, wit!

re-use to bolster individual markets.

GF is apparently cashing in on this opportunity. It has a long-standing network sho\

which only recently also became available in syndication.

You can expect tv tape programs to start replacing feature films in a few lo<

time slots this fall.

One 90-minute tape show is probably going to be scheduled on late Saturday night pe

riods on several outlets in October.

The show, Max Cooper's Winter Baseball, is a 26-week series taped in Cuba and edited

down to 90 minutes in length.

For details, see Film Wrap-Up, p. 67.

Syndication more than ever before is playing a key role this season in the fiscal

life of the independent station.

WPIX, New York, for example, enjoyed a 13% January-to-May rise in sales vol-

ume this year by virtue of a three-pronged use of syndication.

Here's what the station did:

1) Programed each night of the week with syndication in thematic blocks for view-

ing cohesiveness, essential in the 7-station New York market.

2) Sold combination alternate sponsorships on an impact basis to national advertisers,

such as Bristol-Myers' Ipana, Sal Hepatica, Bufferin and Ban and to L&M, P&G's Spic and

Span, and others.

3) Produced hour-long documentaries for sale to other stations. Without a major field

force, WPIX sold its Russian Revolution special to 61 U.S. and Canadian outlets and its Cold-

War-Berlin-Crisis to 52 outlets.

62

The announcement this week that two Wall Street investment banking houses

—E. Eberstadt & Co. and Lazar Freres & Co.—were making an investment in Ziv

Television Programs, Inc., caused a considerable flow of speculation within the

trade.

It was emphasized in the announcement that the transaction involves no change of any

kind in the management or operation of the Ziv company. And, that Frederick W. Ziv, chair-

man, and John L. Sinn, president, will retain their present offices and remain substan-

tial stockholders.
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FILM-SCOPE continued

Keep in mind that the progress of tv tape in program production is necessari-

ly a matter accompanied by much trial and error.

Among non-technical circles, a split of opinion has developed, with some executives con-

vinced of tape's potentialities, and others worried over thorns encountered in early uses of the

relatively new recording medium.

One producer told FILM-SCOPE that excessive enthusiasm for tape if not based

on hard experience might spur a minor reaction against it within a year.

A West Coast studio man mulling tape conversion pointed out that while there was some

producer disappointment right now with tape, he expected tape eventually to replace film, but

the transition might take five years.

Syndication hopes continue to rely heavily on international business since ex-

ports often spell the difference between profit and loss on specific shows in indi-

vidual years.

Expansions and optimism continued last week with these moves:

• ITC reported a $600,000 gross in Latin America and the Far East, twice as high as that

of its predecessor (TPA) in a comparable six-month period.

• Flamingo will jump into international distribution, with offices set for London. This dis-

tributor recently became part of the Buckeye Corp.

However, insiders regard talk of the past few seasons on international sales potential as

vastly over-rated.

Misleading factors have been the attempts to compare foreign station lists and tv set

counts with the U.S. on a one-for-one basis: Actually it's ad and program expenditures that

count, and these are still everywhere far below U.S. levels.

COMMERCIALS

New uses for music are taking an unexpected place in the creative vogues of

commercials of recent weeks, and agency men have asked music producers to come
in to give seminars on pre-scoring and other new developments.

Music Makers, for one, has been visiting Ogilvy, Benson & Mather and Warwick & Leg-

ler, and demonstration music clinics are on the calendar for Cunningham & Walsh and DCS&S.

Videotape Productions has come up with a number of new techniques in mak-

ing commercials that prove tv tape has resources never possessed by either live tv

or film.

For instance, time lapse dissolves are being accomplished by rerecording of a series of

tapes made with a model walking through different sets; the backgrounds appear to dissolve

into each other.

Another one: an emphasis technique for visual copy, reminiscent of the old bouncing

ball idea, is the use of a dancing couple whose movements point out one phrase or word at a

time.

Note that for film this technique would require extra steps and costs for opti-

cals, but with tape the result is instantaneous and any changes that might be need-

ed are done a few minutes later.

The use of stylized art backgrounds rather than actual props and locations is

the latest innovation to be added to the visual-squeeze commercial.

Muriel Coronella, through Lennen & Newell, is said to be first with the method.

Incidentally, Transfilm. producers of this commercial, report that they have made a total

of 50 commercials to-date using the visual-squeeze approach.
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A round-up of trade talk,

trends and tips for admen

64

SPONSOR HEARS
4 JULY 1959 Watch for the more aggressive type of tv stations to revitalize the daytime

c»pyright km sector by stepping up promotion and improving the quality of shows.

Slight as is the dropoff in daytime audience, these broadcasters are bent not only on stop-

ping but reversing the trend. (See chart, page 20.)

BBDO was disturhed last week by NBC TV's disclosure that duPont's anti-

freeze division will participate in three specials this fall.

Seems the client hadn't as yet told its field sales force about the tv splurge.

The report persisted this week that United Airlines, currently with Ayer, has

become receptive to a change in agency. (American only recently skipped to Y&R.)

Probable cause for the whole field's restiveness : The singular popularity of jet flights

has made it imperative to find ways of keeping up the load factors on other types

of planes in the fleet.

Several petroleum companies have found themselves booted around on the lo-

cal scene because stations are making room for Texaco's sponsorship of the NBC News.

Esso, for instance, got nudged in five situations. In one market it pulled out alto-

gether, and in the others it either moved to a later spot on the same station or changed

stations.

Tv will pour back into newspapers some of the money weaned away from that

medium.

The reimbursements will come via the huge sums that will be spent on sizable spot-

light ads this fall, especially to publicize some 175 specials and such series as Ford's Tv

Finest on NBC and the debut of Perry Como for Kraft.

NBC is committed to spend at least $100,000 for the Ford extravaganzas in

print.

Madison Avenue, as the result of a recent episode, again is sharpening up this moral:

If you're well known, and your negotiations for another job become too open,

you can find yourself so far out on a limb that you have no choice but to move.

In this particular episode, the agency boss took the position that the negotiation pub-

licity had become so loud that it was embarrassing the agency with its two top

clients.

Tv stations carrying the American Motors spot campaign are, in most cases,

making sure that dealers are fully aware of what's happening.

Behind this urge to maintain close dealer channels is a lesson learned from Pontiac.

During a dealer swing, Pontiac chief Semon E. Knudsen asked some dealers

what they thought of the tv spot campaign they were getting. The rejoinder was: "What

campaign?"
P.S. : Pontiac abandoned spot tv.
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A giant "Super Scooper" of International Minerals

& Chemical Corporation dredges the mineral so

vital to national defense phosphate from
extensive reserves in central Florida, this coun-

try's richest source.

In 1958 alone, 4,547,406 tons of this important
mineral were shipped from the MARKET ON
THE MOVE — TAMPA-ST. PETERSBURG.
These Twin Cities of Progress are now 26th

in retail sales, 26th in automotive sales, 27th

in drug sales.

Dynamically progressive . . . dynamically profit-

able as a buy for you . . . is the STATION ON
THE MOVE, WTVT . . . first in total share of

audience* with 38 of the top 50 programs . . .

with highest rated CBS and local shows.

* Latest ARB

station on the move.

TAMPA - ST. PETERSBURG

Channel 13

The WKY Television System, Inc.

WKY-TV WKY-RADIO WSFA-TV
Oklahoma City Oklahoma City Montgomery

Represented by the Katz Agency
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FARMER'S DAUGHTER DOES
EVENING CHORES! . . .

. . . while Ivy League farm boy waits outside

in convertible. That's today's picture of our

bountiful Land of Milk and )Kbney. Yes,

here's a unique market of small cities and big

farms . . . 42% rural and 58% urban . . .

more than 400,000 homes enjoying Channel

2-CBS television.

ANY CHORES YOU WANT DONE?

IRON MT.

ANTIGO
MENOMINEE
MARINETTE

OCONTO

@
STEVENS PT.

W'S- RAPIDS
jggp!

\A/ I B C ON S i N
APPLETON

STURGEON
BAY

MANISTEE
Z

OSHKOSH

FOND DU LAC

MANITOWOC

SHEBOYGAN

WEST BEND I

THE LAND

OF MILK

ANDKONEY

WBAY ch 2

GREEN BAY
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WRAP-UP
(Cont'd from page 60)

Sylvania, the Young Executives in

Sales Clubs "Boss of the Year"

award.

FILM

Sponsorship of syndication is on
the increase this year compared
to 1957, according to a Ziv study

of 30 markets.

In the report, fully sponsored

shows have climbed from 51% to

559! of Ziv shows over the past two

years.

Alternate sponsorship also went up

from 28% to 35%.
One reflection of the sponsorship

rise is the relative fall of participa-

tion-backed programs, which dropped

from 21% to 10%r.

Ziv also reported that location pro-

duction of its syndicated and network

shows rose from 50% in 1958 to

60$ at present.

Sales: Max Cooper's Winter Baseball

on tv tape sold to \\ 1S\ T\ in Mil-

waukee. WRVA-TV in Richmond,
and WOR-TV, New York; sales have

also been made in Chicago, Los

Angeles. San Francisco, Salt Lake

Gitj and Pittsburgh . . . ITC's Ding
Dong School is reported sold in 66
markets . . . CNP sales of Cameo
Theater to WTVT, Tampa; WGEM-
TV. Quincy; KARK-TV. Little Rock;

KSHO-TV. Las Vegas; KFXD T\ .

Wichita Falls; WNEM-TV. Saginaw:

KCCC-TV. Sacramento; KSD-TV, St.

Louis: WHIO-TV. Dayton, and

WPSD-TV. Paducah . . . ITCs Jeff's

Collie report renewed in 83% of mar-

kets where initial contracts were near-

ing expiration.

Additional Sales: Screen Gems re-

ports sales of individual features and

specially tailored packages are flour-

ishing; latest buyers of various fea-

ture film groups are KRCA-TV, Los

Angeles; WWL-TV. New Orleans;

WXIX-TV. Milwaukee; KSL-TV. Salt

Lake City: KUTV, Salt Lake City;

KTVR. Denver: KTVK. Phoenix:

WRGB-TV. Schenectady; KRON-TV,
San Francisco: and WCKT. Miami.

International sales: Fremantle's

sale of Jungle in Mexico Cit\ brings

In 7 the total of sponsor sales in that

market.

Production: Filmways has entered

the tv film production field with 21

Beacon Street, sold for summer to

NBC T\

.

Research: MCA reports substantial

increases in ARB rating for il- Para-

mount features on seven of the 15 sta-

tions telecasting them to date.

Trade notes: Music Makers has

joined the FPA of New York . . .

Aura Recording Inc. has taken over

the facilities of Cpastal Recording in

New York.

Commercials: A Dutch studio.

Joop Geesink Dollywood, specialist

in stop motion, has appointed Eric

Pommerance of New York its 1 . S.

and Canadian representative . . .

Klaeger Film Productions has com-

pleted location and studio commer-

cials for \iagara Starch through

Lennen & Newell.

YOU CAN SELL
ANYTHING

SUCCESSFULLY
ONWBC

TELEVISION
IWBC TELEVISION DELIVERS THE GOODS.m

You'll find proof positive on the following pages. Of special interest

are the success stories from local adv^erti^^nie^^v^ho "count the

daily results ... using WBC teleyisiioifcforreal selling impacfTMBroacT
casting is basic whether y^dcie^enmg locally or nationally distributed

products. WBCJ^wo^r%4twith results"Tilc^1iesE"ev^zdagTjgbaft5

whylSirsellfrig- campaign -keamplete-wrthoutihe WBC stations.
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Strictly personnel: Jerry
Schnitzer of Robert Lawrence Pro-

ductions to Paris for Revlon location

shooting . . . Len Kornblum, ITC
controller, named 1950-60 chairman

of the Tel-Film Credit Group . . .

Joining the Ziv sales staff are

Herbert J. Miller in Chicago and
Lee Jacoway in Florida . . . Ziv ITP
international executives departing on

sales tours include president Edward
Stern and representative Joel
Brandel in Europe, v.p. Millard

Segal in the Far East and v.p.

Ralph Franklin to South America

. . . John Maschio to head Bernard

L. Schubert's new Hollywood office

. . . New United Artists Associated

officers include Henry J. Zittau as

v.p. and treasurer, Herbert T.

Schottenfeld as v.p., W. Robert
Rich as v.p., Fred Ih man as v.p.

and secretary and William Kline,

assistant secretary.

More Sales: Ziv reports a 27% in-

crease in second quarter syndication

volume over 1958 . . . Stations buy-

ing CNP's Union Pacific include

KREX-TV, Grand Junction; WTOC-

TV, Savannah; WEAU-TV, Eau
Claire; KARD-TV. Wichita; KSWS-
TV, Roswell; WKJG-TV, Fort

Wayne; WPST-TV, Miami; KSLA-
TV, Shreveport; WSJS-TV, Winston.

Salem; WDMJ-TV, Marquette;
WCTV, Tallahassee; WDBJ-TV, Roa-

noke; WTVY, Dothan, and WCPO-
TV. Cincinnati.

NETWORKS

Voluntary continuing surveys

conducted by Bruskin Associates

and Psychological Corp. give tv

top place on the family totem
pole.

Bruskin's poll showed that a cross-

section of people deem the tv set the

most important thing they have

in the home and that the medium
gives them the biggest satisfaction in

comparison to other subjects and ac-

tivities.

The Psychological Corp.'s probe of

how people ranged the networks in

(1) familiarity, (2) "doing the best

job" and (3) preference.

NBC TV came out with the highest

percentages on all three scores.

In spite of the defection of 19 sta-

tions (four of them bonus), CBS
Radio has been able to restring its

affiliation roster to the point
where the coverage represents,

the network says, 92.8% of the

ratecard.

The latest stations to walk out on

CBS are KWKH, Shreveport, and

KTHS, Little Rock, both under the

same ownership. (These two stations

are going along with Radio World
Wide.)

Alexander Film, of Colorado
Springs, hopes to break into tv

programing field via a news com-
ment series featuring Mrs.
Eleanor Roosevelt.

Format: panel members com-

menting on typical news clips. A pilot

will be tv taped in New York 17

July and peddled to advertisers and

networks.

Network tv sales: Armstrong!

p
i

^67J5lOX3J£ .95/ydP»3.98
YEAR-ROUND BUSINESS BUILDER

"We only stay on a program

as long as it develops

business. Here, WBZ-TV, is

our contract for 52 weeks."

SIMMONDS UPHOLSTERING

INCREASES NICELY COVERED
"Our volume increase in a recession year was very

gratifying. The stature of the company was

considerably enhanced.., hope our association with

WBZ-TV will continue feamany years."

JOHN J. REILLY, President

Emerson Rug Company, Inc. "~

TV GREAT ON MAIL ORDER
'We sold over 600 thermometer^

—a $3.98 mail-order item-

in two weeks on WBZ-TV. Sign

us up for 6 more weeks."

SKILL-BUILT THERMOMETER

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE (gWe) STATIj



Cork Co. (BBDOl, for a 15 mintite

segment on alternate Thursdays, and

a one-minute announcement alternate

Tuesdays, on Top Dollar, CBS TV
. . . Phillies Cigar, half sponsorship

of The Russian-American trackmeet

on NBC TV 19 July.

On the specials front: Du Font's

Zerex antifreeze (BBDCO half

sponsorship of two Milton Berle

shows and a Jimmy Durante hour

this fall.

Tfaisa 'n' data: Arthur Godfrey
ivill confine himself, this fall, to his

norning radio series. He will not do

Person to Person . . . NBC Radio
las 52.1% of total sponsored time on

he three radio networks as moni-

tored by Broadcast Advertisers Re-

)orts, Inc. For the second consecu-

tive month ABC has more sponsored

lours than CBS. . . . ABC TV has

ompleted work on a new entrance

o its Hollywood tv center . . . The
SBC Fellowship Award for Jour-

lalistic Achievement to Morton
i leischner.

RADIO STATIONS

Ohio has joined the ranks of

states having legislation that pro-

tects broadcasters from being
legally coerced to reveal the
source of news information.

The bill, however, stipulates that

all commercial stations must maintain

a record of sources of information

for six months from the date of

broadcast of such information.

The measure becomes effective 26

August.

Ideas at work:
• For the Saints & Sinners Milk

Fund : KYA, San Francisco, spent a

full week of fund raising to provide

free milk for needy children. Among
the activities : A matinee, where KYA
played host to some 3,500; an on-the-

air marathon from a speciallv con-

structed remote studio and horse-

drawn milk delivery carts touring the

area and visiting ad agencies to raise

funds.

• WICE, Providence, R. I., is stag-

ing its third annual "Charity Hole-In-

One'' tournament, 10-18 Jul>. to raise

money for the South Side Boys' Club.

Station will award $5,000 in varied

prizes to contestants.

• A record for safety: Promot-

ing safe, quick disposal of plastii

bags, WJBW, New Orleans, offered

a phonograph record for every plas-

tic bag turned into the studio. The
result: some 18,000 plastics bags were

exchanged for records.

• "Happy Pappy" promotion

:

WSAI, Cincinnati, received 2,330 en-

tries in its Father's Day promotion.

The three winners were honored at a

Father's Day party at Coney Island

amusement park with dinner, dancing

and free rides for the whole family.

• Riding the air waves: When
the busses stopped running. KDEO.
San Diego, offered to pay for travel-

ers riding to work or town. The gim-

mick: Stranded tra\elers carried large

signs with KDEO call letters on them.

Stopping motorists could turn in

these signs to the studio and receiye

a free recording for each properly

endorsed sign they brought in.

• Password : WOWO, Ft. Wayne.
promoting its mobile unit news cov-

:1144 1 9 8.95 /SET
TRIPLED PREVIOUS YEAR

jbilt's successes have been so greatly related to

'Daily Almanac' ! In addition to tripling

t]ions year's business, in the Fall of '58 we sold

\ntire production for well into the winter!"
LEONARD GILMAN, President

Gilbilt Lumber Co., Inc.

TOO MANY SALES!

"lie didn't hare enough

salesmen to handle the

tremendous number of leads

obtained through WBZ-TV"
SAI.ADMASTER

VBZ-TV Boston
pri'Di\-i,-vTi.Ti iiv Tri vviginu anvviiTicmi' primrtrVTrnvf-: in,



erage, featured free admission to sev-

eral drive-in theatres to persons who
knew the password, which was,

"Perry Steckback," WOWO mobile

newsman. The word got around with

both theatres displaying SRO signs

for the evening.

• Birth announcement : While

painting a billboard promoting his

show on KING, Seattle, d.j. Ray

Briem was told that his wife was

about to give birth. Before leaving

his sign for the hospital. Briem paint-

ed "Wife having baby today." He
later returned and painted the happy

ending, "It's a boy."

Station purchases : Consolidated

Sun Ray. WSAI, Cincinnati, from

Sherwood Gordon . . . Buckley-

Jaeger Corp. of Conn., WDRC, Hart-

ford.

Noteworthy sales: Lake States

Imports, 13 week schedule, WBBM,
Chicago . . . The Plymouth
Dealers Association of Southern
California, seven news and sports

buys. KFI and KNX, Los Angeles.

Opening new office: Keystone
Broadcasting, in Detroit, Michigan,

with Edwin Peterson, Jr., gen. mgr.

Thisa 'n' data: WRVA, Richmond,

Va., has a new 29-foot mobile unit

equipped with heating and air condi-

tioning, a sound treated studio and

office space . . . WBZ, Boston, and

WBZA. Springfield, hosted their new
AM sales reps in Boston with a wel-

coming party and several surprises,

including a ride in a police depart-

ment wagon . . . Rex Rand, president

of Rand Broadcasting, which op-

erates WINZ, Miami. WEAT, Palm
Beach, and WINQ, Tampa, bought

the Biscayne Terrace and Biscayne

Plaza hotels in Miami . . . Another

station that increased news coverage

during a paper strike, WIL, St. Louis

. . . Edwin Tornberg has left Allen

Kender & Co., to go on his own
as a broker of radio and tv stations

... 80 radio stations in 27 states

have requested the Bartell Radio

Group documentary on juvenile delin-

quency. The Critical Years.

Kudos: KMOX, St. Louis, the

Catholic Broadcasters Association's

"Golden Bell Award" . . . WRNL,
Richmond, Va., the Department of)

Army award for its support of the

Army information program . . I

KBOX, Dallas, U.P. International

award for outstanding news coverage

in 1958-59 . . . WBZ, Boston, and

WBZA, Springfield, for their public

service program, Alcoholism—Publu

Health Enemy Number Four, to be

presented by a representative of Gov-

ernor Foster Furcolo, for the citizens

of Mass.

Station staffers: Charles LeMieu>

Jr., to sales manager, WINS, New

York . . . Tom Chauncey, president

and general manager of KOOL, Phoe

nix, elected to the CBS TV Affiliate

Stations board of directors . . . Ir>

Lichtenstein, to station manage)

and Larry Marks, director of adver I

tising for WNTA, New York . . . B
Hamrick, to general sales manager

KDUO-FM, Los Angeles . . . Juditl

Lawton, director of sales promotion

advertising and publicity for KFI

Los Angeles . . . Milton Ritzlin, tc i

central auditor for the Balaban Sta

1 TV-SHOW-2 NEW STORES
"Owned one drive-in. Started

advertising on WJZ-TV in Dec. '57

...by summer '58 we
opened two new drive-ins."

R. C. FISHER, Ameche's
Hambunrer Drive-In

WJZ-TV TOPS OTHERS!
'WJZ-TV's program (Ford 'Station Wagon

Living Shoiv') brought us biggest

turn-out yet. Response in 11

other cities couldn't, compare."

EDWIN A. DANIELS
Mondawmin Corporation (Shopping Center)

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE @kSf@ STATI



ions . . . Joseph Arciga, merchan-

Using and promotion director. KALI,

.os Angeles.

(fore personnel moves: James R.

Jrvant to sales promotion mgr.,

A I ) \ K . Columbus, Ca. . . . (iraham

Richards, national program direc-

.11. Storz Broadcasting Co. . . . Lor-

•ie Barofsky, assistant to the man-

igei of advertising, publicity and

iromotion, WRCV. Philadelphia, Pa.

,
. . Tom Shaw to sales mgr., KIXZ,

\inarillo, Tex.

REPRESENTATIVES

Vdam Young's resignation from
he RAB this week was not in the

Uture of a disaffection, but was
notivated by his desire to use the

noney on his own projects.

Young has several industry studies

n certain areas under way and. since

i he firm's funds for research-promo-

iion projects are limited, he had to

Inake a choice of continuing with

TAB or diverting the dues to more

iirgent needs.

Rep appointments: kl'.W B. Oak-

land, to the Katz Agency . . . KXYZ,
Houston, to H-R Reps'. . . KIAC,

Los Angeles, to Robert E. Eastman
. . . WHAT, Philadelphia and the

Rounsaville Radio Stations iWCIX.

Cincinnati: YYLOl . Louisville;

\\ MBM, Miami: WVOL. Nashville;

WY LD. New Orleans and YYTYIP.

Tampa-St. Petersburg) to the John
E. Pearson Co. . . . WR1P, Chatta-

nooga, to Forjoe & Co. . . . WAOK,
Atlanta, to Daren F. McCavren . . .

WADA, Shelbv. N. C. to Grant

Webb . . . WPEO. Peoria. KDAY,
Los Angeles, and KIOA, Des Moines,

to Adam Young . . . WTAX. Spring-

field, 111., to Gill-Perna.

Strictly personnel : Jack Davis, to

executive v.p. of Bernard Howard &

Co. . . . Dale Stevens, to the Chicago

sales staff of Robert E. Eastman . . .

Bob Jones, to the radio division of

Edward Petn & Co. as salesman in

Xew York . . . Hunter Bell Jr., to

the Atlanta office of PGW as a tv

account executive . . . Dorothy
Nicholls, to the research staff of

Blair-TV . . . Robert Sommerville,

t\ account executive, PGW, San Fran-

cisco . . . William Crumbley, re-

search-marketing, \\ eed . . . Sal Ago-

vino, radio sales staff, H-R . . .

David Harris, account executive,

Meeker. New ^ oik.

TV STATIONS

WBBM, Chicago, the station

where tin* issue exploded, pro-

duced a special dealing with Sec-

tion 315 and the FCCs latest

ruling on this equal time hot

potato.

Tape episodes included interviews

with FCC commissioner Fred Ford.

Sen. Vance Hartke I D. Ind. i . \\ illiain

Price, executive secretary of the

United Independent Socialist Com-
mittee, and Richard S. Salant. CBS
corporate v.p.

Triangle's Roger Clipp took the

lead in a New York conference

last week to urge that tv stations

do a lot more than they have in

promoting color tv.

Clipp said that color has an "enor-

ORES CLAMOR FOR COOKIES
« media t, and tori tic response to

WJZ-TV preview of cookies.

•'i ml ivas so great wc had to start

istribiition ahead of schedule."

A. VINTON FEETE
iddemeirer Co. Inc., for Maryland Biscuit Co.

IMMEDIATE REACTION NOW IN EVERY CHAIN!
'From the moment Dob-A-Loop appeared "In just one mouth, received 9,000 coupons

on WJZ-TV, there arose from WJZ-TV offer,

an immediate reaction for the toy Instead of poor distribution, product

at every store." now in every chain!"
ROBERT HYATT. V. E. Azrael Advertising CHESTER G. WHITE, White's Service Sales. Inc.

for Romeo Enterprises (Toys) for Original Crispy Pizza

VJZ-TV Baltimore



mous potential" for sales and all that

this sort of aggressive promotion

would cost is time and energy.

TvB's Norman Cash, who partici-

pated in the color pep rally along

with RCA. NBC. appliance people

and others, noted:

• Rather than coasting on the

highest billing levels our industry has

ever imagined, tv must use color, as

newspapers and magazines already

do.

• With more than 10 million sets

ready for the junk heap. 2.500.000

more homes would use tv in the day-

time, if these homes alone were con-

verted to color.

• There exists a potential increase

of $70,000,000 in gross income from

advertisers who are now spending

their dollars where color is available

to them.

The board of directors of Trans-
continent Tv Corp. elected four
new directors and a v.p. at its

meeting just after formal arrange-

ments had been made for Transconti-

nent to acquire the stock of Marietta

Broadcasting.

New directors: Jack Wrather,

president, Jack Wrather Organiza-

tion; Monte Livingston, executive

v.p., Wrather Organization; Edward
E. Voynow, president, Edward Petry.

and Walter Walz, associate, Loeb.

Rhoades & Co., New York.

New v.p. : George Whitney, former

v.p. of Marietta Broadcasting, Inc.

Ideas at work

:

• On the ball: WRCV-TV, is

distributing packages which contain

three golf balls to agency men, with

this greeting: "Have a ball this sum-

mer, compliments of a Philadelphia

friend."

• Bearing up: Having paid trav-

el expenses for a polar bear cub from

Alaska to the National Zoo, WMAL-
TV, Washington. D. C, is conduct-

ing a name the cub contest for young-

sters. The prize: an eight-day vaca-

tion in Alaska.

Station purchases: Connecticut

TV Corp. (W. L. Putnam. Harrj

Balaban. Herbert Sheftel principals I

.

WNBC-TV and WKNB. New Britain,

from NBC.

New affiliate: WAVY-TV, Ports-

mouth, Va., with NBC TV.

Thisa 'n' data: TvB noted in a re-

lease last week that Tv's gain of

$89,870,998 in '58 over '57 in net

and spot billings wiped out a loss of

$52,006,297 recorded by other media
and was responsible for the $37,864,-

701 increase in the top 100's total

billing . . . WOR-TV, New York,

will telecast winter baseball and
award cash prizes to outstanding

players . . . The recently published

The Art Director at Work contains a

section on tv art. The contributors:

William Duffy, senior art director,

McCann-Erickson; Edward Bennett,

mgr. of design and art, NBC TV;
John Hubley, Storyboard, and Chris

Jenkins, story editor, Playhouse Pic-

tures, Hollywood . . . Based on the

April 1959 Nielsen report for New
York, WABC-TV, claims that near-

ly 87% of all homes in the New York
area watch their nighttime programs

every week . . . WCBS-TV, New
York, claims the largest audience ever

for its Late Show, 722,000 nightly

. . . WCAU-TV, Philadelphia, is is-

i

.2 S Iarm
BIGGEST SALES IN 40 YEARS

'KDKA-TV gave us the greatest sales

in our 40 year history

—and cost less per sale than any

other major campaign!"
MARVIN AND JERRY JOSEPHS

King's Clothes, Inc.

BASIC BUYING HABIT CHANGED-IN WEEKS! MILK DRINKERS UP SALES 10%
'•KDKA-TV pushed the 'Family'

loaf for a month—noiv

it's the outstanding leader in

the Tastcmastcr line."

LARRY ROTHMAN, S. Laurence Rothman
Company for Vienna Baking Company

"KDKA-TV's large and

loyal audience has increased

milk-drinking to the

time of 10% in over-all sales.'

B. FRIEDMAN, Friedman & Rich

for Beverly Farms Milk

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE ™ .-fig)
STATIC



suing a brochure to publicize the lat-

est Philadelphia ARB findings that

!!()'< of their audience is adult . . .

Richard Hogue, v. p. and gen. mgr.

KXTV, Sacramento, presented an

$8,000 check to KVIE gen. mgr.

John Crabbe, as part of the former

station's continued support of Sacra-

mento educational tv.

Personnelities: Bob Lyte, named

promotion director, WWL-TV, New
Orleans . . . KXTV, Sacramento, an-

nounced the appointment of John
Osborn to commercial mgr. and

Monas Bachman to mgr. in charge

of promotion and research . . . Clint

Youle, is retiring as TV weatherman.

\\ NBQ, Chicago . . . Harry Scott,

to sales representative. KYW-TV

.

Cleveland . . . Bruce Beiswenger,

to chief film editor for WROC-TV.
Rochester . . . H. Harold Powell.

national sales coordinator, WIS-TV.
Columbia. S. C.

Resignations: Miller Robertson,
from manager of KIRO-TV. Seattle

. . . George Kapel. from gen. sales

mgr. of KXTV. Sacramento. ^

PEET PACKING
[continued from page 35 )

it's a rare week when we don't get a

request for his appearance at some

Michigan club or group. Since he has

been working with us, Malone has

spoken at Kiwanis and Lions Clubs,

Chamber of Commerce functions, and

appears at state grocer conventions.

Besides making regular plant visits,

he is often at sales meetings."

Additionally, Malone has repre-

sented Peet at such events as the Na-

tional Cherry Festival in Traverse

City and the Silver Valley Winter

Sports Carnival at East Tawas.

Such appearances are not only

sound merchandising but tie in with

the theme of the show as well. As
"Farmer Peets Roving Reporter,"

Malone spices his show with tapes of

a presidential inauguration, Margaret

Truman's wedding in Independence

a trip through the Panama Canal, a

European junket, etc. The merchan-

dising junkets around Michigan take

on added importance and interest be-

cause of the larger scale peripatetic

nature of the show. Says Parker.

'"At the Cherry Festival, we had clear

evidence from crowd comments that

it was "Farmer Peets Roving Re-

porter' even though the car h as

marked only 'Ted Malone."

This integration of Malone into

the Michigan scene has not hurt his

value as a 'national' image for the

Peet brand. "Recently," says Parker,

"we surveyed 2,100 women, asking

them to name their favorite national

brand. Fifty-six percent gave Farmer

Peet as their preference."

The 75-year-old Peet Packing Co.

operates three plants in Michigan—in

Chesaning, Bay City and Grand
Rapids—with branches in Battle

Creek, Lansing, Jackson, Ypsilanti,

Flint, Cadillac and Gaylord. The
Malone show is aired in Pontiac,

Flint, Saginaw, Bay City, Lansing,

Jackson, Battle Creek, Ann Arbor,

Kalamazoo, Owosso, Grand Rapids,

Muskegon, Traverse City, Cadillac,

Petoskey, Gaylord, Alpena, Sault Ste.

Marie and Alma-Mt. Pleasant.

"Ratings and sales have climbed

simultaneously in markets where sur-

veys are available," Says Parker,

"repeating the pattern we noted in

the nine original markets." ^

mW.3 \3 ! «5 mm 9
CARLOADS OF COCOA MARSH

'roof of KDKA-TVs selling power? Look
at the carloads of Cocoa Marsh

•r shipped into Pittsburgh after the mail

response to the offer on KDKA-TV."
MALCOLM P. TAYLOR
Taylor-Reed Corporation

40% MORE BUSINESS
"KDKA-TV came through with

.dying colors— increased business

more than £0' i
orer any

previous engagement here."

DICK FORTUNE
Ice Capades

$1.00 IN TIME. ..$20 IN SALES!

"KDKA-TV is our greatest pull.

]Ve get *2(> in appliance sales for every $1 sp< nt

on KDKA-TV...plus indirect good

will and sales in other departments."

MEL LANDOW. Vice President

Kelly & Cohen

KDKA-TV Pittsburgr
^_^^^^_ REPRESENTED BY TELEVISION A I) V ERTlSINi ; REPRESENTATIVES. IM'.^^^



CIGARETTES
{continued from page 31)

Like chewing gum, candies, beer,

there isn't much to say about a cigar-

ette brand beyond taste and enjoy-

ment. Like soaps or detergents, one

cigarette package (whether soft pack

or flip-top box) looks about as ap-

pealing as another. At the retail level,

they get no strong personal support

such as an appliance or automobile

gets from the showroom salesman.

Across the country, cigarettes are

sold in about 400.000 grocery stores,

300,000 cafes, 300.000 general stores,

tobacco and candy shops. In many
of these places—especially the eating

and drinking places—they are sold

through vending machines. So they're

strictly on their own, in stiff compe-

tition (20 top-selling brands account

for about 90% of all cigarette sales)

,

and it's "customer's choice."

Thus the cigarette industry is

forced to spread its advertising over

all media. This fact alone, practical-

ly guarantees that the romance with

radio will last.

Another guarantee lies in an analy-

sis of the cigarette business itself. Tt

continues to grow bigger and bigger

despite the most vicious attacks and

bad publicity ever piled up by anv

business.

I nited States Tobacco Journal,

weekly magazine of the business, re-

ports that trade consultant Harry M.

Wootten's annual analysis of the in-

dustry showed cigarette sales in 1958

increased 5%—the biggest peacetime

advance for the industry in 20 years.

The per capita consumption (persons

over 15 years of age) last year was

estimated at about 3,575 cigarettes

( about 180 packs I . Highest per capi-

ta of a previous year was 3,509 cigar-

ettes in 1952—just before the "health

scare.'' The U. S. Department of

Agriculture forecasts a further in-

crease in cigarette consumption for

1959.

Tobacco is just about America's

oldest industry, important to the

economy for more than 350 years. It

supports about 800.000 growers

alone, contributes about $2.5 billion

yearly to tax coffers (the Federal

Government alone gets about two-

and-one-half times as much in taxes

as all the tobacco farmers get for

their crops). Federal excise tax on

cigarettes is 8^ per pack, on top of

which 44 states impose taxes ranging

from 2^ to 8^, not to mention some
250 municipalities. To meet these

taxes, cigarette companies must bor-

row huge sums of money in advance

of production. So it is easy to see

that they cannot afford to relax on

advertising; when sales dip, they are

really in a hole.

The entire tobacco industry is di-

vided into four kinds (1. cigarettes:

2. cigars; 3. snuff and chewing; 4.

pipe tobacco) and represents about a

$6.5 billion volume annually. Cigar-

ettes account for about $4 billion of

this. Last year, snuff and chewing

tobacco sales were down; pipe to-

bacco, cigars, cigarettes all were up.

But while cigarette smoking is defi-

nitely on the increase, total industry

figures are splintered by the variety

of product and package types. Only

a few-years ago, the filter cigarette

accounted for only about 2% of the

market. Menthol cigarettes, two years

ago, claimed less than 5% of the

market. Today, according to United

States Tobacco Journal, the picture is

this: filters account for 38% of cig-

arette sales; regulars, 33%; non-filter

;ci STATION



king size, 20'/( ; menthol-flavored,

9%.
The market by now is so divided

by types, that no cigarette company

ran afford to give ground on any of

its major brands (companies that

used to have only one major brand to

support now have two and three), or

the competition will move in before

the last announcement fades away.

In such an atmosphere, only the

uiants do well, and since it is only

the giants who use radio heavily and

consistently anyway, the future of air

time sales to cigarette companies

looks as healthy as the present.

Here is a company -by -company

look at the five leading cigarette pro-

ducers and what they are doing in

radio advertising.

Liggett & Myers: In first quarter

1959, according to RAB, spent $1,-

I 10.221 in spot radio, to put it at

head of the list. Last year, invested

in spot radio a total of $2.7 million.

The three cigarette brands of this to-

bacco company getting heaviest playr

are, in order of rank: L&M, Chester-

field and Oasis. In network radio.

Liggett & Myers is con-sponsor of

Stardust Pack on NBC, getting its

announcements aired about 85 times

per week; has been in and out of

Mutual.

Output of this company s three

leading brands in 1958 was: L&M,
25.9 billion cigarettes; Chesterfield.

18.6 billion cigarettes; Oasis ("Oasis

takes you away from the everyday"),

1.1 billion. The company itself was

the third largest producer with an

all-brand total output of 65.5 billion.

R. J. Reynolds: Invested $898,063

in spot radio during first three

months of this year for three brands:

Camel. Winston and Salem. In 1958

spent about $4,700,000 in spot radio,

according to RAB estimate— about

double what they invested in spot tv.

Is very active in network radio.

On NBC, sponsors Morgan Beatty's

News of The World Monday through

Friday from 7:30 to 8 p.m., is going

to Monitor newscasts over 4 July

weekend. On ABC. has 5-minute

shows 23 times a week. On CBS, is

a full sponsor of Answer Please Mon-
days through Fridays; is co-sponsor

of 7 a.m. strip Monday through Fri-

day {Rusty Draper and Ned Calmer)

and of Sports Time Mondays through

Saturdays. On Mutual. Reynolds uses

8-second adjacencies l<> newscasts and

announcements in baseball games.

Here is how the three advertised

brands of R. J. Reynolds did last

year: Camel, 63.5 billion cigarettes;

Winston. 12.5 billion; Salem, 19 bil-

lion. Reynolds is second largest U. S.

cigarette producer with a total of 132

billion turned out last vear.

F. Lorillard Co.: Invested neaib

$651 thousand in spot radio between

January and March this year by R \I>

estimate. Last year, the same source

reveals this giant spent $1.2 million

in the same medium. In network uses

Mutual on an irregular basis.

The brands being pushed by this

firm are: Kent, Old Gold and New-
port. Two years ago this compam
was at low ebb with a total produc-

tion of only 21.7 billion cigarette out-

put. They have effected the most

brilliant comeback, bouncing up to

total production of 52.2 billion last

year; they might be called the living

example of the tobacco industry's

resilience. Kent filters sparked the

comeback with 36 billion sold last

year. Old Gold filters sold 5.5 bil-

lion; Old Gold Kings, 1.9 billion;

Old Gold regulars, 5.4 billion. New-

125 /RIDE
ONE SPOT. .3000 REPLIES!

"Did you cast a spell around Ohio?

Over 3,000 of your KYW-TV
viewers responded instantly—more

thbn we received from any other city."

SHEILA McKEON
Brown & Rowland, Inc. for "Q-Tips"

SALES-A-POPPIN

'•Using KYW-TV exclusively,

our sales show av

increase of 40'
', over

last year's figures."

PEGGY MILLER. Radio-TV Media Director

LustiK Advertising for Squirt

BIGGEST CROWD EVER
"Last Wednesday we had the largest

crowd, greatest return

in 53 years... and our only

advertising teas on KYW-TV."
R. M. ANDREAS. Manacer
Puritas Spring Park Co.

KYW-TV Cleveland
REPRESENTED BY TELEVISION ADVERTISING REPRESENTATIVES. INC



port output was 2.6 billion.

American Tobacco Co. : The grand

old friend of radio (Jack Benny and

the George Washington Hill-inspired

commercials) which has been pro-

ducing Lucky Strike cigarettes since

1916. The first three months of this

year, American Tobacco placed about

$596,792 in spot radio for four

brands: Lucky Strike, Pall Mall, Hit

Parade, and the new dual-filter Tarey-

ton introduced last fall. During 1958.

its stake in spot radio amounted to

$4.6 million.

Last year, total cigarette output of

American was 122.4 billion cigar-

ettes. Pall Mall output was 58 bil-

lion cigarettes: Lucky Strike. 47.2

billion; Hit Parade, 3.2 billion;

Tareytons, 3.5 billion.

Philip Morris : This year marks the

25th anniversary of Johnny and his

"Call for Philip Morris." For some

time, this character (who came alive

during the hey-day of network radio )

was believed to have been abandoned

by Philip Morris, but such was not

the case. In the years of his absence

from the air waves, Johnny had been

out with the PM country music show

and making appearances at state

fairs. Now he is back in radio.

Philip Morris spent an RAB-esti-

mated $394,335 on spot radio in the

first quarter of this year. The brands

it currently promotes are: Philip

Morris, Parliament ("The most im-

portant i/4 inch in smoking today"),

Mayfields (previously mentioned as a

test cigarette on the West Coast),

Marlboro. The commercials for the

latter are considered by many as

gems in cigarette ad strategy since

they have given the filter a "mascu-

line" appeal. In 1955 when Marlboro

filter-tips were introduced, they sold

6.4 billion. Last year, Marlboro sold

20.7 billion cigarettes. Here's how
the other PM line stacks up: Philip

Morris regular, 7.8 billion; Parlia-

ment. 6.7 billion cigarettes.

Brown & Williamson: Smallest

spot radio spender during first quar-

ter ($10,754), it has been spending

from $20,000 to $40,000 a week in

NBC newscasts for the past two-and-

one-half years, but is going off as of

now. Total output for B&W last year

was 48 billion. The three leading

brands and how they fared are: Vice-

roy, 21 billion; Kool, 8.2 billion:

Raleigh 7.2 billion. ^

'QUIZ-PANEL'
(continued from page 37)

The Goodson-Todman technique

with quiz-panels involves a long, slow

period of program planning and de-

velopment (it is not unusual for them
to spend a year on a showr before au-

ditioning it I and painstaking research

and improvement by their 100-man
staff as the show progresses.

"It takes time to figure out even

the simplest ideas," says Fates.

"When we started What's My Line,

we didn't know how to conceal our

mystery guests from the panel. We
tried all sorts of elaborate nonsense

—special sets, screens, even electronic

devices—until some bright lad sug-

gested—why not give the panel mem-
bers masks? It seems silly that we
had overlooked this solution, but no

one had thought of it before."

Often, the development of a good

quiz-panel mean pruning away gim-

micks and gadgets, and making the

show less complicated. "There's al-

ways a tendency to be too tricky,"

says Austin. "On Truth, for instance,

we used to have an electronic machine

to register audience votes. It was a

beautiful thing, but it added nothing

1

I

—"*

m
) SALI!30% OF TOTAL NATIONAL SALES!

"We doubled our sales

...sold 30'/( of the company's

total national

output in the KPIX area."

DICK DRURY
Maggie Magnetic Company (Games)

900% INCREASE IN 6 MONTHS! DOWN GO OTHER MEDIA-UP GO SALI

"Since starting our campaign on

KPIX, stores that used

to sell 2 to 3 cases a month noiv

sell up to 30 a week!"
R. F. GUGGENHEIM, D'Evelyn-Guggenheim

Advertising Agency for Kikko Man All-Purpose Soy Sauce

"We've cut doivn on other

media—and still our

safes have increased

25% thanks to KPIX"
YOUNG BROS.

Appliances

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE ®fij§) STATION



to the show, and we junked it."

On the other hand, the very sim-

plicity of the quiz-panels sometimes

brings sneers from visual-minded tv

"experts." "When we started Se~

cret," says Fates, "we were told it

was nothing but a radio show, and

that we ought to juice it up with vis-

ual effects. Fortunately we were

smart enough to resist."

The selection of contestants in-

volves some staggering research and

production work. Approximately 30' '<

of the contestants on Line and 20%
of those on Truth come from mail

sent into the Goodson-Todman of-

fices and applicants must be screened

to eliminate cranks and phonies.

Getting look-alikes for Truth taxes

the ingenuity of the five-man research

team assigned to the show. Once

when Bud Colliers brother was ap-

pearing on the program, a G-T re-

searcher caught a glimpse of a man
in a station wagon who resembled

the Truth m.c. A fast check with the

police department disclosed that the

car was registered at N.Y. Hospital.

The hospital, in turn, revealed that it

had been driven that day by a Con-

necticut doctor. And a call to Nor-

walk secured a startled but believable

Bud Collier double.

Contestants on G-T shows go

through elaborate two-hour briefing

sessions, plus "rehearsals" before

appearing. For the "rehearsals" sub-

stitute panels are used, composed in

the main of bright young actors and

actresses who, says Fates, "sometimes

embarrass us by tossing up questions

that we haven't even thought of."

One minor, but amusing problem

which G-T must face is the loyalty

but conservatism of quiz-panel audi-

ences. When Zsa Zsa Gabor appeared

on Line, letters poured in protesting

that she was not "intellectual" enough.

And when, to speed up the program,

the ritual of having contestants shake

hands with the panel was dropped,

G-T was berated as "discourteous."

As to the future of quiz-panel pro-

grams, G-T believes it is bright, but

has no immediate plans for addition-

al shows of this type. "We have steel

files full of program ideas," says Aus-

tin, "and we're always ready to move
in when trouble develops on the net-

works. But we don't offer shows until

we're sure of them."

Incidentally, if vou are bursting

with what \ou believe is a billion-

dollar quiz-panel idea, don't send it

to G-T. They don't accept them in

the first place, and doubt their oriji-

inalit\ in the second. "Over 300 peo-

ple have tried to sell us the same idea

for a mystery quiz-panel program,"

says Austin.

In working on new programs, al-

most everyone at G-T has a hand in

development and Fates and Austin

claimed that none of the shows is a

one-man product. G-T auditions is

programs live, usually in its own
offices or those of network executives,

and hasn't made a kine for a live

show in five years. Price is Right, for

example, was auditioned and sold in

Tom McAvity's office whe he was a

NBC program executive. G-T sells its

experience and know-how as much as

program ideas and performance.

Production of quiz-panels involves

headaches, problems, and risks I G-T

has had to defend scores of nuisance

suits). But in the hands of experts it

is obviously a profitable operation.

The executive dressing room-bath-

room between Goodson and Todman's

offices is paneled in. of all things, a

Pre ni'alitv grey flannel. ^

ROCKET LAUNCHED-BY TV!

"Exceptional results

...sales took a

definite rise upon

our start on KPIX."
HOWARD K. WHITNEY. Adam-Whitney Company

(Toy manufacturer)

ORGAN SPOTS STRIKE 300% CHORD!
'From a saturation schedule of spots exclusively over

KPIX for Thomas Electronic Organs, priced from
$750.. .an increase i)i business of 300'

~/t in the Bay
Area. So successful it depleted inventory!"
N. C. TEAK I.E. N. C. Teakle Distributing Company

Thomas Electronic Oru;ni^

KPIX San Francisco
REPRESENTED BY TELEVISION ADVERTISING REPRESENTATIVES. INC



You could ask

Sherwood J. Tarlow
PRESIDENT

Of WHIL BOSTON

about our World-wide

Voiced News Service

but why not call

international

transmissions^
2 W. 46th ST..N.Y.C.

COIumbus 5-2400

1

NEW YORK
HOTEL

WINSLOW
EAST SIDE

Madison Ave.

at 55th St.

SMART

MIDTOWN

LOCATION

One block from Fifth Avenue's
famous shopping area. Near
theatres, Radio City, restau-

rants, cafes, business and
cultural centers. Newly deco-
rated rooms with private
bath. Free radios. Air-condi-

tioning and TV available.

Daily rates from $6.50 single

from $8.50 double

Write for descriptive brochure.

Tv and radio

NEWSMAKERS

Donald E. Leonard has been named media

director for Fuller & Smith & Ross, Inc.,

New York. He was formerly media director

for W. B. Doner & Co., Baltimore. From

November, 1954 to March, '56, Leonard

was broadcast media buyer and supervisor

with McCann-Erickson, on the Esso Stand-

ard Oil account. He handled media for

several accounts with Marschalk & Pratt for

five years prior to that agency's merger with McCann. Leonard spent

three years in the Navy, attended Columbia U. School of Bus. Admin.

Kenyon Brown has been named president

of the newly formed Broadcast Division of

National Automotive Fiber, Inc. (NAFI).
He plans to increase that company's owner-

ship of broadcast properties to the limit

allowed by the FCC. Currently president of

KCOP Tv, Inc., Brown is part owner

through NAFI of KCOP-TV, L. A.; KFOX,
Long Beach; KSON, San Diego; KPTV,
Portland and KITO, San Bernardino. Brown's new executive assist-

ant at NAFI: James Rue. a Ph.d. in communications from U. S. C.

John E. Kucera, director of network rela-

tions at Ted Bates & Co., has been elected

a v.p. Prior to joining Bates in 1956.

Kucera spent seven years with the Biow

Co., Inc., as v.p. in charge of broadcasting

media. Earlier, he was with Foote, Cone &

Belding as assistant to Hubbell Robinson,

then radio and tv director for FC&B, and

for seven years with Young & Rubicam.

Kucera attended Yale University and served three years in the Army.

Appointed assistant v.p.'s: John N. Calley and William E. Watts.

John F. Dille Jr. has been named presi-

dent-elect of the U. of Chicago Alumni

Assn. He is president of Truth Publishing

Co., publishers of the Elkhart Truth and

operators of WSJV, South Bend-Elkhart.

He is also president of Truth Radio Corp.

(operators of WTRC, Elkhart) ; heads the

corporation which operates WKJG-AM &

TV, Ft. Wayne and is v.p. and director of

the National Newspaper Syndicate, Chicago. Dille received his B.A.

degree and his M.A. in Communications from the U, of Chicago,
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How to build better schools

with corrugated boxes

Using boxes to build better

schools was a new challenge

for Stone Container Corp. The

challenge had come from the

Advertising Council. Stone's

answer was a "package deal".

What was done ?

Stone Container knew the aver-

age carton was seen by hundreds

of people as it traveled toward

the market place. If each of the

hundreds of thousands of car-

tons they produced carried an

Advertising Council message

—

the fight for better schools, or

for fewer accidents and forest

fires, would indeed be aided by

a "package deal".

Stone prepared printing plates

covering each of these Council

campaigns:

ACTION
Aid to Higher Education

Better Schools

Forest Fire Prevention

Keep America Beautiful

Religion in American Life

Stop Accidents

United Fund Campaigns
U.S. Savings Bonds

They offered to print, free of

charge, the campaign's message

on cartons ordered by any of

their clients. Thus, the client

becomes a contributor to public

service, too.

Company benefits

Two letters describing this pro-

gram were sent to advertising

and management executives in

many companies. This provides,

according to Norman H. Stone,

President, a "good opportunity

to get contacts in depth. Adver-

tising Council committee mem-
bers themselves are business

executives and we accrue some
benefits from that".

You, too, can benefit

You help your company earn a

better business climate by ty-

ing in with the Advertising

Council. The Council offers free

advertising materials for com-

pany publications, reproduction

proofs of advertisements or

"drop-ins", mats for newspaper

advertisements, posters for bul-

letin boards, etc.

Do what you can to get your

company to use these materials.

Or maybe you, like Stone Con-

tainer, can come up with a com-

pletely new way to help. Find

out how you can tie in by send-

ing the coupon below, or calling

the Advertising Council branch

office nearest you. Branches in

Chicago, Los Angeles and
Washington, D. C.

Materials—reproduction proofs,

posters, radio and TV spots

—

are free.

THE ADVERTISING COUNCIL, INC.,

25 West 45th Street, _*\*

New York 36, New York

Please tell me how I can

tie in with Council cam- *&,

paigns— and earn a better

business climate.

S73F
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End of the advertising year
Back in our boyhood, the Fourth of July meant fire-

crackers at dawn and a day-long orgy of cap pistols, tor-

pedoes, rockets and Roman Candles.

Today, in the era of the Safe and Sane Fourth, it means

for many people a chance to go zooming off unsafely and

insanely along the nation's highways in the summer's biggest

weekend.

But for those of us in the business of radio/tv advertising,

the Fourth is actually a kind of New Year's Eve. It signalizes

the end of the old advertising year, the beginning of a new

advertising season.

From here on we'll all be thinking of next fall's ratings,

sales and triumphs. We're ringing down the curtain on what

was 1958-1959.

Actually the air media have been responsible for a com-

plete revolution in the advertising calendar. January 1st has

lost its meaning for admen. The new season begins now.

So we're not wishing you a "Happy Fourth" but rather a

"Happy New Year."

Cut out the nonsense
There's no need for us to comment at length on the irk-

some "equal time" question.

Recent witnesses in Washington have made it abundantly

clear that the Communications Act must be revised.

We want to say only this to Congress: Please act now to

cut out this "equal time" nonsense. And please, for every-

one's sake, do it quickly.

A job well done
The other day a highly capable man resigned from the

NAB and received an unusual commendation from its Board

of Directors. Donald M. Martin, for the past two and a half

years in charge of NAB public relations is leaving to form

his own p.r. firm.

We have enjoyed working with Don and admire the job he

has done. We wish him well in his new venture.

THIS WE FIGHT FOR: Continued pressure

during the season ahead far greater creativity

in radio/tv. Constant program improvement

is needed to keep the air media healthy.

30

lO-SECOND SPOTS
Samaritans: WBAL, Baltimore, em-
barked on a good-will campaign de-

signed to help out motorists who
might get traffic tickets because their

parking meters had "run dry." WBAL
personnel went out depositing coins

in run-out parking meters, leaving

under the windshield wipers of the

cars notes reading, "We noticed your
meter had run out ... so we dropped
some change in it for you. We don't

like to get tickets either." The police

department called a halt to it. Spoil-

sports!

Suburbanite: A Michigan Avenue tv

exec recently moved from the city of

Chicago to a new home in Evanston,

gives this definition of a suburbanite:

"A gardener with sex privileges."

No fix: At the recent annual jam-

boree of the Washington D. C. Ad-

vertising Club, WTTG-TV donated a

bottle of Chanel #5 as a door prize.

It was won by Symon B. Cowles,

promotion director of WTTG (who
turned it over to Channel swimmer
Florence Chadwick).

Saved? Phil Stone, CHUM, Toronto,

reports the following as evidence of

Hollywood getting religion: Passed

out on the streets were cards that

read, "Where will you be when the

final rushes are shown in Heaven?
Don't be left on the cutting room
floor."

Public Service: From a WBBM,
Chicago, release

—

"Listeners will be instructed in sensi-

ble ways to avoid many common
summer irritants. They will be told

how to meet many emergencies."

Like the wolf from the cabin next

door?

Scoop: 12-year-old Donald Senott

has called in many newstips to

WWDC, Washington, D. C, and re-

ceived his dollar for each used on the

air. He has even asked his young

friends to assist him in news-

gathering. The other day, a friend

called Donald with a tip but he was

out. His mother insisted he call the

radio station himself. What WWDC
finally got was this item: that a

neighbor married 13 years who had

been told by doctors she wouldn't

have a baby was now pregnant.
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MONTANA

IG AGGIE HEADS THE CLASS AT YALE
She's also a BWOC at Amherst and West Point (Nebraska).

1 hese are just three of thousands of cities and towns in

Big Aggie Land, one of the largest land area radio covei

ages in the U. S. WNAX-570 covers 17"> counties in six

states delivers a 66.4% share of the <>0!>..V.)0 radio homes

in Big Aggie Land. Profitable promotion in this prosperous

market— 2i/
t

million people with $3 billion to spend—
begins with WNAX-570. See your Katz man.

WNAX-570 CBS RADIO
PROGRAMMING FOR ADULTS OF ALL AGES
PEOPLES BROADCASTING CORPORATION
Yankton, South Dakota Sioux City, Iowa

PEOPLES

II01DOSTIKG C0RF0MII0N

VVNAX, Yankton. S. D.
\\(. \H. Cleveland, 0.

I \\ KID. Worthinqton. 0.

Sf-..^- WTT.M. Trenton. N. J.

T / KVTV, Sbux City. Iowa



What's missing in this picturl

m

• CLEVELAND QsEAWAY YEAR

CLEVlLAN

WORLD?

PORt^

WDOK
No picture of "The Best Location in the Nation" is complete with-

out the sound of WDOK's better music for Northern Ohio. Since we cannot photograph a sound,

let's just say you must hear it to believe it and then you'll like it, too*

WDOK has a quality audience, largely adults. Adults who are able

to buy and persuade others to buy. In fact, there is nothing else like it in Northern Ohio. WDOK

was first in complete album programming; first with classical programs; first with music unlimited

(separate FM operation); first with regularly scheduled stereophonic broadcasts; first with the Hi-

Fi Fair.

^Cleveland is a bustling metropolis with one of the largest spendable incomes per capita in the United

States. The latest Nielsen report shows WDOK as No. 2 and No. 1 in the Cleveland market.

THE CIVIC BROADCASTERS, INC., 1515 EUCLID AVENUE, CLEVELAND 15, OHIO
REPRESENTED NATIONALLY BY BROADCAST TIME SALES

J
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40< a copy* $8 a year

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE

M HE HEART OF THE THRONG AT THE AFA CONVENTION . . .

HERE WAS THE WTCN MESSAGE CENTER
I est teletype and photofax news . . . messages from home and other delegates

business calls . . . free telephones ... all this and Miss Minnesota's assistance,

t'
! As usual, WTCN was working for the advertiser.

t was a well-organized "special service""—the same kind of extra effort that

Unsa WTCN radio or television spot schedule into a vital force for greater sales.

Vsk your Katz man about the extra effort sou can expect from WTCN.

DOES RADIO

NEED MORE

RESEARCH?

No! say broadcasters.

Plenty of facts already

available if you know
where to look for them

Page 29

Spot tv:

answer to a

salesman's prayer

Page 33

Why today's

buyers must have

marketing savvy

Page 36

Pre-scoring--

newest trend in

tv commercials

Page 40

PAUL
NNEAPOLIS

RADIO
TELEVISION
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VIOEOTA

CENTER

m

. . . produced these quality positives

Instantaneous one-step commercials were made available

to these advertisers through the miracle of Videotape.*

There are many positive aspects to tape. With tape you

have the advance security of knowing your commercial is

right, while changes can still be made, knowing it will

have better quality, knowing you can produce commer-

cials in less time and at far less cost to you.

At our Videotape Center you'll find an unusual personal

interest in helping you adapt the advantages of tape to

your commercial needs. If you want your next commer-

cials to have an extra positive charge, call us at . .

.

VIDEOTAPE PRODUCTIONS OF NEW YORK, INC.

205 West 58th Street, New York 19,N.Y. JUdson 2-3300



Mark this market
on your list!

CENTRAL and

SOUTH ALABAMA
... one of

Alabama's

"BIG THREE'

[WSFA-TV

MONTGOMERY

WHY
WSFA-TV

IS DOMINANT
IN CENTRAL
AND SOUTH
ALABAMA!

WSFA-TV has the TOP SHOWS in

an area of over one million population.

The April '59 area ARB survey proves

the dominance of WSFA-TV with this

population . . .

Top 10 Shows
WSFA-TV 9 90%
Station "C" I 10%

Top I 5 Shows
WSFA-TV 13 86%
Station "C" 2 14%

WSFA-TV placed five syndicated shows
in the Top 30 while Station "C" placed

none in the Top 50. A further indica-

tion of WSFA-TV 's acceptance.

OVER A MILLION VIEWERS IN

35 ALABAMA COUNTIES*

Population 1,106,000

Effective Buying Income.... $1,201,510,000

Retail Sales 799,440,000

Food Store Sales 217,402,000

Drug Store Sales 23,964,000

Automotive Sales 157,280,000

Gasoline Service Station Sales 74,867,000

Mark Central and South Alabama on

your list ... buy it with WSFA-TV!

* Market area defined by Television Magazine, plus 6

counties consistently proving regular reception. Does

not include 3 Georgia and 3 Florida bonus counties.

(Data from Sales Management Survey at Buying Power)

WSFA-TV
MONTGOMERY
Channel 12 NBC/ABC

THE WHY TELEVISION SYSTEM, INC. • WKY-TV ANO WKY OKUHOMA CITY

WTVT TAMPA-ST. PETE«SeU«G

Represented by the Kate Agency

[]
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DIGEST OF ARTICLES
Radio research—are admen wrong about it?

29 Some admen claim radio needs more research. Yet here is most thoroughly

researched medium of all with tons of facts if you know where to look

Spot tv for the era of 'vanishing salesmen'

33 New study by Katz agency cites decline of in-person selling and urges

sales managers to place 10% of budgets in spot tv as straight sales tool

SPONSOR'S new Air Media Basics'

35 232-page fact book—over 200 charts and tables of important air media

data to he delivered with 25 July issue. Also new "5-City Ad Directory"

Marketing's a 'must' for savvy timebuyers

36 Compton's Frank Kemp and Grey's Hal Davis say today's modern, service-

in-depth agency needs buyers who know client problems, total ad strategy

Spot tv glamorizes good old salt

38 A Western salt company designed smaller, higher-profit package for

use on dinner table, and promoted style and utility in tv introduction

Should you pre-score your tv commercials?

40 New music-first technique is a major trend in spot tv commercials.

Here, agency people discuss its many uses and some of its pitfalls

$100,000 re-run for 1936 jingle

42 Chateau Martin Wines re-entered radio with a brand new way of

using 23-year-old jingle to solve dealer, copy, marketing problems

Candy United Nations likes U.S. tv

43 Surprising data on candy advertising here and abroad come to light when

11 overseas candy-makers meet at Mogul, Lewin Williams & Saylor, Inc.

FEATURES
54 Film-Scope

26 49th and Madison

58 News & Idea Wrap-Up

6 Newsmaker of the Week

58 Picture Wrap-Up

50 Sponsor Asks

12 Sponsor Backstage

56 Sponsor Hears

1 7 Sponsor-Scope

80 Sponsor-Speaks

44 Spot Buys

80 Ten-Second Spots

22 Timebuyers at Work

78 Tv and Radio Newsmakers

53 Washington Week
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St
N AMERICA'S

ICHEST FARM MARKET

• 34°c more TV homes per average

quarter hour than 2nd station

• first in 3 of America's 4

richest farm counties

• area's highest tower

• only VHF with basic CBS-TV
affiliation between San Francisco

and Los Angeles

REMEMBER
there's no business like Fresno

business. Join the happy

advertisers on KFRE-TV today!

Sources: Sales Management. 1959

Nielsen.NSI, March 1959

Operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa.

WFIL-AM • FM • TV, Philadelphia, Pa. / WNBF-AM • FM • TV, Binghamton, N. Y. / WLYH-TV, Lebanon-Lancaster, Pa.

WFBG-AM • TV, Altoona-Johnstown, Pa. / WNHC-AM • FM • TV, Hartford-New Haven, Conn. / KFRE-AM • TV • KRFM, Fresno, Cal.

T r i a n qle National Sales Office. 4.RR Lexinatnn Avenue, New York 17, New York
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Here are jive important reasons why:

campaign strategy—Today the

campaign is all. No individual show

can do the complete job. The advertiser's

ultimate goal is the total audience,

all prospects— not just isolated groups.

And this year NBC Radio continues

to deliver more of the top campaign

audiences than any other network.

pure economics—With NBC Radio

you can make more advertising

impressions for less cost. Further,

NBC Radio can add more to an existing

campaign than can any other medium.
For example, an advertiser with a

90-minute TV Special can increase his

reach by 28% for an 8% additional

investment on NBC Radio .

program dispersion—NBC Radio

gives advertisers more opportunities

to reach more diversified audiences with

:

44 hours of network programming
per week; 14 hours of weekend Monitor;

10 hours of weeknight Monitor;

10 hours of morning dramatic programs
weekly; 10 hours of afternoon variety

programs weekly; Hot -Line Service;

Monday -through -Friday News on

the Hour; and Stardust— supplying top

star identification 85 times weekly.

flexibility—Announcements are

available in ninety, sixty, thirty and six

second lengths. They can be ordered

in the afternoon and on the air the same
evening. Weekly plans begin for as little

as $300 and range to $30,000. Advertisers

may purchase entire programs, star

vignettes, or a pure frequency schedule.

extra services —NBC Radio has

pioneered the development of new links

with both the consumer and the dealer.

Among the most significant: NBC Radio's

National -Local Plan with the adver-

tiser's network commercial tailored for

local dealer cut-in; editorial support

such as the current "Summertime Is Out-

door Eating Time"; closed circuit

dealer meetings; and a long list of

inventive plans that add both

reach and return for the advertiser.

These are the reasons so many adver-

tisers are attracted to NBC Radio and why
52.1% of all reported sponsored hours

in network radio are on the leadership

network, the . . .

NBC RADIO
NETWORK



ANOTHER FIRST FROM WPDQ!

World's
1st Broadcast

from an

ISLAND

Lying under Jacksonville's largest

bridge, easily seen from either

bank of the busy St. John's River,

is a small, uninhabited island.

On July 1st, WPDQ began six full

days of broadcasting operations

from this "Holiday Island"' while

thousands of Jaxons saw, listened,

and joined in the proceedings.

"Holiday Island" became the 24-

hour a day home of all the WPDQ
favorites in Swiss Family Robin-

son style.

Jaxons joined in the festivities

which included fireworks, a trib-

ute to Alaska, fishing and golfing

contests, and among other startling

events, a full-scale U. S. Marine

Landing with all the noise and

trimmings. Once again, WPDQ
captured the imagination of all

Jaxons for undertaking the impos-

sible to prove WPDQ is "where

it's fun to listen!"

Represented by

Venard, Rintoul, and McConnell

James S. Ayers, Southeast

5000 Watts 600 KCWPDQ
Where alert listeners tune by

choice . . . not by chance

NEWSMAKER
of the week

Norman, Craig & Knmmel has romped back into the air
!

media sweepstakes with an additional $2 million in spot

television as a direct result of its recent takeover of the

$4.5 million Hertz Rent-A-Car account from Campbell-Ewald*

The newsmaker: Norman B. Norman, president of Nor-

man, Craig & Kummel, promised Hertz executive "a tremendous

effort in localization" as one of the key points in a pitch that bagged

the $4,500,000 Rent-A-Car account for this agency. Norman won
out over five other contenders—Benton & Bowles, Cunningham \

Walsh, Clinton E. Frank, North Advertising and the incumbent

Campbell-Ewald, which has had the account for 32 years.

Norman indicated to sponsor that spot tv would continue to

command the lion's share of the Hertz budget. Hertz's spot tv ex-

penditure took a spectacular jump in '59 over '58. (By SPONSOR

estimates, first quarter of '59 came to $436,540 in spot tv, against

$20,710 for the entire year of 1958.) Hertz spent around $1 million

with CBS Radio for a total of 22 of 5-minute evening newscasts per

week from 24 March through 20 December. Norman considers

"visual impact" vital to any Hertz schedule for Rent-A-Car.

This strategy will be tied to major problems of the car renting busi-

ness which Norman has familiarized himself with via an 18,000-mile

junket, calling on Hertz branch offices, as Norman put it, "before we

ever went to see the Hertz people."

These are the competitive and marketing problems which affect the

Hertz Rent-A-Car business, as envisioned by Norman:

• Expanding usage—as outlined above, possibly resulting in the

dual budget approach.

• Rent it here, drive it there—involving the complicated market-

1

ing problem of getting the car back again. Local campaigns of equal i

strength tied to local business or vacation needs must be running on ,

both ends of every group. "Combination of regional zone advertising

are absolutely essential," said Norman.

• Renting as contrasted with buying—a concept in direct compe-

tition with such hard-hitting copy appeals as "second car," "business

car," "new car for that family vacation."

• Overseas usage—an expanding phase of the business requiring

awareness in advance of a business or vacation trip. (Currently,

Hertz has 313 offices in 39 foreign countries, in addition to its 1,700

branches in over 1,100 U.S. cities.)

The Hertz business substantially increases NC&K's air billing.

(Its only other major air media user is Hudson Paper, which spent

$65,640 in spot tv last year.) Willys Motors, Inc. has been the

agency's only hard goods account. For some time, NC&K has oper-

ated with a relatively small list of accounts, mainly packaged goods.

To handle the Hertz account, NC&K's Chicago staff will be doubled

to 15 employees. Creative work will be handled in New York with

exec v.p. Eugene H. Kummel heading the account group. ^
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ARE YOU BUYING

HE NUMBER ONE AUDIENCE?

eeg

YOU ARE BUYING BLUE SKY if you are buying

WJAC-TV. Latest and most complete area survey ever

made explodes WJAC-TV's blue sky claim of more

than 1 million TV homes; proves WJAC-TV delivers

less than 300,000 TV homes, compared with WFBG-

TV's 290,600*.

YOU ARE BUYING THE NUMBER ONE AUDIENCE

if you are buying WFBG-TV, Altoona-Johnstown, Pa.

WFBG-TV delivers 71% greater audience than WJAC-

TV and at lower cost per 1000. Latest ARB proves

that WFBG-TV delivers the area's NUMBER ONE

AUDIENCE--.

Talk to the research department of your

advertising agency. They have sifted out

the facts from the blue sky claims.

SOURCES: 'ARB, 10-County Telephone Coincidental

Survey, April 27-May 3, 1959.

Television Magazine Data Book, 1959.

Television Magazine, May 1959.

A. C Nielsen, Spring 1959.

°-ARB. Altoona. April 11-May 8, 1959.

WFBG-TV
ALTOONA-JOHNSTOWN, PA.

Channel 10
ABC-TV« CBS-TV
Repretenled by BLAIR -TV

Operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa.

WFIL-AM • FM • TV, Philadelphia, Pa. / WNBF-AM • FM • TV, Binghamton, N. Y. / WLYH-TV, Lebanon-Lancaster, Pa.

WFBG-AM • TV, Altoona-Johnstown, Pa. / WNHC-AM • FM • TV, Hartford-New Haven, Conn. / KFRE-AM • TV • KRFM, Fresno, Cal.

Triangle National Sales Office, 485 Lexington Avenue, New York 17, New York
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anrone For smsms ?
Let's face it—we're in a business where statistics flow like

. . . er, water.

Since this is the case, here are a few for your consideration:

In the morning, WBT's audience lead over its nearest com-

petitor is 92%.*

In the afternoon, WBT's audience lead over its nearest com-

petitor is 69%.*

At night, WBT's audience lead over its nearest competitor

is 123%**

Three mighty good reasons for placing your next schedule

on WBT—the station that creates the nation's 24th largest

radio market. Call CBS Radio Spot Sales for availabilities.

*Pu|se 25 county area March 1959

WBT CHaPlPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY

SPONSOR
THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE
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of the total

automotive gross sales

are made in the

KEYSTONE COVERAGE AREA!
• Eighteen and one half BILLIONS of DOLLARS in

automobiles and accessories are purchased in areas cov-

ered by Keystone stations.

We'll be happy to send you our just completed

KEYSTONE AUTOMOTIVE STUDY and our latest

STATION LIST. Write to our nearest office:

CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO
111 W.Washington St. 527 Madison Ave. 3142 Wilshire Blvd. 57 Post St.

STate 2-8900 ELdorado 5-3720 DUnkirk 3-2910 SUtter 1-7440

Detroit Penobscot Building

• TAKE YOUR CHOICE. A handful of stations or the network ... a minute ot a full hour-it's
up to you, your needs.

• MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network
coverage for less than some "spot" costs.

• ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best
time and place are chosen for you.
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ANNOUNCING THE NEW
VIDEOTAPE* TELEVISION RECORDER



MPEX VR-1000B
This new model of the widely accepted Ampex
Videotape* Television Recorder is now being deliv-

ered to networks and stations everywhere. With
many new features and a number of refinements, it

brings even greater efficiency and convenience to sta-

tion operation. For all of its new features, however,

the "B" retains full compatibility with the over 360
Ampex VR-1000's already in operation, and so be-

comes a new and important part of the world-wide

system of Ampex Videotape Television Recorders.

AND A MESSAGE OF IMPORTANCE TO THE TV INDUSTRY

MR CHARLES GINSBURG MR NEAL K MCNAUGHTEN

We at Ampex are asked many questions by station man-
agement about both tape recording and our equipment
— questions directly related to the success of a television

recorder installation. Of these, eight have stood out as

particularly important, and they are answered here for

you by Neal McNaughten, Manager of the Professional

Products Division, and Charles Ginsburg, inventor of

the Videotape Television Recorder . .

.

HOW WIDESPREAD ARE AMPEX VR-1000 INSTALLATIONS?
"The first prototypes of the VR-1000 were delivered to the three
networks, ABC, CBS and NBC in the spring of 1956. Since that
time more than 360 production models have gone into service
throughout the world - with over 250 of these in the U. S."

WHY ARE YOU INTRODUCING A NEW "B" MODEL?
"During the year-and-a-half that we have been producing the
VR-1000 on a production line basis, a number of developments
have occurred and new features have been introduced. Most of
these have been offered in the form of kits from time to time
to VR-1000 owners. Finally there were enough of these innova-
tions to justify the introduction of the 'B' model."

WHAT ARE THE FEATURES OF THE NEW VR-1000B?
"Very briefly- guaranteed signal-to-noise ratio of 36 db for
even finer picture quality. RF/RF inter-connection for finest
quality tape duplicates. Faster tape start (2 sec.) for quick
cueing. Automatic brake release for easier tape handling. Ad-
justable tape playback speed control for lip synchronizing two
or more recorders. Simplified set-up procedures. Improved ac-
cessibility. Complete, accurate monitoring. And operation aids
that include full width erase, cue channel with tone generator
and tape timer. Even stereo sound tracks may be added."

DO I HAVE TO WORRY ABOUT OBSOLESCENCE?
"No - not if you buy an Ampex! While there have been refine-
ments in the equipment there has been no change in the basic
operation of the Ampex Recorder itself- nor is any anticipat-
ed in the future. The present Ampex recording system has
been accepted as the standard throughout the industry- by
independent stations, networks, and production companies
alike. We expect to see all VR-1000's and VR-lOOOB's in opera-
tion for many years to come."

IS THE VR-1000B COMPATIBLE
AND INTERCHANGEABLE WITH THE VR-1000?
"Yes -the 'B' is fully compatible with the VR-1000's now in
operation. Tapes will be completely interchangeable.

"Interchangeability of television tapes, as with audio tapes, is

achieved when all recorder units are set up to the same
standard. Since some of the factors in the 'standard' are
chosen arbitrarily, the practical day-to-day reference is a
standard alignment tape. With adherence to this standard, full

interchangeability is assured between Ampex recorders.

"This is evidenced daily in commercial operation. Right now,
10 different companies are syndicating over 20 taped programs
on a national basis — and we have a report that one, 'Divorce
Court,' is now in 23 markets 'on tape'."

CAN THE VR-1000B BE EQUIPPED TO RECORD COLOR?
"Yes. Both the VR-1000B and the VR-1000 television recorders
are engineered to record color by the addition of a single rack
of electronics to the basic unit. The VR-1000B can be ordered
from the factory ready to record color — or the color addition
can be made at any time after installation. Right now (June
1959) NBC is operating 16 VR-1000's with full Ampex color

-

12 factory equipped and 4 with Ampex color added after instal-

lation. And CBS is operating 4 VR-1000's to which Ampex color
has been added."

SHOULD I WAIT FOR FURTHER IMPROVEMENTS?
"No — no more than one should wait for possible refinements
in next year's camera chain or transmitter. Certainly future
refinements will come — but the important thing is that Ampex
television recording is now a completely proved and accepted
television technique.

"Evidence of this is the number of Ampex recorders in regular
use throughout the country. 90 within the networks; NBC, CBS
and ABC — each with approximately 30 recorders. Over 100 in

independent stations. And over 20 in production companies.
These users, representing every phase of the industry, DICTATE
that there will be no change to basic Ampex techniques.

"And, most important — these recorders are making money —
which after all is the real determining factor of when to buy.
In present installations many Recorders have already paid for

themselves — and almost all stations are experiencing greater
income and higher profits.

"To wait- is to pass up the money-making opportunities that
exist today."

IF YOU HAVE ANY OTHER QUESTIONS

-

... we would like the opportunity to answer them — and
to describe more fully the significance and features of

the VR-1000B. Our representative will be glad to do this

with you personally — may he call you for an appoint-

ment? Or if you prefer, write to Dept. 304 for our two
new publications — one describing the 'B' and all its fea-

tures, the other a report on how stations are making and
saving money with their Ampex VR-1000's.

VIDEOTAPE
professional

products division

934 CHARTER STREET / REDWOOD CITY, CALIFORNIA
Offices and representatives in principal cities throughout the world
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by Joe Csida

Sponsor

A Swede and the Russ upset pay-tv cart

A Swedish man who is very fond of dancing,

name of Ingemar Johansson, and a big dance act

from Russia seemed destined to shape some part

of the future of pay television in this country,

according to developments this past week.

Ingemar has upset, at least temporarily, what

seemed to be very neatly put together plans of

Irving Kahn, astute president of Teleprompter,

Inc., to become the No. 1 sports theater television entrepreneur in

the nation. Inge did this, as has been well-publicised, by upsetting

young Floyd Patterson in the third round of their bout, and reliev-

ing him of the heavyweight championship of the world.

Kahn, of course, had a very tight working arrangement with Cus

D'Amato, Patterson's manager and operating head of Floyd Patter-

son Enterprises, for the radio, television and motion picture rights

of this last Patterson bout, and presumably at least options on future

Patterson struggles. There is no evidence to date that Kahn has

similar arrangements with the new Swedish champion, or with Bill

Rosensohn, the promoter who has the rematch rights for the next

Johansson-Patterson bout. Kahn also had arrangements with many

fight managers and promoters in various sections of the country

relating to broadcast and motion picture rights to their bouts. The

big one, as always, is the heavyweight title go, and a television im-

presario has little if he holds the rights to all the fights in the world

except the one for the title tilts among the big boys.

Sport9 theater telecasts

None of this is to say that Kahn and Teleprompter may not yet

come up with the next Johansson-Patterson brannigan, or with a

headlock on tele and film rights involving the dimpled Scandinavian.

And none of this is intended to suggest a benefit be held for Mr.

Kahn, in any event.

Teleprompter did fairly well with the fight in theater television,

motion picture theaters and on radio. And once again, this fight

demonstrated the vast potential of theater telecasting. Here was a

battle in which the sports writers, almost to a man, progressively

pooh-poohed Johansson as a humpty-dumpty, handpicked by Cus

D'Amato to be pushed over by his champion. They felt this way in

spite of Johansson's one-round knockout of the top heavyweight

challenger Eddie Machen last year. They panned the Swede's train-

ing methods. They pushed the book odds all the way up to S1
/^ to 1

against him.

There were efforts on Machen's part to halt the fight by litigation.

It rained on Thursday, the original date set for the fight, and rained

again until about an hour before fight time on Friday. Notwith-

standing all this, the fight drew close to a million dollars in the

SPONSOR 11 JULY 1959



theaters, arenas, armories and auditoriums which carried it around

the country. Hot fight towns like Seattle. Portland, Houston, Dallas.

Minneapolis, Miami, New Haven and Pittsburgh sold out in almost

every situation with ticket prices averaging out at around $4 each.

Even in lukewarm fight areas, where some of the large capacity

houses were only 20% filled, the promoters and all concerned made

a good deal of money. In New Haven, for example. Loew's Poli's

3.000 seats were sold. In the Jefferson Armory in Louisville, only

3,000 of the 6,500 seats were filled, but it was a highly profitable date

for the promoter. In Seattle, fight manager-promoter Jack Hurley

made himself a bundle by doing close to $18,000 with the battle.

Hurley also had the fight for Spokane, Portland and Tacoma. and did

well in each situation.

Even after Patterson and D'Amato get their 43% and Johansson

his 20%, Teleprompter's 45% came to a nice take. And the motion

picture income from the films of the fight are estimated at between

$500,000 and a million dollars, depending on who's doing the esti-

mating. Couple of interesting sidelights on the whole broadcasting-

film phase of the fight: The ABC network radiocast, of course, was

sponsored by United Artists for its release of the John Wayne-Bill

Holden "Horse Soldiers." This is showing at the Astor in New York.

\nd Saturday night, the night after the fight, the Astor didn't have

the fight films. But the theater right next door, the Criterion, show-

ing "Elephant Gun" did have the fight films. Price in each house was

$1.85. My son Buster and I went to see the fight films, as I'm sure

did many others.

Fight films were in demand in countries all over the world. Word
was around that South Africa wanted to buy them, but only if Pat-

terson lost. Teleprompter, it's reported, turned them down. Wonder

if they'll be able to lay their hands on a couple of prints anyway?

Once again it comes up Bolshoi

The big dance act from Russia, which is causing some heavy

breathing in certain pay-tv circles, is the Bolshoi Ballet. Matty Fox

made a deal with impresario Sol Hurok for the American television

rights to the ballet. He spent close to $1,000,000 videotaping about

four hours of the show. He's been trying, unsuccessfully so far. to

make a deal with one of the major networks to show the four hours

of outstanding ballet, but with some kind of tie-in for his Skiatron

home pay-tv system.

Now it's been announced that a company called Art Theatre of

the Air, Inc., here in New York, has bought the American telerights

to five big Russian dance groups, including the Bolshoi. Art Theatre

Bays it has the rights to about four hours of color and black-and-

white film featuring the Bolshoi, Moscow and Georgian ballets, and

lli Vloiseyev Dancers and Red Army Ensemble. These films, accord-

ing to Art Theatre, were made in Russia in 1956, 1957 and 1958.

So far. Art Theatre s president, Joe Harris, hasn't made any an-

nouncements on whether he would try to place the films with a net-

work, or to syndicate them.

At the moment, Harris is planning to have a top choreographer

dub in a special commentary to go with the films. It's anybody's

guess what effect this will have on Matty Fox's Bolshoi videotapes.

It is safe to say that both the Bolshoi situation, and the Johansson-

Patterson situation further dramatize two inevitable and continuing

television developments

:

(1) It gets to be a smaller world every dav, and
'2i In one form or another pay television must grow. ^^
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If you haven't tied up
the biggest TV coverage
in Oklahoma's richest

market, your Advertising
Campaign has a loose end!

Tie up that loose end
with KOCO-TV's perfect
advertising package . .

.

the greatest coverage
in Oklahoma at the
lowest cost per thousand!

KOCO-TV CHANNEL!

OKLAHOMA CITY

Charlie Keys, General Manager

BLAIR TELEVISION ASSOCIATES
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your rewards!
Constant quality programming pays

off in audience growth and loyalty!

Peabody Award
Won by WGN-TV's Blue Fairy as the best children's program of the year.

Alfred P. Sloan Award
Presented to WGN Radio "Signal 10" for public service in promoting traffic

safety. "Signal 10" documents the work of the state police of Indiana with
on-the-spot recordings of actual traffic violations and instructive comments on
their dangers. This popular, 25-minute feature has been made available to 17

other midwestern radio stations.

Ohio State 1958 TV Award
Presented by Ohio State University to WGN-TV for its documentary program
"The Cardinal's Two Hats," based on the life of the late Samuel Cardinal Stritch.

3 Emmy Awards and 10 Plaques
WGN-TV's Fran Allison was awarded two Emmys. She was chosen best actress of

the year and best saleswoman of the year.

WGN-TV's cameraman, Wilmer Butler was awarded the behind-the-camera Emmy
for "best creator with material elements."

The ten plaques awarded to WGN-TV were shared by these seven WGN-TV
staffers: Fran Allison, Frazier Thomas, Jack Brickhouse, Sheldon Cooper, Frances
Horwich, Bob Trendler, and Bob Stebbins.

Quality programming, presented with integrity, produces award winners. It also

produces rewards for advertisers who can depend on WGN and WGN-TV to deliver

loyal audiences day after day, year-in, year-out.

WGN and WGN-TV
Serving all Chicagoland

441 N. Michigan Avenue, Chicago 11, III.
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WE
DIDNT

THINK WE'D

GO SO FAR

SO FAST

16

The final Nielsen for June (reflecting the 24 major

competitive markets) is in. And of all the many happy

returns ABC-TV has enjoyed this year, this one is the

happiest. And by far the most sweeping.

ABC, for the first time, enjoyed the largest average share

of the evening audience.

ABC, not for the first time, was tops in four out of seven

nights a week-more than the other two networks combined.

And out of the 42 evening half hours, from 7:30 to 10:30

NYT, ABC was No. 1 in twenty. The other two

networks were first in only eleven apiece.

To tell you the truth, we're a little surprised ourselves.

This is an ad we didn't figure to run until October.

But it makes for a grand summer.

Go right to the TOP— go . . .

ABC TELEVISION
Source: Nielsen 24-Market TV Report, week ending June 21, 1959, Average Share of

Audience, Sun. Sat., 7:30-8:30 PM, all commercial programs.
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Most significant tv and radio

news of the week ivith interpretation

in depth for busy readers

SPONSOR-SCOPE
II JULY 1959

C.pyHiM DM

SPONSOR

PUBLICATION* INC.

Planners in top-rank agencies are convinced that there's nothing to stop the

final quarter of 1959 from recording true "boom" levels.

Among the indices that they see favoring a whopping three months are these:

1) Consumers think that prices are bound to go up, hence will be inclined to spend

liberally.

2) Dealers have been building large inventories of hard goods and they'll soon be

under pressure to get these stocks moving via promotions.

3) The time is ideal for the marketing of new products.

4) Never before have big business organizations been so urgently inclined to spend
for institutional, or image, building.

For more than one of the agency giants the immediate future poses an ironic

paradox: Though their forecasts point to burgeoning billings, they're hesitant about

budgeting for additional staff and operating expenses.

They haven't recovered yet from the psychological trauma of last year's recession.

Result: Vacations have become shortened or somewhat dubious and workloads are get-

ting heavier.

Just to cite a few of the new products that will keep the tv pot boiling this fall

:

Westinghouse and General Electric will have several initiates in both the big and
small appliance field of a revolutionary nature.

Kellogg's new high protein cereal (Burnett), Concentrate, will go national after

a trial run on the West Coast.

Toni (North) will have a new hair rinse, Colorcade, now being quietly tested.

The Pam Co. (Arthur Meyerhoff), maker of the dry fry, will be introducing a pres-

sure-dispensed sugarless sweetener; test markets are now being appraised.

Tv stations worried about the drift toward longer announcement units (as

against I.D.s) can take heart from this: The Tea Council (Burnett) has decided to use

nothing but J.D.s in its next campaign—15 October through mid-March.

The theory behind the strategy: The initial educational job of the Council has been

done, and all that's needed for the immediate future is to keep the tea idea alive.

As SPONSOR-SCOPE estimates it, advertiser expenditures for tv network pro-

graming the coming season should hit a record mark of around $350 million.

The outlay by categories: regularly scheduled nighttime programing, $250 million;

daytime programing, $50 million; specials, $40 million; sports, $10 million.

Here's what the weekly program spending for regularly-scheduled nighttime shows

looks like:

NETWORK NO. PROGRAMS WEEKLY EXPENDITURES

ABC TV 34 $1,675,000

CBS TV 44 1,965,000

NBC TV 34 1,925.000

TOTAL 112 $5,565,000
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SPONSOR-SCOPE continued

Sellers of spot tv are battling it out with NBC TV for a Sl-million budget that

Studebaker has set aside for fall tv.

NBC's bid: a fourth of the NCCA's 10 football games.

Revlon, from present indications, will be spending $100,000 a week on spot

tv from September to March as a supplement to its 20 hour and 90-minute programs on

CBS TV.

The bulk of this spot money would go into 10 markets whose station coverage

represents about 60% of cosmetic retail sales.

Revere Camera (KM&J) is setting itself for the pre-Christmas push via a sched-

ule of prime time tv minutes from 28 September through 13 December.
A new tape recorder will be featured along with Revere's line of still and movie

cameras.

Quaker Oats' Flako (Clinton Frank), one of spot radio's big users last year,

may wind up in the tv camp this fall.

The only reason would be this:

Flako's package has been redesigned, and the company feels a need for visual im-

pact to promote the change.

Another huge piece of business headed spot tv's way this fall will come from
the Norelco shaver people.

The buy via LaRoche: 80 markets with an average of 10 early and late evening

minutes per week. There'll also be a few network shots before Christmas. Overall cost

for time will run around $1 million.

WLAC-TV, Nashville, is certainly among the first—if not the first—to promote to

its farm audience the idea that farmers should tote around a tv portable the way

they carry radio sets.

The station is running about 30 spots a week urging farmers to "live where you

are" via the tv portable route.

ABC TV is carrying its strong identity with westerns into the area of daytime

block programing.

It will have a Monday-through-Friday strip of Restless Gun reruns.

Incidentally, syndicators also are trying to sell as daytime strips such off-network

westerns as The Californians and Trackdown.

The theory could turn out a far-fetched one, but there's a school of timebuyers cur-

rently advancing the prediction that the second and third station will be loaded

with more national spot this fall than the number one station.

The basis for this bit of prophecy:

The presently-loaded station can accept business only within 30 days of start-

ing date (because it doesn't know what the renewals will be at that time). Many buyers,

however, aren't going to wait. So it looks like the generally tight situation which pre-

vailed in 1957 will repeat itself this fall.

Here's what already has happened in some agencies:

Clients have been urged to approve whatever time is obtainable for a Septem-

ber starting date and take a chance of improvements later in the campaign

—

regardlesi

of the station's comparative status in the market.
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^ SPONSOR-SCOPE continue

Spot (or ABC TV) will be the gainers from the fact that seasonal buyers in night-

time network tv won't be able, as in past years, to get into either the Steve Allen

or Perry Como shows. Both are sold exclusively to a single sponsor.

What makes ABC an open sesame for these short-run customers is that the network is

loaded with programs that can accommodate catch-as-catch-can buys.

Seven-Up (Chicago JWT) has again hitched its tv wagon to ABC TV—this time

as a customer of minute participations on nighttime programs.

For a start, the beverage will use 37 minutes between November and December in

American Bandstand, The Alaskans, and Adventures in Paradise.

Included is an option giving 7-Up the privilege of switching its bulk of minutes

after the first of the year to whichever is the bigger dick—Alaskans or Paradise.

Pillsbury (Burnett) isn't letting General Mills corner the specials hoopla in the

flour mix field.

Against General Mills' Hollywood feature remakes, Pillsbury will match its partici-

pation in six Shirley Temple Story Books (NBC TV) next season.

Incidentally, Chrysler will have Fred Astaire on again 4 November.
Another NBC note: There's a good chance of Longine (Victor Bennett) sponsor-

ing a Chronoscope series Sunday afternoons (5:30-6) when Chet Huntley isn't occupying

the spot for Kemper Insurance. The Kemper commitment is for 13 broadcasts over 26 weeks.

Watch for two of the tv networks to focus some of their sales promotion on
the advantages of buying them as announcement carriers instead of spot.

All this will be done quite delicately, so as not to arouse the ire of affiliates.

One batch of figures that agencies will be seeing shortly will compare what an advertiser

can get for the same budget in audience and coverage from a network announcement
at night vs. prime time local station announcements.

You can anticipate this retort to the networks from stations:

The trend toward more one-hour shows has eliminated many chainbreaks and

given us less spots to sell. We know your spot carriers can offer prices that station spot

can't beat in terms of accumulative homes. But why rub it in with special promotion?

Westerns continue to have the choicest cost-per-thousand-per-commercial- min-
ute—even though, generally speaking, CPMPCMs by program types are at a slightly higher

level than they were last year.

Here are the latest average costs, with the number of programs noted in parenthe-

ses, and their counterparts for the like 1958 period (both based on NTI) :

PROGRAM TYPE MARCH-APRIL 1959 AVG. MARCH-APRIL 1958 AVG.

Hour western $2.15 (5)

M> hr. western 2.91 (15)

Quiz 3.25 (9)

Situation comedy 3.43 (16)

Variety 3.62 (12)

Adventure 3.78 (8)

General drama (i/2 hr.) 3.85 (8)

Crime-mystery 3.97 (8)

Avg. for all types $3.54

Note: The fact that westerns as a class still lead the pack in cost-per by a goodly mar-

gin would, it seems, belie the theory advanced by some researelicrs that the schedul-

ing of one western against another has tended to dilute sets in use.
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, SPONSOR-SCOPE continued

1 hr.

1 hr.

y2 hr.
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General Mills and DFS appear to be in the middle of that contractual ruckus
between Walt Disney and ABC TV, involving mainly the Mickey Mouse Club.

Seems that DFS came up with the idea of spotting MMC for viewing by the young
set when they came home for lunch. But — and here's where the rub came in — it

wouldn't be on ABC, because General Mills already is committed for another cartoon strip

on that network at 5:30-6 p.m.

Trade commentary: The fact that ABC can argue with Disney marks the end of

an era, for ABC got its first big initial push from that quarter.

For the first time in months, average daily hours of viewing as compared to 1958

took a hike in May.

This May's Nielsen average: 4 hrs. 31 in ins. Year ago: 4 hrs. 14 mins.

According to the new ratecard put into effect last week, gross time costs on NBC
TV have gone up 4r5% within the past year.

Here's a comparison of station costs for Class A time:

lineups 1959 1958

100 stations $109,400 $104,500

195 stations 129,880 123,160

100 stations 65,640 62,700

195 stations 77,928 73,920

The average evening hookup is 130 stations, which in gross billings represents

about $118,000 for an hour and $71,000 for a half-hour.

Note: The discount structure remains unchanged. Roughly, the average net for

the regular nighttime advertiser would be $100,000 for an hour and $60,000 per half-hour.

Whenever you've got a sellers market, you're bound to hear murmurs of "anti-

trust" from the smaller buyers.

A couple of agency sources told SPONSOR-SCOPE this week that they had clients who
were complaining of the inequity and competitive handicap they were facing in network

tv because of the much larger discounts accorded the giants in their field.

If you have any doubts whether housewives in the higher income groups view

daytime tv to any appreciable extent, ask NBC TV for a poll it has just completed on

daytime audiences by income levels.

It tackled the job as a challenge to an advertiser with a high-priced item who

wanted to make sure that daytime tv had the prospects he required before renewing his

contract.

The poll among 3,000 housewives on what attention daytime tv got from them showed

these percentages:

WATCH REGULARLY
INCOME GROUP OR OCCASIONALLY DON 'T WATCH

Under $5,000 69.9% 31.1%

$5,000-7,500 70.4% 29.6%

$7,500 and over 59.2% 40.8%

P.S.: NBC got the renewal.

For other news coverage in this issue, see Newsmaker of the Week, page 6;

Spot Buys, page 44; News and Idea Wrap-Up, page 58; Washington Week, page 53; sponsor

Hears, page 56; Tv and Radio Newsmakers, page 78; and Film-Scope, page 54.
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WNOE Wins The Battle Of New Orleans

James A. Noe, Jr., Vice President & General Manager

Cleve J. Briert, General Sales Manager

Bud W. Connell, Program Director

Represented nationally by Avery-Knodel, Inc.
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is the
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effective

sales force

in the

CHICAGO
';'«& m '] j>

NEGRO

1490 kc.

102.7 mc.

MARKET
with

Chicago's Greatest

Air Salesman

f*\ BIG
represented

by

Bernard

Howard & Co.,

Inc.

hf1 BILL

m?f HILL

Same ownership as WDIA— Memphis

CHECK J/and

DOUBLE CHECK
J>

V
WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

vv
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS —ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.

Timebuyers
at work

Jeff Fine, Doherly. Clifford, Steers & Shenfield, New York, fe

that a great deal of promotion material is badly prepared, and

some instances, survey figures are inaccurate. "Often we get in

mail a brochure from a station announcing that it is 'first in

latest survey,' " Jeff says. '"But the survey and dates aren't indicat

For all we know, the survey may

be three years old. Radio set own-

ership figures are thrown around

loosely too, without documenta-

tion. We don't want slick estima-

tions, we want facts and sources."

Jeff also points out that some sta-

tions have misinterpreted share-of-

audience figures. Example: a sta-

tion leads in share-of-audience in

the market only on Saturday and

Sundav : il- competitoi leads th< ^^gk ^iHHP ^
rest of the week, Monday through

Friday. But by totaling the figures for the entire week, then dividi

to get an average figure, it shows itself to have the biggest share

audience. "These practices accomplish nothing in the long rui

Jeff says, "and can only cause tremendous loss in station integrit;

Nathan Pinsof, Edward H. Weiss & Co., Chicago, thinks tl

crowded network tv conditions this coming season will cause ager

problems in both network and spot areas. "All three networks

nearly sold out, and a large number of advertisers who usually b

network at the last minute in the fall are going to be without avs

abilities," Nate points out. "Dou

less, many of these advertisers \

commit their budgets to spot tv

a result, and many of them v

suffer as stations try to grab off

much business as possible." N
thinks that this may create a sit

tion where many stations will

tempted to triple-spot at every

portunity, so that agencies

have to be more diligent than e

in the handling of their buys

in policing their spots. "At

same time," Nathan says, "agencies with network shows will ;

plagued with the problem of local triple-spotting cutting into thH

net commercials, and it will be equally important that they ajf

monitor the stations very carefully to keep the stations in linl
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:hese are

assets
HE TAFT STATIONS consider

ailed, creative, experienced people its

ost important assets. This investment

1 people, from top management

rough every level, pays off hand-

>mely in high quality programming,

his policy results in larger, more loyal

idiences and . . . increased volume of

les for Advertisers using the facilities

the Taft Stations.

you are interested in having your

Ivertising dollars earn more . . . now

the time to invest them in growing

aft Stations.

io and television stations

R
icuhii ....I FM

les Representatives: The Katz Agency, Inc., *The Young Television Corp. Sales Office: Radio Cincinnati
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WSM
(Established 1925)

THE JOHN BLAIR STATION

Basic NBC Affiliate

Bates effective March 1, 1959.
Rates received March 2. 1959.

Owned and operated by WSM, Inc.
Personnel
President—John H. DeWitt. Jr
General Manager—Bob Cooper.
Promotion Manager—Mrs. Trudy Stamper.

Representatives
John Blair & Company.

Mailing Instructions
Business Office and Studio—.National Bldg. . Seventh

Ave., and Lnion St., Nashville 3, Tenn., telephone
Alpine 4-5656.

Transmitter—Located 12 miles in the country.
Wavs—Power—Time Operating power—50,000 watts.

Frequency—650 kilocycles.

Non-directional.
Licensed to operate on clear channel full time
Operates on Central Standard Time.
Operating schedule: .

Agency Commission
15% to recognized agencies on net charges for station
time and talent. No commission on line charges. No
cash discount. Bills due and payable on or before the
15th of the month following that in which the broad-
casting is done.

General Advertising
For combination rates see NBC Radio Network.
Advertising of alcoholic beverages not accepted.
No perlcds sold in bulk for resale.
Station rates and talent charges subject to change
without notice.

CLASS "A"
(6:00 p.m. to 10:30 p.m. dally)

1 hr. 1/2 hr. 1/4 hr.

1 time 420.00 275.00 180.00
52 times 409.50 268.13 175.50
104 times 399.00 261.25 171.00
156 times 388.50 254.38 166.50
208 times 367.50 240.63 157.50
260 times 346.50 226.88 148.50
312 or more

times 315.00 206.25 135.00

CLASS "B"
(7:00 a.m. to 6:00 p.m. and 10:30 p.m.

11:00 p.m.)
1 time 210.00 137.50 90.00

52 times 204.75 134.06 87.75
104 times 199.50 130.63 85.50
156 times 194.25 127.19 83.25
208 times 183.75 120.31 78.75
260 times 173.25 113.44 71.25
312 or more times 157.50 103.13 67.50

CLASS "C"
(6:00 a.m. to 7:00 a.m.)

1 time 157.50 102.75 67.50
52 times 153.56 100.18 65.81
104 times 149.62 97.61 64.12
156 times _ 145.69 95.04 62.44
208 times 137.81 89.91 59.06
260 times 129.94 84.77 55.69
312 or more times 118.12 77.06 50.62

CLASS "D"
(11:00 p.m. to 6:00 a.m.)

1 time 105.00' 68.50 45.00
52 times 102.38 66.79 43.88

104 times 99.75 65.08 42.75
156 times 97.13 63.36 41.63
208 times 91.88 59.94 39.38
260 times 86.63 56.51 37.13
312 or more times 78.75 51.38 33.75

5 min.
115.00
112.13
109.25
106.38
100.63
94.88

86.25

to

57.50
56.06
54.63
53.19
50.31
47.44
43.18

43.15
42.08
41.00
39.91
37.78
35.60
32.36

28.75
28.03
27.31
26.59
25.16
23.72
21.56

ANNOUNCEMENTS
(7:00 a.m. to 9:00 a.m. Monday through Sat-

urday and after 10:30 p.m. Saturday)
1 -minute StationbreaKs

Each Per wk. Each Per uk.
Less than 6 weekly.. 5 5. 00 30.00
6 weekly 50.00 300.00 35.00 210.00

12 weekly 46.00 552.00 32.00 384.00
18 weekly 43.00 774.00 30.00 540.00
24 weekly 40.00 960.00 28.00 672.00
30 weekly 36.00 1,080.00 25.00 750.00

(9:00 a.m. to 10:30 p.m. Monday through
Thursday: 9:00 a.m. to 7:00 p.m. and 10:00
p.m. to 10:30 p. in. Friday: 9:00 a.m. to 7:00

p.m. Saturday)
Less than B weekly.. 45.00 32.00
6 weekly 43.00 258.00 30.00 180.00

12 weekly 40.00 4so.oo 28. no sm.oo
18 weekly 3o.uo 630.00 25.00 450.00
24 weekly 32.00 768.00 22.00 528.00
3n weekly 27.00 810.00 19.00 570.00

(6:00 a.m. to 7:00 a.m. Monday through Sat-
urday and all day Sunday)

Less than G weekly.. 30.00 21.00
6 weekly 27.00 162.00 20.00 120.00

12 weekly 23.00 276.00 19.00 228.00
18 weekly 22.00 396.00 18.00 324.00
24 weekly 21.00 504.00 17.00 408.00
30 weekly 20.00 COO. 00 16.00 480.00
(10:30 p.m. to 0:00 a.m. Monday through Friday)
Less than 6 weekly.. 20.00 14.00
6 weekly 18.00 108.00 13.00 78.00

12 weekly 16.00 102.00 12. no 144.00
18 weekly 15.00 270.00 11.00 198.00
24 weeklv 14.00 336.00 10.00 240.00
30 weekly 13.00 390.00 9.00 270.00

("Friday Night Frolic"—7:00 p.m. to 10:00
p.m. and "Grand Ole Opry"—7:00 p.m. to

10:30 p.m. Saturday, announcements adjacencies)
Less than 6 weekly.. 75.00 65.00
6 weekly 73.00 438.00 63.00 378.00

12 weekly 71.00 852.00 61.00 732.00

18 weekly 69.00 1,242.00
24 weekly 07.00 1,608.00
30 weekly 65.00 1.950.00

59.00 1,062.00
57.00 1,308.00
55.00 1.650. 00

IDENTIFICATIONS
50% of applicable 1-minute rate. Minutes, station-
breaks and ID'S may be combined fur maximum fre-

quency.
SPECIAL FEATURES

News Service—AP, UPI.
Grand Ole Opry—following rates are for both time
and talent and are flat, no discounts:

Per 1/2 hour between 7:30 & 10:30 p.m 500.00

Per 1/2 Iwur between 10:30 & 11:00 p.m 300.00

Pet 1 2 hour between 11:00 p.m. and 12:00
midnight 200.00

Per 1/4 hour between 7:30 p.m. to 8:00 p.m.
and 10:00 p.m. to 10:30 p.m 275.00

Per 1/4 hr. between 10:30 p.m. and 11:00 p.m. 200.00

Per 1/4 hour between 11:00 p.m. and 12:00
midnight 150.00

"Noontime Neighbors"— Following rates are for both

time and talent and are flat—no discounts:
Per week

1 ti. 3 ti. 5 tl.

1/2 hour 200.00 525.00 800.00

Class "B"
Class "C"
Cless "D"

Discounts

News—.Monday through Friday:
Class "A", flat per week 4fjJ

, flat per week 3 f

, flat per week 3 1

, flat per week 2

DISCOUNTS
allowed retroactively on the nurnbet*

consecutive broadcasts given within a* year. Annoti*

ments and program periods cannot be combine
earn larger discounts. The above rates are gua

j

teed for a period of six months from the dat|»

first broadcast or for six months from effective

of any increase in these rates, providing advertl

is actually running at the time of effective da!

the increase and providing that the broadcasts I

tinue without interruption.
Closing Time
Typewritten or printed copies of addresses or

m.ist be submitted for station's approval at lea; I

hours in advance aiul must conform to policie I

station management.

Reprinted from Spot Radio Rates id

Data, July 1, 1959
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Third largest nighttime audience in

One-tenth of the population of the entire United
States lives in the 766 Counties that make up the
WSM Nighttime Radio Market. This intensely loyal

audience represents a market of such size and buy-
ing power that it must be reached by any advertiser
desiring to sell the Central South.

Pro Rata Cost Per State

Weekly Daytime Audience

Number*
Pro Rata

% of WSM Weakly SUI. Cool
Total Audience <1 mm. 1 tin

5M.0M homo. M6.0D1

TENNESSEE 295.848 56% (25.20
KENTUCKY 128.554 24% 10.80

ALABAMA 66.931 12% 5.40

Mo. Ark. Miss.. (U.

and Misc SUlei 34.754 8% 3.60

^^ ^^^TT
Pro RaU

Number ot % of WSM Weakly State Coal
Radio Homo* Total Audiancf (1 min. 1 time

Reached ' 1.0M,4Ww wOfTtM

'

$48.00)

TENNESSEE 279,885 26% 511.70

KENTUCKY 174.111 16% 7.20

ALABAMA 124.493 11.6* 5.22

ARKANSAS 47.293 4.4% 2.00

FLORIDA 22.118 20% .90

GEORGIA 60.442 56% 2.52

ILLINOIS 14.144 13% 58
INDIANA 6.682 6% .27

IOWA 1.690 1% .04

KANSAS 2.061 1% .04

LOUISIANA 2S.306 2.3% 1.03

MISSISSIPPI 70,272 66% 2.97

MISSOURI S2.2S0 4.9% 221
NEBRASKA 2.S60 2% .09

NORTH CAROLINA 55.696 5.1% 2.30

OKLAHOMA 9,970 1% .04

SOUTH CAROLINA 34.611 32% 144
TEXAS 14.59? 13% .59

VIRGINIA 33.818 31% 1.40

Wf SI VIRGINIA 31.091 29% 131

delivers extensive coverage throughout the entire Central South. This

coverage, plus WSM's unprecedented live programing, Grand Ole Opry talent, and farm service

offers the advertiser a sales tool of extraordinary effectiveness at low cost.

WSM MARKET DATA based on Nielsen Surveij (SRDS Consumer Markets)

STATE POPULA- r>f CONSUMER TOTAL
<r of Counties) TION STATE INCOME RETAIL SALES

abama (51) 1,908,600 59% $ 2,212,073,000 $ 1.387,541,000

rkansas (50) 836,000 47% 926,623,000 653,022,000

orida (34) 584,700 13% 454,654,000 542,377,000

sorgia (105) 1,425.300 37% 1,433,944,000 1,010.829.000

inois (21) 341.700 3% 435,654,000 280,191.000

diana (8) 165,300 4% 236,009,000 143,625,000

wa(3) 44,900 2% 60,775.000 45.329.000

ansas (4) 65,000 3% 75.518.000 80.125.000

entucky (98) 1,874,900 61% 1.988.029,000 1,238.691.000

imsiana (22) 589.800 19% 558,225.000 340,874,000

ississippi (62) 1,291,600 59% 1.079.304,000 791,147.000

tssoun (62) 1,013,600 24% 1.109.714,000 911,098.000

ebraska (9) 74,600 5% 103,690.000 84,308.000

o. Carolina (46) 1.551,800 34% 1.669,137,000 1.112.908.000

dahoma (19) 306,800 13% 333,737,000 242.498.000

). Carolina (23) 872,900 36% 980,782.000 639.443.000

nnessee (83) 2,106,300 60% 2.505,453.000 1,664.295.000

xas (15) 341,400 4% 422,311,000 385.858.000

rginia (21) 717,800 18% 643,588,000 493,003,000

5St Virginia (28) 752,800 38% 862,885,000 470,213,000

sconsin (2) 22,200 1% 25,718.000 18,927,000

TOTAL 16,888,600 $187117,823,000" $12,536,302,000

PONSOR • 11 JULY 1959

<
based on Hielsen Coverage Service Survey 2-

areas in which WSM has reportable day or night

market coverage; SRDS 1 J 59 Consumer Market Data

Clear Channel 50,000 Watts
Bob Cooper, Manager
REPRESENTED BY

JOHN BLAIR & COMPANY
owned and operated by

The National Life and Accident Insurance Company
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Having a 47-county

Oklahoma Community
Coverage poses a responsi-

bility to KWTV in the

field of public service.

Every other Wednesday,

J. Howard Edmondson,
Oklahoma's youthful

Governor spends a Class A
half-hour with KWTV's
News Director, Bruce

Palmer, in reporting to the

KWTV Community. At
times, the Governor has

asked for letters and
telegrams in expression of

the people's views on an

issue. Literally thousands of

replies have opened the

eyes of many Oklahoma
egislators to the feelings

of the people.

Powerful proof of
KWTV's 47-county

Oklahoma community
coverage, service and
AUDIENCE!

BffYfh TOMR Mft SAUSfiom to Otfofam!
See your PETRYman

WBNS Radio
Columbus, Ohio

John Blair & Co., Representatives

Our sixth annual free Zinnia Seed offer brought

23,727 requests from 232 towns in 58 out of 88

Ohio counties. This even out-pulses our Pulse.

26

49th ai

Madis<

Sponsor Backstage

1 was very much interested in the

2 May column. I like to see people

getting away from always multiplying

the same numbers by the same other

numbers. One always comes up with

the same answers that way, and it's

not surprising the change is so hard

to affect. Change begins to be observ-

able when someone says: "Wonder
what would happen if we multiplied

x by z instead of by y." To do this,

one doesn't even need to know wheth-

er x and y and z are the kinds of

numbers that can be multiplied. All

you have to do is punch them into a

machine and see what comes out. You
can do it with telephone numbers,

program ratings or the number of

stitches Aunt Minnie dropped when
she knitted her last sweater. At least,

let's try it and see what happens. We
know at least one thing will happen:

someone is going to have to think.

I suggest that you could go one

step further when you make analyses

like the one on 2 May. After you

have played around with the top ten,

do the same thing with the bottom

ten—or ten from farther down on the

list. If what you say about the top'

ten is also true about the bottom ten!

—but in reverse—you've got some-

thing.

Kenneth H. Baker

v.p. KBES-TV
Medford, Ore.

Co-op—sell the retailer!

The first article of your two-part

series does a splendid job of pointing

up both the evils and advantages of

co-op advertising, and describes ex-

cellently both the excuses many man-

ufacturers use to rule out radio and

tv and the falseness of these excuses.

I do hope however that Part Two
will come to grips with what has

always seemed to me to be the funda-

mental reason for this apparent dis-

crimination—acceptance.

For tv, acceptance is a relatively
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JUST OUT!

March Pulse Survey

FIRST
l

!

1 in
PEORIA"

FIRST

in total

AUDIENCE!
PLUS MORE ADULT

jj LISTENERS THAN ANY
OTHER PEORIA
RADIO STATION
6:00 A.M. -12:00 Midnight

WMBD Radio Dominates

the Peoria Area.

AND FIRST WITH

NATIONAL

ADVERTISERS
70% USE WMBD
EXCLUSIVELY

Week of March 16, 1959
44 National Advertisers

in Peoria Market

(Scottie Bureau)

WMBD MARKET DATA
Population 531,900

Households 165,000

Retail Sales $725,261,750

Food Sales $142,488,750

Drug Sales $ 17,826,250

Effective Buying Income
$991,150,000

Income per Household $ 6,007

EXCLUSIVE

NATIONAL REPRESENTATIVES

PETERS, GRIFFIN, WOODWARD, INC.mm

difficult achievement for a medium
which in many major markets has

heen forced to price itself beyond the

reach of many retailers.

This is not an excuse for radio,

however. The fact is, it seems to me,

that co-operative advertising—which

is advertising designed by manufac-

turers for the fundamental purpose of

benefiting their retail outlets—must

by its very nature be retailer-con-

trolled to a tremendous extent.

Neither radio nor tv has ever de-

veloped, as a medium, the deep,

warm, personal intimacy which exists

between the retailer and the news-

paper. 1 1 refer you to your own
articles—"Food : $50 Billion Chal-

lenge," 23 and 30 May I

.

This is by no means a condemna-

tion of either medium. Both are

young, strong, boisterous media which

have been able to capitalize so tre-

mendously on their capacity to cap-

ture the imagination that they have

had no great need to resort to greater

sales-subtlety.

When radio—and tv—succeed in

cultivating the retailer's warm and

deep friendship and intimacy, I feel

confident a full share of co-op—along

with many other commercial achieve-

ments undreamed of today—will be

amply available. And with so many
fine broadcasters working so well to

that end, it will not take too long.

Morton Lowenstein

Phila. Spot Sales

Philadelphia, Pa.

Plaudits for statistics

I've derived so much benefit from

your bright and informative June

20th issue that I feel impelled to say

so. If more readers made their likes

and dislikes known to publishers,

service magazines could provide in-

creasingly helpful service.

Of particular interest and benefit

to me always are the "case history"

articles such as those on Shulton and

Ronzoni in this issue. By reading in

detail about the "why's" of specific

strategy and success. I feel better able

to produce and judge creative ideas

advertising and selling.

I'm sure that the majority of your

readers profit from and look forward

to these case histories in sponsor

weekly. Again, my compliments and

best wishes.

Samm Sinclair Baker

Donahue & Coe

Neu York

npnraa

RENEWALS POURING

IN FOR O *^
YEAR!

Already renewed for next

season in market after market,

JEFF'S COLLIE proves itself

the "sponsor's best friend!"

Washington

Baltimore

Minneapolis

Cincinnati

Honolulu

Lincoln

South Bend

. . . and many more!

Inquire about availabilities

in your market!

488 Madison Ave.
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The three top-rated personalities

in New Orleans are on...

MISS GINNY with Romper Room

Miss Ginny has proven that it is possible to build

a big morning audience. On Romper Room she

presents games, films, storybook time— entertain-

ment that makes kids 6 to 60 come back for more
all week long.

WWL-TV
Channel 4

NIORGUS the Magnificent

on House of Shock

Check the ratings, any ratings, and you'll se

that Morgus and the House of Shock rate top

on Saturday night TV in New Orleans. This i

the man whose fans have tied up an entin

telephone exchange "just to talk with Morgus.'

The Senior Class at Tulane University School o

Medicine has awarded Morgus an "honorary

degree" in medicine—and he's being boosted

a candidate for Governor of Louisiana!

UNCLE HENRY
with Popeye & Pals

Weekdays at 5:15 kids all over town flocl

to tune in the Pied Piper of New Orlean

—Uncle Henry Dupre. They love thi^

genial entertainer, whose television ant

radio career in New Orleans spans 27 years

Represented nationally

by the Katz Agency

NEW ORLEANS
28 SPONSOR 11 JULY 195*
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RADIO RESEARCH

ARE ADMEN WRONG ABOUT IT?

VHEN AGENCY MEN INSIST THERE ISNT ENOUGH RESEARCH ON

tADIO, THEY ARE CLOSING THEIR EYES, SAY BROADCASTERS

jF all the individual printed pieces of basic radio pile close to eight stories high and would weigh in

-carch turned out last year were filed in one place, the neighborhood of a ton-and-a-half.

would take a file drawer about 35 feet long. The Pulse alone turns out about 16 feet of radio

If every piece of station or rep firm promotional ratings each year.

I'search (either based on the basic research or de- In the last five years, Radio Advertising Bureau's

i

'loped fresh at local level) were added to this total bill for basic radio research amounted to more

indie of paper, it would probably make a single than $2.5 million.

ONSOR 11 july 1959 29



Yet some admen are prone to say

that radio needs a lot more research.

In its 13 June issue, sponsor re-

ported a poll of admen in the 20 top

agencies ("Why radio is hurting for

facts" ) . found them professing a

need for much more research by ra-

dio before the medium could stack

up against its competitors—tv, news-

papers, magazines.

It is highly unlikely that anything

this article reveals will change the

opinions of these admen; they will

stick to their premise.

But the fact remains that no other

medium, over the years and currently,

has been more thoroughly researched

than radio.

Want to know how many listen to

Station X in market Y? Pulse. Niel-

sen and Hooper can tell you the facts.

Want to know what medium the

housewife was last exposed to before

she took off for the supermarket?

Ask Radio Advertising Bureau.

Want to know how many teenagers

are tuned in at 4:30 p.m.? Ask any

of the rating services.

Want to know who is listening at

the beaches or summer cottages?

Want to know what stations in an

area car radios are tuned to? Try

the same sources; they have the dope.

Want to know what kind of music

the 35-year-old housewife prefers on

radio? Ask Ohio State University.

And if you want to know how much
money the average fm aficionado

earns a year and whether he finished

college—well, there are answers for

that. too. Radio has plenty of answers.

The answers are available from

P

many sources—rating services, RAB,
Station Representatives Association,

Institute for Motivational Research,

market research organizations such

as Vicary or Politz, networks, sta4

tions, station groups, station rep

firms. Broadcast Advertiser Reports,

sponsor and other trade magazines.

Reactions to sponsor's recent piece

were sometimes volcanic.

"Nonsense," said one adman. "No
other medium — print or tv — can

come up with anything approaching

the quantity and depth of radio re-

search."

"Radio is researched from hell to

breakfast," said another. "Maybe
there's so much stuff available they

can't see the woods for the trees."

Maybe they can; maybe they can't.

The fact remains, there are plenty of



CUSTOMER RESEARCH: In a supermarket (I), RAB

conducts its new "On-Target" study on actual purchasers,

finds six out of 10 buyers of frozen foods are reached by

radio on day of buying. IN-HOME RESEARCH: A

Pulse interviewer (above) probes listening pattern of a

U.S. radio family. PROMOTIONAL RESEARCH: Rep

firms, networks and stations turn out endless stream of

data. At Adam Young Inc. (r), the research team puts

together new 60-market radio report as a guide to buyers

facts around if media buyers care

enough to look for them. This is the

contention of most broadcasters and

some admen who took exception to

the recent sponsor article.

Before hauling out the criticisms

of that story, here is a recap on

what the story was about, what ad-

men said that was wrong with radio

research: (1) Radios lack of facts

makes it a defensive in-fighter. (2)

Tv and print research is broader,

more persuasive. (3) Not enough

money is being spent on radio re-

search. (4) Ratings stress metro

rather than total area tune-in. (5)

There s too much reliance on cost-

per- 1.000 figures.

"The only valid point," says Dr.

S\d Roslow, head of The Pulse, "is

the part about too much reliance on

cost-per-1.000. That's perfectly true.

We've always said that a rating is

not a price tag for anything—that it's

far better to have a smaller audience

of customers and prospects than a

big audience of the 'I-don't-cares.'

On all the other points brought up
by admen, Roslow disagrees vehe-

mently. "The views of these repre-

sentatives of the top 20 agencies is

Mizzling," he told sponsor. "One

has onl\ to take a look at the recent

Radio Advertising Bureau dollar fig-

ure estimates for the top 20 investors

in spot radio. Of the top 20 clients,

13 are represented by agencies within

the select group which felt radio was

lacking in research. These 13 agen-

cies bought some $33.5 million worth

of spot radio.

"General Motors $5.4 million,"

continued Roslow, "was not invested

by mediocre agencies, and J\\ T
would certainly denv that it spent $5

million for Ford out of blissful ignor-

ance. The cigarette companies [See

Where there's smoke there's radio,

sponsor 4 July] apparently were

satisfied with radio's statistics. Ameri-

can Tobacco didn't spend $4.6 mil-

lion last year just for fun. nor did

R. J. Reynolds with its $4.7 million

investment.

Sure there are a few copy cats

who are impressed by the 'No Sale"

sign of some large food and soap

manufacturers. But what is mis-

leading about radio advertising is

some quickie thinking confined al-

most exclusively to certain big 'bell-

wether' accounts. If you check the

whole RAB list, however—not just

these misleading toppers — the ex-

penditures of the savvy blue chips

roll up into an impressive volume.

"Now," said Roslow. who has been

scrutinizing radio since 1941, "add to

this the fact that local radio adver-

tising last year hit $370 million."

This latter point is irrefutable. The

local radio advertiser has been on

the media scene a long time, and

since the beginnings of radio it has

been he—without voluminous num-

bers and evidence—who has led the

national advertiser and his agenc)

through the radio wonderland. It was

the local merchant who first discov-

ered the prime time of night broad-

casting in the earliest da\ s of radio

when families huddled around the

super-hetrodynes logging distant sig-

nals. After he discovered the golden

hours, he was repaid b\ being

squeezed out of them during net ra-

dio's hey-da\ b\ the national ac-

counts. So he simpl) went out and

discovered new times to advertise

the radio times that are worshipped

today bv the same nationals who have

since pulled out of nighttime the

traffic hours of 7 to ° a.m. and 1 to

(> p.m.

The local merchant always has been

satisfied with a minimum of radio
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research. So long as store traffic is

heavy and the cash register rings

frequently, he has all the proof he

needs on radio's efficacy.

"Actually." says Roslow, "the 'trou-

ble' with radio could be that it is

over-researched. It has been reduced

to the same myopic scrutiny as trade

papers. In comparison with any other

consumer medium, radio has such a

glut of information that it sometimes

seems hard to sort out."

Whether such information is hard

to sort out or not, the fact remains

that there are answers to just about

every conceivable question one might

ask about radio, and they are being

sorted out by many careful buyers.

SO WHAT DO YOU WANT TO KNOW?

TOTAL REACH OF RADIO

No. of sets, car radios, portables, etc., ask RAB. Total homes

reached in week—Nielsen. Homes a station day or week—Pulse

REACH AMONG SPECIFIC CUSTOMERS

For hours of listening, weekly percentages and other qualita-

tive facts about working women, housewives, teenagers—RAB

GROWTH IN RADIO POPULARITY

For billings growth, ask Mc-E or FCC. For increase in the sale

of radios—Electronics Industries. Telurbia study—RAB.

RADIO'S CUMULATIVE AUDIENCE

A whole series of studies showing what can be delivered with

various schedules {ie., 20 one-minutes on two stations)—RAB

RADIO IMPACT ON SPECIFIC PRODUCTS

What is radio's effect on a housewife on day of purchase;

RAB's Supermarket Last Word and On-Target give answers

TIME SPENT WITH RADIO VS. OTHER MEDIA

A whole series of comparative studies on a nationwide basis

(radio vs. print, tv) on tap from Albert Sindlinger, Phila.

WHO'S DOING WHAT IN RADIO

For a rundown on national advertisers, what they're spending

in radio, their strategies and successes, RAB reports regularly

The chart on page 32 is a guide to

some of the basic questions that an

advertiser might need in planning a'

campaign together with several of the

sources that have the answers on
hand.

The 25 July issue of SPONSOR will

be accompanied by the 232-page Air

Media Basics (see page 35). A
whole section of this book will be

jammed with facts on both spot and

network radio — dimensions, adver-

tiser spending, audience habits, and! I

just about everything else relative to f

the medium.

Some of the most pointed and im-

pressive radio research being con-

ducted today is by Radio Advertising

Bureau. This is a research program
it calls "On-Target Advertising."

Results on the first phase of this

study were just revealed by RAB in

a four-page brochure and they docu-

ment the media exposure pattern

among buyers of frozen foods.

Two highlights: (1) More than six

out of 10 actual purchasers of frozen

foods are reached by radio on the day

they buy. (2) Most of these buyers

hear radio during time periods out-,

side radio's so-called "prime times.':

This is onlv the beginning of RAB's

"On-Target." A series of similar

studies are being launched in markets

across the U.S. via personal inter-

views with actual buyers at the check-

out counters of supermarkets. Data is

gathered by Fact Finders Asso. In|

addition to studies on purchasers ol

various categories of grocerv prod-

ucts, RAB will be doing similar "On-

Targets" for products other than

foods, and offers research cooDera

tion to advertisers interested iri

launching such studies in connection

with test radio campaigns.

Several leading national manufac-

turers have already responded with

requests for such special research tc

probe radio exposure among buyers

of their products.

"Two of these already are

launched," says Kevin B. Sweeney]

RAB president. "The 'on-target' con

cept can become an extremely valu

able tool in media planning," he says

"It offers a pre-check of a proposec

radio campaign, reveals with preci

sion the percentage of actual buyers

of specific products that can be

reached within given time periods.

'

While "On-Target" is a brand new

(Please turn to page 70)
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SPOT TV
FOR THE ERA OF
VANISHING
SALESMEN

ODAY, the destiny of the whole U. S. economy is in the hands of sales

necutives, says new Kati presentation, urging sales use of spot tv

^ New Katz study urges sales managers to place 10%
>f budgets in tv spot to offset drop in personal selling

^ High costs, manpower problems are forcing Ameri-

an businessmen to cut down on in-person salesmanship

I he startling, but well documented

(•commendation that modern mar-

eters should devote 10% of sales (as

ell as advertising ) budgets to tv

pot, was advanced in New York this

.eek by Halsey V. Barrett, manager

\ New Business Development. The

Katz Agency, station representatives.

Barretts proposal grows out of a

comprehensive study of modern dis-

tribution and marketing problems

which forms the basis of a new Katz

presentation. "Spot Tv, The Sales

Managers Medium," to be given this

month to a picked group of sales ex-

ecutives.

Quoting Paul Mazur, senior part-

ner. Lehman Bros., who believes that

"not purchasing power but purchases,

and not production but consumption

are the ruling factors in our econo-

m\ ." the Katz report points out that

over a 10-year period American pro-

duction efficiency increased by 64%,
while distribution I sales) efficiency

increased only 22' < .

To meet this challenge, says Bar-

rett, sales managers must find new
ways to cope with the problem of the

"vanishing salesman," one of the

AUTO DEALER COSTS-PER-1,000 SALES CONTACTS

IN-PERSON $20,500

iCwlKIU* W fj|f 3'

TELEVISION IN PERSON $.50-$3.50

Halsey V . Barrett, mgr. Tv New Business Development, the Katz Agency, station representatives, shows

dramatically the high cost of sales calls in the automobile dealer business with this chart. Average

dealer cost-per-sales contact is $20. This figures out to a cost-per-1.000 of $20,000 compared to CPM s

for tv spot of 50^ to $3.50. Says Barrett, "Spot tv is todays best person-to-person salesman, and the

only one ivhich many lines can afford." Tv spot ha . no vacations, off days, travel or expense accounts
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B-M SALES V.P. PRAISES STUDY

F. Harry Fletcher, vice presi-

dent and director of sales for

the Bristol-Myers Co., was one

of the first sales executives to

see the Katz presentation on

"Spot Tv — The Sales Mana-

ger's Medium." Here are

his comments on the study.

"In your presentation 'Sales Managers Medium,' the anal-

ogy between a company's sales organization and your

medium makes sense. Your facts show the parallel be-

tween how a sales manager apportions and sets up his

sales force and how you propose American companies use

1 national spot television." §

liiillliiillliiillllllllliliilillllillililiiiiiliiiiiiiiiiliiilllllliiillliiliiw

most striking phenomena cf modern

marketing.

There are proportionately far fewer

salesmen of all types today than there

were 20 years ago. U. S. Census fig-

ures (19561 showed only one per 85

customers, compared with one per 39

customers in 1939.

Costs of in-person selling have

kited. In industrial sales, for in-

stance, the cost-per-sales call is now

$55.96 vs. $35.51 in 1953. In prod-

uct sales (manufacturer to middle

man) the cost-per-sales call jumped

61% in 10 years, from $10.72 to

$17.29.

Retail selling, long considered the

weakest link in the sales chain, is

growing weaker every year. The Katz

presentation quotes Sales Manage-

ment Magazine that "American busi-

ness is rapidly eliminating the per-

sonal salesman at every stage of dis-

tribution."

Today supermarkets do 85% of

national grocery sales and 50' e of all

health and beauty aid sales. Vending

machines gross $2 billion a year and

account for 16% of all cigarettes.

21% of all candy. 30' , of all soft

drinks.

Faced with soaring costs for in-

34

person selling to dealers, and the fact

that in certain lines the retail clerk is

"going, going, gone," Katz advocates

that sales managers turn to spot tv to

fill the personal selling void.

In making this proposal, the rep-

resentative firm is appealing directly

to an entirely new group of execu-

tives, not merely to ad managers or

agency men to whom most spot tv

pitches are addressed.

Spot tv should be considered "The
Sales Managers Medium" says Bar-

rett, because it solves distribution

problems at both the middleman and

consumer-retail levels.

In five retail fields — appliances,

new cars, gasoline, grocery and drugs

—3.100 dealers, when asked "which

type of advertising placed by a manu-

facturer helps you most in selling ad-

vertised brands to customers?" gave

63% of votes to tv.

Tv works faster than other media.

the Katz study points out, and for

sales managers and retailers this time-

factor is all-important because it is

closely related to product turnover.

Spot tv has a proven record in

opening up distribution for national

manufacturers ( Lestoil is an out-

standing example ) and this makes it

i

a major weapon in any sales execu

tive's arsenal.

But chief among the reasons wh)

spot tv is the "Sales Managers Me
dium," is that it can be used market

by-market according to distributior

patterns and sales strategy.

"As sales manager," points ou

Barrett, "you wouldn't send salesmei

to Hogi Pogi, New Mexico, if yoi

haven't distribution (and aren't read)

for distribution) there. And yoi

don't have to with spot tv. Spot tv

means no wasted manpower."
The Katz presentation outlines sug

J

gested strategies for sales manager;

using spot tv ("your tv commercia
salesmen"). Among them are these

1) Use spot tv to match competi

live standing and needs. Brand sta

tus and competition vary market-by

market. ( G.E. washers are 1st in New
ark. 7th in Denver. Plymouth car

are 3rd in Columbus, 6th in Milwau

kee). Strategic use of spot tv recog

nizes such situations.

2. Use spot tv to capitalize

stronger markets. Spot tv can keep I

"hot" market and a "hot market" cai

"snow" competition, prompt repea

purchases.

3. Use spot tv to bolster weake\

markets. Heavying up a spot tv sched

ule can aid in overtaking competij

tion, speeding up consumer buyinl

preference, because your "Tv Coni

mercial Salesman" is making mor

calls per week.

4. Get the market-by-market im

pact you need. Spot tv's flexibilio

allows pressure planning by market!

Successful users vary number of t

spots in different markets for plannei

impact.

In talking to sales managers, th

Katz presentation stresses certain sp<

tv fundamentals which are ofte

skipped over lightly in discussioi,

with agency media directors and tim

buyers.

For instance, the study spells oi

for sales executives the different wai

in which tv spot can be used—a nanj

star with his own program (syndicj

tion I a name star via announcement

or participations, a local star, an an

mation salesmen or "any other for

of persuasion you find suitable f<

electronic person-to-person salesma J

ship."

The presentation also emphasizi

that tv spot covers "your most logic

(Please turn to page 75
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sponsor's new 'Air Media Basics 7

^ 232-page fact book, to be delivered with issue of

25 July, is valuable, year-round aid for timebuyers

^ Contains more than 200 important reference charts

iiicl tables, plus SPONSOR'S new Five-City Ad Directory

Ifw hat is easily the most valuable

nd comprehensive "use book" ever

evised for the radio/tv advertising

usiness is being delivered to SPONSOR

ubscribers as a supplement to our

egular issue of 25 July.

Tilled Air Media Basics, it is a

it 232-page compilation of charts.

graphs, tables and important statisti-

cal information which you will want

to keep on \ our desk 52 weeks a

year, for ready reference and for aid

in building recommendations, presen-

tations and advertising plans.

Air Media Basics replaces Fall

Facts, published by sponsor for the

past 1 1 years, and is a greatly im-

proved, modernized version of that

well-known and popular feature. De-

signed as a practical working tool for

agencies and advertisers, rather than

as a "year book," it is packed with

factual data. Some of the informa-

tion in its six meaty sections is listed

below.

In addition. Air Media Basics

contains such unusual compilations

as, U.S. radio stations and their rep-

resentatives, U.S. tv stations and their

representatives, and Nielsen figures

on tv homes and penetration by U.S.

counties. Watch for your copy of

Air Media Basics. ^

TIMEBUYING I

overage basics

Fundamentals and basic data on

air media timebuying . . . a re-

fresher course and introductory

primer . . . charts and tables on

ratings basics . . . cost basics . . .

. audience basics . . . as well as a

aluable section on useful standard tools for time-

in ers and a checklist of helpful ''Timebuying Tips"

iiiuiiiiiiii i mm iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

BP^T^^B Kail in listening habits l>\ dm

J ^ parts, months, seasons, regions

p- mn j
... out-of-home listening . . . spot

k A radio's cumulative audiences . . .

^^»—.^flB radio spending b) industries.

\ompanies, agencies . . . network radio patterns . . .

adio's dimensions . . . homes, sets, stations by re-

ion and by county, set sales by year and by type.

in iiimiimmmi.i;:.: mi inn

TELEVISION

ranting trends

Tv viewing habits . . winter, sum-

1 m mer, by months, time zones, day

I parts . . . tv costs and spending

over 10 years . . . top agency and

advertisers in tv . . . network pro-

. . rating levels, station lineup

'ends . . . no. of tv homes, by regions, county size . . .

v stations of U.S. . . . Stations equipped for color.

|^^*^^^B| Buyers guide on syndicated (dm

V A ^ releases . . . major buyers of svn-

...... - ,.».. I dication . . . cartoon and feature
L FILM & TAPEJ ,. . . '

^ M film releases . . . stations and pro-

1^^—^^ ducers equipped for tv tape . . .

time and program costs of syndication in top 50 U.S.

markets . . . how to convert film feet to seconds and

vice versa . . . glossary of film anil tv tape terms.

ilium Minium i ii mi n ii urn minimi minimum imiiiiii iiiuiiiiiiii iiiiiii i

Marketing facts which every ad-

man should have at his finger-tips

. . . basics of population . . .

trends and forecasts . . . consumer

spending by age, sex, income

groups and product categories . . . how major indus-

tries market . . . basics of retailing . . . number of

outlets by types . . . chains and independents' share.

New. updated edition of spon-

sor's popular phone and address

directory of agencies, advertisers.

networks, station representatives,

trade associations, research or-

ganizations, film programs and commercial sources

along with other often-called numbers, in New \ ork,

Chicago. Detroit, Los Angeles. San Francisco.
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MARKETING'S A 'MUST
^ Today's service -in-depth ad agency needs media

buyers who know over-all ad strategy, experts contend

^ Compton's Frank Kemp and Grey's Hal Davis trace

reasons why there's new pressure for rounded ad pro

I he "status seekers" in ad agen-

cies are media people and buyers who
are scrambling out of oblivion into

the advertising limelight. And that's

just the way it should be, in the opin-

ion of ad pros who evaluate new func-

tions of ad agencies in this changing

marketing world.

They contend that timebuyers, most

specifically, should move from the

dark, comptometer-dominated corners

into the bright sunlight of client con-

tact . . . and that the agency itself is

responsible for pushing buyers and

other key media people outward and

upward.

Here's the way agencies look at the

situation according to statements made
to sponsor this week by some agency

execs

:

• Today's advertising and market-

ing methods are in ferment, and agen-

cies are confronted with challenges

and competition as never before.

• Media is facing responsibilities

and demands which it has never be-

fore been called on to meet; a need

which has been heightened by the up-

surge of television activity.

• Media, as a strong link in the

marketing-merchandising-creative ad

campaign, demands strong people

who are over-all advertising profes-

sionals as well as media and buying

specialists.

• It's the modern, progressive

agency's responsibility to enhance the

status glow around its media people

and to encourage them to be well-;

rounded advertising specialists as

well as media experts.

"This is the year for agencies to

MEDIA PROFICIENCY PLUS MARKETING FACTS

MEDIA PLANNING: Compton's Frank Kemp, (I), media director, MARKET PLANNING: Media activity is geared to over-all client

interprets media strategy as it relates to the broad marketing plan marketing plan developed by William M. Nevin, ( I), v. p., dir. of market

with Maurice Sculfort, assoc. media director. They then brief buyers devel.; L. E. Horner, marketing executive. Buyers know market strategy
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FOR SAVVY TIMEBUYERS
soul-search/' says Hal Davis, vice

president and assistant to the presi-

dent of Grey Advertising agency. His

major areas of responsibility: tv and

radio.

''Many an agency is still declining

to practice what it preaches" in terms

of establishing a theoretical account

group system and then not really let-

ting it work as blueprinted, he con-

tends. And the modern agency, predi-

cated on the account group plan, must

see that each contributor to a prod-

uct or account group— buyer, re-

searcher, marketer, copywriter, ac-

count man—is fully briefed on the

needs and the marketing strategy of

that client.

He and other agency colleagues

agree that the day of the "strong

straw man"—the single account ex-

ecutive who is the sole client contact

and who is Mr. Agency for his ac-

count— is waning. Today, as Hal

Davis says, "the client likes to know
the full professional force of an agen-

cy is behind him, and he wants to

know who those people are."

The modern account man delights

in parading his stable of talent and in

showing his client that the best serv-

ice and advertising decisions are

made in his behalf by competent pro-

fessionals. This is particularly true

of the buyer in this era, for too often

the buyer and his media colleagues

have been categorized as eager bea-

vers working in splendid isolation

with slide rules. Friden calculators

and reams of availability sheets.

Frank Kemp, media director of

Compton Advertising. sa\s the time-

buyer must have as much background

information on an account as possi-

ble before the actual buying begins.

The progression: marketing strategy

is determined by the account man
and the client, ramified b\ the depart-

ment heads, approved by the client in

final form and then interpreted to

all of the people who work on that

particular account.

To see that there is consistencv and

continuity, Compton issues an annual

marketing plan which is drawn in

broad strokes and filled in with the

fine campaign lines as the need

arises. Because the entire plan can't

be pinpointed a year in advance, a

{Please turn to page 73)

LEAD TO WELL-ROUNDED, PROFESSIONAL BUYER

ADMEN CHARGE it's the

agency's responsibility to upgrade

the media department and to educate

buyers to modern marketing con-

cepts. But neither the big nor small

agency is fulfilling this pressing need.

Larger agencies, with their complex

group system of account planning,

servicing, often have such a heavy

workload that buyers have too little

time for clients plans conferences.

And smaller agencies frequently rely

on a "front man" account exec who

handles all client service with buyer

haying on order and by rote. Pro-

gressive admen think buyers should

be more aware of all account activity.

SERVICE IN DEPTH results from this blending of media and marketing in activity

of buyers as they function cooperatively with all other units in Compton's group system,

gaining more meaningful buys and better results, according to media director Kemp
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SPOT TV
GLAMORIZES

G • it D OLD SALT

AIM OF CAMPAIGN was to put smaller, higher profit package on table, while stressing utility

^ Leslie Salt Co. aimed at higher returns on low-profit

item, devised smaller package for use on dinner table

^ Southern California test with 85% of budget in tv

emphasized style, utility; led to new market expansion

« ^» SAN FRANCISCO, CALIF.

^^alt. by its nature, is difficult to

sell in comparative terms," says Ron
Murphy, sales v.p. of Leslie Salt Co.

To which he might add. "Salt, by-

its nature, is difficult to make a profit

on."

To get around the brand similarity

and low profit problem inherent in

salt, this western salt producer has

instituted a campaign to:

• Create a style image for salt

• Put the package on the table

—

thus selling the item in smaller units.

The whole project is being launched

via introduction of the "Finger-Tip

Pak"'—a lightweight, foil-wrapped

package holding less than half the

salt of the customary 26-ounce size.

Putting a new look into the salt

business had to be augmented by

some good utility. Leslie's solution

:

a three-way opening for shaking,

measuring and pouring provided util-

ity value for the kitchen, as well as

a direct-to-the-table container.

Murphy and Bob Haumesser, copy

chief at Honig-Cooper. Harrington &

Miner, laid out the basic copy points

to be covered before settling on the

media for introduction in the south-

ern California-western Arizona area.

( 1 ) High-style packaging. To pro-

vide a cogent reason for a smaller

size, higher profit package, use on the

dinner table, at picnics and barbe-

cues, must be emphasized, balanced

against

(2) Utility angle. Heavy emphasis

on the "click-stop-top," as well as

(3) Convenience. Lightweight, easy

to store, no replenishing of salt

shakers. Another consideration:

(4) Smaller size. Though smaller.

12-oz. pack still holds a full month's

supply of salt.

The agency's media recommenda-

tion was made in light of these con-

siderations. Agency media director

Jack Davis outlined it this way:

"Item: Tv spot announcements will

permit purchase of schedules to fit

distribution and budget allocations of

each market.
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"Item: In terms of demonstration.

we do not believe any other medium

can compare with television for the

particular needs of this special intro-

duction.

"Item: The combination of tv and

newspapers, especially for retail price

advertising on key food days has

proven effective in creating retailer

awareness.

'"Thus," the recommendation con-

cluded, "the agency recommends, in

general, an 85% tv, 15% newspaper

combination."

Further, the agency felt that spots

rather than programs could best con-

vey its particular copy objectives.

Nighttime I.D.'s and minutes, plus

12-plan daytime minutes produced

the optimum combination: a large

daytime women audience plus high-

rated evening exposure, both in suffi-

cient frequency to highlight the new
package and keep the Leslie brand

image in the forefront.

The schedule of minutes I both day-

STYLE FACTOR in woman's hand extended

from dump bin is studied by prod. mgr.

Tom Nason (I), merch. assoc. Ron Berman

time and evening) for the 13-week

introduction: Los Angeles. 144: San

Diego, 87; Phoenix, 135; Tucson.

126. Three 1.000-line black and one-

color ads were proposed to run every

third week in 13 newspapers in the

same markets.

In addition to the tv-newspaper

core, double-page two-color spreads

were set in four Southern California

and Arizona grocer) trade publica-

tions: The Commercial Bulletin.

Southern California Grocer's Journal,

Food Mart Sews, Arizona Grocer.

"Tn-store merchandising focused on

the 'Finger-Tip' concept," says ac-

count executive W. C. Anderson. "A
plastic hand in gold sprouted from

our store dump bins. It was intended

to recall immediate!) the closeup of

the graceful hand that opens the com-

mercial and. hopefully, the accompa-

ny ing audio: "Only Leslie remembers
that you are a lad\.' " Shelf-talkers,

wire hangers, channel strips and

dealer mat service helped complete

the collateral support.

Forty-seven percent of the Leslie

ad budget went into the introduction

which kicked off in mid-Xovember.

1958.

"The introduction proved the

soundness of the marketing and media

strategy, ' says Leslies sales v. p. Ron
I Please turn to page 71)

MEDIA EMPHASIS was planned by (I to r) Clarice McCreary, timebuyer for H-C.H&M, a.e. W.C. Anderson and media director Jack Davis

emphasis changed lokeep abreast i" would hat* to spend these amount eac,

change
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START OF pre-scoring process is conference between agency and music producer. Above,

Y&R's Paul Blustain goes over copy and storyboards with Mitch Leigh of Music Makers

ORIGINAL MUSIC is composed and performed, completing pre-recorded sound track.

Leigh, above, conducts instrumental group. Final step is for pre-recorded music to be turned

over to film producer for visuals to be made, and for voice track to be added in. Below,

a scene from a Sanka commercial made through Y&R, pre-scored by Music Makers and

filmed in squeeze-motion technique by Transfilm. For advantages of technique, see story

Should you

^ New 'music first' meth-

od is a major commercials

trend. Here agency people

discuss many uses, pitfalls

lewest of the current vogues for

music in tv production is the use of

pre-scoring in tv commercials. This

season saw the rise of special scoring

for tv programs and also an increased

use of original music in commercials.

Now. riding the crest of the music

wave in tv, the technique of pre-

scoring has become a main creative

trend in tv commercials, both live

and filmed.

Pre-scoring is enabling agencies

and producers to face baffling crea-

tive and technical problems which

now lend themselves to simple solu-

tion. Duncan Hines, for example, in-

troduced a new frozen food package

and was able to make a commercial

comprised almost entirely of product

shots by means of pre-scoring. Prior

to the introduction of the technique,

P&G assumed that such a commercial

was impossible to produce effectively.

An advertiser using tv for the first

time, Tek-Hughes, used pre-scoring to

put across a mail offer for brushes.

Johnson & Johnson elected to use

pre-scoring to introduce Big Band

Aid, a new product just being re-

leased.

Ford Motor Co. solved continuity

problems with pre-scoring in its

squeeze-motion commercials made

earlier this season.

General Foods relied on pre-scor-

ing to get across emotional impact for

live-motion commercials used to in-

troduce its new breakfast product,

Tang.

There's hardly a product type that

hasn't turned to pre-scoring in the

past few months. Kaiser used it for

its aluminum foil. Thorn McAn used

pre-scoring for shoe commercials. In-

stant Sanka coffee used it. Utica Club
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pre-score your tv commercials?
beei employed the new technique for

regional commercials. Scott Paper

used it in a Scotties campaign, and

Cutex, Lever Brothers for Praise, and

Boj le-Midway for Aero-Shave are

among pre-scoring's other users.

When a new commercials technique

is taken up by foods, cosmetics, auto-

mobiles, soaps, clothing and house-

hold products, it's news of universal

import to agencymen. Pre-scoring

is just such a technique.

What is pre-scoring? The simplest

definition in relation to commercials

is this: Pre-scoring is the technique

of making the music track first, and
then producing the voice and visual

elements afterwards. There's actu-

allj nothing new in the idea of mak-
ing the music first. But the new ap-

plications are entirely new.

The jumping-off point of pre-scor-

ing in commercials production is ani-

mation, where it's customary for the

entire sound track to be completed be-

fore any art work is done. However,

pre-scoring is now being used with

-queeze-motion commercials and with

live-action film commercials. It was
•also used with a two-minute live com-
mercial during a recent Mary Martin

spectacular.

"Pre-scoring is a major creative

trend in commercials for this coming
season,"' stated Paul Blustain, Y&R's
music director. "We're using twice

as much original music in commer-
cials as last year. Pre-scoring, in par-

ticular, accounts for a lot of this

added music use, and we've gotten

successful results no other method
can obtain." Among the Y&R clients

who have employed pre-scoring are

Johnson & Johnson for Big Band Aids

;

and baby powder, Tek, Kaiser Alu-

minum and Sanka.

Jay Kacin of Compton described

pre-scoring as "A way of indicating

i
to the film producer exactly what's

wanted at each point in the commer-
cial, just as it later delivers to the

viewer the emotional response that's

• ailed for. Pre-scoring is especially

i Please turn to page 44)

HERE ARE 18 TV ADVERTISERS

NOW AIRING PRE-SCORED SPOTS

ADVERTISER PRODUCT AGENCY

FOODS
General Foods Tang Y&R

General Foods Sanka Y&R

P&G Duncan Hines COMPTON

DRUGS, SOAPS AND COSMETICS
Boyle-Midway Aero-Shave JWT

Lever Brothers Praise K&E
Northam Warren Cutex DDB

Woolite Lastic-Lite ; Woolite HOYT

Tek-Hughes Tek brushes V & R

AUTOMOTIVE
Ford Motor Co, Ford JWT

Ford Motor Co, Mercury K&E

CLOTHING

Chemstrand nylon stockings DDB

Thorn McAn shoes DDB

HOUSEHOLD PRODUCTS
Kaiser aluminum foil Y&R
Scott Paper Scotties JWT

Johnson & Johnson Big Band Aid Y&R
Johnson & Johnson baby poivder Y&R

BEER
Utica Club DDB
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$100,000 re-run for a 1936 jingle

^ Chateau Martin capitalizes on radio's remembrance

values in all-new campaign keyed to current problems

^ 23-year old jingle (older than Pepsi's 'nickel') goes

to work in a $100,000 promotion to specific markets

E3.i< k in 1936. an eastern wine

maker beat Pepsi-Cola on the air with

a singing jingle by about four months.

Pepsi long ago ditched its pioneer

"twice as much for a nickel, too,'"

but the wine jingle is still around.

It's had many uneasy moments—in

fact total eclipses, while Chateau

Martin Wines flirted with tv and news-

papers. But now the jingle is back

with the Chateau Martin budget of

roughly $100,000 earmarked for radio

year-round on the Atlantic seaboard.

The reason the jingle has been

brought back is to establish a hook

with the past for a multi-purpose cam-

paign geared to marketing problems

that didn't exist 20 or even 10-years

ago:

• Price. Of growing importance

with the advent of large-scale produc-

ers since the war. price is an impor-

tant emphasis.

• Quality story. An airy jingle

could put this across when aging

processes were relatively uniform. But

now, Martin Lefcort— 320-pound

president of Eastern Wine Corp.,

Bronx,—feels his "aged in oak" pitch

needs bearing down on with many
hurry-up processes in use by competi-

tors.

• Market segmentation. Wine
means different things to different

people, and it must be marketed differ-

ently ( i.e., to the Negro, Spanish, and

general markets)

.

• Dealer attitudes. Increased com-

petition and government regulations

create problems of display and prod-

uct positioning in liquor stores that

have to be hurtled with advertising

that makes sense to the dealer as well

as the consumer.

To meet these problems, Lawrence

Curtis, Curtis Advertising; Co., New

NEW RADIO APPROACH helped Chateau Martin's Martin Lefcort (r), adman Larry Curtis (c.) merchandise to dealers like Milton Cole



ji'ork, brought Lefcort back into

adio. But the way the Chateau Mar-

in symbol I Gaston, the frivolous

frenchman) is now being used is a

ar cry from the days when his jingles

md catch phrases did the whole job.

To be sure, both jingles and Gas-

on I who sings it) have their place

n the metropolitan New York and

Connecticut campaigns which kicked

>ff Decoration Day. Here is how Cur-

is broke down the markets in New
fork and how the approach was

ailored for each:

i 1 i Negro and Spanish. Three sta-

ions were bought on the basis of the

lersonality involved rather than time

Pattern: WWRL (25 60-second an-

louncements per week covering Gos-

>el Caravan, Doc Wheeler, Spanish

"Ireakfast Club). WLIB (30 per

Week). WOV (12 per week). The
ast two buys concentrated on the

Vegro market alone. Commercial for-

nat: Gaston jingle lead-in followed

>y ad-lib commercial by personality-.

(2) Out-of-home audience. This

\a> the target of the general ap-

proach. The basic buy: 40 weekend

i;pots in WOR's Flying Reporter, heli-

opter traffic reports from Friday

evening through Sunday. Here. Gas-

on and the jingle were sacrificed al-

ogether. Specific copy, timed to 30
|econds. was used. Tone of the copy

s factual and direct in keeping with

he mood of the traffic reports.

Behind these buys were some hard
>asics of the wine business. Curtis

joints out that in selecting and mer-

handising media, the wine maker
nust keep the dealer in mind for two
pecific reasons:

• Display. Under a state law. the

lsual point-of-sale pieces are not per-

nitted in liquor stores. It becomes
ncreasingly important to suggest to

lealers ways of displaying the product
tself las Lefcort illustrates in the

)icture on the opposite page).

• Positioning of product. In a

iquor store, shelf space and a dis-

>lav. if you're lucky enough to get

Jne. are only half the battle. If the

UStomer puts the choice (based on
'I ice i up to the clerk, he'll reach for

i brand nearest the cash register. No
natter how large you are along the

•vail, this (and in the case of wines, in

he refrigerator, as well) are the

•rime locations.

To maintain the right set of cir-

I Please turn to page 72)
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CANDY CONFAB: Emil Mogul, MLW&S president, explains role of ad agencies and air

media in America's $2.5 billion candy industry to II visiting candy manufacturer executives

from Italy, Switzerland, Austria, England and West Germany on 2-week study tour of the U.S.

CANDY UNITED NATIONS
IS SWEET ON U. S. TV

I n England, the top spender in tv

is the candy and confection category.

For the first time, this year, it passed

soaps as prime user of tv.

Italian candy manufacturers rank

their advertising media in this order:

111 weekly periodicals: (2 1 radio:

(3) tv; (4 1 posters.

In Austria, the candy industry uses

newspapers and radio along with free

samples to retail shops.

Air media receive little from West

German candy makers, most of the

ad budgets going to newspapers and

movie commercials. Tv commercials

here are usually of three-minute dur-

ation, but they almost all have to be

crowded into a short period prior to

8 p.m. when tv programing begins.

These are just a few of the facts

that were revealed the other after-

noon in the N. Y. agency of Mogul
Lewin Williams & Savior.

It was a sort of United Nations of

the candy industry—complete with

interpreters. Taking part were 11

leading candy manufacturers of Eng-

land and the European continent on a

two-week tour of the U. S. to stud)

American methods of manufacture,

distribution and advertising.

MLW&S was the only ad agency

the) visited. Reason: it has two cand)

accounts representative of both ends

of the U. S. cand\ business boxed

and bar. The bar manufacturer is

Gold Medal, which distributes nation-

ally through supermarkets and chains.

The boxed candy account is Barricini

which distributes through 55 of its

own stores in the East.

Present at this sweet-tooth confab

were Tico Bonomo. Gold Medal head

and Milton Guttenplan, MLW&S
v.p. and a.e. on Barricini. The

overseas visitors appeared impressed

to hear that in the U.S., candy is a

$2.5 billion industry, that 35' , of the

sales are through supermarkets (not

yet a dominant outlet in Europe),

that Gold Medal invests its entire ad

budget in air media I spent nearly

$200,000 in spot tv alone last year)

and buys mostly kid tv shows.

A half-dozen Gold Medal t\ com-

mercials were screened, and the visi-

tors I most of whom didn't understand

a word of the audio I were then polled

for their opinions. The group-Italians,

Germans, Austrians. Swiss and Brit-

ish were unanimous in their praise

of a live-action spot that showed a

small boy in airline garb as co-pilot

of a plane, munching a Bonomo bar.

"Simpatico," "identity, "would go

great in my country" were their com-

ments. European tv can prohabh

look forward to a rash of candy tv

commercials Featuring small boys in

aii planes. ^
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Sacramento

rfv
Looking for "Spending Power"?

You'll find if on KCRA! The first

Audience Composition Radiopulse

ever taken in the Sacramento area

shows a very high adult audience

to KCRA in all time periods . . .

number one in the 6 a.m. to 12

midnight average. Ask your Petry

Man for a look at this Audience

Composition Survey.

More Unduplicated Homes, Too!

The last Pulse Cumulative Audi-

ence Report also shows KCRA with

the most unduplicated homes

reached in the Sacramento area,

both daily and weekly. Low CPM,

too. Wise buy for your clients'

dollars!

PRE-SCORING
{continued from page 41)

good for dramatic impact, and for

giving a tempo and unity to the whole

commercial."

Kacin commented on the broad per-

spectives of pre-scoring within the

film-making craft as well as some rel

strictions of the techniques. He found

pre-scoring to be a basic film tool

and even found it discussed in classic

works on film theory. On the other

hand, he was quite specific on cases

where pre-scoring should not be used,

such as in live-action demonstration

and "pitch" commercials. Nor did he

feel that pre-scoring has anything to

add to dramatized messages.

Marie Gordon of J. Walter Thomp-
son pointed out other practical appli-

cations of pre-scoring: "With pre-

scoring you can be certain that your

timing is correct, and that the action

of the commercial has the right ac-

cents. Two types of live-action com-

mercials that lend themselves espe-

cially well to pre-scoring are those

with highly stylized movement, and

humorous commercials." Miss Gor-

don also noted pitfalls to be avoided,

including commercials that are based

on optical tricks. For these, voice

should come first, and then the opti-

cals, with the music coming last. Also,

certain types of visual stories should

be done first to determine how long

each motion takes. If these were to

be pre-scored, the acting might be

very distorted.

Mitch Leigh, president of Music

Makers, was very enthusiastic about

pre-scoring and found the growth of

the technique partly responsible for

his company's increased activity in

preparing and creating music for

commercials. He said, "With pre-

scoring, you get emotional impact

from start to finish. There's no con-

fusion in anyone's mind as to what's

happening. The viewer knows imme-

diately and intuitively what the feel-

ing of the commercial is. Also, the

parts of the commercial are blocked

out according to musical form, so

that the musical climax and conclu-

sion in the coda corresponds to the

conclusion of the commercial. It's

the emotional payoff on both levels."

Leigh described the process by

which pre-scoring was used in a typi-

cal case. He stressed one point above

the others: "The music producer

should come into the agency confer-

DAVIS
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. . . have never jailed

in building sales for

all kinds of products

from A to Z . . .

/Atlantic Gas

Ij'eneficial Finance

% arling Black Label Beer

H_ 'odgc Trucks

Electricity—Columbus & So.

alstaff Beer

Gillette Razors

I I ills Brothers Coffee

Ipana Toothpaste

Johnson's Wax

Xellogg's Sugar Frosted Flakes

|_ucky Lager Beer

%aola Dairy Products

Nationwide Auto Insurance

% 'hio Bell Telephone

l-osr Grape-Nut Flakes

I uakcr Company

t< adio Corporation of America

Schlitz

I exaco

United Red Feather

-8 Vegetable Juice

TT ilson's Hams

^L-tane

7 ellow Pages

£est

The same creative thinkh

and production know-how
ready to go to work for yo

PHIL DAVU
MUSICAL ENTERPRISE

Inc.

MUrray Hill 8-3950

59 East 54 Street New York 2.
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ence on the commercial as early as

possible." Starting with copy and a

|

storyboard, the music producer cre-

ates a special musical scheme with

parts corresponding to the segments

of the commercial. Each of these

segments then gets a specific emo-

tional mood and is realized through

coloristic use of musical instruments.

If there is repetition or contrast or

development, the pre-scored music

goes to the heart of the structure in a

manner designed to touch off imme-

diate viewer responses. Sometimes

the melody is paramount, and some-

limes musical gimmicks are needed,

depending on the commercial. Then,

after the music is completed, and the

agency agrees that its emotions are

right, it goes off to be filmed and to

have the voice track added.

The completed pre-scored track

( ould also be used to test out a com-
mercial idea, since music costs are

inherently lower than film costs. Film
producers working with pre-scored

tracks find that their job is greatly

simplified, since from the moment
the) start an assignment, they have
a definite idea of how to handle it,

as well as a specific schedule of the

timings within the commercial. In

addition to being able to come closer

to the agency conception of what is

to be filmed, it also regarded as

possible, with experience, to achieve

some savings in filming costs which
ran be turned over to the client.

Leigh was optimistic on the future

of music in commercials. "Up to

now. he said, "some commercials
have glossed over music in a way
they would never handle copy or film-

in". Who ever heard of stock copy
in a commercial, or a spot made en-

tirely of stock footage? Yet many ex-

pensive commercials up to now have
used canned music. Usually the at-

tempt has been half-hearted. Some-
one asks whether there shouldn't be
some music, and someone else says,

'Yeah. Put some in.' The result is

that music has been used as an orna-

ment, or to fill up dead spaces. But
it has never been part of the organic

whole. Now, however, the picture is

changing.

Much confusion on music in tv

commercials has resulted because of

I false comparisons of live perform-

ances with tv, Leigh stated. "You
just can't come across with a 100-

piece orchestra in a tv commercial;

|
it s often a foolish expense. Music for

tv commercials must be designed to

mix with other elements. Also, let's

face it, some tv speakers are too small

to do an adequate job. Music for tv

must be electronic, and the composer

must use electronic devices such as

microphones and control panels al-

most as though they were instruments

themselves. Where an unusual effect

is what's needed, music and electron-

ics should be used to get it. But

in any case, the music must be direct

and simple. The tv commercials com-

poser finds out what the client needs.

With pre-scoring, you meet that need

in the universal language of music.

You go right to it and deliver it. It's

direct and it's emotional. That's all

there is to it."

Pre-scoring appears to be gaining

ground most rapidly in areas where

it has never been used before. Ani-

mated commercials are usually pre-

scored, and squeeze-motion commer-
cials, which use a process like anima-

tion except that actual photographs

are substituted for some drawings, al-

most always use pre-scoring. ^

Ask fhe r^an who cjefs 9ro^
WDBJ is one of the

best buys in

television • . .

anywhere!

WDBJ-TV covers 53 coun-
ties . . . where there are over
400,000 television homes,
$2 billion in retail sales. You
can buy into this rich market
economically and effectively,

for WDBJ-TV furnishes highly
rated shows at comparatively
low cost to you.

For example, THE EARLY
SHOW, best features from
MGM, WB, UA, etc., has an

average daily rating of 14.7.

It delivers viewers for only 95
cents per M on a 5 Plan; 75
cents per M on a 10 Plan.*

Powerful sales-producing
merchandising support
provided, too!

It will pay you to take a
closer look at THE EARLY
SHOW and other "best buys"
offered by WDBJ-TV.

•all cpm> bated on March, 1959 NSI

ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES

Maximum Power

CHANNEL
Maximum Height

ROANOKE, VIRGINIA

7
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things

are

blooming

in the garden of EASTMAN
A "grey fox" with a green thumb has set a new record in the broadcast industry.

The "grey fox" is Bob Eastman who just one year ago this month opened his first office and
announced that Robert E. Eastman & Co., Inc. was in.business.

The record of growth since that time speaks for itself. It is unparalleled in the annals of the entire

exciting industry of which he is and has been so vital a part. No other station representative has

ever traveled so far so fast before.

From an initial group of four radio stations, Eastman today represents 27, of which 21 are in the

top 50 markets of America. From a modest four-man sales staff the company has grown to 18, with !

men presently in New York. The initial office has been expanded to six — New York, Chicago,

San Francisco, Los Angeles, Dallas and St. Louis. The original New York office has been enlarged tc

house the twenty some people now needed to perform the functions of the day.

The increase of national spot business Eastman has brought to his stations is equally impressive.

Jack Sullivan of WNEW says, '"59 national spot figures are 20% ahead of last year". John Box,

Executive V.P. of the Balaban Stations says, "Balaban Station's national spot volume up 187%".

Duncan Mounsey of WPTR says, "Growth has been a phenomenal 77%". We could go on.

Thei'e just isn't space.

For whatever help advertising played in this growth we are naturally gratified. As a matter of

truth nobody is ever more pleased with the success of a client than the agency involved.

Happy Birthday to you Bob and to all your able, dedicated staff. We're pretty certain you'll beat

your own record before you reach the age of two.

jay victor & associates inc.

advertising and public relations

NEW YORK: 515 Madison Avenue, New York 22, N. Y.- Barclay 7-6474

NEWARK: 1225 Raymond Boulevard, Newark 2, N. J.- Market 3-8487



ALWAYS...
a jump ahead

The vibrant enthusiasm of

staying a jump ahead of our

contemporaries is a vital part

of all personnel at KONO
in San Antonio.

It's an enthusiasm that keeps
listeners' ears keenly tuned

to the times ... for first

in news . . . finest in music.

It's an enthusiasm that keeps
San Antonio's largest radio

audience buying at fever pitch . .

day after day.

For remarkable facts about the

"jump-ahead" KONO . . . see your

KATZ AGENCY
REPRESENTATIVE

5000 Watts • 860 KC

JACK ROTH, Mgr.

SAN ANTONIO, TEXAS
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National and regional buys

in work now or recently completed

SPOT BUYS

TV BUYS
Norwich Pharmacal Co., Norwich, N. Y.: A new campaign i

kicking off in top markets for Pepto-Bismol the third week in July

for six weeks. Night minutes are being used, frequencies varying.

Buyer: Allan Hornell. Agency: Benton & Bowles, New York.

General Foods Corp., Maxwell House Div., Hoboken, N. J.: Sched-

ules in scattered markets start as soon as possible for Instant Max-

well House, with night chainbreaks and I.D.'s. Buyers: Grace

Porterfield, Brock Peterson. Agency: Benton & Bowles, New York.

Duffy-Mott Co., Inc., New York: Going into top markets with

Clapps Baby Food schedules of night minutes, to start the third week

in July and run through the contract year. Buyer: Steve Suren.

Agency: SSCB, New York.

Ceneral Mills, Inc., Refrigerated Foods Div., Los Angeles: An in-

troductory campaign is getting off for Refrigerated Bread Sticks in

the top 25 markets. Day and late night 10-Plans are being used.

Buyer: Hale Byers. Agency: Knox Reeves, Minneapolis.

Quaker Oafs Co., Chicago: New schedules are being used again for

Life cereal in its two test markets, Albany and Omaha, via J. Walter

Thompson, Chicago. Markets have been used off and on for past six

months.

Corn Products Co., New York: A two-week schedule begins about

mid-July in about 20 top markets to push NuSoft Fabric Softener;

daytime and fringe night minutes are being scheluled. Buyer: Judy

Bender. Agency : McCann-Erickson, New York.

RADIO BUYS
Armour & Co., Chicago: A new campaign begins the third week in

July for Dash dog food, with Foote, Cone & Belding, Chicago, al-
(

locating $75,000 for spot radio in 33 top markets. Five week sched-

ules, daytime minutes, are being set. Buyer: Gwen Dargel.

Mermen Co., Morristown, N. J.: Schedules are being initiated in

about 30 markets for Skin Bracer, Spray and Stick deodorant. Foam

Shave and Quinsana. Promotion starts third week of July for 14

weeks; day minutes and I.D.'s. Buyer: Herb Gandel. Agency:

Warwick & Legler, New York.

C. P. H. Cigar Co., New York: Kicking off a campaign in major

markets for El Producto. Traffic hour minutes are being scheduled,

for a seven week run beginning third week in July. Frequencies

vary. Buyer: Chiz Craster. Agency: Compton Adv., New York.

Society of the Plastics Industry, Inc., New York: Intensive sched-

ules in the top 50 markets and many minor ones to begin soon as

possible, warning public against dangerous secondary uses of plastic

bags. Schedules of daytime minutes are for four weeks. Buyer:

Red Ennis. Agency: BBDO, New York.
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FOR INCOME

Louisiana's second market in

size is first in buying power.

The $6,455 LBI per household

in Baton Rouge is several

lengths ahead of New Orleans

and Shreveport. To sell

Louisiana, buy advertising

in at least two markets

—

the right two. Buy 2

in Baton Rouge.

NBiC ABC

\m
nil

::<

::<

::<M

i

7

laref

RICH

BATON
ROUGE

•: SM S^

1959

BATON ROUGE. LOUISIANA
R tOOl FT POWER lOO OOO V

REPRESENTED BY HOLLINGBERY

BUYING INCOME
(Metropolitan Area)

$5796*

Shreveport

$5676*

New

Orleans



With the new push for color tv, SPONSOR ASKS:

Is your market ready for

RCA is initiating a new promo-
tion for color sets; network color

programing will be increased.

Here station men discuss color

tv's potential in their markets

Tom Chisman, president, WVEC-TV,

Norfolk, Va.

Color tv in the Norfolk market is

in much the same position that a

thing called "prosperity" was in back

in the '30s—just around the corner.

And like prosperity it's not going

Wont be

ready till all

manufacturers

get behind it

to make that corner until the people

directly involved in set manufacture

and distribution get together and

provide a workable program involv-

ing all phases of color, programing,

distribution, promotion, price, trans-

mission, and so on.

No one outfit can break the bar-

rier of selling color tv to the public

although RCA must be given a great

deal of credit for trying. However,

there are so many reasons for the

lack of genuine acceptance on the

part of the consumer that no single

factor is to blame.

A number of people have felt that

price was the factor and it struck me
as rather unusual that only last week

at a big color conclave price was

again and again brought into the

picture as the major problem and

that once the price was brought with-

in "reasonable" limits the color tv

project would be solved.

I am inclined to disagree with this

wholeheartedly. Today our entire

economy is based on credit and it

isn't any harder to purchase a color

tv set on credit than it is to buy an

automobile, refrigerator, air condi-

tioner or any other appliance normal-

ly found in the household.

From where I sit here in the Nor-

folk market, the only way color tv set

sales can receive anything close to the

impetus needed to make any impact

on the consumer market is for a

group of the set manufacturers, not

just one. to get together and launch a

cooperative color tv drive. If this

were done in our market, where no

one has pushed color tv at all for the

past two years, something might be

accomplished. If this manufacturers

push were coordinated with a con-

tinuing promotion campaign by deal-

ers and distributors in Norfolk, dem-

onstrating the quality and attractive

characteristics of color tv I feel there

would be no lack of customers. How-
ever, none of the better dealers in

Norfolk have made any attempt to

push color tv and without that local

enthusiasm no project for color will

get off the ground.

Another reason for the lack of

color tv enthusiasm in Norfolk is the

unfortunate transmission problems

we have had. Until recently the cable

from Washington, D. C. to Richmond

was so bad that dealers, if they want-

ed to, wouldn't take the chance of

showing color sets with the type of re-

ception received.

Like the set manufacturers prob-

lem, which finds only one company

trying to put across color tv, the net-

works are in a similar position. Only

one network does any consistent color

programing and unfortunately that is

not enough to influence the customer

to run out and buy a color set.

I don't think that the trend to color

tv will assume any proportions of im-

portance until the manufacturers, the

dealers and distributors and the net-

works sit down together to work out

a comprehensive all-out program cov-

ering all phases of the problem and

institute a sustained drive to put color

tv in every home.

Once they prove, through sufficient

demonstration and continuing pro-

motion, that color tv is here—now;

that the programing is sufficient to

warrant a new set in the home, and

that the equipment is guaranteed to

provide quality color without necessi-

tating expensive adjustment contracts,

the proponents of color tv will find

that prosperity can turn that corner.

Bill Putnam, president, WWLP, Chan-

nel 22, Springfield, Mass.

Our market here in Springfield,

Mass., has been ready for color 'tv

since it was first announced as being

available. Our question is, is color

ready for us?

Ry this I mean, are the manufac-

turing powers-that-be, going to get

together and come up with a color tv

set that will be in a reasonable price

range for the average family. To date

the major manufacturers have sat

back like fat cats and waited for one

manufacturer, RCA, to do the entire

job of pioneering the color market.

RCA has done a magnificent job,

there's no question of that, but it's

still too big a job for one company.

Refore color can make that final

breakthrough the other manufactur-

ers are going to have to pitch in and

help both in finding a properly priced

set and in launching the national pro-

motion and exploitation pitch that

will be needed to move any impor-

tant number of color tv sets.

Springfield is

ready, but set

prices too high

As far as preparation of our mar-

ket for color tv, although the dealers

and distributors (with of course the

exception of the RCA people) have

not given color any kind of a sendoff,

the impact has been tremendous.

Those who have color tv in the mar-

ket are crazy about it and the word-
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Advertisement

color tv?

of-mouth publicity they give color is

better than the little advertising color

now gets.

The reception of color in our area

is, and I'll quote our chief engineer,

George Townsend. "Fantastic." There

is very little adjustment necessary

and from research we have done, the

uhf band which we are on provides

a picture of better quality for color

than any of the vhfs in this area.

In my estimation the time is ripe

for the push that will get color off the

ground and again I refer to the price

factor. Once the manufacturers come
out with a reasonably priced set, the

people who have been holding off on

buying color will have no further rea-

son to hold off and within a short

time all the figures that General Sarn-

off has been forecasting for some time

will become actualities.

There have been a lot of extremely

amateurish diagnoses about color tv

from people who don't know any-

thing about color tv but who unfor-

tunately give their "expert" opinions

about it. based on problems "a friend

of mine with a color set" had en-

countered. Inasmuch as no one, par-

ticularly the dealers, attempts to dis-

pute these varied but inaccurate "ex-

port" opinions, the general climate of

color tv set sales is unhealthy and
needs a solid uplift via heavy promo-
tion and demonstration to prove that

most of the problems in color, par-

ticularly along reception and adjust-

ment line, have been overcome.

If effective methods of mass dem-
onstration of color could be initiated

and many of the potential customers'

fears regarding color could be laid to

rest, a real swing to color could be

created. The color programing to-

lay, although still not sufficient to be
a major factor in breaking the price

line, is good. And eventually any-

thing good sells. It has already been

demonstrated that color programing
has a much higher viewership than

black and white and this should be

indicative of color's potential.

(Please turn to page 73)

ADAM YOUNG ASKS:

Must public

all follow one
rigid pattern?

Adam Young

Lengthy public service discussions had their day

when radio consisted entirely of fifteen, thirty, sixty

minute programs. In that context, long periods of

conversation and discussion had a place.

Nowadays people listen differently. They're constantly on the move—now
in one room, now in another, in the vard. on the road, on the beach.

Many alert, modern broadcasters were quick to perceive that new ways of

living would result in new ways of listening to radio. As a consequence, they

developed a different kind of radio programming. Brevity is now the order

of the day. The public needs, wants—and therefore is getting all its radio

in programs of five minutes or less.

Every musical selection, every newscast, every weather announcement, every

family game, every vox pop feature is a program unto itself. So— in effect

—

is every commercial.

How do these changes affect the techniques of public service programming?
While inflexible operators continue to fill the air with deadening chatter that

chases audience away, modern, unrigid broadcasters have creatively cast

public service into short "programs," in tune with audience habits. Now.
instead of infrequent, drawn-out, audience-dispelling discussions, a cause

benefits from saturation-frequency announcements. The same creative and
scheduling techniques which sell advertiser wares, also promote valid religi-

ous, agricultural and educational ends. And more people are getting the

message more often.

Mention of "more people" brings us to another significant consideration.

The size of a station's public service performance is inextricablv bound up
with the size of its audience. The fact that more people choose to listen to

a station indicates not only that the station serves well, but also that govern-

ment, church, charity, schools, police and other agencies are assured of a

"market ' for their vital messages. Which is better? 15 minutes of conver-

sation on the eighth best station? Or 15 spots on the most popular station?

It is not at all difficult to answer.

Next time somebodv sheds doubt on a stations public sen ice effort, ask two
questions: I 1 ) Is he a competitor, substituting a side issue for a main one?

(2) What makes him think there is just one way to serve the public interest?

ADAM YOUNG INC.
Representing all that's most modern and efficient in today's radio

NEW YORK (3 E. 54th St.) • ATLANTA • CHICAGO • DETROIT
LOS ANGELES • ST. LOUIS • SAN FRANCISCO
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Snip. Just like that We've cut through

the maze of rate structures and policies

in VTR-land. Crown Stations, first in

the nation with videotape, have

adopted this videotape policy:

• No charge foi VTR playback

• No VTP facilities charge for re-

cording provided tape is used on

a Crown Station. ( Live studio and

rehearsal charges apply

)

• Tape furnished free and held for

14 days if used exclusively on

Crown Stations. Otherwise standard

tape charges apply.

Period. Want more specifics?

Ask the man from Blair-TV.

The Crown Statiois
OF THE PACIFIC NORTHS
KING-TV • KGW-TV • KRE

IS1

"I".
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What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
II JULY 1959

Copyright l»M

SPONSOR

PUBLICATIONS INC.

The daytime broadcasters have lost again in their bid for longer operating

hours, and this time the defeat appears to be very, very final.

They still have one arrow in their bow: the Senate Foreign Relations Committee this

week once again took up the NARBA and U.S.-Mexican treaties on use of frequencies, pacts

which the daytimers have been able to block in the past.

There is little evidence that the FCC looks with any kindness on the deadlock over these

treaties, however. The Commission is very anxious to secure ratification, because as matters

stand no nation could be condemned too strongly if it jumped another nation's frequency in

this hemisphere.

Commissioner Rosel Hyde negotiated the agreements, did everything he could to push

claims of all U.S. interests, including the daytimers. He labored long and mightilv and had

the approbation of all, again including the daytimers. Then the daytimers turned around and

blocked his treaties in the Senate on the grounds they would foreclose longer daytimer hours

on Mexican and Canadian channels.

It showed an unusual display of power, and part of the reason the daytimers were able

to swing it was most undoubtedly the long FCC delay in finally disposing of clear channel,

daytime skywave and daytimer proceedings.

The Commission has now finally decided to turn down the daytimers' compromise pro-

posal for operation from 6 a.m. or sunrise, whichever is earlier, to 6 p.m. or sunset, which-

ever is later. The first proposal would have been 7 a.m. to 7 p.m.

All other radio stations, meanwhile, back the FCC most vigorously in pleading for

Senate ratification of the treaties.

The Senate Commerce Communications subcommittee once again stages a

battle royal between competing methods of extending the range of tv stations.

Involved are community antenna systems, boosters and small-town tv stations which want

protection from any method of bringing in metropolitan tv programs.

At issue are bills backed by the FCC to legalize the on-channel boosters plus one requir-

ing CATV systems both to have the consent of the originating stations and to carry the local

tv station if asked to do so.

Another bill introduced by Sens. Frank E. Moss (D., Utah) and James Murray, (D.,

Mont.) would forbid CATV systems if they adversely affect local tv stations or the establish-

ment of a local tv service.

Sen. Gale McGee (D., Wyo.) summed up one side of the battle with the comment that

one or two "super stations" could serve the entire nation by use of such devices to

spread their signals. He asked if anybody could wish such a situation to come about.

Sen. John Pastore (D., R.I.) summed up for the other side. He accused the small local

stations of wishing protection from competition, cited the conflict between the desire of

everybody to encourage local stations as against the fact that people are able to get a choice

of programs by the devices in question. He added that once you give people tv. you will have

a pretty hard time taking it away from them.
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,Marketing tools, trends, news,

in syndication and commercial

FILM-SCOPE

54

NIELSEN ARB

21.5 15.7

14.4 10.4

— 27.2

29.4 11.6

17.5 16.0

17.5 15.0

— 34.3

28.3 —
16.2 —
21.0 —
20.7 17.6
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II JULY 1959 Srhaefcr Beer (BBDO) will unify its syndication programing this fall with the

cmriikt if» purchase of ITC's Four Just Men in five to nine Eastern markets.
sponsor

Lggj. season Schaefer used as many as three different syndicate shows. It plans, however
publications inc.

to cont }nue usmg iate snow "special" features in the New York market.

Four Just Men is ITC's first brand new syndication property since the company organ

ized last fall. International names are starred in this British-produced series.

Syndicated programs have an inherent advantage of up to 15% over networlt

programs in viewing opportunities because of time-period differences and overlap

coverage.

In a CBS Films study of the East Coast area served by New York, Philadelphia, Nev

Haven, Boston, Providence, Washington and Baltimore, almost 2 million out of 12.1 mil

lion tv families can tune in on just two markets.

This choice does not boost the audience potential of network shows where both market:

are carrying shows at the same hour as much as syndicated shows can, because differen

days of the week or different hours serve to double viewing opportunities.

Two new large feature film packages have reportedly been quietly put into dis

I ii I ml ion by film syndicators.

Screen Gems is handling the Goldwyn features package and is understood to have ahead)

approached CBS o&o's as likely buyers.

UAA is also moving the RKO package of 700 features, although it has refrained frorr

advertising the move.

Syndication strategy in the past on "sleeper" sales used this doubly-effectivi

weapon : The early buyer feels he is getting first crack at the properties, and then after t

deal is made, the distributor can talk about pre-sold grosses when the property is announcec

to the trade.
^^

When Amoco switched from network to syndication this past season with U. S

Border Patrol, it apparently also proved that a regional show with an "off season'

spring start has no ratings disadvantage.

Despite the mid-season premiere, CBS Films' U. S. Border Patrol via Joseph Katz earner

an 18.1 Nielsen in 20 markets and a 17.0 ARB in 30. cities.

These early ratings are further evidence that syndication is not tied to Septembei

premieres and shows can do equally well with other starting dates.

Here's how Nielsen and ARB rated the other-than-fall starters in 10 cities:

MARKET STATION & TIME

Albany-Schenectady WAST-TV, Fri., 7:30 p.m.

Baltimore WJZ-TV, Sun., 9:30 p.m.

Baton Rouge WBRZ-TV, Tues., 6:30 p.m.

Boston WBZ-TV, Wed., 7:00 p.m.

Charleston-Huntington WCHS-TV, Fri., 10:30 p.m.

Cincinnati WCPO-TV, Fri., 10:30 p.m.

Duluth-Superior KDAL-TV, Thurs., 7:30 p.m.

Greensboro-Winston-Salem WFMY-TV, Thurs., 7:30 p.m.

Providence WPRO-TV, Thurs., 7:00 p.m.

Rochester WROC-TV, Mon., 7:00 pm.

Ten-city average



FILM-SCOPE continued

CBS Films' Fred Mahlstedt takes exception to reports on practices of Japa-

nese tv stations with U. S. film (FILM-SCOPE, 27 June).

Says Mahlstedt: "Our experience in selling to Japanese stations and networks is that they

are completely honest and husinesslike in their dealings with us and that prints are returned

as quickly as from any other foreign country."

Adds Mahlstedt: "We have a representative, Sekiya & Co., Inc., in Japan who monitors

station programing constantly and to the best of our knowledge, no indication of unauthor-

ized programing use has ever come to their attention."

Incidentally, the reason for low prices on U. S. films, explains Mahlstedt, is the limited

import quota set by the Japanese government.

There's little chance in the immediate future of syndicators banding into a

trade association for the specific purposes of promoting the use of syndication and

developing research that would help sell syndication.

Even though several film firms have showed interest in such a suggestion made a month

ago by Leslie Dunier. of Mogul. Lewis, Williams & Savior, no overt moves to bring the trade

together for a discussion has been in evidence.

Syndicators admit they're disturbed by the spot tv melon that is increasingly being divid-

ed up in favor of spot announcement at the expense of film programs, but their lack of interest

in a trade association stems from these two dilemmas:

1) That non-participating companies would gain from the joint research activities.

2) With two of the syndication companies controlled by networks, these two subsidi-

aries would have the embarrassment of pitching against their own o&o spot salesmen.

COMMERCIALS

Pre-scoring in commercials has become an important creative vogue over the

past few months.

While pre-scoring has long been standard practice in animations, the technique

of making the music first and the visuals later has found new applications to solve

commercials problems formerly considered impossible to handle.

Pre-scoring has proved especially valuable in live-action stylized commercials.

in squeeze-motion, and in handling a long series of product shots.

However, pre-scoring has had less outstanding results for demonstration commer-
cials or spots than depend on a complex visual approach, but new uses for the techniques are

foreseen for the 1959-60 season.

For details, see page 40. this issue.

Automotive advertisers this season continue to explore the unusual opportu-

nities of location production overseas.

Chevrolet made a 21/o-minute spot in Paris which featured a driverless convertible mak-

ing a tour of that citv.

Arco Film, the producer, used remote radio controls, and was able to divert traffic up to

half an hour from key sites.

The commercial won first prize in its category at the Cannes festival.

Horace Schwerin, speaking in London last month, pointed to three common
errors which miss the vital promise in a commercial.

They are: (1) Neglecting the brand and just selling the product. (2) Criticizing the

competition instead of selling your brand, and (3) Praising the brand while forgetting the

consumer.

Responses by 1 1. S., Canadian and British viewers were described as basically alike in

motivation, fluctuating least with logical commercials and most with mood commercials.
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A round-up of trade talk,

trends and tips for admen

SPONSOR HEARS
JULY 1959 Madison Avenue gossip this week is concentrating on this item: That General Foods
omriibt its.

is mulling a gw jtch for Sanka from Y&R.

The brand has been with that agency since its innovation.
SPONSOR

PUBLICATIONS IMC.

Agencies are finding that the cost of a name entertainer to handle commer-
cials only on an exclusive basis can be almost as high as though he were engaged

for a program series.

Take Edgar Bergen, for instance. His price for linking himself to a single product

in the form of commercials is $7,000 per week for a minimum of 52 weeks.

Local radio continues to strain to provide listeners with all sorts of gimmick
contests.

Variations of the hideaway charade and tune guessing contests continue to flower.

Meantime this type of prize participation is getting a big play: mystery characters circu-

late in public places, palpitating to be identified.

Have you ever wondered how an agency goes about selecting summer re-runs

from the film series carried on the network during the regular season?

sponsor made a spot check and found that the choice is left pretty much to the tv

supervisor assigned to the account. His list, as a rule, is automatically approved by the

head of the tv department.

You've been around the business at least 20 years if you can remember when:

• P&G's total air time budget was around $6 million—and this included spot.

• General Mills sponsored local ball games in 78 markets to plug Wheaties.

• Leo Burnett's No. 1 air account was Pure Oil ($300,000).

• All of radio's time billings added up to $120 million gross.

• NBC advertised itself as the "World's Greatest Broadcasting System."

• Jack Benny pushed the Chase & Sanborn Hour out of first place.

• Ma Perkins wrested the soapers' leadership away from Guiding Light.

• The number of radio stations came to 774 (today it's around 3,900)

.

• Calendar note: All the above happened in 1939.

Do you know why Chicago agency people are kept ever so much more conscio

of radio than their brethren in New York?

Chalk this down as one pretty good reason: In Chicago, matching golf scores and thi

like is passed up by reps for the more fascinating and educational pastime of quot

ing parables about misadventures in radio thinking.

To cite a couple:

"Today both buyers and sellers of radio are trying to climb over mole hills

instead of mountains."

"It's too bad that people dealing with radio don't realize that they can soar like eagles,

rather than flap around like barnyard hens."
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\in the public interest..."

Community service is a most important facet of a radio station. That's why, in addition to strong public

service programming and vigorous support of civic activities. KNX stages a continuing series oJ events in

its Columbia Square home. The most striking of these displays is the KNX Armed Forces Week each May.

This year 75,000 Southern Californians saw the latest in space age weapons and probes. No less significant,

was our Youth Science Fair featuring the exhibits of outstanding high school students selected from over

200 Los Angeles County high schools. Last year during the Christmas season, choral groups from all over

the Southland came to sing for highly appreciative KNX listeners. A man is known by the company he keep-.

So is an advertiser. That's why it pays to keep company with KNX Radio ... Southern California's ~1 radio

-tation for community service.

Represented by CBS Radio Spot Sales



WRAP-UP
NEWS & IDEAS
PICTURES

TRAFFIC REPORTS earn awards for WPEN,

Phi la., co-sponsors DeSo+o, Sun Oil. Shown

(t-r): Gene Freed, DeSoto; T. S. Dulce, Safety

Council; Joe Morrison, s+a., traffic reptr.; Sun

Oil's T. S. Horriclcs; M. Arnold, sta. mgr.

SITTING ON TOP of the world is WAKE,
Atlanta's hit parader, Bob McKee, who took

to the air in Foremost Dairies' giant balloon

—largest in the world—to deliver broadcast

30 above the Broadview shopping center

WATT A PARADE! Celebrating it's increase to 1,000 watts of power, WZIP, Cinn., sends a

huge float through the downtown area. Sharing limelight with models is Don McCarty, anncr.

WATCH OUT! To plug Sane and Sa;

Fourth campaign, WBZ-TV, Boston, hoi

ed sedan 50', let it drop to cement blol

to simulate head-on crash via live pick

{

BARED BACKS are tan in Texas ft

lowing recent suntan contest staged

KIXZ, Amarillo. Winner is shown he

with Dennis James, station's program

SPONSOR • M JULY ]
{->5
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DOD OLD SUMMERTIME was musical back-

ound for Gay Nineties party staged in Los

lgeles by Stromberger, LaVene, McKenzie for over

media reps. Usual "free lunch" went with brew

OWAAAH! Led by 1908 Pierce Arrow,

1909 Ford, 96 cars get underway in Fifth

Annual Antique Auto Tour. Two-day, 150-

mile excursion was given special coverage

by WOOD, WOOD-TV, Grand Rapids

APPY ANNIVERSARY TO YOU! was the serenade of hundreds of "emulsified dirts" to Lestoil's Jacob Barowsky, president of Adel

hemical Co. Special film was produced by Robert Lawrence Animation, New York to mark occasion of Adell's 25th anniversary celebration

ponm.k 11 july 1959 59



7-COUNTY PULSE REPORT

KALAMAZOO-BATTLE CREEK AREA — MARCH 1958

SHARE OF AUDIENCE — MONDAY-FRIDAY

6 A.M.- 12 NOON
12 NOON -6 P.M.

6 P.M.- 12 MIDNIGHT

WKZO Station "B" Station "C"

32

29

30

22

22

20

10

10

11

BUT... WKZO Radio Makes You Feel Like A Ruler

In Kalamazoo - Battle Creek And Greater Western Michigar

WKZO Radio rules more listeners than any other radio
;

station in the big Kalamazoo-Battle Creek and Great

Western Michigan market. On WKZO Radio you get

an audience 43% larger than that of the next station!

Pulse proves that WKZO Radio holds an astounding

margin over other stations with leadership (6 a.m. -12

midnight, Monday through Friday) in all 360

quarter hours.

Add WKZO Radio to your sales staff in Kalamazoo-

Grand Rapids and Greater Western Michigan. See you

Averv-Knodel man for more information!

,

jfiLouis XIV became King of France in 1643 at age 5 and reigned for n

years until 1715.

t*'
TV-.

:?f

WKZO-TV— GRAND RAPIOS-KALAMAZOO
WKZO RADIO— KALAMAZOO-BATTLE CREEK

WJEF RADIO— GRAND RAPIDS

WJEF-FM— GRAND RAPIDS-KALAMAZOO
WWTV— CADILLAC, MICHIGAN
KOLN TV— UN ^ LN, NEBRASKA

Associated with

WMBD RADIO— PEORIA, ILLINOIS

WMBD-TV— PEORIA, ILLINOIS

WKZO
CBS RADIO FOR KALAMAZOO-BATTLE CREEK

AND GREATER WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives
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ADVERTISERS

NBC TV last week previewed its

latest study in customer accelera-

tions before a gathering of ahout

200 auto admen in Detroit.

The latest factors dealt with slo-

gan identification and new-car opin-

ion, the self-image of a car prospect

in terms of what he looks for and

what buyers' opinions are on small

and foreign cars vs. the standard

line.

Here's the latest (1959) compari-

son of buyers-shoppers-dealers'

shares of preferences in media,

plus actual shares of expenditures,

as noted in the survey:

MEDIUM PREFERENCES EXPENDITURES

T\ 60$ 35%
Magazines 1<">', 25%
Newspapers 22 ( 40%

The Wander Co. has different tv

plans for Ovaltine come the fall.

For children appeal the money will

go entirely to network moppet-time

programs.

It will continue with spot for adult

targeting via dav and night minutes.

Tatham-Laird is firming up the

buys.

Campaigns:
• The Squirt Company, Sher-

man Oaks, Calif., has prepared a se-

ries of tv spot announcements which

are currenth being made available

to participating franchise holders.

The announcements are of 10-second.

20-second and 60-second duration and

feature a combination of live-action

on film and animated jingles. The

agency: Honig-Cooper, Harrington

& Miner.

• Knickerbocker beer will spend

about $100,000 on a summer spot ra-

dio campaign in the New York met-

ropolitan area. Funds for the cam-

paign have come from the brand's tv

budget. The announcements, to be

carried by WABC, WINS, WMCA.
WNFW and WOR. will run at the

rate of 85 per week ( mosth minutes I

.

seven days a week, from 6 a.m. -6 p.m.

Most of the spots are scheduled with-

in news and personality d.j. shows.

Via radio Knickerbocker aims to

reach vacationers and listeners trav-

eling in autos. The agency: Comp-

ton Advertising, Inc.

• Fizzies, Warner-Lambert's in-

stant effervescent drink tablet, has

boosted t\ expenditures backed In a

new merchandising display as pari of

an intensive, eight-week, "hot weath-

er" campaign. Spot l\ expenditures

in 175 marketing areas will be dou-

bled, with the spots appearing large-

l\ on children's programs. The agen-

cy : Farlej Manning Associates, New

York.

Promotions:
• Serta mattress, inaugurated a

"Christmas in July' campaign via

helicopter in Providence, R. I., last

week. Accompanied b\ a local Serta

representative, WICE personality.

Jim Hines, decked out a~ Santa Claus,

flew a route chartered b\ local deal-

er store location. He hovered above

each store and broadcast a salute to

the particular dealer below. The

agency: Arnold & Co.. Boston.

• National Carbon Co., divi-

sion of Union Carbide, makers of

Eveready radio batteries, as the high-

light of its 6th annual Portable Radio

Month promotion, selected Fern

Troutvine. WPFB, Middletown, Ohio.

ps the outstanding woman broadcast-

YOU CAN SELL
ANYTHING

SUCCESSFULLY
0NWBC
RADIO

MPORTANT TO ADVERTISERS . . . NATIONAL AND LOCAL:
i i.

t isn't every medium that can point to proof of its sales effectiveness. On the
?

ollowing pages you will find positive proof of the selling power of WBC Radio
stations for a wide variety of products. Many of these success stories come from
ocal advertisers—men who are closest to moving goods on the local level . . . and who
phoose WBC radio because they know it reaches more people at less cost than i

other medium. I Broadcasting is basic. Basic regardless of whether you're sell:

1 'ocal or nationally distributed products. WBC is proving it with results like these
'very day. That's why no selling campaign is complete without the WBC stations.



er of the year. More than 2,000 sta-

tions across the country were polled

for their nominations for the award.

The agency: William Esty.

Merging: Orr Industries, Opelika,

Ala., with the Ampex Corp., Red-

wood City, Calif. In essence, Orr be-

comes a division of Ampex, and will

continue to operate under its own
name, in Opelika. with its present fa-

cilities and personnel.

AGENCIES

George Gribbin, Y&R president,

needled the advertising industry

for not keeping pace with the

progress of products it promotes.

Speaking before the annual con-

vention of the Advertising Associa-

tion of the West. Gibbin posed these

rhetorical questions to advertising

agencies:

• Is the agency working closely

with its clients' research and devel-

opment groups?

• Is the agency planning and do-

ing the kind of research that will

help advertising keep pace with

the upcoming changes of the scientific

revolution?

• Is the agency becoming "adven-

turesome and revolutionary in its cre-

ative activities?"

He also called for agencies to get

involved with products that may
never get off the drawing board, and
called on advertisers to bring the

agency in on product development.

"Above all," Gribbin concluded,

"we should share our research.

Medicine has made great strides be-

cause discoveries have been shared.

Advertising research has been held

back because discoveries have been

hoarded."

Agency appointments: Stephan

Distributing Corp., maker of Ste-

phan's hair lotion, billing $1,000,000,

from Cunningham & Walsh, to Peter
Finney Co., Miami . . . Chiquita's

lOO'/r Pure Canned Mashed Bananas

to Young & Rubicam . . . Fabri-

con. to Rossi & Co., Detroit.

Publication note: TV Advertising

(Harper), by Arthur Bellaire (BB-

DO) , an authoritative guide and prac-

tical handbook on the subject, hits

the bookstores 22 July.

Personnel moves: William D.

Fisher, radio and television program
director, Gardner Advertising Co.,

St. Louis . . . Raymond F. Marcus,
account supervisor on Helena Rubin-

stein, Ogilvy, B. & M. . . . Paul L.

Field, tv producer, Benton & Bowles

. . . Charles K. Ramond, technical

director, ARF . . . David H. Pol-

inger, account executive, Lewis &
Polinger, Birmingham, Ala. . . . Bar-

bara Lappin Pearl, media director,

Nides, Cini, Adv., Los Angeles, Cal.

Thev became v.p.'s: Edwin L. Leet,

EWR&R, W. S. Walker Div., Pitts-

burgh. Pa. . . . Roscoe W. Sturges,

Jr., Y&R . . . William P. Overend,

Grey ... At JWT, Chicago: G. Mat-

negro radio for
metro new york

FUDGE BY THE TON
'WBZ helped us expand our

operation . . . noiv helps us

sell more than a ton

of fudge a week!"
GALO PUTNAM EMERSON

Putnam Pantry Candies

Danvers, Mass.

CAME THE DELUGE
"Your solicitation for distributors

brought a profitable deluge of

'phone and written response. It also set

our people afire with new enthusiasm!"
BILL CAVANAUGH, President, Bonus Living Opportunity

—Nutrilite Food Supplement (Distributor-recruiting campaign)

200 HAPPY BRIDES
"Overwhelmed by response from i

In one day received close to '

two hundred letters from brid

all over New England!"
BETTY GOODMAN

Tribune Publishing Company
(for "Bride Prefers Promotion") I

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE fes <c STATIC



thews Baxter; Paul Lehner; Thomas

J. O'Connell, and John L. Van Sant.

ASSOCIATIONS

Here are some of the latest NAB
developments :

• The tv board approved a great-

l\ expanded tv information pro-

gram to be policied by a special

committee, composed of network and

sponsor representatives.

• The radio board adopted a reso-

lution praising the work done by the

Ml Industry Radio Music License

Committee, which has just obtained a

favorable eontraet from ASCAP.
• The board of directors urged

, support for legislation which would

elear up the "equal time" snarl.

Convention notes: the 4A Western

Region convention will be held 18-21

October, at the Santa Barbara Bilt-

more and Miramar hotels in Santa

Barbara, Calif . . . Robert SarnofT will

keynote the fourth annual BPA con-

vention in Philadelphia, 2-4 Novem-

ber.

This 4n' data: The 4A*s has issued

its 1959 "Roster and Organization,"

listing 339 member agencies . . .

Social note: The RTES will hold its

first annual "Fun Day Outing,"

Thursday, 30 July, at Pelham Coun-

try Club, N. Y.

Kudo : The veterans of Foreign

Wars' Americanism award to the Con-

necticut Broadcasters Association, for

its sponsorship of the Voice of De-

mocracy contest.

Personnelities: Robert Light,

formerly managing director, elected

president, Southern California Broad-

casters Association . . . Harwood
Hill, executive v.p. of Publicidal

Badillo. Inc., San Juan, elected presi-

dent, Advertising Agency Association

of Puerto Rico.

They were elected officers: Rhode

Island Broadcasters Association:

president, Milton Mitler, WADK,
Newport; v.p.. Edward Boghosian,
WJAR-TV, Providence and secretary-

treasurer. Zel Levin, WWON, Woon-
socket . . . Adcraft Club of Detroit

:

president, Wendell Moore, director

of advertising. Dodge division. Chrys-

ler Corp.; first v.p., John Pingel,

v.p., Brooke, Smith, French & Dor-

rance; second v.p., Toby David,

CKLW, Detroit, radio and tv per-

sonality ; secretary to the board,

John Bowers, manager, Ford car

advertising division, and treasurer,

Robert McKown, presidential assis-

tant, D. P. Brother & Co.

FILM

Expansion was the keynote of

three tv film company moves re-

vealed last week.

They were:

• 20th Century Fox, in setting

up an international tv wing under

managing director Alan Silverbach

to distribute 20th and other product

abroad and also to handle foreign tv

productions here.

• Filmways, which is construct-

ing one of the largest tape and film

studios in the east, and which added

an additional space for its headquar-

ters.

• Columbia Pictures, following

its buy-out of Briskin Productions,

NIW HAMPSHIRE

IT'S THE BERRIES
/<> independent and chain-store

snrmarkets, sales doubled and even

tripled in the period of our

<.te spot commercials on WBZ."
N 'IONAL CRANBERRY ASSOCIATION

)cean Spray Cranberry Juice Cocktail)

HOMES! HOMES! ALL SOLD OUT!
"We had signed for two sets

of week-end commercials—

but were sold out after

the first week-end."

ROBERTS HOMES. INC.
Chelmsford. Mass.

TRAFFIC STOPPER DeSUZE
"Congratulations to WDZ's DcSnze!

About 20,000 cars stopped orcr

the three-day holiday to get the autumn

tourist kit you alone announced."

JOHN BRENNAN, New Hampshire State

Planning and Development Commission

WBZ Boston
REPRESENTED BY AM RADIO SALES. INC.



appointed Irving Briskin West Coast

administrative v. p. of Screen Gems.

Sales : ABC Films reports The Peo-

ple s Choice sold for stripping to

\\ CBS-TV, New York and Kl TV,
Los Angeles . . . Arrow Productions,

the re-run division of 1TC, reports a

0-month volume rise of 21% over

last year; properties include Susie,

Sgt. Preston and 9 others . . . Sta-

tions huying CNP's Boots and Sad-

dles—the Story of the Fifth Cavalry

include WVEC-TV, Norfolk; WBRC-
TV, Birmingham; KPTV, Portland,

Ore.; KTVO, Ottumwa; WSOC-TV,
Charlotte; WSJS-TV, Winston-Salem;

WDBJ-TV, Roanoke; WTVY, Doth-

an; WTVJ, Miami; and KTNT-TV,
Seattle . . . Governor Television has

sold Bucky & Pepito color cartoons

to WNTA-TV, New York; WGN-TV,
Chicago and KCOP, Los Angeles.

International: Mickey Mouse Club

will be the second Walt Disney pro-

duction to be offered to Japanese

viewers, according to Hakuhodo
Advertising of Tokyo. It will be

carried on the NTV under the spon-

sorship of Ajinomoto. a flavoring.

The Disneyland series is already car-

ried on the Nippon Television Net-

work under the sponsorship of Mit-

subishi Electric Co., a major manu-
facturer of appliances and electric

apparatus. Disneyland, incidentally,

is one of four American programs
rated recently among the top-ten in

Japan; the others are Superman,
Lone Ranger and Lassie.

Programs: Show Corporation of

America has added four additional

feature film titles to its Mid-'50 Mov-
ies package; 14 of the 18 films in the

package were released to theaters

after 1955.

Promotion: Eddy Arnold, co-star

along with Jimmy Dean and Tennes-

see Ernie Ford of Bernard L. Schu-

bert's Your Musical Jamboree series,

will make a series of personal appear-

ances starting in about a month to

more than 25 cities.

Commercials: W. B. Doner Ad-
vertising of Chicago reports excel-

lent results using "soft sell" for an

automotive client. Z. Frank, a Chi-

cago Chevrolet dealer. The one-min- I

ute commercial in color animation !

dropped all conversation but used !

music; it was produced by La

Comete-Andre Sarrut and won sec-

ond prize in its category at Cannes

. . . UPA will make 11 commercials

for Gillette to be used during the

World Series this year . . . Play-

house Pictures reports winning

four awards for animation at the

meetings of the Advertising Associa-

tion of the West; the AAW award?

were as follows: for 20-second ani-

mation, First Place to Ford Dealers'

spot via J. Walter Thompson, Los An-

geles; Second Place to M. J. B. Cof-

fee, through BBDO, San Francisco:

and Third Place to Langendorf

Bread, Young & Rubicam, San Fran-

cisco; BBDO of San Francisco was

also the agency on an ID award to
t

Burgermeister Beer.

INTERNATIONAL

Ted Bates is the latest agency to

extend its operation to London
via an operating agreement.

•"

.

19500
ROTTEN WEATHER—BRIGHT SALES
"Thank you, KDKA, for one of our most

successful promotions ever on our

homes! Even with bad weather, you brought

'em out . . . and they bought."

J. F. ARMBRUSTER
Smith & Armbruster

48 Afe^
>\

GREAT SHAKES
"We averaged 150 qualified leads

a week from KDKA—and
con verted three out of every five

into actual sales."

NIAGARA CYCLO MASSAGE

VACATIONERS HALF-PRICE
"The Ontario vacation booklet

was offered on 37 stations.

Average cost per inquiry:

$1.32 . . . cost on KDKA: 63 cents:

F. H. HAYHURST CO. LIMITED, For Or no

Government, Department of Travel and PuHti

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE ®|g)@ STATlfl



The joint operation will be under

^e name of Hobson, Bates and Part-

us, with John \Y. Hobson. who also

[comes a member ol the Ted Bates

hard, as the No. I man.

\t> million viewers throughout

Jirope recently witnessed special

rograms commemorating the

th anniversary of the Euro-

sion network.

The programs featured celebrities

;d outdoor action scenes in each of

participating countries.

I he Kurovision network, which in-

(ldes all the major countries of Eu-

i'pe except Spain, is supervised by a

phnical coordination centre in Brus-

•ls. The language harriers, which

isl between seven of the twelve

iuntries, are surmounted by means
i multiple commentators.

lesearch note: A. C. Nielsen,

1 (1., and the Attwood Group of

l>mpanies, Ltd., have combined

teir broadcast audience research in-

t, a new company rendering a single

rvice covering Great Britain and
land. Germany. France, Italy, Hol-

land. Belgium, Luxembourg. Switzer-

land and Austria.

Agency appointment: Pan Ideal

bakery, to Kenyon & Eckhardt

de Mexico.

New offices in Puerto Rico: Rob-
ert Otto, its fifth branch office

abroad, with Oscar Reinosa as execu-

tive v.p. and mgr. ... El Mundo,
new telecasting and broadcasting fa-

cilities for WKAQ-TV-AM.

Personnel appointments: Alastair

Murray MacKenzie, director of

Latin American Operations, and

Thomas S. O'Brien, director of

Far Eastern Operations, NBC Inter-

national, Ltd. . . . Trevor G. Good-
man, managing director, Y&R, Can-

ada . . . Michael Hicks, managing

director. BBDO, Canada . . . Don
Cunningham, managing director,

FC&B, Frankfurt. Germany . . . Dean
Buchanan, news director, and

Frank Warren, general manager

and member of the board of direc-

tors. Hawaiian Broadcasting System.

Ltd., Honolulu.

NETWORKS

As might have been expected.

ARB's first published report for

Alaska shows that seven out of

the top 10 favorite tv shows are

westerns.

In the States for the same period

AHBs count had it four westerns out

of the top 10.

The shows they liked most in \n-

chorage were in this order: Wagon
Train; Gunsmoke; Have Gun, Will

Travel: Rifleman; Wanted Dead or

Alive; Red Shellon; Zone Grey;

Huckleberry Hound: Markham. and

Ran hide.

The boil and bubble has subsid-

ed at Mutual—at least for the

moment — after a tempestuous
week of filing a petition of bank-

negro radio for
metro new york

UP TO 300% GREATER RETURNS!
"We tried oar 50c offer

i Pittsburgh stations. KDKA gave

us the best cost

per return . . . up to 300'/, better!"

JACK W. BRADFUTE
r,i'd, Rediield & Johnstone, Inc. for Ehlers Coffee

MOVING LIKE CRAZY
"Thanks, KDKA, for excellent

sales results. We moved

cvoi more Imperials and Chryslers

than we had anticipated."

DON C. CRANE
Stoffnn Motors, Inc.

KDKA Pittsburgh
I REPRESENTED BY AM RADIO SALES, I NV ^^^^V



ruptcy, changing ownership and
taking on a new president (Rob-

ert H. Hurleigh).

Meanwhile efforts are being made
to work out a settlement of the $3

million owed by Mutual to 750 credi-

tors. The biggest debt is that due

the AT&T for long lines ($508,000).

Network fall tv sales: North
American Van Lines (Biddle Co.,

Bloomington, 111.) for 13 alternate

weeks of Championship Bridge with

Charles Goren, beginning Sun. 18

Oct. on ABC TV, 3:30-4 p.m.

Network radio sales and renew-

als: Cadillac (MacManus. John &

Adams) , for John Daly—Neivs, Mon.-

Fri., 6:30-6:40 p.m., and Radio
Bible Class, Inc. (J. M. Camp &

Co.), 62 weeks, effective 28 June, for

Rc.dio Bible Class, Sun., 8-8:30 a.m.

. . . ABC sales: Grosset & Dun-
lap ( Friend-Reiss Advertising).

Landers, Frary & Clark (Goold &

Tierney), and Rock of Ages (Har-

old Cabot & Co.). for segments of

The Breakfast Club, Mon.-Fri., 9-10

a.m.; AFL-CIO (Furnam, Feiner &

Co.). and Benrus Watch for week-

end news broadcasts; A. E. Staley

( EW.R&R), for weekday news broad-

casts, and AT&T, Long Lines de-

partment (N. W. Aver & Son), vari-

out news broadcasts . . . Business at

Mutual: Pinspotter division of

AMF (Cunningham & Walsh), for 13

weeks of Bill Stern Morning Sports-

casts; AT&T (N. W. Ayer & Son,

Philadelphia) for a series of adja-

cencies after nighttime and Sunday
newscasts; Wings of Healing (Cen-

tury Advertising, Portland, Ore.), re-

newed for its Sun. a.m. ^-hour se-

ries . . . More clients for Mutual

:

American Red Ball Transit I Ru-

ben Advertising), and Christmas
Club (Brooke. French, Smith & Dor-

rance, New York).

On the Fall Specials front: Rex-
all iBBDO). for six Sun. evenings,

starting 18 Oct.

New affiliates: WTTM, Trenton,

from NBC Radio, goes Mutual 10

August . . . KFIR, North Bend, Ore.,

rejoined, and WGPA, Bethlehem,

Pa., joined with CBS, 5 July.

Personnel appointments: Robert

F. Hurleigh elected president ancj

Albert Gregory McCarthy, HI
secretary-treasurer at Mutual . .

Stephan Meyer, director of pro

gram services, NBC participating pro

grams.

RADIO STATIONS

ASCAP estimates that its revenu«
from radio stations under th<

new five-year contract will droj

between $800,000-$l million i

year, but it will still take in $1(

million annually from that me
dium.
The new licensing arrangement

whose details are yet to be irone(

out, includes these provisions:

1) A decrease in the commercia

percentage on net billings from 1
]

j '

,

to 1%%.
2 I Monthly sustaining fees are ti

be $1 for stations billing less thai

$50,000; twice the one-minute rat

for stations between $50,000 an<

$150,000 and 2M> times the minut

rate for stations over $150,000.

The Society has made the sam

term available for the stations tha

i

DURKEE'S

InAtwC
MINCED
ONION Greatest Success Story Ever To

l:
:

tU TNI COO©

Rwd* to IHe - No Petting • He Tors

429.95 1
HUMBLE ONION NOW THE RAGE!

"Our Instant

Minced Onion is on

KYW and having

fabulous success."

F. J. DANIELS
Durkee Famous Foods

"WE SOLD MORE RANGES IN ONE DAY THAN IN THE ENTIRE PREVIOUS YEAR
biggest single day in our H years in business!

All 5,212 adults who came credited KYW radio advertising as the reason.

We don't believe any other media could have produced such

a large crowd. I recommend KYW to all advertisers who leant results."

W. L. RIEDLING
Caloric Appliance Corporation

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE STATU



extended their contracts while the

negotiations were on.

KBIG, Catalina, Calif., launched a

new program format last week, fea-

turing individualized hour and half-

hour popular music segments. As part

of the revamping:

• KBIG special news features have

Ibeen shifted to the hour and half-

hour.

• Each show has been given a

descriptive title and a distinctive

theme.

Alfred J. McCosker, pioneering

programer, got a special air trib-

ute from WOR, N.Y., which he

served as president and board

chairman for many years.

McCosker died 1 July at the age of

72.

Known in the medium during the

fledging stage as "Hollywood" Mc-

Cosker for his prolific use of film

stars before the mike. McClosker also

.became famed for the early develop-

ment of symphonic broadcasts, news

programing and variety^ shows.

Radio and tv properties in three

states have been formally merged
into the Taft Broadcasting Co.

The merger, effected by directors

of Radio Cincinnati, one of the prop-

erties absorbed, was to simplify the

corporate structure and facilitate a

public issuance of the new company's

stock.

Properties involved: Radio Cincin-

nati; Radio Columbus; WTVN, Co-

lumbus; WBRC, Birmingham, and

WKYT, Lexington, Ky.

Officers of the new company : presi-

dent, Hulbert Taft, Jr.; executive

v.p., David Taft; v.p.s, Ken Church

and William Hansher; treasurer.

Dorothy Murphy, and secretary.

Robert Taft, Jr.

A new study from RAB shows

that marketers of sun tan lotions

rely heavily on radio, using both

spot and network, with heavy fre-

quency from Friday evening through

Sunday afternoon.

The reason for favoring radio, ac-

cording to RAB: to reach people on

the way to weekend resorts, and peo-

ple out-of-doors in the sun.

• Ken Ellis, news editor of

WMINI, Columbus, 0., developed

quite a thing out of selling lu\ur\

trailers via remotes by teaming ii|>

with his wife—just a housewife—to

give the women's angle about mo-

bile homes.

Ideas at work

:

• Don't scare the customers:

William H. Coy of Detroit, sug-

gests that radio and tv weathercasters

refrain from painting a bleak picture

of the weather, and thereby avoid dis-

couraging potential shoppers and

others from going out to large shop-

ping centers and downtown areas of

trade.

• "Salute to Merchants""1

pro-

motion: KJXZ is calling up merch-

ants in the Amarillo area to find out

if they are listening to the station.

Those tuned in are given the title of

"KIXZ Listening Post" and they are

saluted as such on the air.

negro radio for

metro new york

WOW!
We attracted 300 new
customers in one

k, increased sales 30'
,

... thanks to KYW."
OEGE SCHILD, President

Sehlld's I.G.A. Foodliner

SALES UP IN '58? YES—12%!
"While the industry was taking a

20'
', dive in new car sales,

we racked up a 12' , increase.

Reason—KYW radio spots!"

HAROLD STAN
Spitzer Motors (FORD)

TETLEY
ESW

\

TEA I

BAGS^
pi

FOR TEA BAGS

167
SAY TEA ON RADIO—AND SEE!

"Our sales arc considerably

over last year's

...and much of the credit must go

to our radio spots on KYW."
JOHN A. DINGETHAL

Tetley Tea Co., Inc.

ItYW Cleveland



• Vacation spot: Pat Landon of

WRCV, Philadelphia, hand-ad-
dressed over 500 post cards to Phila-

delphia agencies. The cards read:

"Having a wonderful time. Wish
your spots were here." The cards

were mailed from Atlantic City, site

of the d.j.'s summer broadcasts.

• Doing his bit for auto safety:

Ben Geller, Chicago auto dealer, over

the Independence day weekend, spon-

sored a saturation campaign of spot

announcements on WAAF, consist-

ing of all the sounds of a major auto
smash up, followed by a verbal

warning to drive with care.

• WCCC, Hartford, is conduct-

ing a campaign awarding engraved

wrist watches to the city's outstand-

ing newsboys. The first winners had

their awards presented to them by
Governor Abraham Ribicoff on the

steps of the State Capitol.

Station purchases: Mrs. Geneva

Gee, WCMW, Canton, Ohio and

WARU, Peru, Indiana, from Mr. S.

L. Huffman . . . Brokered by Black-

burn & Co., Washington St.: Sher-

wood Gordon, KSDO, San Diego,

from San Diego Broadcasting for

$700,000; Louis Strick and Joseph

Calderon, WAMV, East St. Louis,

111., from Robert W. Day. for $300.-

000, and Thomas Potts, WDNF, An-

niston, Ala., from Ralph Allgood and

Grover Wyse, for $85,000 . . . Victor

Bellamy, WSTL, Eminence, Ky., for

$70,000, from J. W. Dunavent, bro-

kered by Paul H. Chapman, Inc., At-

lanta.

Call letters change: WAGA, At-

lanta, to WPLU.

Plough Broadcasting named this

management team for its entire group

:

Roger May, former sales mgr.,

WMPS, Memphis, to v. p. in charge

of sales; E. M. Plumstead, former

program coordinator, to v.p. in

charge of programing; Joseph
Deaderick, engineering coordinator.

to v.p. in charge of engineering; Vol-

ney Edwards to assistant secretary-

treasurer; W. E. Crump, program

director WMPS, to director of pro-

duction and special features; C. G.

Simmons to director of recording.

Plough Staff appointments: Allan

Avery, sales mgr. and Don Stevens

to program director, WMPS; Claude
Frazier to gen. mgr. and v.p., WPLO,
Atlanta.

REPRESENTATIVES

Forjoe-Tv, Inc., has announced
the opening of a Detroit sales of-

fice and division, with Larry Gen-
tile as general manager.

That gives Forjoe offices in seven

major cities throughout the country.

Rep appointments: WBAY-TV-
AM, Green Bay, to KATZ . . .

WERE, Cleveland, WERC, Erie.

Pa., WOLF, Syracuse and WTKO,
Ithaca to Venard, Rintoul & Mc-
Connell, New York.

Personnel appointments: Andrew
Powell, spot tv sales mgr., PGW,
San Francisco . . . David Smith,

director of research, AM Radio Sales

. . . Cornelius Pugh, Jr., tv sales

staff, George P. Hollingbery Co. . . .

Shifts at Adam Young: John Stella

to manage Chicago office and Clinton

O'Dell Simpson to office mgr., St.

Louis.

iiMim iii 'i " ——I
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BIGGEST SALES IN 51 YEARS

"Had second largest week

and largest single day of selling

in 51 year history

. . . thanks to WOWO."
SOUDERS HOME FURNITURE STORE

Grail], Indiana

100% SALES INCREASE!
"Ottr sales and

distribution increased

from £2% to 88%
through WOWO spots."

EVANS INDUSTRIES
(Better Bite Dog Food)

MERCHANTS DOUBLED BUSINESS
"WOWO's enormous coverage brought

in enough new out-of-town

prospects for our merchants

to double their business."

CHAMBER OF COMMERCE
Decatur, Indiana

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE @£j® STATI'



TV STATIONS

In the fall of 1958, according to

Nielsen, when there were 481 sta-

tions in operation, the percent-

ages of homes able to reach one
-l ;il ion or more were these:

No. STATIONS % HOMES
4 or more 81%
2-3 17

1 station 2

KMBC-TV-AM, Kansas City, took

i survey among local merchants
m how the newspaper strike af-

ected them and the findings in-

dicated:

1) The two leading food chains

ound business had held up well.

2) Downtown department stores

,ales were even with the year before,

\m though the pinch was felt on

^ch promotional items as air condi-

.ioners, swim suits, etc.

3) Sales on new cars were up, but

ised car lots estimated they were

0-25% off their expected levels.

,

Incidentally, KMBC distributed 30,-

'00 copies of its twice-daily news

heet during the strike.

Ideas at work:
• Flying the Colors: WJZ-TV,

Baltimore, flew films of the raising of

the new 49 star flag at Fort McHenn
to five Alaskan tv stations.

• WILX-TV is sending out, to

agencies and advertisers, a package of

10 breakfast cereals, "compliments of

channel 10," with promotional ma-

terial tying in with the stations open-

ing of a new studio in Michigan's

"Cereal City." Battle Creek.

• WNBQ, Chicago, is sending out

invoices representing nearly one-half

million dollars, to 50 public service

organizations, marked "Paid in Full."

The figure represents the estimated

dollar value of the time devoted to

these various organizations.

• Tour de force: 96 antique

autos turned out for the fifth annual

antique auto tour presented jointly

by WOOD-TV, Grand Rapids, and

the Grand Rapids chapter of the

Horseless Carriage of America.

WOOD-TV featured live coverage of

the tour's arrival and departure.

• Hot Idea: WCAE, Pittsburgh,

ran a "Guess the Hottest Day and

Temperature During the Month of

June" contest. Several thousand en-

tries were received, with the winner

receiving a portable transistor radio.

Thisa kn' data: On WRVA-TV,
Richmond, Va., Cy Newman, "The

House Detective," entered his eighth

year of broadcasting this real estate

program . . . WJAR-TV, Providence,

celebrated its tenth anniversary with

a three-day "Summer Fair." . . . Over

one hundred agency people, food

brokers and grocery representatives

were hosted by WMTW-TV, Poland.

Maine, at the second annual Mt.

Washington party.

Kudos: To KSBW-TV, Salinas.

Calif., the California Press Tv Radio

Assoc. "Certificate of Excellence," for

outstanding work in the field of spe-

cial events ... To KABC-TV, Holly-

wood, a special commendation from

Los Angeles Councilwoman Rosalind

negro radio for
metro new york

RADIO SPREADS FAME
"We're doing construction

in cities as far

as 50 yniles away due to

WOWO advertising."

CLARENCE BULTEMEIER
f> Builder Supply Co.. Decatur, Indiana

$66,000 WORTH OF TRAILERS
"We sold $66,000 worth

of trailers, and 90% of the crowd

that came to buy

said WOWO brought them in."

ADAMS COUNTY TRAILER STORE
Decatur. Indiana

MORE? 40% MORE!
"Our distribution was about

60' ( for years.

Just four months on WOWO
sent it up to 100'', ."

BUTTERFIELD CANNING CO.

IVOWO Fort Wayne
REPRESENTED BY AM RADIO SALES. INC. t^W



Wyman. for KABC-TV's Traffic

Court series ... To WTVR, Rich-

mond, from the Army, a plaque com-

mending the station's outstanding

support of the Army information pro-

gram ... To KCRA-TV, Sacramen-

to, assistant promotion mgr. Don
Sarle, Jr.. and art director Robert

Miller, a $1,000 prize in the Thin

Man national station promotion con-

test.

Personnel appointments: James
Moore, named president, WSLS-TV-
FM. Roanoke. Va. . . . James Arthur
Yergin, assistant director of research.

Westinghouse Broadcasting . . . Diek
Barrett, account executive, KMTV,
Omaha, Neb. . . . William Hune-
feld, sales mgr. KPIX, San Francisco

. . . Jack Kavanagh, promotion mgr.,

WPRO-TV, Providence, R. I. +

negro radio for
metro new york

RADIO RESEARCH
(continued from page 32)

program, there are already a lot of

facts available on the exposure of

purchasers to radio (as compared
with other media ) on the day of buy-

ing.

Between the home and the shopping

center, new facts about radio listening

are being uncovered almost daily.

"The Facts About Auto Radio" a

recent publication of RAB shows 86%
of all new cars (100% in the case of

the three highest-priced cars) are sold

radio-equipped.

It is hard to understand how a

critic of radio research would want

any documentation beyond this fact

alone to justify a radio buy; how
many cars are equipped with news-

papers, magazines, tv? But there are

plenty more statistics on out-of-home

listening if he cares to look for them.

Out-of-door radio has been checked

by various researchers on the high-

ways, at stop-light intersections, at

parking lots in shopping centers, and

through in-home interviews via re-

call. It has been studied on the

beaches, in parks and playgroun

and in business establishments.

For example, want to know he
much on-the-job listening to radi

there is? Based on a sample draw

by the research department of Dun
Bradstreet in a market frequentl

used as a test by leading advertise]

because of its "representative" cha:

acteristics, RAB discovered that nea

ly eight out of 10 business establisl

ments have one or more radio se!

on the premises; that additional sell

are found in some 63% of firms wh
report that employees bring portab

radios to work with them. Put th

study together with the fact that tr

U.S. working force numbers some 7 i

million and a new dimension emerge!

.

Or perhaps one wants to go a ste

beyond auto radio? Well, here ai

some highpoints of a study by RA
on truck radio:

Nearly 30% of surveyed trucl

were equipped with a working-ordf

radio.

Among drivers of these truck

more than six out of 10 report the

listen to their truck radios more tha.

'

two hours daily.

What does this mean to the buyt

Mrs. Grass
Veqetable

Noodle Soup

29 21
MOVIES DEAD?

"wind helped give us the

highest gross in the 20-year

history of the theatre."

ESQUIRE THEATRE

SELLING FOR THE WORLD'S LARGEST!
"The outstanding pulling

power of wind has helped make
us the world's largest

individual Chevrolet dealer."

MARVIN H. FRANK, President, W B. Doner and Co.

10 DAYS—100% DISTRIBUTE
"We've pulled 36,000 repliM

to offer made on wind I

exclusively— and achieved !($•

distribution in 10 days!"
DONALD GRASS, I. J. Grass Noodleo.

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE ®fi)@ STAT i.



If advertising'.'' Perhaps not much.

|)r perhaps a great deal— if he is in

>ie gas and oil business, tires, auto-

liotives and batteries or if he has

ae additional knowledge that truck

rivers earn about 15$ more than

ie average industrial or manufactur-

lg employee.

It is easv to be handed one statistic

nd then cry out that it isn't enough.

he smart media buyer is the one

ho, when handed one statistic, puts

to work with other statistics from

ther sources and comes up with a

omplete justification of his judg-

iciit in a buy. No statistic is better

lan the use to which it is put.

To criticize radio research on the

rounds that samples aren't big

nough is not realistic either. Usually,

;ie suggestion is that if samples were

oubled, the resultant figures would

e twice as accurate. "This is not

ie case," says Pulse's Roslow. "Any-

ne w ho knows research knows that

i halve the margin of error, a sample

mst be quadrupled." The question

len becomes: Who is going to pay

>r quadrupling the work of a sur-

\ ? As it is now, some agency men
laim that the radio industry should

spend more of its own industry for

research.

"What's wrong with advertisers

spending their money, too?" asks

Roslow. Actually, some agencies or

individuals within agencies do radio

research on their own.

For instance, there have been agen-

cy buyers who have refused to be led

into a follow -the-leader-game on radio

"prime time" and have investigated

within the markets they were con-

sidering the actual starting and

stopping time of factory shifts to de-

termine exactly when workers were

out of bed and in their cars listening

to radio. The results of such investi-

gations have often been startling. A
7 to 9 a.m. buy (and its correspond-

ing 4 to 6 p.m. buy for a traffic audi-

ence) have sometimes proved a miss.

In some markets, depending on the

major industries of the area (rubber

manufacture, oil refining, etc.), road

traffic of workers has fallen off to

nothing by 7 a.m. because 80' ^ of

the workers are already punched in

and on the job by then. Rep firms

and stations within various markets

have proved such points with their

own research. (See picture, page 31)

LESLIE SALT
{continued from page 39 I

Murphy. Sales soared in the test mar-

kets, and retailer reaction was unani-

mously enthusiastic.

Flipping through a file of year-end

sales reports, he showed sponsor such

retailer comments as:

"Last (wo week- i December 1-1") >

amazing. Displays sold down in a

couple of dav s.

"Have re-ordered twice since last

saw you.

"We felt the soundness of our new

packaging concept had been proven,"

savs Murphy, "and that we could

safelv push ahead with 'Operation

Breakthrough'— that is, carrying the

Finger-Tip Pak to Northern Cali-

fornia, Oregon, Washington, Nevada

and Hawaii."

Approximately 53% of the budget

was earmarked for introducing the

package in these states. Media strate-

gy was duplicated: Saturation sched-

ules of minutes I both daytime and

nighttime) were bought in each of

the 19 markets, plus 1,000-line two-

color ads in 27 newspapers and a

strong schedule of trade journal ads.

In the introductory and follow-up

• .39 87 nrn
M-ES BUILD $5 MILLION PLANT
"wind played a big part in

creating the demand for
product that has made possible
<mr new $5-million plant!"

'•'- E SALERNO. Salerno-Mejjowen Biscuit Co.

NOW NO. 2 IN SALES
"We've just jumped to second

biggest seller in this market— and
it wouldn't have been possible

without our No. 1 salesman — wind."
HARRY KLECKNER, V.R. Thomns J. Webb Co.

RADIO TAKES A BOW
"wind can take a deep bow for

playing a major part in helping us

become the world's largest

formalwear rental operation."
BENJAMIN J. GINGISS. President, Ginciss Bros.. Inc.

VIND



markets, the Leslie brand was well

known. In fact, Leslie now claims

sales leadership in these markets.

However, in the third area sched-

uled for the new package introduc-

tion—Utah, Idaho. Montana, Colora-

do—was virgin territory for Leslie.

Because this area posed entirely new
problems of staffing, shipping, dis-

tribution and advertising, a special

budget was allocated for the introduc-

tion. The same tv-print pattern was

used: saturation tv spot announce-

ments backed up by newspaper and

trade journal ads. "Sales to date

indicate equally productive results,"

says Murphy.

Concurrently, in the Southern Cali-

fornia market, the follow-up phase

was in effect: emphasis was shifted

from hard-sell explanatory copy in

minutes to reminder I.D.'s, with a

sharp increase in frequency.

"Though Leslie feels it can main-

tain its sales advantage easily," says

Murphy, "we realize fully that the

new package does not create new
business per se. Rather, the Finger-

Tip Pak switches customers from one

size to another—and more tangibly,

from other brands to Leslie. ^

CHATEAU MARTIN
( continued from page 43)

cumstances for your product under

these conditions requires interesting

the dealer in your advertising. One

way Chateau Martin does this is with

free helicopter rides for dealers with

the "Flying Reporter" while the copy

is being read over the air.

Here, an indirect technique applies.

The personality doing the commercial

must understand it from the dealer's

point of view. That's why Curtis' in-

doctrination of d.j.'s involves a run-

down of the trade problems cited

above, so that the copy will "ring

true" in the trade. This is particularly

important in view of the "aged in

oak" crusade which has been built

into the campaign.

This is the technique that applies in

the three Connecticut markets where

the campaign is now running. Jingle

lead-in plus ad lib copy is the pattern

on the three Connecticut stations used

:

WBIS, Bristol; WMHC, New Haven;

WWCO. Waterbury. Average fre-

quency: 30 spots per week, prime

time minutes mainly, some weekend.

The techniques outlined above will

apply to Chateau Martin's advertising

plans for the rest of Connecticut

Boston, Philadelphia, Baltimore, and;

Washington, D. C. Current cam-;

paigns will remain in effect in the fall

when the new ones begin. The "aged

in oak" pitch will be common to all.

Key phrase of the jingles now—as

in 1936—is "I'm nuts about zee Cha-

teau Martin Wine." Gone is his well-

remembered phrase "I go quick get

my citizenship papers," his reaction

after stepping from the boat and sip-

ping Chateau Martin.

Many folk who couldn't tell you

the age of a wine can tell you about

any subtle changes that occur in

Gaston. Even though Lefcort has

spent large sums to record new Gaston

commercials, they were always meti

with disapproval. Gaston afficionados

wanted the unvarnished original.

Gaston's voice belongs to Irving

Kaufman, an old vaudevillian who

made the Keith circuit as one of the

Avon Comedy Four. He is now re-

tired in Florida. In efforts to find

that "unique combination of gayety

and schmalz," Lefcort has turned

to other ex-vaudevillians, but always

with the same result: back to the

original Gaston. ^

CPM:GC
BIG COVERAGE. ..BIG BUSINESS

"As one of Portland's largest

retail clothiers, tve

needed big coverage . . . and got more than

excellent results with KEX."
E. R. NUDLEMAN
Nmlleman Bros.

NEVER HAD IT SO GOOD
"KEX gave us more

advertising coverage for less

money than any other

advertising medium ever!"

JACK DORRIES, Owner
Dorries & Dorries-Rugs

EXPERT'S CHOICE
"We have long recognized the impo) to

of KEX's ability to effectively

cover the Portland and Willamette To

markets for our several clients."

ROBERT L. WEBER
McCann-Erickscm, Inc.

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE STATI



SPONSOR ASKS
[continued from page 51)

Now if some one could light a fuse

under major manufacturers to join

l!C \ in really promoting color tv that

explosion you hear will be the boom
resulting from the customers rushing

to get on the color bandwagon.

Owen Sadler, executive rice //resilient,

.May Broadcasting Company, Omaha.

Relatively speaking. Omaha is a

mature tv market.

We were equipped for network col-

or in December. 1953. We did first

live color studio shows, in September

1955, and color film slides in Janu-

ary, 1956. Omaha, in one sense, is

parallel nationally in promotion of

color; only one network (NBC) has

i produced color nationally, only one

Station (KMTV) in Omaha. Fortu-

nately KMTV and NBC had been af-

;

filiated in promotion of color. Though
Dr. T. C. Coffin, included Omaha
among 5 American cities in latest

NBC color survey by Trendex:

1. 50% of color sets were in use

I compared with 43% black and white.

2. Twice as many watch color

shows on color sets.

.'!. Color program enjoyed 50' <

advantage in share of audience among
color owners.

Omaha is

among the

leaders in color

set sales

4. On the average the number of

viewers was 12' \ greater.

I hat such startling results were not

accidentally come by in Omaha due

to the fact that in 1956 we were first

individual station in the country to

have live opera, live boxing and live

wrestling in color. Almost cartoons,

top feature films, top specials events

in color. Ar-Sa-Ben directly from

Coliseum, artists studio, extremely

difficult leg operation, enabling a lit-

tle girl to walk were in color.

Omaha's not only ready for, but

has been enjoying it handsomely for

the past seven years.

MARKETING
[continued from page .'17 i

buyer is often called on to make a

last decision, an independent one or

a compromise. "That's the clinch situ-

ation when you draw on all the in-

formation \ou have about the ac-

count, and come up with the right de-

cision," says Mr. Kemp.
He contends it is the agenc\"s job

to encourage this amassing of client

information by buyers, and that if

buyers are content with the status quo

and "being in a rut"' the) should be

eliminated. Today's need, he affirms,

is for a buyer who understands the

complexity of advertising as well as

the techniques of buying.

He thinks it's the smaller agencies,

not yet shifted to the account group

system, which still tend to pla\ up

the account man and diminish the

role of the people who cooperate with

him, relegating the timebuyer to "a

serf-like position of taking orders

and buying by rote."

What makes a good timebuyer in

today's marketing world?

Hal Davis answers: "A person who
has mastered the techniques of the

"'

#
'K

|s£J f\ I V D

10. 1 CAR... NO. 1 STATION
"As Oregon's Number One

tl Dealer we arc looking forward
to continued success with

ton's number one radio station."

H. ROGERS HOPKINS. JR.

Manager, Francis Motor Car Co.

INQUIRIES UP 500%
".

. .
500',', increase in inquiries

about our medical

and hospital coverage as a

result of spots on KEX."
A. O. GARDEN. Director of

Advertising & Promotion. National Hospital Association

^^ «

WAITING IN LINE
"Five people were waiting

to bug as we opened up. Each

heard our KEX spots—came

from beyond newspaper perimeter.

JOHN WAR EHAM
Wareham Motor Co.

KEX Portland
REPRESENTED BY AM RADIO SALES. INC.



buying trade and who has the infor-

mation at his or her fingertips; some-

one with creative curiosity about their

specific end of the ad business as well

as all phases of it; someone who goes

beyond the function of media buying

and who operates within the total

agency group as an advertising pro-

fessional and a technical specialist.'"

This kind of upgrading, of course,

means a higher calibre of timebuver,

and this, in turn, means more money

for buyers' salaries. "Some agencies

still pick up people off the street," says

Frank Kemp, "and maybe that's all

you need if you want to make their

decisions."

But the buyer should play a far

more important role, and is fully ca-

pable of sparking creative copy and

marketing ideas which lead to entire

campaigns. As Mr. Davis says, "The

only really great creative work comes

out of the very best kind of market-

ing plan. Media people of the kind

we want help our creative staff to be

creative!"

He theorizes that the failure by

PEPSLCOLA's Dollar

Buys More on

WKOW-TV
"The merchandising effort

made on our behalf by
WKOW-TV's Merchandis-

dising Department has added

greatly to the effective im-

pact of our spot schedule.

Personal calls on dealers,

a detailing of our program
in merchandising letters,

and the window display at

the downtown studio have

aroused retailer interest

and support. This 'plus'

service is greatly appre-

ciated.

H. H. Levenick

Pepsi-Cola Bottling Co.

Madison, Wisconsin

"Thank you, Mr. Levenick, for this opportunity to prove

that WKOW-TV sells best where they buy more."

Ben Hovel

General Manager

WKOW - WKOW-TV

WKOW
MADISON, WISCONSIN

many agencies to implement their

media department with more status

and authority to match responsibility

comes from a "basic insecurity of

the agency or the account group or

both."

Clients are demanding more per-

sonalized service, and "an agency

should be very concerned about giv-

ing—and giving the impression of

—

representation in depth on every ac-

count. Obviously, client contact at

every level should be handled judic-

iously. Some like frequent agency

meetings, others few such sessions. But

most accounts like to know the kind of

people who are working for them."

Frank Kemp, elaborating on the

association of timebuyers with cli-

ents in conference sessions, claims

there's a saving of both time and pos-

sible embarrassment if a buyer is on

hand to answer specifics about a me-

dia buy competently.

Their consensus: Media is a vital

link in the ad agency chain, and the

buyer is a vital link in the media

chain with functions which transcend

the wielding of a slide rule. ^

TELEVISION

KAN5*f%5*

St 18 /

1% I Whs

DJiMbservingw uawua/ PLUS
14 OTHER IMPORTANT
KANSAS COMMUNITIES

BLAIR TELEVISION ASSOCIATE*

STUOIOS IN HUTCHINSON AND WICHITA
1

HOWARD 0. PETERSON, GEN.MGR. '
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THE DIFFERENCE

IS TREMENDOUS!!

One "Key Executive" can

make a tremendous

difference on your

management team . . .

This man can be your

answer to future growth

in the industry.

BUSINESS EXPERIENCE:

• 18 years in broadcasting

• Sales and management experi-

ence

• 2 years national TV sales

PERSONAL:

• 35 years old, family of 4

• College graduate

• Outstanding Young Man of the

Year

• Church official

These men will tell

you more about him . .

.

• Bank President

• V.P. TV Station

• Agency President

• City Mayor

• V.P. Major Food & Drug

Marketer

• V.P. Major Food Chain

His Interest:

Station Management

Sales Management

Radio or Television

Your Contact:

Write Box 77

SPONSOR

KATZ STUDY
(continued from jxige 34)

sales territory"—the tv signal covers

a buying area in suburbs, satellite

towns and rural regions where sales

often match or exceed city sales.

Spot tv's cume audiences are trans-

lated into sales manager terms. Using

Nielsen figures for New York, Chicago

and St. Louis, Katz lists % of tv

homes "called on" 1>\ schedules of

6, 12, and 24 daytime spots weekly,

and 2, 4, and 6 nighttime spots.

Summer vacations, a bugbear for

many sales executives, are dealt with

b) pointing out that spot tv does need

them, and can work effectively during

the summer months when "25.3% of

annual retail sales occur."

According to the study, "your cus-

tomers are exposed to 1,518 adver-

tising impressions a day. Therefore,

it may he wise to make your tv sales

calls 52 weeks a year to hold your

own in the battle for consumer

dollars."

Of special interest to sales mana-

gers, says Katz, is the fact that "your

Spot Tv Commercial Salesman does

some of his best work nights, Satur-

days, Sundays, holidays, and even

works late evenings for less money."

Furthermore, he has "no expense

accounts, no payroll time between

calls, no reception room waiting, no

grumbling, no backtalk, no blue Mon-
days, no sick days off, no 8$ a mile."

All of which adds up, according to

the Katz presentation, to two impor-

tant points for sales managers.

1. Recognize spot tv for what it is

—the strong right arm of your sales

department.

2) Place part of your sales budget

(at least 10%) in market-by-market

tv.

This latter proposal. Katz makes

clear, is in addition to recommenda-

tions for greater advertising dollars

in spot tv. As the "Sales Managers

Medium," spot tv can replace person-

al salesmen and should therefore be

given consideration as an extra sales

department investment. ^

negro radio for

metro new york

A SIGHT TO SEE!

KTLE
CHANNEL 6

.jMcfc'wai^t

TELEVISION STATION

BASIC NBC
REPRESENTED NATIONALLY BY

FORJOE & COMPANY
New York - Chicago - los Angeles - Atlanta

San Francisco - Philadelphia

r • SPRINGFIELD

• DECATUR
• CHAMPAIGN-URBANA

\\

Tl

WUeae Mid Am&uca

Jliuel ana. Buyl . . .

#59t.

METROPOLITAN MARKET

"A"N£j GRADE

SPRINGFIELD

WICS
DECATUR

OVER 230,000 TV FAMILIES

AVAILABILITIES: YOUNG TV
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A bridge is a faster way to cross a river. When you take

it—you buy time.

^m

Actually, to get our work week done, all of us purchase

this commodity from one another. When you hail a cab,

board a plane, or just pick up your phone you

buy time. We could go on.

When you buy SPONSOR you buy time, too,

and you ought to know just how much you're buying for

how little.

You buy informative time:—a staff of the best reporters

in the field deliver up to the minute news every week, 52

weeks in the year. You buy analytical time:—
the keenest minds in the broadcast industry give you

studies in penetration of the important trends of the

day. You buy digested time:—assembled and assimilated by

experienced hands to bring you the most comprehensive

picture of the broadcast field.

You're buying thousands of hours of this sort of time for

just 15('- per issue—52 issues for $8 a year. Can you afford

to be without it?

SPONSOR THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE



Tv and radio

NEWSMAKERS

John C. Moler has been appointed man-

aging director of WIBG, Philadelphia. For-

merly he was with WKY for seven years,

where he worked up from local sales man-

ager to assistant manager in charge of ra-

dio. Prior to that, he was an account exec-

utive with H. I. Josey & Company. An ex-

Navy man, Moler has a B.S. in business

finance from the U. of Oklahoma. He is

married and has one daughter, born in 1953. Moler succeeds Lionel

Baxter, promoted to v.p. of Storer Radio Operations last month.

Seymour Banks was named a v.p. of

Leo Burnett Company, Inc. Currently, he

is manager of media and program research

A Ph.d. in Business, Banks has been in

Burnett's media and research departments

since 1951. Earlier, he taught advertising

and marketing at De Paul U. and the U.

of Chicago. Extra-curricularly. he is chair-

man of the audience concept committee of

the Advertising Research Foundation. Also appointed v.p.'s at Bur-

nett: Herman A. Bizzell, Peter Frantz and Philip M. Schacherer

R. Peter Straus succeeds his father, Na-

than, as president of WMCA Radio, N. Y.

Young Straus began his career with the

station in 1948 as director of news and spe-

cial features. Three years later, he joined

the International Labor Office, first as ex-

ecutive assistant to the director-general in

Geneva, Switzerland, and later as director

in Washington, D. C. He returned to WMCA
a year ago. Also named: Straus sr., chairman of the board after a 16-

year tenure as owner and president; Stephen B. Labunski, v.p.

B. Calvin Jones is the new director of

programing and operations for KHOU-TV.
Houston. A former program manager of

KDKA-TV, Pittsburgh Westinghouse sta

tion. Jones has won Freedom Foundation

awards for two of his documentary pro-

grams. His experience in tv goes back to

1946 when, following his service in the

Army, he joined WPTZ, Philadelphia, as a

cameraman, and shortly thereafter rose to the

Jones has produced and directed sequences of

S*}^1

rank of tv director.

Wide, Wide World.

How about

ALASKA?
Mow will your message cord

through in those faraway sp<lj

beyond the suburbs? An ivcA

tower is a sure road to nowheiB
Pre-testing becomes more afll

more vital as costs grow.

And film makes pre-testijB

easy . . . lets you use impartM
audiences where and when yfl

want . . . lets you test to yqm

heart's content . . . economical*

Actually, film does three thirm

for you ... 3 big important thin*

1. Gives you the high-poll

commercials you've cornel

expect . . . fluff-free . . . su .

2. Gives you coverage wH
full pre-test opportunities!1

3. Retains residual values. I

For more information write:

Motion Picture Film DepartmeH

EASTMAN KODAK COMPAIf
Rochester 4, N.Y.

East Coast Division

342 Madison Ave.

New York 17, N.Y.

Midwest Division

1 30 East Randolph Drive

Chicago 1 , III.

West Coast Division

6706 Santa Monica Blvd.

Hollywood 38, Calif.

W. J. German, Inc.

Agents for the sale and

distribution of Eastman

Professional Motion Picture

Films. Fort Lee, N.J.;

Chicago, III.;

Hollywood, Calif.



Uways shooi it on EASTMAN FILM . . . You'll fad glad you did!
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Why advertisers add radio

This week, the Jacob Ruppert Brewery in New York an-

nounced a dramatic change in media strategy for its Knicker-

bocker Beer summer campaign.

Between now and the end of September, Ruppert will be

spending $100,000 in spot radio. Maurice Atkinson, adver-

tising manager, gives a major share of credit to RAB for pre-

senting background material which brought about the deci-

sion to divert funds to the radio medium.

Says Atkinson, "We're continuing extensive tv activity of

course, but we feel that radio gives us an added dimension.

And from a creative standpoint we can do more with a one-

minute radio announcement than we can do with a 10-second

radio spot which we were using exclusively.

"Also, we feel that we're reaching people with radio that

we couldn't hit with tv—people in autos and the portable

radio listeners, for example. And this radio penetration

reaches its peak during the summer months, our most im-

portant selling period."

The Ruppert change in strategy, and the reasons behind it,

are important lessons for all those media and advertising

men who wonder "Why, when, how should we use radio?"

Hassle over research

Our lead story in this issue (page 29) highlights an un-

usual situation in air media research. During the past year

sponsor has talked with scores of agency men who feel that

radio research has been lagging by comparison with that

done for other media.

Yet the facts are that radio is perhaps the best-researched

medium in America today. Clearly there's something wrong

when agency and advertiser opinion is so mistaken.

We suggest that some media men may be using the "radio

is under-researched" line to save themselves some hard dig-

ging and thinking.

THIS WE FIGHT FOR: An expanding role

in agency organizations for media directors

ivho fully understand not merely the costs, but

the marketing, copy research and program

problems of all types of air media planning.

80

lO-SECOND SPOTS
British cousin: Quote in TV Guide

by British comedian Dave King:

"There's little difference between Tv
over there and over here—except for

meetings. They kill me. Never seen

so many sharpened pencils in my
life." Wait' 11 you see the knives—
they're pretty sharp too.

No discrimination: The following

exchange of correspondence was

prompted by a contest run by Fam-

ily Circle Magazine (print medium)

which confused Jane Terrell, radio

sales promotion for WBBM, CBS
radio in Chicago (air medium). Jane

wrote—to Family Circle—
"Re: your marvelous contest. You
say, 'all men and women who work

in advertising and sales . .
.' Then

you become much more selective:

'All employees in advertising and/or

sales departments of manufacturers

. . . All advertising agency personnel.'

Now, which shall I believe? What
about us little ones toiling in the net-

work advertising and sales vineyard?

Like, can we enter? Oh, never mind

that. Of course we can enter. What
I mean is—can we win :

Signed

ANXIOUS."
Family Circle replied

—

"Dear ANXIOUS:
I can understand your confusion

over the vagaries of entering our con-

test. I assure you they are purely in-

tentional. Nevertheless, to answer

your question, you can enter our con-

test and you certainly can win! The

other three judges would never let

me get away with anything so un-

chivalrous (even if I wanted to,

which I don't) as preventing a girl

from winning a nice prize just be-

cause she works for CBS!
Cordially,

Arthur M. Hettich

Promotion Director."

That Family Circle is all-embracing.

Cross-plug: A wealthy baker, famed

for his altruism donated $10,000 to

a church in dire need of money for

improvements. "If there were only

some way I could repay your gener-

osity," said the grateful pastor.

"Well," said the baker, "perhaps you

could. Where you read that line in

the prayer
—'And give us this day

our daily bread'—maybe you could

cut in the name of my brand."

—

Frank Hughes.

SPONSOR 11 july 1959



HOW tO buy half a State ... and more

In Oklahoma it's a cinch! Virtually half of the state is the Tulsa television market. It includes: 47% of the popula-

tion: 45% of the retail sales; 45% of the food sales; 44% of the drug sales; 46% of the effective buying income ... of the

entire state of Oklahoma. In addition, the Tulsa television market also includes 13 counties in Arkansas. Kansas

and Missouri ... a whopping 330,780 television homes!

The only way to reach the rich, dynamic eastern half of Oklahoma (and more) is via Tulsa television. In Tulsa,

KOTV has been the first station in every rating report for the past 10 years. Represented by Petry.

SOURCES NCS *3 ARB NIELSEN SALES MANAGEMENT

•KOTVTULSA

A CORINTHIAN STATION Responsibility in Broadcasting
KOTV Tulsa • KHOU-TV Houston • KXTV Sacramento 'WANE & WANE -TV Fore Wayne 'WISH & WISH-TV Indianapolis



CHANNEL \YA Jacksonville, Fla.

The Best Of NBC and ABC Call Peters, Griffin. Woodward, Inc.



18 JULY 1959
40c a copy* $8 • y«ar

NSS*SP -V
J

* «»OR
THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS

TV IS

ROCKING

WITH SPECIALS

Fall gold rush is on a-

nat'i advertisers line

up $87 million worth

of star-studded shows

Page 29

Around the

world with

the Oasis camera

Page 32

Bristol-Myers

challenges

radio's d.j.'s

Page 35

now
represented

Edward Petry & Co., Inc.
The Original Station Representative.

How to sell

time with

tv tape

Page 38
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There's a world of difference

between just taking a picture and that

"quality touch" possessed by

the photographer who paints with the

magic of the lens.

This same quality reflection is

also apparent in the operations of

today's better radio and

television stations. radio & television
dal las

BROADCAST SERVICES OF THE DALLAS MORNING NEWS EDWARD RETRY & CO., NATIONAL REPRESENATI|



But Will They Get It In

. . . (With apologies to Stanley Flink, author

of the popular new book of the same name)

They will get it in Des Moines if your selling

message is on KRNT-TV, the one television

station with nearly all of the dominant
local personalties. This is the station which
gives your advertising the warm, personal

endorsement that is so believable, so memor-
able, so effective! KRNT-TV has TEN daily

live-emceed local programs, five of which serve

advertisers on a participating basis.

To make certain you're not missing important

profits which can be yours quickly and easily

through frequent use of KRNT-TV pre-selling,

call your Katz man for availabilities on
this station— now!

GET THIS ABOUT DES MOINES:
* 49% of Des Moines families consist of 4 or more

persons (a lot of people to sell to!)

* 48% of Des Moines' population is between the ages

of 21 and 39 (this is the age of acquisition!)

* 50% of Des Moines heads-of-households earn $5,-

000 or more annually (a lot of money to spend!)

KRNT
OVA!

TV
TELEVISION IN DES MOINES

iiVariety Theater"
Emceed by one of the middlewest's most popular people, Bill Riley,

Variety Theatre is just one of the three daily KRNT-TV programs
that are going to the Iowa State Fair, attended by half a million people

each year. Now playing is a sensational showbill opening with Tne
Little Rascals . . . followed by Our Miss Brooks, and headlining Amos 'n

Andy! Hundreds of people will attend every performance of KRNT-TV
programs at the fair . . . providing unusual opportunities for actual

demonstrations and sampling.
Variety Theatre is one of the most important entertainment events

in Des Moines from 4:00 to 5:15 P.M. Daily

4:00 to 5:00 p.m. Daily

I'ONSOK 18 july L959

Represented by The Katz Agency



the

most;

To say the least, WBIR-TV
has THE MOST top-rated

shows in Knoxville. And
Man . . . that signal is WAY
OUT ... it really COMES
ON . ..in those 227, 166 TV
homes in its coverage area.

Call your Katz Man . . .

MAN!

WBIR-TV
CHANNEL T f\

KNOXVfLLE-TENN.
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DIGEST OF ARTICLES
Tv is rocking with specials

29 The gold rush is on for fall of '59 as the three nets schedule some

250 specials to cost advertisers staggering $87 million (time-talent)

The world's a stage for Oasis

32 From the French Riviera to Waikiki Beach goes Mc-E's Jim Manilla to

turn out exotic Oasis cigarette commercials for tv. A story in picture!

Bristol-Myers hurls challenge at the d.j.'s

35 Company switched its Trig deodorant hudget from tv to spot radio in

campaign keyed to imaginative use of fact sheet via contest among d.j.'s

Selling time with tv tape

38 Television Advertising Representatives, new WBC rep firm, installed tv

tape in its offices to show admen local shows, custom-tailored spots

Spot tv wins new $300,000 sponsor

40 Multi-million dollar trails blazed by Eastman and Polaroid prove u

ideal for reaching family, short-cutting costly store demonstrations

Yes, Virginia, timebuyers listen to radio

41 When Ketchum, MacLeod & Grove wanted to reach New York media execs

via radio, it conducted its own survey. Here's the tongue-in-cheek report

$$$ and sense for local radio/tv

42 Carl Vogt, merchandising mgr. of WISN AM-TV, Milwaukee, says local

merchandising is marketing, not promotion, outlines costing, planning

FEATURES
8 Commercial Commentary

56 Film-Scope

26 49th and Madison

60 News & Idea Wrap-Up

6 Newsmaker of the Week

60 Picture Wrap-Up

48 Radio Basics

46 Sponsor Asks

58 Sponsor Hears

1

1

Sponsor-Scope

74 Sponsor-Speaks

50 Spot Buys

74 Ten-Second Spots

22 Timebuyers at Work

72 Tv and Radio Newsmakers

44 Tv Results

55 Washington Week

Member of Business Publications fii £/'^l
Audit of Circulations Inc. 5—a

~* ~

SPONSOR PUBLICATIONS INC. combined with TV. Executive. Editorial, Circulation and
Advertising Offices: 40 E. 49th St. (49 & Madison) New York 17, N. Y. Telephone: Murray
Hill 8-2772. Chicago Office: 612 N. Michigan Ave. Phone: SUperior 7-9863. Birmingham
Office: Town House, Birmingham. Phone: FAirfax 4-6529. Los Angeles Office: 6087 Sunset
Boulevard. Phone: Hollywood 4-8089. Printing Office: 3110 Elm Ave., Baltimore 11,

Md. Subscriptions: U. S. $8 a year. Canada & other Western Hemisphere Countries $9 a

year. Other Foreign countries $11 per year. Single copies 40c. Printed in U.S.A.. Address
all correspondence to 40 E. 49th St., N. Y. 17, N. Y. MUrray Hill 8-2772. Published weekly
by SPONSOR Publications Inc. 2nd class postage paid at Baltimore, Md.

©1959 Sponsor Publication Incs.

SPONSOR 18 july 1959



Great Mo: f I

KMOX Radio outweighs

all other St. Louis media

in community impact!

The language was unfamiliar, but the sound was universal— the piping voice of a

three-year-old singing his first song. In that moment, half a world of differences melted

away. Because of young Tran-Van-Anh's song, Laos would never again be just a place

on a map, nor its people nameless millions. Life among Tran-Van-Anh's people, in

Communist-pressed Indochina, is brought home to KMOX Radio listeners through

"Operation Medico"— a weekly report by Dr. Thomas Dooley, a St. Louis physician,

on his mission to Laos. This is another example of the programming scope of the

"Voice of St. Louis"— a voice that never talks down to its audience.*

*The largest audience ever reported by Pulse for a St. Louis radio station. (Annual Cumulative Pulse studj of

Metropolitan St. Louis, December 1954 thru January 1959)

KMOX RADIO
50,000 WATTS, REPRESENTED BY CBS RADIO SPOT SALES

CBS
IN

ST. LOUIS



The Million Dollar Stations featuring

Million Dollar Music on CKLW Radio
Million Dollar Movies on CKLW-TV

CKLW* CKLW-TV GUARDIAN BLDG. DETROIT

ROBERT E. EASTMAN & CO., INC.

Nail Radio Rep

YOUNG TELEVISION CORP.

Natl TV Rep

J. E. CAMPEAU

President
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"Me an J.K.
is just like this!" WJAR-TV not only has a corner on quality feature films in the Providence

market, but also exposes them with rare showmanship. Morning and afternoon films, for example,

are emceed daily by personable Jay Kroll who asks viewers to write and tell him what they would

like to see, then waits for the mailman to clue him

on local tastes. Between "acts", Jay interviews

visiting celebrities, and leaders of local and national

civic groups. "The Jay Kroll Show" — another

good reason why WJAR-TV has won the TV heart

of the Providence Market.

10th Anniversary of CHANNEL 10

-^WJAR-TV

NBC
Cock-of-the-walk in the PROVIDENCE MARKET

ABC • Represented by Edward Petry & Co., Inc.

PONSOR • 18 JULY 1959



97.2%
OF VIEWERS IN

Albany, Ga.
ARE TUNED TO

WALB-TV

WALB-TV's NEW

1000 FOOT

TOWER
ALMOST DOUBLES THE

EFFECTIVE WALB-TV
MARKET IN

SOUTH CEORGIA AND
NORTHWEST FLORIDA!

• GRADE B POPULATION
NOW IS:

730,600

• GRADE B TV HOMES
NOW ARE:

126,200

Write for

new Coverage Map!

WALB-TV
ALBANY, CA. — CH. 10

Raymond E. Carow, General Manager

Represented Nationally by

Venard, Rintoul 6 McConnell, Inc.

In the South by James S. Ayers Co.

One Rate Card

NEWSMAKER
of the week

This week, a Haiti industrialist in concert with two 11. S.

station group heads put some pepper in the Latin American

tv sauce. A $250,000 station, Haiti's first, is the initial step in

Caribbean network and further expansion in island area.

The newsmaker: Mike Rosenberg, Haiti industrialist, en-

visions a Caribbean network as immediate goal of a $250,000 plungi

in Haiti. With partners Jerry Bartell, head of the Bartell stations, and

Elroy McCaw, head of the Gotham Broadcasting group, Rosenberg

has formed Hemisphere Television Corp.

Initial venture is a vhf station in Haiti, slated to begin operating

1 November. Though cautious about revealing countries they will

invade next, Rosenberg told sponsor that "good possibilities an

Chile, Honduras and Panama."

Rosenberg strongly hinted that

the pattern for expansion in the

Caribbean will follow this pattern:

Gonave I a nearby island I . Mar-

tinique and Trinidad.

Reasons behind choice of Haiti,

with its four million population:

I 1 1 areas closest to the U. S. are

least expensive to handle. ( 2

1

mountains (highest 6,000 feet)

make it a good microwave point

for eventual transatlantic broad-

casting.

"Another very important reason," Rosenberg said, "is Haiti's fierc

independence. One of the problems in setting up stations in Latii

America is government 'direction,' especially when the govern men

is part owner of the station."

Nonetheless, tv in Latin America is growing. Based on latest U. S

Information Agency figures, E.I.A. and other sources, here is a run

down of progress to date:

Argentina— 1 station—sets in use: 250,000

Bahamas— 1 station—sets: 6,000

Brazil—7 stations (all independents)—sets: 850,000

Colombia—9 stations (1 ind.. 8 boosters)—sets: 150.000

Cuba—23 stations (2 ind., 3 nets)—sets: 350,000

Dom. Rep.—3 stations (1 ind., 2 satellites)—sets: 7,500

Guatemala—2 stations (1 ind., 1 gov't I—sets: 20.000

Mexico—13 stations (3 nets)—sets: 450,000

Nicaragua— 1 station—sets: 2,000

Panama—2 armed forces stations—sets: 8,000

Peru—2 stations—sets: 5,000

El Salvador—2 stations—sets: 7.000

Uruguay— 1 station—sets: 15.000

Venezuela—11 (1 gov't. 2 ind. and sats.)—sets: 200.000

MiIce Rosenbers

SPONSOR
1
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NEWSMAKER STATION of the WEEK
KLAC appoints EASTMAN

STANDS FOR LOS ANGELES, CALIFORNIA

The Nation's 2nd Market...7 'A Million

YES, AND IT ALSO STANDS FOR:

1. Quality Programming
2. Top Facility, 5,000 watts on 570 kc

3. Talent: THE BIG SIX

4. Unsurpassed News Staff

5. Sam the Traffic Man
6. Exciting Sports with Sam Baiter

7. Powerful Merchandising Support

It all adds up to SHOWMANSHIP and SALES RESULTS!

rx

See your East/man for sales

in southern California.

NEW YORK:
527 Madison Avenue
New York 22, N.Y.
PLaza 9-7760

robert e. eastman & co., inc.

national representatives of radio stations

CHICAGO:
333 N. Michigan Ave.

Chicago, Illinois

Financial 6-7640

SAN FRANCISCO:
RussBldg.

San Francisco, Cal.

YUkon 2-9760

DALLAS:
211 North Ervay Bldg.

Dallas, Texas

Riverside 7-2417

ST. LOUIS:

Syndicate Trust Bldg.

915 Olive St.

St. Louis, Missouri

CEntral 1-6055

LOS ANGELES:
Taft Building

1680 N. Vine St.

Hollywood, Cal.

HOIIywood 4-7276
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by John E. McMillin

of Mississippi

Retail Sales . .

.

$918,000,000
IN THE SOUTH'S
FASTEST GROWING

TV MARKET

Jackson, Miss
*

with these Jackson
stations

WelTV M
KATZ

WlbT
HOLLINGBERY

* Nation's business gains leader

Commercial
commentary

Philosophers yet

Jackie Robinson, erstwhile fiery second base-

man of the even more erstwhile Brooklyn Dodg-

ers, now conducts a thrice-weekly column of

great moral earnestness in the august pages of

the New York Evening Post.

Jackie also, when he is not exploding in a

flaming crusade for human rights, serves as vice

president in charge of personnel for a great

humanitarian corporation whose stock has recently achieved the

pinnacle of American economic respectability, a listing on the Big

Board of the New York Stock Exchange.

I think Jackie Robinson is an authentic hero, a fine, fearless

figure of a man whose history and exploits deserve admiration and

real respect.

Nevertheless, it is my painful duty to report that Jackie's company,

the egregious Chock full o' Nuts Corp., is currently perpetrating on

the American public the most alarmingly immoral commercials ever

seen on home tv screens.

And furthermore, nobody seems to care.

Mice or moral leaders?

Sometimes I just don't understand the people who criticize tv ad-

vertising.

If some downtrodden copywriter, struggling to support a termagant

wife and four sniffling children in a Greenwich Village walkup,

timidly suggests that owning a Thunderbird or a Roto-broil 400

is an adjunct of "gracious living," they holler horribly about the

"hidden persuasiveness" of the ad business.

If some half-starved actress, hoping to get noticed for a part

on Playhouse 90, displays an inch too much cleavage or a patch too

much thigh, they snarl like the hypocrites in Hawthorne's Scarlet

Letter.

But when a great public-spirited corporation like Chock full o'

Nuts, supported by an integrationist St. George like Jackie Robinson,

advocates a social philosophy that patently and flagrantly insults the

teachings of Moses, Jesus, Mohammed. Buddha and Confucius,

nothing happens. What I want to know is, why not?

Where is the Legion of Decency? Where is the National Council

of Churches? Where are Bishops Oxnam. Pike and Sheen? Where

is Rev. Martin Luther King? Where is Cardinal Spellman?

What's the matter with you guys? Are you mice or are you men?

Nuttin's plenty for nobody

If you think I'm kidding about all this, you're only partially right.

It is fun, of course, to tease the clergy and to take them publicly

to task for neglecting their moral responsibilities.

( Please turn to page 19)
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Vibrantly alive, in love with the fast tempo and excitement of today's living; ever eager to

share in the interests and enthusiasms of others... a "metropolitan" personality.

METROPOLITAN
BROADCASTING
CORPORATION
206 East 67 Street, New York 21, N. Y.

New York City

Washington, D.C.

Cleveland
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reliable as a

/

AMERICA'S 1 Oth TV MARKET

NBC
and
CBS

316,000 WATTS

WGAL-TV
STEINMAN STATION . Clair McCollough, Pres.

The WGAL-TV- AUDIENCE is GREATER

THAN the combined audience for ALL

OTHER STATIONS in the Channel 8 coverage

area. See Lancaster-Harrisburg-

York ARB survey.

10

LANCASTER, PA.
Channel 8 • NBC and CBS

Representative: The MEEKER Company, Inc.

New York • Chicago • Los Angeles • San Franclscc
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Most significant tv and radio

news of the week with interpretation

in depth for busy readers

SPONSOR-SCOPE
18 JULY 1959 If yOU have any doubts about the demand that spot tv faces—especially in the

copyright 1959 major markets—this fall, note this: It'll be the travelingest August and early Septem-
sponsor ber for agency media people in some years.

publications inc. Intent of the road-hitting: To make sure they're getting the best breaks possible

for their spot tv schedules in the tight markets.

A number of the Madison Avenue agencies with heavy spot stakes have told SPONSOR-
SCOPE that they're already primed to spring members of their buying staffs for extensive

station visits in the event the initial response to their requests isn't up to -mill

.

National spot tv buying was far more active in Chicago the past week than in New
\ork, where they're apparently waiting until the last minute to see if better spots may open

up by luck.

In New York Avon cosmetics through Dreher was picking up six and eight

plans while the National Assn. of Insurance Agents (Dorrance) moved to reactivate

those markets (out of a total of 160) that were suspended for the summer.

Even with the hiatus, the NAIA's collective pot for spot tv—sweetened by the casual-

ty insurance companies themselves

—

will come around $1 million this year.

The competitive targets of this campaign, which is definitely set to go into I960, are

the direct writers like All-State, Nationwide, and State Farm Mutual.

The main spot tv action out of Chicago was among the cereals, both for hu-

mans and animals, with one campaign starting in August and the others in the fall.

The specifics: Kellogg (Burnett), 13 weeks of children and adult minutes and chain-

breaks in 10 Eastern markets, starting 3 August; Quaker Oats (Tatham-Laird), 40 weeks

of half-hours in all West Coast markets, except L.A., to feature Aunt Jemima and Ken-L ra-

tions; Hartz birdseed (George Hartman), 26 alternate-week half-hours in family time in

12 markets.

Another August starter: Parker Pen (Tatham-Laird), minutes. 20's and I.D.s for

the back-to-school and Christmas shopping pushes (17 weeks).

The actual figures won't be available for a couple months, hut the SRA's Lawrence

Webb gave this as his offhand estimate of how national spot radio did tin- first

six months of 1959: about 5% better than during the first half of 1958.

That V v edge, according to Webb's expectations, was scored in the second quarter

of the year. The first quarter, noted Webb, about matched the billings for the initial three

months of 1958. (Under the new SRA system, the figures are released in half-year

batches.)

Toy manufacturers who rely on spot tv aren't taking any chances of being

left out in the cold during the Christinas buying rush.

They're making their purchases right now—with August starting dates. (One

market where tv stations already have become loaded with this class of business is Boston.)

Incidentally, tv continues to revolutionize the toy business. The manufacturers of

low-priced toys and games, in particular, have embraced tv as the medium for year-round

sales building.
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SPONSOR-SCOPE continued

Elgin and JWT have about mapped out what they'll be doing in tv for the coming

pre-Christmas season.

The plan: minute participations and partnership in a special.

Spot tv this week was faced with still another nighttime network tv announce-

ment carrier: NBC TV made Laramie available (the other is Five Fingers).

Altogether ABC TV has 11 shows of that category and CBS TV three.

Add to the complexion-care bar-soap sweepstakes: Dial's lanolized version

(FCB).

It's Dial's answer to the cold cream additive brands, but Armour will keep this con-

tender at the test market level a while.

Y&R's current examination of radio's newest values has this angle: Its Chicago

office, along with American Bakeries, is quizzing midwestern radio stations about accept-

ing 2}/> -minute commercials.

The format: music and dialogue.

Members of the Stations Representatives Assn. in a few days will get a look at

the revised version of the radio presentation that the SRA has been working on since

last April.

It will put the emphasis on such factors as the buying dimensions of the average

family and how the housewife can be reached through radio.

Look for the three soap giants to take a crack at the pharmaceutical field.

In fact, Colgate is in the process of setting up one such product, and Lever is seriously

interested in testing a couple.

Marketers see this extension into the drug business as a logical step. From the dis-

tribution point of view toiletries and pharmaceuticals are closely allied. Besides, there's a

high margin in branded drugs.

It's also a very risky business. The survival rate of new products is only 5-10' <

.

12

The regional and local coffee brands in Chicago are taking a walloping as Hills

Bros, and Folger are locked in battle for dominance of the market.

While Hills and Folger are spending between $60-70,000 a week in Chicago h
alone, even the big competitive nationals aren't attempting to match them in ad budgets.

The real battleground is among the grocery chains, which—as the result of ape-

cial deals—have been selling the two contending brands at sharp markdowns.
The little brands fear that they'll be squeezed out unless they meet the giants

through some cooperative effort or mergers.

You can expect some serious wrestling between the tv networks and their mort

rambunctious affiliates this fall over the right to DB daytime shows in order to mak<

room for their own spot carriers such as feature films.

This determination stems from the fact that the demand for daytime minutes i;

greater than ever. Stations see only one way out of the shortage: Taping the network

program and scheduling it where it's more convenient for the station.

Despite warnings from the network, one of the most important station groups hai

DB'd several serials to make room for spot carriers. A similar situation prevails at one o

the old-line southern stations.

SPONSOR 18 JULY 19Sf



SPONSOR-SCOPE continued

Affiliates of ABC TV and ISBC TV may find themselves with a shortage of 20-

second spots when fall schedules get rolling.

Both networks will have more hour shows than ever, and the practice is not to allow

for a station break unless the show has multiple sponsors.

NBC will have two exclusively sponsored one-hour periods Sunday night and one each on

Monday, Tuesday, Wednesday, and Friday nights. (Incidentally, both the Steve Allen and

Perry Como shows will be single-sponsor affairs this year.)

Rejoined a network executive when this station break situation was called to his at-

tention: "The amount they'll get from us will amply make up the difference."

There's been a decided drift away from local cut-ins, mainly because of (1) the

prohibitive rate, and (2) agency dissatisfaction with the way they're handled by the

smaller stations.

Some media directors are under the impression that quite a few stations are inclined to

discourage cut-ins because they realize they haven't the personnel that can do it

efficiently.

Notes the media director of a P&G agency: "Unless we do it on a sectional basis,

we try to avoid cut-ins. However, a medium's success depends on its flexibility—see what the

magazines are willing to do these days with split-runs—and the tendency to highhat cut-

ins could some day turn out to tv's disadvantage."

The mounting interest in specials among advertisers has forced the growth of

a new breed within the tv/radio departments of the major agencies: specialists in specials.

These agencies have found it imperative to have somebody on the staff free to concen-

trate his attention in this area so that inquiries from clients can be handled intelli-

gently.

Agency managements recognize that more time will be spent by the specialist on specials

he doesn't sell than on those he does. Nevertheless the specials field has become so allur-

ing that it doesn't pay to take a chance.

An analysis of the ratings of last season's specials by ARB for SPONSOR-SCOPE
makes it abundantly clear that specials as a whole are good rating pullers.

They're something an advertiser buys for superior quality, identification, excite-

ment, or for public relations mileage.

The analysis, to begin with, shows that the average multi-city ratings by program

types for specials were these: variety, 24.3; drama, 19.9; music, 13.7; sports, 13.3;

public affairs, 9.0; educational, 8.7.

But note: Out of the 49 specials that fell within the variety category, only 13 turned

up among the first 10 in their respective rating periods. The 13 were:

DATE PROGRAM RATING AUDIENCE SH U(K

14 Oct. Bob Hope 26.3 40.9

18 Oct. Jerry Lewis 31.9 31.0

27 Oct. Shirley Temple 26.3 41.6

12 Nov. Shirley Temple 30.3 47.1

22 Nov. Dean Martin 2."..0 14.6

30 Nov. Wonderful Tow n 31.0 18.0

1 Dec. Lucille Ball 34.9 61.3

10 Dec. Jerry Lewis 32.:: 30.2

3 March Some of Manies Friends 32.3 52.1

6 March Oscar awards 47.4 78.6

6 April Emmy awards 33.7 60.4

26 April Meet Me in St. Louis 27.7 18.4

1 June Summer on Ice 28.9 52.0
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SPONSOR-SCOPE continued

As soon as the agency's roadmen have completed their phase of the project, JWT (New
York) will start placing orders for some $3.5 million in spot radio in behalf of

Ford dealers.

The campaign will go into well over 100 markets and start toward the end of Sep-

tember. Ruth Jones is heading up this operation.

Not much has been heard from the other members of the Detroit big three as to their fall

spot radio plans. But there are good indications that Chrysler at least will be in there

with saturation splurges for its new economy-sized progeny.

Pittsburgh Paint (Maxon) will be in spot radio in September for another four-

week ride, stressing the need for a fall cleanup.

There'll be about 450 stations in 125 markets in the splurge— all adding up to

around 8,500 announcements and $100,000 in billings for the month's run.

Unlike in spring, the Pacific Coast will be included this time.

Here's how two leading contenders in the cold remedy field are going about the

business of setting up their spot tv campaigns for the coming season:

ANAHIST (Bates) : The buying is split up into two phases. It will pick up a few

good spots immediately in the key markets and get them rolling the third week in Au-

gust. But the bulk of the plans will be implemented in the meantime, with the second sched-

ule taking off in 80-90 markets 21 September. Both flights will encompass 30

weeks, and add up to around $4 million.

VICKS (Morse International) : Media director Orrin Christy, Jr., chief timebuyer

Roy McArdle, and assistant timebuyer Mary Ellen Clark are all on the road lining up

schedules in the top 50 markets. This campaign will run around $2.5 million.

Retail merchants within the next year will have available to them the finding!

of an in-depth test on the effectiveness of tv in selling soft goods.

It will be a four-step project, with the participants consisting of Patterson Fletcher,

a leading specialty shop in Fort Wayne, WANE-TV, Fort Wayne, and the TvB. The major

part of the test campaign starts in the fall.

What gives this undertaking a strong sense of authenticity is the fact that the store will

open its books for the benefit of other retailers—even competitors—so that they

too can see how tv works in specialty marketing.

Here's something that probably will nudge the national airlines toward embracing

network tv: American Airlines has bought close to $1 million worth of participa-

tions on ABC TV's Untouchables.

As the network tells it: The contract was closed between an ABC salesman and a AA

ad executive during a plane trip from St. Louis to Chicago.

Media note: American has been spending about $1 million in radio.

NBC TV is pointing with pride to how Today and the Jack Paar show have fared

in billings. As of 1 July, Today was 81% and Paar 51% ahead of the same 1958 period

Contributing to the hefty increase: The shows have been sold in dual fashion. In addi

tion to going after small accounts, the network has convinced some of its bigger custom

ers that they should use these fringe-time programs as supplementary tools.

For other news coverage in this issue, see Newsmaker of the Week, page 6:

Spot Buys, page 50; News and Idea Wrap-Up, page 60; Washington Week, page 55; sponsor

Hears, page 58; Tv and Radio Newsmakers, page 72; and Film-Scope, page 56.
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for every 10 "food dollars" spent in

Indianapolis Trading area . . . there

are $14 spent in its Satellite Markets.

More mouths to feed mean more money being spent

for groceries . . . and there simply are more people in

the Satellite Markets than in the 18-county Indianap-

olis Trading Area. That's why this big Mid-Indiana

television market is different . . . you can cover all of

them with WFBM-TV.

Where else will you find satellite markets that are 33%
richer and 50% bigger than the Metropolitan Trading

only basic NBC coverage of America's

13th TV Market— 760,000 TV homes.

INDIAN APOLIS Major retail area for 18 richer-than-

average counties. 1,000,000 population-350,600 families with 90%
television ownership!

o 11 SATELLITES-Each market within WFBM-TV's
verified coverage ... Marion • Anderson • Muncie • Bloomington
• Vincennes • Terre Haute • Danville, Illinois • Lafayette • Peru

• Logansport • Kokomo.

Zone itself? Where else do you find such a widespread

area covered from one central point . . . and by just

one station with no overlapping basic affiliates of the

same network ?

WFBM-TV dominates Mid-Indiana, because it is the

only basic NBC outlet penetrating this market. Nielsen

Coverage Study #3 confirms these facts . . . and we're

proud of our ARB. Let us show you how to test

regional marketing ideas with amazing results.

Represented Nationally by the KATZ Agency

BASIC NBC-
TV AFFILIATE
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^ Commercial commentary

continued from page 8)

Bui I am deadly serious in believing that the current Chock full

i \uls commercials, with their open, brazen insistence that "The

>est tilings in life cost money," constitute the most dangerous, sub-

ersive and immoral influence in tv today.

Do you believe that "the best things in life cost money?" If

ou do, \ou are setting your face against every great teacher and

ooral philosopher who ever lived.

There's no need to quote Scripture to prove this. You can start

sith the Ten Commandments and the Sermon on the Mount and go

traight through to the Bhagavad Gita without finding any support

or the coffee makers viewpoint. This is a vicious modern heresy.

\\ hen I was young, we were wholly confident that the "best things

n life are free." and sang gaily about the "flowers in spring, the

1.1,'m- that sing." and the fact that "love belongs to everyone" to

nii\e our contention.

Later, George Gershwin, in "I've Got Plenty of Nuttin'" immortal-

zed the man who found "nuttin' plenty for me" as long as he had

i- love and his song. And Gershwin's philosophy merely re-echoed

.hat all the great poets and prophets—Isaiah, Plato, St. Francis of

\—i-i—have been saying for 3,000 years.

Chock full o" Nuts, however, has other, more revolutionary ideas.

Their commercials, in fact, are redder and more godless than any-

tiing that ever came out of Russia. Their battle cry
—"The best

in life cost money" is so crassly materialistic it makes Marx

nd Lenin look like pale, wispy spiritualists.

I think it is a lousy, sinful, wicked doctrine. And it is nothing I

ant m\ children to hear—on tv or anywhere else.

A Warning to Copywriters

I he appearance, however, of these outrageous Chock full o* Nuts

ommercials does illustrate certain points about tv advertising which

lost of us are apt to forget.

The first is that there are huge and important areas of public

lorality for which no exact rules or laws can be drawn. I doubt if

rrj I'v Code could ever be devised which would spell out in exact

etail why copy such as Chock full o' Nuts should not be allowed.

Second, the maintenance of decent ethical and moral standards

n t\ depends, in the main, on aroused public opinion, rather than

n a police force. If the churches, who certainly should know better,

o Dot complain strenuously and specifically about the Chock full

Nuts blasphemy, they have no right to castigate the advertising

u-iness.

Finally, and this is strictlv within the family. I'd like to issue a

n'ld, avuncular warning to all tv copywriters. If you are ever

impted to get philosophical—to mouth large eternal truths about

fe in your commercials—don't do it.

< liances are you'll end up sounding like a fool, or a blackguard.

i worse.

The guys who are grinding out those ponderously mental pieces

boul "thinking men" for Viceroy are kidding themselves more than

Byone else. The Compton copyman who turgidly insists that "read-

lg is the most rewarding form of doing" lacks humor as well as

hilosophy.

\nd those ethical giants behind the Chock full o' Nuts commer
ials will get their comeuppance. Do you want to bet? ^

"AT K-7, GENERAL
ELECTRICS TRANSMITTERS

ARE THEIR MOST
IMPORTANT PRODUCT "

.

.

" 'CAUSE .

.

WE JUST

INSTALLED A

BRAND NEW ONE!

We wanted to

make dang
sure the pros-

perous people

of the Golden Spread got a

good look at vibrant, new K-7

... so, in June, we installed a

new General Electric transmit-

ter. This, combined with our

recent increase to full power,

assures everyone in this rich

four-state area, a clear view of

KVII-TV's exciting new program-
ming. K-7 can put your brand

where it will do the most good
... in front of the people with

money to spend. Let a Boiling

man give you the details of

KVII-TV's phenomenal growth.

KVII-TV
amarillo, texas

C. R. 'Dick'
1 Wotn

Vice-President and
General Manager

Represented
nationally by the
Boiling Company
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BALANCE! The CBS Owned stations devote the same care and production values to pro

grams in the public interest as they do to their entertainment schedules.

As proof: since the beginning of the year, news, information and education programs or

the five stations have won a total of 36 awards, plaques and honorable mentions.

To cite but a few ... of three Sigma Delta Chi television journalism awards, two went t(

CBS Owned stations. Five local "Emmys" (including a Special Station Achievement award)

went to CBS Owned stations for public affairs programming. Four awards and honorable

^"*fc

<4? i J §
ab r m t
CM: > •. ' ',



aentions given by the Ohio State University Institute lor Education by Radio-Television

. . a Sylvania award ... a National Headliner Silver Medallion . . . and so on.

Unquestionably, it is the continuing commercial success of CBS Owned stations' entertain-

nent schedules which makes possible the major-budget community service programs that

.ttract large audiences. And thus insures the program balance— entertainment and informa-

ion in generous measure— indigenous to wcbs-tv, new york; knxt, los angeles; wbbm- i v.

HICAGO; WCAU-TV, PHILADELPHIA; KMOX-TV, ST. LOUIS. CBS TELEVISION STATIONS

* * ITU !>,

migjiiii invnnrtrr ••

^WBWPI' 1#&^
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RUNAWAY SALES

SUCCESS

ALL ACROSS U.S.A.!

N
E
W
S

ORTH
Detroit, St. Louis,
Cleveland, Ft. Wayne!

AST
Boston, New Haven,
Albany, Portland!

EST
Los Angeles, Denver,
Seattle, Salt Lake City!

OUTH
Atlanta, New Orleans,
Miami, Richmond!

Have your local ITC represen-
tative give you the news of how
BRAVE STALLION can in-

crease audiences in your market.

INDEPENDENT
TELEVISION
CORPORATION

488 Madison Ave. • N.Y. 22 * PLaza 5-2100

22

Timebuyers
at work

"**W

Lucille Braumiller, media director. Sander Allen Advertisiq

Chicago, which buys for Velsicol Chemical's agricultural insecticidi

feels that farm stations radically switching to pop music formats mi

lose their audience for farm products. "The living patterns of t

farmer have changed in the last 10 years, and he has become mo

urbanized as his standard of living

has risen," Lucille points out. "But

this urbanization is only on the sur-

face. Basically, the farmer still re-

mains a product of his own highly

specialized way of life. Successful

farm selling must, therefore, be

geared to these interests." Because

the farmer has been raised on

country and western music, Lucille

thinks that stations seeking both

rural and urban audiences should

balance their programing accord-

ingly. "I feel that a common music ground can be found. But a stri

Top 40 policy for these stations cannot hold the farmer. It is

feasible if it is modified considerably, and slanted to his tast

The farm audience still remains too large for stations to ignore

Norm Allen, Mohr & Eicoff, Inc., New York, thinks that of partici

lar interest to stations and advertisers is a study of listenership habij

of women (by age groups I to music programing, by Patrick E. Weld

at Ohio State University. "The survey was based on 2,168 person!

interviews of girls and women over 14 years of age at a time whe

many stations were changing
j

teenage-directed music formatsi

Norm notes. "It showed that til

tiniest share of the female audient

throughout the entire day was mac

up of teenagers, contrary to con

mon opinion that they represents

a very substantial share. Even la

afternoon, when many stations h

hard with teenage fare, showe

small teenage listenership. N<w

points out that during the four t

six p.m. slots, there were 65 tee

agers per 1,000 homes as against 245 women in the 31-45 grou.

Young, single and married women were also negligible. The oldi'

groups outnumbered those under 30 by large margins at all hours <

the day. "If this sample is accurate," Norm says, "many stations ha>

been programing under a misconception as to audience character
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Four hundred forty-eight thousand and one!

Change your records and let there be sounds of

rejoicing along Madison, Michigan and other

avenues of enlightenment. Another tv family just

moved into our 58-county area.

That makes it 448,001, some of whom are left

handed, some right handed, and some ambidex-

trous.

Whether they use (a) the left or (b) the right hand

to tune to channel 10, they tunc to channel 10.

NCS No. 3 shows us No. 1 daily and weekly, day-

time and nighttime, in Roanoke. WSLS-TV
reaches more homes than any other station in

the greater Roanoke market. Blair Television

Associates will take it from there.

WSLS-TV
Channel 10 • NBC Television

Mail Address: Roanoke, Va.

A broadcast service (with WSLS Radio)

of Shenandoah Life Insurance Company
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Evening schedule

tfCH 9-15 1959

,-. C6S «<XJ«AM*W*B

FRIDAY SATWtOAT
SUNDAY

„.£f*C£
TARGET

c t 0**



THE PGW COLONEL SAYS:

"Some of our most profitable

presentations are made to

the stations we represent.

"

We chart the progress of the stations we work for

. . . their sales potential and sales, their audience,

their CPM and their competition . . . because we

want to know how we are doing, and how we

can do better.

They welcome this information and often ask for

our counsel on their product, their prices and their

promotion.

Is this PGW service profitable? We think that

these stations are in the best position to tell you

of our work in that area. Don't you?

P JETERS.

G BIFFIN

W OGBWAMX imc.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD

ATLANTA DALLAS FT. WORTH SAN FRANCISCO



WSBT-TV

49th a

"HOOSIER FAVORITE"...
The Teenagers Show That ParentsWatch

With Joe Kelly and Bruce Saunders at the helm of "Hoosier

Favorite," WSBT-TV's big production studio really "jumps" on Satur-

day afternoons. From 5:00-6:30 p.m. South Bend teenagers crowd
the studio and their home TV sets for dancing fun, top tunes and
the casual commentaries of Saunders and Kelly.

While "Hoosier Favorite" is essentially a teenagers show, ARB
reports that half of this big audience is composed of adults! Now in

its 5th year, this popular program consistently rates above 20.0%.

WSBT-TV dominates the prosperous South Bend market with

local programs and by carrying top rated national shows. The latest

ARB rating gives WSBT-TV 45.2 share of sets in use over a four week
period!

To reach the 1 .6 billion dollar South Bend TV market, use the

station that dominates it nearly 2 to 1 ... WSBT-TV. See your Ray-

mer man or write this station for availabilities on "Hoosier Favorite."

Also request free market data book.

SOUTH BEND, INDIANA
ASK PAUL H. RAYMER COMPANY «

26

> CHANNEL 22
NATIONAL REPRESENTATIVF

Madisc

Wrong word

Your June 20th article on tv's t

four in cleaners ("Can They Upi

the Champ?") misstates the

when it reports that Lestoil "uses

only in live action minutes." And
omits another pertinent fact when
draws attention to the singular p<

sonalities of Mr. Clean and Han
Andy as major selling features.

Lestoil does use animated spo

produced by our company during t

past year and a half, as a maj

aspect of its advertising progra:

Aside from their recent victory

the Cannes International Advertisii

Film Festival, these commercials ha

attracted considerable praise with

the industry and among the viewiii

public. And, without arguing t

relative merits of its rivals' conimi;

cial personalities, certainly the figii

of "Dirt," before and after, featur

in the Lestoil spots, is one of the mo

winning characterizations on the s\

today.

Peter Cooper

exec. v.p.

Robert, Lawrence Animatu

New York

• Our mistake; we intended to say "pj

marily."

'Freeloader' fan

Your fine publication has render/

many services to our industry as w<t

as to those that use radio/tv—
bjj

another star was added as a result

your 27 June issue in the story "De

Miss Freeloader."

I have known Ben Ludy for mat

years— Ben taught me radio —
always practiced what is outlined

this article. It is natural that I su

scribe to the practice and follow it

the letter. You can not merchandi

goods you are not stocking on yoi

own shelves. The sooner the frej

loaders learn it the better off th(

will be.

Considerable client funds—that

presume come from the advertisii
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count- are wasted. Much paper,

ik. postage and what-not would be

i\fd if the stupid practice was

opped. It would make our janitor

lot happier, too, as every bit of it

ts file 13.

1 hope th is article in \our good

Bgazine will make some of them

up and think.

Ed McKernan
gen. mgr.

KVOE
Emporia, Kans.

col tv special a smash!

e took your advice about local spe-

lls l."Wh\ not local tv specials?"

iinsor, 30 May), and whipped up

lie of our own. On Thursday eve-

ag, 25 June. KING-TV replaced its

gular programs with Lost Cargo,

90-minute report to our viewers on

e waterfront crisis faced by the port

ties of Puget Sound. This was a

list" for local tv in the Pacific

>rthwest. and will lie followed by

-lies of KING-TV periodic "spe-

Uthough Lost Cargo was in the

ils over four months prior to your

ovocative editorial, the extremely

gorous and favorable reactions to

clearl) point up the soundness of

ur editorial position.

Otto Brandt

v.p.

KING-TV
Seattle

1st growing fm
< would like to congratulate you on

excellent coverage of fm radio

m'ii in the article written in the 13

. tie issue.

Representing, as we do, seventeen

i the Lnited States and one Cana-

fen I m station, we naturally are

jeatl) interested in anything that

- this fast growing medium to

I
'
attention of the advertisers.

I here is no doubt in our minds
I

I

acceptance of fm radio is becom-

\ more widespread.

\l"iig Madison Ave., agencies who
'• listened to our story with a

kigue-in-cheek attitude a year ago
e now seriously compiling informa-

"i for client presentation. Every
lication points to a continuous up-

rge in business this fall.

Joel B. Fairfax

v.p., dir. of sales

Fine Music Hi-Fi Bdcstrs, Inc.

New York

rasTeST qui? in me south
Fastest . . . and speaks with most authority in these parts,

podner.

Small wonder we're sittin' tall in the saddle. WBT's varied,

creative, responsible programming guns down the opposition

by 92% mornings, 69% afternoons and 123% at night.*

Nielsen says our spread is the nation's 24th largest.** Let us

put our brand on your radio schedule. Call CBS Radio Spot

Sales for the low-down.

Pulse 25 county area 1959 (March)

**A. C. Nielsen Co.

WBT CHaPlPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY
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SJURES
But they've been warned^y^tlieir Mothers,

to stay off Madison Avenue! ^^•^
Seriously, this picture is merely to show that

our farm families of today, here in the Land

of Milk and Money, look and act just like

their City Cousins . . . except the fam
of course, has more ntoney.

Eye our market: 42% rural and 58% urban

. . . more than 1,350,000 folks spending,

$1,750,000,000 in retail sales yearly . .

%
over 400,000 families enjoying Channef

2-CBS Television.

Makes a pretty picture, doesn't it ?

I

Bfi^j«s^'

<

MENOMINEE
MARINETTEWAUSAU

OCON1

STEVENS PT.

WIS. RAPIDS
i -I'MW ISCONSlN /

' APPLETON \ y

SHKOSH ~ M*S*TOWOC

{ !"DDULAC — S^BOYGAN

WEST BEND |

THE LAND

OF MILK

ANDJ|)NEY

WBAY ch. 2

GREEN BAY
HAYDN R. EVANS, GEN. MGR.
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TV IS

OCK lN<*

WITH

ELVIS PRESLEY, pegged for ABC TV special.

typifies name-star gate appeal all networks look for

•OLD RUSH ON FOR FALL '59 AS NETS SLATE 270 SPECIALS

VHICH WILL COST SPONSORS A STAGGERING $87 MILLION

National advertisers will spend an estimated $87 nets have already scheduled 270 specials for the

illion this next tv season on program phenomena fall "59 season with 192 in the works.

wwn as "specials"—the blockbuster, star-studded This is about five times the number telecast la>t

ows which carry price tags as high as $650,000. year. These 270 specials, now blueprinted at

etworks, packagers and talent are all rustling to mid-summer, represent seven specials a week for

t their share of this enormous rich pie. For the peak-season viewing during the upcoming 39-week

0NSOR 18 jilv iav) 29



season. This means the nation's view-

ers will have much bigger lures pull-

ing them from regularly scheduled

programing, and that advertisers will

"go for broke" to snag the 40 to 50

million audience one tv special nets.

Specials will also be more special

than ever before. The name, a mis-

nomer, has heretofore applied fre-

quently ( and in some cases still does)

to programs which could not legiti-

larly scheduled and independent of

any preceding or following show

which may be aired in the same

series.

At presstime. sponsor tabbed these

net estimates as to the number of

specials now on the books to be tele-

cast next season: ABC. 22; CBS, 97:

NBC, 73. But NBC has by far the

lead in blueprinting specials: it will

telecast 155 specials in the 39-week

Plllllllllllllllllll!llll!!lllllllllllllll!lllllllllllllllllillllllllllllll!llll ll!lllllllllllllllllllll!ll!!lllllllllllllllllllllllll]l]lillli:M Illllllllllllllllllllllllllllllllll

FALL FACT SHEET ON SPECIALS *

ABC TV CBS TV NBC TV TOTAL

NO. OF SPECIALS
1

22 97 73 192

NO, OF CLIENTS 8 10 15 33

TYPE OF SHOWS

DRAMATIC 2 48 16 66

MUSIC-VARIETY 15 14 27 56

COMEDY 29 12 41

NEWS, SPEC. EVENTS 6 6 12

DOCUMENTARY 1 9 10

SCIENCE 3 3 6

SPORTS

* All information as of 7 July, compiled by SPONSOR from information supplied by the three

networks.
1 Refers to total number of separate programs and only to those specifically scheduled as of

7 July. NBC TV. for example, plans to air 155 specials next season but only 7:j have been

formalized ami are slotted.
2 Advertisers who have signed for shows as of 7 July. Thirty different advertisers have con-

tracted for fall shmvs, with Tiuu-x. General Mills and Buick scheduled for two-network showings.
;t Analysis refers to all firmly scheduled programs for next season.

.-1li;/!i,:::'i .,: !!,.!: ,ll!i: Jll' ii!!,ii .ill :!l ili! jr !ii:,,j: ,!;:,h .11 - l!|i|!ll!llli!l!llllll!i|l!lllll!lJlllllll!!!lll!ll Illlllllillllllllllllllllllllllllllllllllllllll

mately be called—specials. The nets

continue to bicker with each other as

to the exact definition of a "special."

CBS TV has the most formalized de-

scription, but one which other net-

works claim CBS TV doesn't live up

to in its own programing. The CBS
special: "A particular program of

unusual scope, continuity and interest

which is not presented as a part of

the network's every week program

fare." Thus a special must be irregu-

30

season and is the only network to

have set aside specific regular time

periods. Normally time clearances for

specials have been provided by a con-

tract clause with regular program ad-

vertisers stipulating that two of their

slots can be pre-empted for specials

during the course of the year. This

system still holds true for ABC and

CBS.

But the NBC plan goes farther. It

clears every Sunday night from 8 to

9, Fridays from 8:30 to 9:30 ai

Tuesdays from 9:30 to 10:30, e*

for 39 weeks (in some cases, pr

vision has been made for 90-minu

segments rather than the hour
addition. NBC has withheld time fro

regular contract schedules for

shows, adding up to its planned tol

of 155 shows.

ABC's specials philosophy st

gives the heaviest weight to musice

and music-variety formats. Its fii

straight dramatic fare to date will

runs of MGM motion pictures, whi

are being offered by the packager

all of the networks on an exclusi

basis this coming season.

CBS is working for a balance h

tween its hrst-line regular progra

fare and its second-line special show

Each schedule—the regular and tl

special—is designed to compleme

the other, as a CBS TV spokesmi

says. "In the first case, we'll prese

the excitement every week of favor:

faces and popular stories, and in ti

second we'll introduce new faces ai

properties. This year our special

will be doubled in number." At th

stage of fall and winter planni

CBS has 97 specials on the books

may well go as high as 130. It

heavy-up on the news and speci

event classification and feature i

elaborate news-gathering teams in

series of six as a season starter.

Advertisers this fall will see t

same amounts of money as on pri

tags last year, even though costs a

rising. Specials can cost as little
;

$100,000 for talent and products

and range as high as $500,000. T:

norm is $200,000, to which an adc

tional average of $120,000 should 1

added for time. Of this $200,01

between $50,000 and $75,000 co

below-the-line costs—production. 1

cilities. etc. The above-the-line cos

—$125,000—pay the creative peo]

and performers on the show, covj

rights and purchase of the proper!

Contracts for each special van. i

pending on the program source I n

work, packager, independent prodi

tion company, the star ) and the ne

of the sponsor. Some buyers wa

only a one-time shot, others may wa

re-run rights for which they th

contract to pay extra before their d

tion on re-runs expires.

The biggest cost factor on the ri

in the opinion of Thomas Moore, v]'

{Please turn to page 69)
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SPECIALS SCHEDULED BY NETS FOR NEXT FALL*

PROGRAM
NUMBER
IN SERIES

ABC TV
SPONSORS TIME UF SETi

MGM MOVIES 2
DISNEY PRESENTATIONS 3
SHIRLEY TEMPLE'S
STORYBOOK 5

RING CROSBY SHOW 2

PAT ROONE SHOW 1

FRANK SINATRA SHOW 4
THE GOLDEN CIRCLE 1

ART CARNEY MEETS PETER
AND THE WOLF 1

CROSRY GOLF TOURNEY 1

THE SPLENDID AMERICAN 1

ELVIS PRESLEY SHOW 1

G en rral Mills

Mars Candy .

Breck -

Oldsmobile

Chevrolet

U. S. Time

Oster Mfg.

Minnesota Mining

Olilsmobile

Feb., March

Fri., 7:30-8:30, 9/11, 9/18, 9/25

Mon., 7:30-8:30, 9 28, 10 19, 11/9,

11/30, 12/21

9/29, probably next spring

10/8, 9-ljO

10/19, prob. Nov., Dec, Feb.

11/25, 10-11

11/29, 5-6

I, 24

Prob. Sept.

Prob. Feb. or March

CBS TV-

VARIED PROGRAMING 20
HEMINGWAY STORIES 4
SHOW OF THE MONTH 9

PLAYHOUSE 90 20

PHIL SILVERS 4
JACK BENNY 3

FACE OF OUR TIME 6
MGM MOVIES 3

DESILU PLAYHOUSE 10
DESI AND LUCY 5

JACKIE GLEASON 4
SID CAESAR 5

Reilon 15 on Thurs., 9:30-11; 5, 60-min.

Buick Thurs., 9:30-11, 11/19 start

DuPont .. 90 minutes, 9 28, 10 14, II 9, 12/4

1/17, 2/11, 3/5, 4,7, 5 3

Allstate Insurance Thurs., 9:30-1 1

American Gas Assn. ....

R. J. Reynolds

Curling's Ale -

60-min.

Bell & Howell ... 60-min.

Benrus Watches Starts 12 13

Whitman Candies

60-min.

NBC TV.

ART CARNEY 8

BELL TELEPHONE HOUR 12
RELL SCIENCE SERIES 3

BOB HOPE SHOW 6
PONTIAC STAR PARADE 8
SUNDAY SHOWCASE 39
HALL OF FAME 6
VARIED PROGRAMING 2

OSCAR AWARDS 1

EMMY AWARDS 1

MUSIC-DAMA 6
DRUG CONVENTION 1

JIMMY DURANTE 2

MILTON BERLE 2

PROJECT 20 3

As of 7 July as reported by the networks.

AC Spark Plugs

United Motors ..

Bell Telephone

Bell Telephone .

Buick

f'ontiac

Hallmark

Brewers Foundation

Acad. Ti Arts. Sciences

Rexall

U. S. Time

Zerex (DuPont) .

Zerex (DuPont)

60-, 90-min., 10 2, II, 12/4, 1/8.

2/5, 3 4, 4 1,5 6

Fri., alt. wks from 10 9, 60-min.

60-min. starting Oct.

60-min. 12/10, 3/18, 5 11, others

Sun., 8-9

90-min. starting mid-Oct.

Fall, June

Sun. 8-9, 10-11

I I I I
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THE
WORLD'S

CAPRI in January: While

cast shivers in bikinis, camera

fan Manilla keeps warm

OASIS crew was first commercial

film group permitted to

shoot in famed Villa San Michele

FOR
OASIS

32



From the French Riviera to

Waikiki Beach goes Mc-E's Jim

Manilla to scout locations and

film those exotic Oasis

Cigarette commercials for tv

u. t

J U1

CARABINIERI of Italy pose at Posi Mi po

near Naples for Oasis commercial. But hats weren't right

ON THE DOCK at Golfe Juan, the spot where Napoleon landed after exile, Paris talent Sophie Moranvillisrs, Claude Serre do scene

I he pictures on this spread and the following

page, for the benefit of those admen who are

camera fans, were taken on regular film with an

//2.8 Rolleiflex. The photographer—except for

the one pic where he himself was snapped by a

member of his cast—is James N. Manilla, film

group head at McCann-Erickson in N.Y. Many
01 (he scenes and the subjects will strike a fa-

miliar chord, and with good reason: they are

from a -cries of on-location commercials (aired

since last November) for Oasis Cigarettes.

Long before he came to Mc-E five years ago.

Manilla worked at Eastman Kodak in Roches-

ter, taught himself photography. I Eastman sup-

plied cameras, film and processing free to all

in their advertising department.) Vi hat began

as a hobby now takes Manilla on world-wide tv

filming junkets; since last fall, he has filmed

the Oasis series in Montego Bay, Florida. \< :a-

pulco, Waikiki. the Riviera, Naples, Capri
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MAKE-UP for Sophie

Moranvilliers by

macieuse before filming at

Eden Roc. (Below) spectator

in square on Capri poses for

shot at request of Manilla

OWNER of villa (above) at Eze, on Riviera, allowed Manilla and crew

in to shoot pix. Back in U. S. (below) at Cypress Gardens, Fla., final take of Oasis

commercial is shot. Man on camera is Mike Elliot, of Elliot, Unger & Elliot

and Puerto Rico. This fall will prol

ably see him shooting more Oasi

commercials in far-flung places. H
picked and flew his talent from sue!

centers as New York, Hollywood

Paris and Rome; used the productioi

facilities and camera artists froj

Arco Productions and Elliot, t nge

& Elliot. For the commercials. Oasi

might have used stock film as back

grounds or gone on stage sets. Stoci

shots, Manilla decided, wouldn't pei

mit control, but he had not closed hi

mind to shooting on sets when h

filmed one commercial in Montegi

Bay. Jamaica and another in Florida'

Cypress Gardens. He took these t

prints to Hollywood, showed them

the top studios, asked if they cofl

duplicate at same price and qualit

on set, was told with remarkabl

frankness by each to go on with loca

tion shooting because they couldn

compete.

Commercials were shot as minutes

whittled down into extra commercial

of 45- and 20-second lengths. Anotfl

bonus of the shooting is that the

picked up stills which have since bee:

used in print media campaign. Souni

tracks were added after filming, tie.

always to the scene. So the familia

Oasis jingle has come out with man
variations—a hula rhythm with Hf

waiian guitars accompanies the Wa
kiki commercial, claves click th

rhythm of the Acapulco film, stee

drums beat through the Jamaica se

quence.

Casting was the biggest problen

and no crew stirred until that wa

done. When a setting was decidec

Jim Manilla flew off three days ahea

of crew and talent to scout exact loca

tion. Actual shooting spanned aboi:

three days. In all of the film safarif

only two were complicated by rain-

in Capri and Montego Bay. Capil

also was very cold in January, so thi

bathing suit-clad stars kept swaddle

in heavy wraps until the raomei:

"Action" was called; after each take

dived back into woolies. Only "iij

ternational incident" occurred a

Naples when Italian officials discox

ered their carabinieri had wor

wrong hats during filming of on

commercial.

A great champion of on-locatio

filming, Manilla also does, for Mc-E

the Chesterfield "Men of America!

series of tv commercials. ^

.



TAPING CHALLENGE to d.j.'s are (I to r) Bristol-Myers' product mgr. John Eastman, BBDO media buyer Ed Koehler, a.e. John Leonard

BRISTOL-MYERS
HURLS CHALLENGE

AT RADIO'S D.J.'S

"Here's a ehance to prove you can outsell tv," says

company to d.j.'s in switch from net tv to spot radio

^ D.j. contest, with B-M salesmen as judges, uses fact

sheet to promote all-out effort, form stronger trade ties

I his week Bristol-Myers, in behalf

of its Trig deodorant, is throwing a

challenge squarely at 180 radio sta-

tions. This is what d.j.'s, station man-
agers and program directors heard
on a tape recorded by Bristol-Myers

admen

:

"Here's your big chance to prove

\ou can outsell t\ . We're switching

Trig's budget from network 1\ into

spot radio because we know you can

do it. This isn't blind faith. We've

tested it. and as a result, we're tin ow-

ing the lion's share of our budget be-

hind spot radio."'

Behind this challenge lies a strate-

SPONSOR 18 JUL? 1959

gy switch by Bristol-Myers and

BBDO: who are diverting the ma-

jority of Trig's over $1 million an-

nual budget I by SPONSOR estimate I

into morning radio. Ed Koehler.

BBDO media buyer, sums up the

reasons for the switch: "We wanted

to reach men when the) are grooming

and most apt to be in the mood for

deodorant advice. The wa\ to do tlii-

is to utilize spot radio to the fullest."

Then, in the waj that am major

compan) handles its sales personnel.

Bristol-Myers decided to paj the

d.j.'s a bonus. But it's a bonus based

strict!) on performance. Specifically,

the handling of a fact sheet.

The judges: Bristol-Myers sales-

men. First, each makes his own d.j.

selection in his market i there are 15

radio markets in all i . The results

will be polled, and a panel chosen bj

SKA will narrow the field down to

the single national winner and 10

runners-up.

The prizes: $500 to the winner,

$100 each to the next 10.

As the tape made bj BBDO and

Bristol-Myers admen emphasizes, the
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CHECKED AGAINST FACT SHEETS, d.j. improvisations are analyzed for pertinence to

campaign theme by (l-r) product mgr. John Eastman, adv. coordinator Roger Whitman, v.p.

Don S. Frost. Tapes of d.j.'s choice will be used in national judging by SRA-selected panel

LOCAL CONTEST CRITICS are B-M salesmen in 45 radio markets, like Bill Huron in Cleve-

land (at left), who twists dial to catch d.j.'s while shaving. Involving buyer in choice is part of

strategy. At right, Pittsburgh salesman Ray Burrows (I) checks his choice with Sun Drug v. p.

Harold Perry. Method of buying (by BBDO's Ed Koehler, below) was also part of strategy

spot radio approach for Trig was

tested before the full-scale push be-

gan this summer I a six-week flight

to be repeated in September).

First experiment was a four-week

spot radio flight conducted in 40 mar-

kets. "A minimum schedule was

mounted," says account executive

John Leonard, "to test the effective-

ness of e.t.'s as a selling approach in

the morning hours, also the effect of

spot radio and spot tv in combina-

tion.

"We found very early," he says,

"that it was very difficult to get our

full message over in less than a min-

ute. Since we couldn't secure any

minute availabilities in prime time,

we dropped spot tv entirely and

studied the effect of radio alone.

"Our plan here was the one we

eventually settled on: 6:30-8:30 a.m.

minutes, in and adjacent to news-

weather-sports programs, simply be-

cause BBDO research has shown a

43% male preference for this type of

programing against a 16% preference!

for music.

"Results indicated we were on the

right track as far as frequency wasl

concerned, but where we felt we were

losing out was in the added impact

we could get from the enthusiasm a|

personal pitch by the d.j.'s would give

us, plus the added interest and proJ

motional advantages such enthusiasm

could stir up."

While the 40-market flight was

still in progress, two markets (Bos J

ton and Providence) were singled oul

as a proving ground for an e.t. vs

fact sheet approach, as well as uhai

could be done with d.j.'s merchan|

dising their own Trig schedules.

At first, a 52-week test was planned

Later, it was decided to duplicate the

conditions of a 52-week test by coni

densing it into 13. Early mornim

schedules on five stations in Bostoi

and four in Providence ran to ap

proximately 45 minutes per week

"Our aim," savs media buver Koeh

ler. "was to obtain 60-70 r
r marke

r-enetration funduplicated homes) ii

Boston and Providence. To approxi

mate the effect of a national magazin

umbrella for the test, we bough

schedules in Sunday supplements-;
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illoting one-third of the budget to

his, the balance to spot radio."

The d.j.'s in each city were called

>n and given fact sheets to work from

,vith carte blanche to come up with

m\ ideas of their own that would

idd color to the copy points. Station

ind program managers were asked

ii get behind the schedules with ad-

litional support at other times of

lay.

Says account executive Leonard.

'W e found that it is not unreason-

ible to ask for additional on-the-air

fupport if there is a strong enough

gimmick to hang it on—one that will

increase listening interest for the sta-

ton. We felt we had that in the 15-

econd progressive jazz lead-in to

he live commercial. One idea that

\orked well was playing of the theme

it other times of the day and offering

irizes to the first persons identifying

|t. Prizes were packages of Trig.

The device did not involve mention-

Dg I he product at all except in the

egular schedule."

Another test point was the per-

"iial influence of the d.j. in selling

chain buyers and rack jobbers. "This

proved to be tremendous," says

3ristol-Myers product manager John

Eastman, "and it became obvious

liat Mime device for forming a rela-

ionship between the d.j. and the

inver must be built into the full scale

adio campaign which by now it was
airly certain we'd be conducting."

To clinch the matter, results of a

ix-week brand awareness test by C.

E. Hooper in Boston revealed:

(1) Awareness of Trig as a man's

leodorant increased approximately
16'

i during the period.

i 2 I Knowledge of Trig advertis-

ing as shown by the ability to recall

t increased 109' , .

In addition, usage of Trig almost

loubled in the Boston market in the

tame period.

The stage was clearly set for an
(ill-out radio campaign. Koehler and
3BDO associate media director Herb
Vlaneloveg had about two weeks to

jine up 180 stations in 45 markets

I

1 five were added to the original 40).

'"^elections were made on the number

ll'lea.se turn to page 71 "I

HOW BBDO BUYS RADIO FOR TRIG

1
PENETRATION VS. RATING POINTS. Rather than

equalize rating points, BBDO prefers to equalize unduplicat-

ed audience. For example, 100 rating points in New York

would only reach 30% of the market, as compared to 40-

50% in less competitive markets.

2
VARIATIONS IN MARKETS. Because percent of mar-

ket was the goal, buying took market variations into account.

Examples from NCS #2 showed : unduplicated daytime week-

ly metro area circulation of top 3 Atlanta stations, 77-56-

55%; New York, 33-27-26%. Therefore, six stations were needed

in N.Y. and L.A.—with other markets ranging between 3 and 5.

Frequencies range from 30 minutes per week in large markets to

20 per week in smaller markets.

3 OUTER COVERAGE. Only one station in each of the top

50 markets will reach as much as 30% of the outer area each

week, BBDO finds. And while the degree of metro penetra-

tion for the next 3 or 4 stations is close {average, 35%),
their outer coverage drops off sharply {by over 75% I of their

metro audiences. Therefore, certain stations are used for good

coverage outside, while extra ones are added for saturation inside.

MALE LISTENING PREFERENCES. Time in and ad-

jacent to news-weather-sports were bought in 6:30-8:30 a.m.

time periods. BBDO has found that males prefer news by

43%, music by 16 c< . Female preference for news is 33%.

5 MALE LISTENING HABITS. Here's BBDO's 6-9 a.m.

listening breakdoivn: 27' < men. 47% women, 13% teens,

13% children. No other daytime listening period exceeds

21% male audience. Agency also finds 60% out-of-home

listening is in cars where men make up 75% of all adults reached.

6COST-PER-1,000. Trig's switch to spot radio was de-

signed to 1 1) substitute frequency jar the reach of tv. (2)

isolate a male audience. While CPM was secondary, BBDO
also took the following general ranges into account: spot

radio minutes, $.75-1.50; spot tv (prime 2ffs), $1.75-2.50; net'

ivork tv \evening minutes. v <- 1
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TAPED TO SELL: Today af Home, WBZ-TV Boston show, is taped for showing to N.Y. admen. The tape joins library of 100 others at TvAR

^ A $60,000 salesman who never leaves the office is

star attraction at TvAR, Inc., new rep firm for WBC

W This tv tape equipment allows admen to view a Boston

personality in N.Y.C., pre-test Baltimore commercial

\J\\ 1 July. Television Advertising

Representatives opened its doors,

nailed down its first chunk of busi-

ness—about $250,000 worth.

Clincher on the deal—a two-inch

wide plastic ribbon called video tape.

Here's the story behind that first

sale and of the unique role that tv

tape played in it.

When TvAR was incorporated and

Larry Israel, then manager of WJZ-
TV in Baltimore, was brought in to

head it up as vice president and gen-

eral manager, just about the first

suggestion he made was, "Let's get

tape."

About $62,000 was invested in the

installation of an Ampex Videotape

recorder at the firm's New York head-

quarters, and TvAR has become the

first station representative firm to

put tv tape to work as a salesman.

TvAR represents five Westinghouse

Broadcasting Co. stations: KYW-TV,
Cleveland; WBZ-TV. Boston; KDKA-
TV. Pittsburgh, WJZ-TV, Baltimore,

and KPIX, San Francisco. The latter

outlet had been running a 15-minute

evening strip of news and sports with

Colgate as sponsor. When Colgate

exited, KPIX decided to re-evaluate

the show, found it would break neatly

into two programs

—

Channel 5 News

from 7 to 7:10 p.m. and Russ Hudv.es

Sportcast from 7:10 to 7:15. They

put them both on tape for the use of

TvAR (All of the WBC tv stations

are equipped with tape. WJZ-TV has

two recorders; each of the others

presently has one, is awaiting de-

liveries of seconds.

)

So when the rep firm began busi-

ness, it had tapes of the two KPIX
shows for New York advertising

agencies. JWT bought the Russ

Hodges Sportcast for client Pan

American World Airways on a five-

a-week, 52-week basis. At the same

time B&B. for General Foods product

Yuban Coffee, and D-F-S, for Falstaff

Beer, bought the Channel 5 News

package also on a five-a-week basis.
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SOMETHING NEW: A steady stream of admen have visited rep

firm since I July. Left: Gordon Dewart, of Ted Bates media, gets

tape demonstration from TvAR eastern sales mgr. Jack Mohler (I) and

Larry Israel, v. p. and gen. mgr. TvAR. Above: Israel explains to Nancy

Smith, JWT buyer on Pan Am account. Looking on are (I to r) John

Stilli, TvAR; Norm Varney, local live tv head for JWT, and Arnold

Chase, also of JWT local live tv dept. The airline made a 52-week buy

"Our use of tv tape." says Larry

Israel, "is one manifestation of

TvAR's determination to bring an

entirely new dimension of service and

information through greater sales

proximity and marketing orientation

to station representation. New \ ork

advertisers and agencies are offered

a 'monitor in Manhattan, enabling

them to see local programs and per-

sonalities across the country.

\t the present time. TvAR has a

taped librai) of more than 100 pro-

grams collected from the five WBC
outlets, is adding to this librarj daily.

In time it will include not only the

lop local shows and personalities, but

1 \'i \ salable piece of local talent such

as chain break announcers and pic-

tures ol those who do voice-overs at

the individual stations.

If an agency requests it. they will

In- able to see at the TvAR head-

quarters a tape of the competitive

program in a market; to evaluate it

against the WBC buy they may be

considering.

Since the opening of the rep firm

in New York, the Ampex has been

working about six to eight hours a

day. Much of this running time has

been devoted to showing programing

product to ad managers of client com-

panies and their agencymen. But

some of the time has been spent in

demonstrations for agenc\ copy peo-

ple as well as for the staff of TvAR
itself. (At TvAR. which employs

about 70 people in all its branches

with about 15 at headquarters alone,

nobody is simply a secretan or file

clerk. In the case of the female em-

ployee, each girl is a "Gal Friday,"

schooled in sales or research. I The

T\ \l! concept for using tv tape is

that evervone screens the out-of-town

product. So the tape recorder has

many by-product uses.

For one thing, it enables the rep

firm to keep its own staff posted on

the latest programing developments

at each station without traveling its

personnel.

Another big bonus of the tape

equipment, is the opportunih it gi\es

agencx buyers and copywriters to pic-

test their commercials and custom

tailor them for the WBC markets. If

an agency exec is especially taken bv

the performance of a certain person-

ality in Cleveland, for example, he

may prepare special cop} and ask

that a particular artist do a trial run

on it. then send il on to New ^ ork

for a \ iewing.

Here is the wa\ il works:

If an agenc) is interested in a par-

ticular show in a certain W \'A mar-

ket (or all of them I he will be able

to phone TvAR for an appointment,

see the tapes the same day.

(Please turn to page THi
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Spot tv wins new $300,000 camera

^ Eastman, Polaroid have blazed $5 million trails;

Bell & Howell, Ansco, G.E. flash bulbs, are following

^ Here are the mechanics of latest buy—a $300,000

four-market sweep by Revere—why it'll be even bigger

I he beckoning glance from the

young lady in the tv commercial still

below, shows why camera manufactur-

ers are flocking to tv. The answer is

simply—family appeal.

Latest to join a top-star set of tv

veterans is Revere Camera Co., Chi-

cago, which this month winds up a

10-week spot schedule in four mar-

kets budgeted at $300,000 (by spon-

sor estimate I and is now planning an

all-out push for fall. Other members
of the group:

• Eastman Kodak. In network tv

as alternate sponsor of Ozzie & Har-

riet since October, 1956, Eastman

spends $54,000 per show in time costs

year round. Company now spends

an additional $125,000 in time costs

per program as alternate sponsor of

the Ed Sullivan Show, and spent

$257,520 in spot tv in 1958, by
sponsor estimate. (Agency: J. Walter

Thompson.)

• Polaroid. While Eastman has

sought a strictly family audience, Pol-

aroid has been after identification

with personalities ever since it was a

FAMILY APPEAL is prime emphasis of photo supply advertisers, as illustrated in still from

Revere commercial. Family participation is important, though Dad makes the decision to buy

charter sponsor on Steve Aliens To-

night on NBC. Now, its total net-

work time expenditures of roughly

$5,500,000 include 50-60 participa-

tions per year in the Paar show

(heaviest in spring and pre-Christ-

masj, two participations per month

in Como, one per month in Steve

Allen, plus an NBC Kaleidoscope one-

time-only last April. (Agency: Doyle

Dane Bernbach.)

• Bell & Howell. Unlike Eastman

and Polaroid, whose profit margin

comes largely from subsequent sales

of film after purchase of the camera,

Bell & Howell entered tv last fall to

promote its 8 mm. cameras and pro-

jectors with a four-program NBC TV
package (a total of 24 participations

in Ellery Queen, Cimarron City, NBC
News, Dragnet) budgeted at $450,000

(see sponsor, 19 April 1958). Com-

pany came back in spring of '59 with

twice the strength: $450,000 in a sec-

ond NBC package (six shots in Cim-

arron City, 15 in NBC News, and a

one-time-only, Why Berlin in May)

plus $450,000 in spot tv in 10 mar-

kets. Fall plans call for co-sponsor-

ship of six hour-long news specials

I three in the fall, three in the spring)

on CBS TV, budgeted at $45,000 each

in time costs, by sponsor estimate.

Spot tv is also planned. (Agency: Mc-

Cann-Erickson, Chicago.)

• Ansco. The photographic divi-

sion of General Aniline got off to

a slow start in tv last year with a total

spot expenditure of $3,580, but came

on strong in April with two partici-

pations per month on Playhouse 90

at $70,000 each. Campaign is due to

continue year round. (Agency: Ben-

ton & Bowles.)

• General Electric Flash Bulbs.

G.E., looking for a natural tie-in for

its flash bulbs, found it in Man With

a Camera, which it sponsored alter-

nately for 13 weeks in the fall and

spring of '58-'59 over the 26-week

period the show was on ABC TV.

Latest report is that it will resume

sponsorship when the show returns

in the fall. Estimated time cost last

season: $570,000. (Grey Adv.)

Now joining this roster, is the
,

Revere Camera Co. operating on an

initial budget of roughly $300,000.
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sponsor

In joining this compan) of larger

budget veteran?, Revere analyzed

what it needed in term? of coverage

and impact against what it could get

from tv. Here were the advantages,

according to Jay P. Herbert, account

supervisor at Keves. Madden & Jones:

(1) Maximum impact over a 10-

week period from a moderate budget.

i 2
I
Concentration in areas of chief

-ales volume (New York. Chicago,

Los Angeles, Boston.)

(3) Frequency when the family

can bring influence to bear on Dad

—

and vice versa (ideally 6-11 p.m.).

(4) Demonstration of zoom lens

in dramatic terms that people were

already familiar with. i.e. tv tech-

nique. Ease of operation was another

important demonstration factor.

"It is Father who ultimately makes

t lie economic decision for the camera

purchase," says Herbert. To get Dad
while he's under the influence of an-

other member of the family, prime

time coverage was desirable.

Revere got the following frequen-

cies, mostly in prime time participa-

tions, for its two one-minute commer-

cials (one for the movie camera, the

other for the still) :

New York 30 per week

Chicago 30 per week

Los Angeles 26 per week
Bo-ton 22 per week

Total 108 per week

Revere's station list:

New York—WABC-TV. WCBS-TV.
WNEW-TV. WOR-TV

Chicago—WBBM-TV. WBKB. WGN-
TV, WNBQ

Los Angeles—KABC-TV. KNXT.
KRCA

Boston — WBZ-TY. Vv HDH-TV.
WNAC-TV
A light fringe-time schedule in Los

Angeles and New York is carrying

the compan) over the summer hiatus

while it prepares for its fall push

(28 September through 13 Decem-
ber). This will follow the same pat-

tern of prime time minutes with big-

ger frequency, the addition of three

markets (Detroit, Philadelphia. San
Francisco) and a budget increase

which will put Revere's tv expendi-

tures at roughlv half a million. ^

EARLY TO RISE: Up and hearing radio at 6 a.m. is Warren Bahr, Y&R associate media

director, who commutes from South Salem, N.Y. Bahr was one of admen polled by KM&G

YES, VIRGINIA,

TIMEBUYERS LISTEN TO RADIO

I he people who buy radio—when

do you reach them?

In the New York environs—urbia

and exurbia—the very best time is

7:15 to 7:30 a.m. This was discov-

ered in a survey by Ketchum, Mac-

Leod & Grove for the new WBC rep

firm. Television Advertising Repre-

sentatives, to determine when the me-

dia decision-makers in Madison Ave-

nue agencies could best be reached.

Masterminding the KM&G survey

was Max Gibbons, account supervis-

or. Once he came up with the an-

swers I See timetable below), George

\\ atkins. assistant a.e., and John Itta.

copywriter, went to work on the prep-

aration of radio spots.

\~ a result of the survey of tiine-

buyer listening patterns. KM&G made

morning spot buys on the \\\K\\

Klavan & Finch Show and the WCBS
Jack Sterling Show to tell mediamen

about WBC radio.

Meanwhile housewives (whose hus-

bands aren't in advertising i wonder

—what is a timebuyer? ^
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Time a.m.

6:00-6:15

6:15-6:30

6:30-6:45

6:45-7:00

7:00-7:15

7:15-7:30

7:30-7:45

7:45-8:00

8:00-8:15

8:15-8:30

8:30-8:45

8:45-9:00

Timebuyer listening pattern Listening

Clock radios go into action in Katonah, Greens Farms 5

and other distant commuting points.

Things begin to stir in Wilton and Huntington. 6

Westport, Norwalk and Chappaqua tune in. 17

It's car radio time in Georgetown and Greens harm*. 23
Mount I ernon, Forest Hills. Hdboken are awake now. 38
Manhattan apartment duellers are out of the shower 12

and listening, at this peak in the adman's radio day.

The dash for the 7:50 begins ... 35
. . . but there's another -train at 8:12. so why rushy 31

Some people even have time for a second cup of coffee. 29

Vobody s leaving now bat subway commuters. 19

People who walk to work. 10

Now we're down to vice presidents, people who live 6

across the street from the office, and admen who are

going to be late for coffee break.

II



Carl H. Vogt, mdse. mgr., WISN AM-TV

jrm.dverti.sers, their agencies and

radio and tv stations, have long shared

a mutual concern about merchandis-

ing. How much to ask for? How
much to give? Is it free or charge-

able? How much is it really worth in

terms of making air advertising

worth more by local-level merchan-

dising backing? A lot of stations

have wasted vast sums of money in

so-called merchandising efforts. Some
threw it away because their ideas

were bad; others because inept per-

sonnel had no real comprehension of

a client's need; still others because

they construed promotion to be mer-

chandising.

Recently, however, a new practical

concept of merchandising has devel-

oped at many leading stations, a con-

cept based on marketing and sales

results, rather than on promotional

values.

This modern, dollars-and-sense ap-

proach to radio and tv station mer-

chandising is outlined here by a mer-

chandiser who has product marketing

and chain store experience. Both of

these are vital factors in any success-

ful station merchandising plan. The

expert is Carl H. Vogt, merchandis-

ing manager of WISN, AM-TV, Mil-

waukee, who presents a plan which

provides the services an advertiser

wants at costs which a station can

afford to pay.

Mr. Vogt ivorked nine years with

the wholesale drug giant, McKesson

& Robbins, Inc., and two years for

the F. W . Woolworth Co. in Chicago.

42

A DOLLAR-AND-SENSE
APPROACH TO RADIO,
TV MERCHANDISING 1

^ Station expert outlines a new style of merchandising

which emphasizes marketing rather than promotion

^ He advises careful planning and costing, gives

formula for setting amount of free aid to sponsors

By Carl H. Vogt

^S efo re any profit-oriented enter-

prise indulges in the expense of pro-

viding an additional merchandising

service, it must determine: (ll will

that service be beneficial to its cus-

tomers? and 12) will profit accrue

to the organization providing the

service?

It's simple to determine the an-

swer to the first requirement. Mer-

chandising is a necessary activity of

all who would sell goods in todav's

high-speed marketplace and, with the

advent of self-service, merchandising

may be termed the foot-soldier of the

marketing effort. The second condi-

tion is not so easily answered.

To establish a balanced merchan-

IN-STORE DISPLAYS are continuing backbone of retail selling effort. But WISN breaks

broadcast tradition by omitting call letters on displays because "It doesn't help sell!"

pRESH
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using program, stations must realize

merchandising is not a short cut to

lake with expectations of a rash of

new business. Agencies should, and

most do, properly refuse to accept

Merchandising as a substitute for per-

formance. While it is true that a

certain amount of business accrues to

broadcasting stations directly as a re-

sult of marketing activities, the true

value of a merchandising program

to a station is indirect and affects re-

newals of satisfied advertisers and

relations between advertisers, their

agencies and media.

The foundation of any merchandis-

ing program should he establishment

of contacts between the station and

the advertisers" representatives, sales-

men, retail men. brokers. It is essen-

tial that station merchandising per-

sonnel belong to and take an active

part in all trade organizations normal-

ly joined by members of advertisers*

taffs.

\t this point, two station manage-

ment decisions of vital importance

hould be studied, because either can

Bake or break a merchandising de-

urrtment. They are the selection of

ersonnel and cost control.

\ nood station manager will not

mt a merchandising program in the

lands of a promotion-publicity spe-

cialist. The functions are similar but

)bjectives are different. The direc-

ion of a merchandising program

»\ promotion personnel tends to re-

ate each activitv primarily to its el-

ect «m station promotion, and only

ncidentally to its effect on client

lies. In this case, merchandising is

liluted with a mass of stunts and

vhingdings which add nothing to a

lation s basic reason for being—to

urease advertisers* sales.

It is this aura of promotion which

H9 uiven radio/tv merchandising

cbvities a somewhat unsavorv repu-

ition. It has also related merchan-

ising to costs of promotion. The lat-

r i- necessarv but expensive. Budg-
tary control, as it applies to mer-

bandising, differs greatly from the

sual promotion expense in that each

lerchandising activity is related to

hI accomplished for a specific client

nil promotion is more general and
idespread.

This separation makes it compara-

CLOSE BUSINESS ASSOCIATION with such decision-makers as grocery manufacturers' reps

is "must" for strong local merchandising effort. WISN hosted this group at studio luncheon

tivelv easy to express merchandising

cost as a simple percentage of a

client's contract.

Merchandising expenses fall into

two classifications, depending on how

the station is going to have to pav for

the specific service desired. Where
cash is involved, it"s generally good

practice to hold the expense between

1 and 3'y of the client contract, the

exact figure to be determined by the

station's choice of base pricing unit

(gross billing, net time revenue, etc. I

.

If the station can pay for the desired

service by trading time, the allowable

expense can be as high as 5 to 7' i .

To illustrate: Client A buys $10,000

in base contract time. The allowable

merchandising expense against this

will be a cash outlay of $100 to $300

depending on the cost factor included

in the station budgets. If. however,

the station can "pay" in time rath-

er than cash, this budget can be

stretched to from $500 to $700.

We've found that most agencies

accept an explanation of excessive

expense for a refusal to extend a

specific item of merchandising. And
there are times when we've been re-

quested to price an item of merchan-

dising required by an advertiser as

an additional sen ice. Good merchan-

dising has value.

This kind of agency request- "\\ e

don't want the merchandising: just

give us the amount vou'd otherwise

have spent in free 'merchandising'

'ONSOH 18 july 1959

spots*'—indicates complete misunder-

standing of the merchandising func-

tion. WISN, AM-TV refuses these re-

quests as a matter of policy. Our
merchandising program is not a rate-

cutter; it's a service to a client.

There are four major areas wherein

broadcast stations may render effec-

tive service to an advertiser: ( 1 1 mar-

ket information service, (2) promo-

tion services, (3) assistance with

wholesale distribution. l4l assistance

in retail outlets.

Marketing information service:

At WISN we've found this activity

costs the least, is used the most and

results more directlv in revenue to

the station than anv other function.

The simple reason for this: adver-

tisers and agencies, while compara-

tively well-informed, are not v\ ell-

versed in the peculiarities of each

market where thev do business.

\\ ith the exception of the largest cor-

porations, it is too expensive for ad-

vertisers to subscribe to survev serv-

ices in more than a few top markets.

Therefore, their individual market in-

formation usuallv leaves something to

be desired. Sales representatives are

notoriously poor sources of general

marketing information because thev

tend to color an informational report

with their own activities, thereby los-

ing objecliv itv

.

Market information consists mainly

of knowing the "bow" and "where

i Please turn to i>ati<' 07 i
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Capsule case histories of successful

local and regional television campaigns

TV RESULTS

PERSONNEL
SPONSOR: Star Employment Service, Inc. AGENCY: Direct

Capsule case history: Agnes Gayner exec director of Star

Employment Service, Inc.. Miami, felt that the traditional

newspaper ads were not always effective, and thought that tv

might provide the dramatic, visual impact necessary to at-

tract prospects who might ordinarily skip over newspaper

listings. Also she reasoned that many employed people not

actively seeking new employment and therefore not turning

to newspaper want ad sections, might become prospects if

attractive jobs were advertised on tv. Miss Gayner decided

that WTVJ could give Star Employment the kind of ex-

posure it needed, and purchased, on a short-term basis, one

60-second announcement each week on the Sunday night

feature movie segment, 11:15 p.m. to sign-off. The first

announcement alone brought in over 100 applicants; all were

placed the same day. Subsequent spots produced equally

good results. Star has since renewed its schedule, and is

now a regular advertiser on the station throughout the year.

WTVJ, Miami, Fla. Announcements

SPORTS
SPONSOR: Los Angeles Rams AGENCY: Direct

Capsule case history: Advance season ticket sales for the

Los Angeles Ram pro-football games zoomed to record

heights this past spring through KNXT promotion. The

team's management placed a two-week schedule consisting

of six 20-second spots, three 60-second spots on KNXT.

Commercials were on film, and showed film clips of the top

plays of the team's stars. Pete Rozelle. team's manager,

reported that the KNXT commercials received unprecedented

attention, and as a result, sales for season tickets climbed

75' '( over the preceding weeks of the sale. Rozelle said,

"Exposure on KNXT produced the biggest sale for season

tickets in the club's history, and there is no telling what the

gate would be from an extended schedule." Now the club

is following it up with an intensive campaign beginning this

month (July). Using similar film clip commercials, Rozelle

expects to sell between 35,000 and 40,000 season tickets in the

Southern California area through the new KNXT schedules.

KNXT, Los Angeles Announcements

44

TOYS
SPONSOR: Williams & Shelton Co. AGENCY: Direct

Capsule case history: Several years ago, the Williams &

Shelton Co. of Charlotte, N. C, distributors of dry goods,

toys and notions, purchased a newspaper campaign in area

papers for its Whirley Bird toys. Although the products were

selling for half their present cost, the newspaper promotion

was a failure. For this reason, sales manager W. S. Gray

was hesitant about participating in a tv campaign for the

Whirley Bird line again. As an experiment, however, he de-

cided to try a 25-plan on WSOC-TV. Announcements were

distributed equally throughout a 10-week period. The cam-

paign resulted in a complete success for the toys, with

Williams & Shelton taking orders for over 8,400 Whirley Bird

units for the initial schedule alone . Gray told the station,

"I am sold on the power of WSOC-TV as a sales medium,

and will continue to use it for some time." Gray has since

renewed schedules several times over for the toys, and is

planning to use the station's facilities for other products.

WSOC-TV, Charlotte, N. C. Announcements

MEAT PACKER
SPONSOR: Gus Glaser Meats AGENCY: Truppe, LaGrau

& Reynolds

Capsule case history: Gus Glaser Meats of Fort Dodge.

Iowa, had never used radio or tv before their campaigns oi

WOI-TV. Their first venture was participation in WOI's

Magic Window, 11 a.m. to 12 noon, Monday througl

Friday, to promote his packaged hot dogs, hams and assortec

cold cuts. Immediately after his campaign began, Glaser ex

perienced a tremendous increase in meat sales and, as a result

purchased full 52-week sponsorship of Casey Jones, a syndi

cated adventure series. As part of this promotion, Betty Loi

McVay, hostess of Magic Window, made personal appear

ances in chain and independent stores. Glaser recently pur

chased heavy spot schedules at a cost of approximately $21.

000. "It would be impossible for me to spend such an amoun

if I were not getting results," he said. "Now, with the hea\

sales and increased distribution of my product throughou

the WOI-TV coverage area, I've had to enlarge my Foi

Dodge plant facilities in order to take care of my customers.)

WOI-TV, Des Moines Announcements & Prograrq '
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this is the Piedmont Industrial Crescent

The Piedmont Industrial Crescent is a unique con-

centration of buying power stretching across

the productive Piedmont section of North Carolina,

South Carolina and Virginia.

It is a vast urban area created by bustling cities,

booming industry and big agricultural purchasing

power where millions of your customers WORK,
EARN, SPEND.

Strategically located at the hub of this big year-

round market is WFMY-TV . . . the most powerful

selling influence, by far.

and it's dominated by

uufmy-tv

this is North Carolina's Interurbia

. . . The largest

metropolitan

market in the

two Carolinas.

Here, WFMY-
TV dominates

because it serves

. . . sells.

ANNIVEKSAIV YEAR

uifmy-tv
GREENSBORO, N. C

Represented by Harrington, Righter and Parsons, Inc., New York, Chicago, San Francisco, Atlanta, Boston, Detroit
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With increasing "formula" radio, SPONSOR ASKS:

Is the personality d.j. craze on

As "formula" programing takes

hold in some markets, station men
discuss status of the personality

disk jockey in today's radio.

Chuck Blore, ''•/> in charge of program-

ing. Crowell-Collier Broadcasting Corp.,

KFWG, Los Angeles. KEWB, Oakland

If the personality d.j. is the golden-

tongued. $100,000-a-year. lethargic,

"Individualist"

d.j. is on his

way out

loquacious, self-styled music critic,

the answer is "Yes."

The modern d.j. is a man who
knows where he is going, what

he is going to say, and—most impor-

tant — knows why. He is a highly

trained specialist, who, not unlike

Stanislawski, demands motivation for

any action. He realizes that only the

merest minority give a damn ahout

his pontifications on the pros and

cons of every record. The listener

knows whether or not he likes the

record and beyond that his chief re-

action to anything the d.j. says about

it is complete indifference.

The job of the d.j. today is to

establish his personality between rec-

ords. He must say what he has to

say in a brief, bright, entertaining

manner. He has a reason for every

remark, a motivation for every move.

Will it entertain and inform? Does

the listener care?

The d.j.'s at KFWB in Los Angeles

are all personalities, each one differ-

ent from the next. Today's "mod-

ern" operation requires a distinct per-

sonality to keep the approach fresh

and different enough to establish a

distinctive quality for your station.

For example, Bruce Hayes, probably

the greatest spontaneous wit in the

business today; Joe Yocam, the hap-

py "woman's home companion"; Ted

Quillim, ultra-hip country boy; El-

liot Field, a thousand voices and a

rating point for each one; B. Mitchell

Reed, the teenager's friend and night-

time salesman ; Bill Ballance, the

most-imitated d.j. in America with a

gag file unlimited; Red Blanchard.

the night creature and president of

the "I Dread Red"—seven distinct

personalities proving that the radio

operation will not hinder the person-

ality of a good d.j.

Mel Bailey, Westinghouse Broadcasting

Co., program director, ft BZ, Boston

The disk jockey craze has not fluc-

tuated. The d.j.'s are responsible for

a receptive and loyal audience

and an audience which has come to

Strong

personalities

are essen tial

rely on them for companionship.

On WBZ Radio, Westinghouse

Broadcasting Co. Boston outlet, the

disk jockeys have maintained a po-

tent influence with their listeners.

Their popularity has been solely re-

sponsible for the overwhelming suc-

cess of several of our recent promo-

tions in which they participated.

As an example, over 25,000 per-

sons attended the sports car gym-

khana at the North Shore shopping

center outside Boston which was

sponsored by WBZ Radio. The gym-

khana featured a cape-cart race be-

tween the station personalities Dave

Maynard, Norm Prescott, Alan Dary

and Phil Christie. The meet was pro-

moted exclusively on WBZ Radio.

WBZ Radio has also invaded the

movie industry. A technicolor cine-

mascope film feature, "Meet the WBZ
Disk Jockeys," is currently playing

in over 450 New Enaland theaters.

This short, a la Person to Person, is

enabling a coterie of WBZ disk jock-

eys to realize additional exposure

with their Boston and New England

audience.

We were recently approached by

one of the largest amusement and rec-

reational centers in New England with

a proposal for large broadcasts to

originate from the park by our disk

jockeys. The officials realize that

word-of-mouth advertising plus the

drawing power of our disk jockeys

will assure them an increase in gate

attendance.

Mort Hall, president, KLAC, Los

Angeles

The personality d.j. is far from

dead. However, his role has changed.

The modern d.j. is not involved in

the selling job as he once was. Gonei

are the long, off-the-cuff type spot

announcements. Instead we find him

working around a schedule of tran-|

scribed spot announcements prepared

by agencies. His program has be-

come a carrier for these announce-

ments and adapting his personality be

this type of programing is what he

must learn.

D.j. today

has tough

job

Do people listen for music o

d.j.'s? It appears they listen for botl

elements. It's the blending that satis

fies. Non-personality broadcastin;

ostensibly has nothing to tie it to

gether. It's difficult to stage com

munity products such as the annu?

KLAC Hollywood Bowl Show whic

last year attracted a full house oj

18,500 people and produced $74,00

for local charities. This show eac|

year is built entirely around KLAC
personalities.
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the wane?

The modern d.j. ha? his place. He
ties the operation together and re-

flects a pride necessan for believe-

ability. With the right type of d.j.'s

the greatest objection is eliminated.

—

using valuable station time for

inane monologues on everything from

who was playing sax on the record to

what his wife fed him for breakfast.

Arthur Tolchin, executive vice-presi-

dent and director of WMGM. New York

Speaking for radio station WMGM
only, absolutely not.

It's personalities such as Ted
Brown and The Redhead. Jerry Mar-
shall. Norm Stevens. Peter Tripp.

Dean Hunter and Dick De Freitas are

Mime popular than ever before and
:ach enjoy greater stature daily. In-

disputable evidence of the impor-

tance of disk jockeys at WMGM,
where they are known rightfully as

radio personalities, is shown in the

Their audience

is increasing

ast three consecutive Pulse and Niel-

sen rating reports which prove that

ur personalities are enjoying the

greatest listening audiences of their

areers.

Further, they have helped radio

Nation WMGM to become the second
jnost popular station in the Greater
New York metropolitan area with

atings now at the highest peak in its

wars of broadcasting.

Each of our personalities is dis-

inctive in his voice quality, air sales-

nanship and general program con-

tact. All are real professionals who
\now how to put together in the right

proportion the need to entertain for

maximum listenership interest and at

he same time selling the sponsor's

product who, after all. pays the bills.

WCSH-TV 6
NBC Affiliate Portland, Maine

NEWS PROVES

MORE HOMES

WATCH SIX

The April '59 Area ARB again proves you get a bigger,

more receptive audience on 6.

Our News Journal (6:30-7:00 p.m., Mon.-Ffi.) is the

highest rated news show on any area station. It reaches

an average of 47,380 homes daily, while Station "B's"

news averages 14,000.

Ask your Weed TV man about SIX's share of quarter-

hour firsts, too.

And remember a matching spot schedule on Channel 2 in

Bangor saves an extra 5%.

A MAINE

BROADCASTING STSTEM

STATION
•PONSOR 18 july 1959

WLBZ-TV - (2), Bangor

WCSH-TV - (6), Portland

WCSH-Radio, Portland

WLBZ-Radio, Bangor

WRDO-Radio, Augusta
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RADIO BASICS /JULY

Facts & figures about radio today
1. CURRENT RADIO DIMENSIONS

Radio homes index

1959 1958

49.5
radio

homes

48.7
radio

homes

51.4 50.6
U.S. homes U.S. homes

Source: A. C. Nielsen estimate. 1 Mar. each

year, homes figures in millions.

Radio set index

Set
location

Home
Auto

Public

places

Total

1959 1957

98,300,000 90,000,000

37,900,000 35,000,000

10,000,000* 10,000,000

146,200,000 135.000,000

Source: RAB. 1 Jan. 1959. 1 July 1957

sets in working order. *No new information.

Radio station index

End of June 1959

Stations
on air

CPs not
on air

New station

requests
New
bids

station*
n hearing

Am
Fm

1 3,377

1 622
1

123

147

1 516

| 49 1

155

21

End of June 1958

Am
Fm

1 3,253

1 548 1

100

86
1 412

39 1

126

18

Source: FCC monthly reports, eommeicial stations. *May each year.

Radio set sales index

Type May 1959 May 1958
5 Months

1959
5 Months

1958

Home

Auto

400,882

476,222

385,383

185,616

2,480,686

2,262,390

2,084,937

1.229.086

Total

Source: Elec

factory product

877,104

:ronic Industries

ion.

570,999

Assn. Hume figures

4,743,076

are retail sales.

3,314,023

auto figures are

2. CURRENT LISTENING PATTERNS

PERCENT OUT-OF-HOME LISTENING ADDS TO IN-HOME IN 28 MARKETS
MARKET TOTAL AUDIENCE IN HOME + OUT OF HOME = OUT OF HOME PLUS

ATLANTA 20.5% 16.4% 4.1% 25.0%

BIRMINGHAM 19.8 15.7 4.1 26.0

BOSTON 21.7 16.7 5.0 29.9

CHICAGO 23.0 18.6 4.4 23.6

CLEVELAND 18.9 4.9 4.0 26.8

FORT WORTH 19.9 15.6 4.3 27.5

LOS ANGELES 22.5 17.5 5.0 28.5

NEW YORK 22.7 17.7 5.0 28.3

PHILADELPHIA 21.9 18.0 3.9 21.7

ST. LOUIS 21.0 16.6 4.4 26.5

SAN FRANCISCO 22.7 17.8 4.9 27.5

SEATTLE 22.3 17.8 4.5 25.2

1 Source: Tulse, Jan. -Feb. -Mar. 1959

SitlUliiiiiiil ii minimum in in inn miimmuinininminimi ilium nil minim i mi nun unnnnnninn i n i inn mum mnnnnimn nnininninninininni nun i niniinHunninmninn iiniimm

NOTE: In 20 June Radio Basics a Nielsen study showed hourly listening by lo?al time winter and summer. The study was incorrectly labeled "millions of

homes" per average minute. It should have been "percent of homes."
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People who like a good nights

sleep flyKLM to Europe >+-

you like comfort as much as speed ... if midnight fuel stops get on your nerves ... if

)u appreciate the very best in airline service . . . KLM is your cup of tea. Non-stop DC-7C

ross the Atlantic twice daily. Fly KLM to Europe . . . and beyond! See your travel

$ent or KLM office. KLM Royal Dutch Airlines, 609 Fifth Avenue, New York 17, N. Y.
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RESPONSE THROUGH
RESPONSE-ABIUTY

Advertisers demand response and

they get it on WJAR, the best buy in a

"must-buy" market. Our responsibility

to you stems from 35 years of solid-sell

to the nation's most concentrated popu-

lation, with buy-ability.

PLUS
• New personalities, programming

and promotion
• Low cost per thousand

• 5000 watts of Sell, in the Billion-

Plus market
• Merchandising if you need it

• Top buy in a Top Test Market

HI
-

SALESMAN
SHERM BROWN

5 a.m. — 9 a.m. I ^
Monday through Saturday

SALESMAN
LARRY MARTIN

9 a.m. - 12 Nn.

Monday through Saturday

SALESMAN
ART LAKE
12 Nn. -2 p.m.

Monday through Friday

SALESMAN
RUSSVAN ARSDALE

2 p.m. — 5 p.m.

Monday through Friday

SALESMAN
ART CURLEY
5 p.m. — 9 p.m.

Monday through Friday

SALESMAN
GENEDEGRAIDE

9 p.m. — 1 a.m.

Monday through Saturday

NBC NEWS
SPORTS,

MONITOR / rSJ

Sister station of WJAR - TV

Represented proudly by Edward Petry & Co.

National and regional buys

in work now or recently completet

POT BUYS

TV BUYS
Bristol-Myers Co., New York: A campaign is getting off in aboul

50 markets for Vitalis hair cream. Schedules begin the fourth week

of July for nine to 20 weeks, depending on market. Night minutes

are being placed, with frequencies varying. Buyer: Bob Widholm

Agency : DCS&S, New York.

Kellogg Co., Battle Creek: Test schedules are being set in Wesl

Coast markets for Concentrate. Product is a high protein cereal anc

the pitch at this time is strictly to adults. Big national campaign is

planned for the fall. Agency: Leo Burnett Co.. Chicago.

The Toni Co., Chicago: Going into test markets for its new hail

rinse, Colorcade. Expansion is expected in late fall. Agency: \nrtl

Advertising. Chicago.

Lever Bros. Co., New York: Schedules for Surf are being added ii

various markets; day minutes. Starts 3 August for nine weeks

Buyer: Hal Davis. Agency: BBDO, New York.

American Chicle Co., Long Island City, N.Y.: Campaign for Den

t\ne spearmint gum begins 3 August in about 20 markets. Som<

schedules are short-term, others run through the end of the year

Night minutes in fringe time are being lined up. Buyer: Herb Wei

man. Agenc\ : Dancer-Fitzgerald-Sample, New York.

Procter & Gamble, Cincinnati: Additional schedules for Liqui.

Ivory in scattered markets starting fourth week in July for P&(

contract year. Non-prime minutes are being used. Buyer: Hair

Meline. Agency : Compton, New York.

American Home Foods, New York: Campaign being initiated fo

Chef Boy-Ar-Dee in about 40 markets, to start 3 August for 18 or 2

weeks. Schedule: day and night minutes, night chains and 20's, wit.

the big concentration on Wednesday, Thursday and Friday. Buyin

supervisor: Russ Young. Agency: Young & Rubicam, New York

RADIO BUYS
Best Foods, Div. of Corn Products Co., New York: New campaig

in top markets for its mayonnaise. Six-week schedules start fourt

week in July; daytime minutes. Buyer: Dorothy Medanic. Agency

Dancer-Fitzgerald-Sample, New York.

American Tobacco Co., New York: Four week schedules of da

minutes, to start fourth week in July. Frequencies depend on marke

Buyer: Fred Spruytenburg. Agency: SSCB, New York.

Reader's Digest, Pleasantville, New York. : New drive kicks off th

week with one-week saturation schedules in 158 markets. Mondf

through Saturdav schedules of minutes, 20's, 30's, and I.D.'s in ai

around news and weather slots. Buyer: Polly Allen. Agency: JW

New York.

50
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SHOTGUN SLADE
STARRI NG

SCOTT BRADY
Pre-Sold in 28 markets, 17 states, to Ballantine Beer

Set your sights for the big audience -with TV's "detective on

horseback." SHOTGUN SLADE headlines rugged Scott Brady

as a man who tames the West's wildest badmen— and women!
Here's your chance to hit the "top 10" with both barrels . .

.

roaring adventure, thrill-a-minute mystery. This series sells on

sight, so shoot us a call today!

39
ALL NEW HALF HOURS ON FILM FOR

REGIONAL AND LOCAL SPONSORSHIP

produced by d a productions

mca tv



Now...tv's 2 greatest audience appeals

combine in 1 great show!



What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
Most U.S. radio stations could be wrecked by interference from north and

south of our borders, and only a "gentlemen's agreement" is saving the situation.

That was the story heard by the Senate Foreign Relations Committee in a one-day hear-
pumjoatiom inc.

ing on ratification of the NARBA and U.S.-Mexican treaties.

FCC commissioners Hyde and Cross, plus W. T. M. Beale, Jr., for the State Department

pleaded for ratification. However, the Daytime Broadcasters Association still expressed

opposition to the Mexican treaty. DBA wants longer-hour operation by daytimers on

Mexican clear channels, a proposition to which Mexico refuses to agree.

The three government witnesses stressed the dangers in another failure of the U.S. Sen-

ate to ratify. NARBA first went to the Senate in 1953, and the U.S.-Mexican pact was sub-

mitted in 1957. No ratification yet. Hyde pointed to the fact that Cuba has already "jumped"

some Mexican radio frequencies, and said similar acts could come at any time, leading to re-

taliation, and from there leading to interference which could destroy radio service in this

hemisphere.

J. R. Livesay, DBA president, was agreeable to ratification of the North American treaty,

but counseled against the Mexican. He said it is ridiculous to protect Mexican stations against

far-away U.S. daytimers, and charged the pact merely permits Mexican stations to serve U.S.

areas which don't want their programs in any case.

Hyde, Cross and Beale responded that they had secured the best agreement they could

obtain from Mexico, and that it would be foolish to endanger all U.S. radio stations merely

to press for added rights for the 250-odd daytimers on Mexican clear channels.

Subcommittee chairman Wayne Morse (D., Ore.), cautioned the government witnesses

that they should "count heads" to be sure they have the needed two-thirds vote in the

Senate for treaty ratification.

The whole situation appeared to revolve around whether the daytimers would content

themselves with "on the record" opposition, while not actively opposing ratification. Final

denial of their bid for longer operating hours was calculated by the FCC to give them no fur-

ther reason and nothing to gain by continued opposition.

If the FCC move fails to work, it will be North American frequency allocation by contin-

ued "gentlemen's agreement," which could be breached at any time.

Advocates of extensive revision of the political equal time rules, Sec. 315 of

the communications act, continue to lose ground.

The House Commerce Communications subcommittee, after holding hearings, decided on

a very narrow overruling of the FCC's Lar Daly decision, and some subcommittee members

expressed fears even this relief is too broad.

The proposal turned over to the full House Commerce Committee for final action mere-

ly exempts from the equal time requirement, newscasts, news interviews and on-

the-spot coverage of newsworthy events. There was some disposition on the part of sub-

committee members to oppose exemption for anything but newscasts.

The full committee is virtually certain to go along with the subcommittee, but it appears

that many more discussions may be held to clear up ambiguities in definitions. Final decision

might be to limit the exemption merely to newscasts.

The Senate Commerce Communications subcommittee is expected to act very shortly on

the same question, and undoubtedly very much in the same directions. There appears to be

absolutely no grounds for hope of any broad scale loosening of the terms of Sec. 315.
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Marketing tools, trends, news,

in syndication and commercials

FILM-SCOPE
Summer selling for fall starting dates of new syndicated shows continued active

last week despite the fact there seemed to be less new product available than in

past seasons.

Here are sales progress indications reported last week:

• Ziv's Lock-Up reached the 157-market level after six weeks of selling with signings by

Kroger Stores in four markets and 11 other sponsor deals.

• Screen Gems' Manhunt, sold to Genessee Beer in nine New York markets and Alka-

Seltzer in six Western cities, reached sales coverage of 50 cities.

• ABC Films' Congressional Investigator was sold in all of Canada to Procter and Gam-

ble for 52 weeks on a spot schedule basis.

There are symptoms that a long-range reshuffling of syndication share and

status of the various companies is now in progress.

Factors that point to drastic changes in the nature of the film market from the producer's

and distributor's viewpoint within a year or two are these:

1) An influx of Hollywood organizations into domestic and international syndication,

including United Artists, MGM, Warner Brothers, 20th Century-Fox.

2) Increasing success by some syndicators in closing network deals; hoth Ziv and CNP.

for example, have taken on a network supply role only in the last season or two.

3) The beginnings of tape syndication, which while still mostly limited to the station

rather than the regional level, is a threat of unknown dimensions to producers with vest-

ed interests in filming.

Off-network shows are frequently dependable ratings attractions in their syn

dication re-runs, earning shares that compare favorably with what they scored on

the network schedules.

Medic, for example, actually earned a higher share in syndication than it did

on NBC TV, notes an NBC Television Films study of 10 markets. The syndication share

average was 38% , higher than the network share which was 32%.

In this 10-city comparison, the two-year network ARB average was compared to the first

syndicated run ARB scores, with this result: In re-run, Medic held up with a 15.6 rating

average against 20.7 on the network.

Here are detailed ARB ratings and shares averages for the 10 markets:

56

MARKET STATION 1st synd. RUN NETWORK RUN

Rating Share Rating Share

Atlanta WAGA-TV 4.7 35% 23.6 38%
Baltimore WJZ-TV 2.8 33% 21.0 32%
Dallas-Ft. Worth WFAA-TV 10.1 29% 13.7 25%
Detroit WJBK-TV 11.9 34% 24.4 39%
Honolulu KONA-TV 21.1 31% 25.1 3.V,

Norfolk WAVY-TV 17.2 36'; 7.1 10%
Omaha KETV 19.3 77% 13.7 23',

Phoenix KVAR-TV 18.8 34% 12.4 17%
Richmond WRVA-TV 21.7 54% 37.4 659?

Scranton-Wilkes B. WBRE-TV 18.6 37% 28.1 37%
Ten-City Average 15.6 38% 20.7

SPONSOR • 18
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FILM-SCOPE continued

National Theater's ownership of NTA will likely be followed shortly by tin-

adoption of a new name for the company : NT&T, meaning National Theaters and
Television.

NTA announced recently it would move its general executives, features and international

sales units and advertising-publicity departments from New York to the West Coast where Na-

tional Theaters could exercise more control.

Stations may have an embarrassment of riehes with sponsored first-run syndi-

cated shows this fall if and when time periods become scarce.

Many outlets have reached an all-time high with half-hour sponsors of new syndicated

shows, and there may be more orders than time to be sold come the fall.

WABC-TV, New York, for example, last month was telecasting five first-run shows, twice

the number of the previous year, and three of these were in 10:30 p.m. time slots committed

to network shows for the fall.

There's been a resurgence of charges of ultra-high-pressure selling against

some syndicators made lately by their bitter competitors.

One syndicator has been repeatedly accused of virtually dumping its new product at

unheard of prices to snare new syndication spenders and lure away the opposition's

existing clients.

Another syndicator was charged with pulling the rug out from under a number of sta-

tions at the last minute when local contracts were already half-signed and a chance to make

a regional deal came along.

Both syndicated and network shows appear to be the losers as far as ratings are

concerned in time period recaptures from former option time.

In a nutshell what's happened is this: Audiences that formerly split two ways are now

divided among three attractions, with correspondingly lower ratings often the case all around.

It also takes up to two years for a network show in recaptured time to build up its station

line-up to full coverage; Schlitz's Markham, for example, has only 75' i coverage in June Niel-

sen and understandably won't get coverage in many major cities for some time.

COMMERCIALS

Robert Lawrence is taking a blast at the misuse of tv tape in a letter being

mailed to advertisers this week.

Several advertisers have had to re-make commercials on film because quickly-needed ini-

tial tape versions were inadequate for permanent use. the letter (barges.

Further. Lawrence urged buyers to keep creative and quality standards high instead ol

making production sacrifices for the sake of speed and economy.

The Lawrence compart] intends to go into tape eventually and the intent of the letter

was only to criticize specific tape practices.

You can never tell these days if film commercials will wind up as items of

entertainment or of archeology.

Take these ewnts of the past week, for instance:

Jack Paar inserted as part of his nightly fare on NBC T\ some French-made commercials

—and for free.

In New York Piels Bros, in dedicating the foundation of its new brewery building in-

cluded as part of a time capsule a Bert and Harry commercial.
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SPONSOR HEARS
The head of one of the pioneer firms in commercial production is negotiating f

a sell-out of his stock interest.

The capital gains deal will take him out of the business.

Don't be surprised if Lee Rich, top man on media at B&B, also winds up in a she-

calling capacity over programing buys at the agency.

At the moment, the setup in the tv/radio department is this: He and Oliver Barbe

a v.p. in that department, are jointly looking after the show end.

Look for a strong upsurge among American agencies toward establishing—

<

expanding—international offices.

Here's why: (1) Our export business continues to decline, so American industry mu
look to investments abroad for the difference; (2) foreign offices make a good defensh

measure for clients with international involvements; (3) tax advantages.

Some agency circles are predicting that the preemption pattern on the tv m
works will undergo another change during the 1960-1961 season.

To make more time available for the one and two-time users, the networks (say the

prophets) will stake out four preemptions. The present arrangement at NBC TV ar

CBS TV is for two preemptions in 52 weeks.

58

In pitching for the Campbell Soup account ($11-12 million; now at BBDO) M
Cann-Erickson astutely avoids any references to magazine advertising. It keeps tal

ing about the superior job it can do for the account in tv.

Reason for the tactic:

Campbell's consumer magazine copy traditionally has come up with very formid

ble readership scores.

With the networks and freelance producers bent on capitalizing on the Civil War
Centennial Year ( 1960), don't be surprised if somebody resurrects a radio oldie, Ros<

and Drums.

Produced by JWT, Roses and Drums was sponsored by Union Central Life Insuranc

Incidentally, it was the first radio drama staged in an auditorium (Carnegie Hal

with the actors in costumes.

Here are some thumbnail images of the three networks, evolved by Madison Ay

on the basis of their program schedules for the fall:

ABC TV: Has the steady diet of bread-and-butter fare.

NBC TV: Covers the bread-and-butter with mounds of expensive prestige marm
lade.

CBS TV: Plays both sides of the street and uses its unique and costly flair for t!

public affairs type of programing to offset any tarnish.
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HURRY . . HURRY . . bring your

friends & family to the 1st annual

RTES outing—all day Thurs. July 30th

beautiful Pelham Country Club . . .

EVERBODY INVITED . . . THERE'LL BE

PLENTY TO DO—Coif for the

divot diggers . . . swimming . . .

tennis . . . PRIZES and TROPHIES

CALORE . . . just plain fun.

ONLY 30 MINUTES FROM N. Y.

Dinner begins at 7:00 pm

—

sumptuous Roast Beef

followed by dancing to

Hal Davis' Many Splendored Stompers

all for $9.00

Send your check now to

RTES, 5r5~Madison Ave.
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WRAP-UP
NEWS & IDEAS
PICTURES

"1060 FREEDOM FLIGHT" promotion by WRCV, Phila. urges townspeople to visit Indepen-

dence Hall. Poster gets the official seal of approval from City Rep. Frederic R. Mann (r)

joined by station's prog, mgr., Bob Benson, staffer Pat Neely. First prize: trip to Hawaii

AGENCIES

Two client-agency long-years c

association relationships came t

an end this week with the spli

ting away of Chesebrough-Pond
from McCann-Erickson and War
Baking's Tip Top Bread ($3.j

million) from J. Walter Thorn]

son.

Chesebrough's Vaseline and Pe

tussin products ($3 million) out (

McC-E will be turned over to oth<

agencies in the C-P stable.

The bread account's gone to Gre

which already handles the Ward cal

line.

Aside from the fact that agencit

are content to leave the control of

programing in the hands of the nel

works, the quiz conducted amor!

Madison Avenue programers by a|<

FCC examiner disclosed this:

Four agencies alone account fa

close to $400 million in tv bil,

ings. They are: JWT, $150 millic

PIONEER AWARD goes to WEJL, Scrant,

from Broadcast Pioneers Assoc, for outstan

ing service. BPA's Frank Silvernail (r) mak

presentation to station's owner Edward J. L

net (c) and gen. mgr. Cecil Woodlat

$12,000 DONATION was gate of 1st Norl

ern Wis. Sports Show sponsored by WBA
WBAY-TV, Green Bay. Here Max Franc ,

(r), pres. of Brown City Conservation Allian

gets check from sta. mgr. Haydn R. Eva



tof a total of $300 million: Y&R,

|00 million out of $230 million; Mc-

(nn-Erickson. $85 million out of

00 million: BBDO, $75 million out

, |200 million and Bates, $85 mil-

I n out of $105 million.

I you're interested in the legal

roblems of advertising, try to

it a copy of the ring-binder

<mpilation of the subject by

l&E.

It was primarily put together for

lents and personnel and the contents

|e of considerable value to any one

: it lias to deal with such matters as

i|i\. photos, trade marks and trade

mho. literary material, copyright,

lent, unsolicited ideas and whatnot.

I he model forms enclosed for re-

uses and contracts are in themselves

rthwhile having.

BDO has established a media
pins board. It consists of Fred

hrrett, v. p. and media director;

pbert Anderson, trade publica-

Ins; S. Austin Brew, newspapers;

Kent D'Alessandro, plans and

media analysis; Edward Fieri, Jr..

spot broadcast; Charles McKeever,

network broadcast; Louis Millot,

Jr., magazines, and Daniel O'-

Grady, outdoor. Each of the board

members will have the designation of

media supervisor.

Agency appointments: Cunard

Steam-Ship, with billing at $1,000,-

000, user of some spot radio from

Ellington & Co., to Compton . . .

Junket Quick Fudge Mix. to Warden
Associates, New York . . . Hambro
Automotive's Austin line, billing

$750,000. from the McCarty Co.. to

J. M. Mathes . . . Friend Brothers.

Melrose, Mass., to Hoag & Provan-

die, Boston . . . National Drinks'

Vernor's, for Southern Calif., to

Tilds & Cantz, Los Angeles . . .

Armstrong Co., Kansas ice cream

manufacturer, to Wentzel & Fluge,

Chicago . . . Schulze & Burch Biscuit

Co., to Compton, Chicago . . .

Aansworth. Ltd. and Aansworth Duet,

to North Advertising, New York

. . . Baltimore I'aint and Colm \\ ork>.

and Murphy Paints, divisions of Bal-

timore Paint and Chemical, to Van-

Sant, Dugdale & Co. . . . Stellar-

dyne Laboratories, El Cajon, Calif.,

billing $100,000, to Armstrong,
Fenton & Vinson, San Diego . . .

Philco Distributors. Inc.. Chicago, to

Terry, Gary-Schwartz & Harris

. . . Scholz Homes, Toledo, Ohio, to

MacManus, John and Adams,
Bloomfield Hills. Mich. . . . Innes

shoe stores, Southern Calif., to Beck-

man, ki.l. lii/. Inc., Los Angeles.

New agency: Stanley Grayson and

Allen Kaye-Martin. formerly associ-

ated with Regal Advertising, have

joined to form Media Services Ad-

vertising, New York.

Personnel moves: Clifford Spil-

ler, vice chairman of the board of

directors. SSC&B . . . Marion
Vaughn, media director. Jimnn

Fritz and Assoc. Hollywood, Cal. . . .

Harry W. Bennet, Jr., Robert C.

Durham Assoc, Inc. . . . Elaine

-

OLF TOURNEY staged by WOAI, San Antonio for clients, agency

$J station personnel drew 51 golfers to 1st tee. They vied for all-

ebense trip to Acapulco awarded for tee shot closest to 18th hole.

CREATIVE TROPHY awarded annually by National Advertising

Agency Network is presented to David Hume (r), pres. Hume, Smith,

Mickelberry by Geo. Doyne, Doyne Adv. at six-day NAAN conference

ICKY US! Here K&E timebuyers, Ed Kolza (I), Bob Morton (c),

: free tickets to famed Patterson-Johansson fight from Adam Young's

In Chapman. They won KIOA, Des Moines contest staged by Young

FLIPPED FOR HI-FI HOP! Teenagers turned out for show, signed up

for Tulsa's new Hi-Fi Club. Roy Mitchell, KAKC, Tulsa (r), show's

host, and Coca-Cola Bottler rep. Harley Crow kept "hop" hopping



FOUR
TIMES

YOUR
MONEY'S
WORTH

In Shreveport, one of America's fastest growing

markets, you get a lot more for your money

when you specify KTBS-TV, Channel 3.

All Nielsen surveys show KTBS-TV the dom-

inant station in a market over four times larger

than Shreveport's metropolitan area in pop-

ulation and income. Here is coverage that really

counts - 1,318,600 people with $1,661,784,000

to spend.

Ask your Petry man for the story on the FULL

Shreveport market. You'll find KTBS-TV not

only gives you your money's worth, but more,

lots more.

NBC
ABC E. Newton Wray, Pres. & Gen. Mgr.

Just ukc androcjlcs
and thc hon

people
REACT
to the

voice and vision

of NBC in

South Bend - Elkhart

call Petry today!

WNDU -TV cHANNELi6

BERNIE BARTH & TOM HAMILTON

Akst, media director, The Rockmore
Company . . . Laurence F. Donino,
account executive on Westinghouse

Broadcasting, Ketchum, MacLeod &
Grove . . . William G. Fisher, pro-

duction mgr., Wentzel & Fluge, Chi-

cago, 111. . . . William B. Harmon,
ass't director of radio and tv, Rogers

& Smith, Kansas City, Mo.

They became v.p.'s: Reggie
Schuebel, GB&B . . . West Gilling-

ham, Clark & Bobertz, Detroit, Mich.

. . . Alan Koehler, Norman Craig &
Kummel . . . John F. Hogan,
EWR&R . . . Dr. Richard H. Bax-
ter, C&W . . . David D. Wines and

Ralph L. Wolfe, D. P. Brother &
Co., Detroit, Mich.

More personnel moves: Named
to Board of Directors, Campbell-

Mithun: Norman F. Best, William
C. Lyddan, and Paul E. Morgan
. . . Francis O'Neil, account exec,

on imported cars, K&E . . . William
Doscher, director of marketing re-

search, Arthur Meyerhoff . . . Edwin
Marshall, business mgr. of the radio

and tv dept., and Eldon E. Fox,

ass't mgr., Minneapolis office, BBDO
. . . L. F. Ohliger, v. p. and market-

ing supervisor, Burnett . . . Ray C.

Montgomery, research supervisor,

Clinton E. Frank, Chicago, 111. . . .

Tatham-Laird. Chicago, 111., appoints:

Val Ritter, assoc. media supervisor

for Whitehall Laboratories; Joan
Wilke, creative staff and A. R. Men-
zies, account exec. . . . Charles E.

Claggett, chairman of the board of

directors, Gardner Advertising Co.,

St. Louis . . . Pete Dalton, to Dona-

hue & Co., from Benton & Bowles,

where he bought time for the Tide

account . . . Charles Pooler, senior

v.p. in charge of administration, to

head international operations, Benton

& Bowles.

ADVERTISERS

A major factor in the H. J. Heinz
decision this week to renew its

four daytime quarter-hours a

week on NBC TV for the fall was
the result of a salad recipe pro-

motion.

The response from its one-time of-

fer on Tic Tac Dough in June was

four times what it had expected.

Another NBC daytime renewal of

special interest: Frigidaire's three

quarter-hours a week. DFS whi

it pitched for this account stressi

the point that ticket items could I

sold as effectively in daytime tv

foods.

Personnel appointments: Rid
ard K. Snively, named advertisii

mgr. of Revere Copper and Bras

Inc. . . . Edgar A. Manning, Ji

v.p., Bankers Trust Co.'s Amuseme
Industries group . . . Dr. Joseph i

Coleman, elected president, Maid<

Form Brassiere Co., New York
Stephen E. Upton, advertising ar

promotion manager, Whirlpo

Corp.'s Utility division . . . Georg

Magnuson, manager of market r

search, Libby McNeill & Libby . .

Robert Prentice, marketing servic

director. Lever Brothers . . . John 1

Bricker, replacing Stuart Shernu

as Colgate Corporate v.p. in char;

of marketing.

FILM

The parade of motion pictui

companies toward tv film contii

ued last week, with Pathe as tl

latest entry.

Pathe's first tv film series, as a

nounced: something untitled, in ct

or and to be produced in England.

Fiscal note: Desilu issued its a

nual stockholders report with net i

come of $249,566 and $.22 per sha

earnings on 1.150.000 outstandii

shares. The report indicated a 150';

increase in net earnings and a 33'

rise in gross volume over the previo

year. The 1959 volume was $20

million.

Sales: Ziv reports a 34% increa

in six-month volume over 1958. at

recent sDonsor sales on Lock-Up i

eluding Kroser Stores in Lexingto

Louisville, Roanoke and Winsto,

Salem; E. D. Edwards in Syracus

Old Monaster- Wine in New Havei

PhilliDs 66 Oil in Chicago; Orth

Beer in Philadelphia; Old Kent Tri

Co. in Gr^nd Rapids; Warehou

negro radio for

metro new york
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"Listen to this, Bill", said the WeeReBeL as he sat on the desk to chat with Bill Hinman,

Lambert & Feasley, Inc., New York.

Haue you heard what the 111 leReBel

said to Lambert & Feasley?
We're a combination hard to beat...''''

Metropolitan Columbus, Georgia is the 25th market in the U. S. for per family income

|
... over a million people can watch us in our 47 county coverage area . . .

WRBL-TV and WRBL Radio are the stations that consistently pav off for advertisers.

CALL HOLLINGBERY for top ratings, rate details . . . package plans . . . market
data . . . programming information . . . penetration data . . . and prime availabilities.

WufUBtL
WUMBVS .

C10UG13

^^t»

WRBL
TV-CHANNEL 4 • RADIO-5000 WATTS

a (oiumBus, Gn.@
Represented by George P. Hollingbery Co.
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Markets in Fort Smith; R. J. Reyn-
olds and Swiss Colony Wine in San
Francisco; Interstate Power Co. in

Mason City; Child's Big Chain Stores

in Tyler; Hansen's Dairy, Great

Falls: Hiland Dairy. Springfield. Mo.;
Economy Food Centers, Evansville;

and Mississippi Bedding. Jackson.

More sales: CBS Newsfilm service

to KGGM-TV, Albuquerque; WOW-
TV, Omaha; and WKOW-TV, Madi-

son . . . Felix the Cat sold by Trans-

Lux TV to KCOP-TV. Los Angeles;

WCSH-TV. Portland, Me.; WLBZ-
TV. Bangor; WFBC-TV. Greenville:

KPHO-TV. Phoenix; WDBO-TV, Or-

lando; WSTV. Steubenville; WCKT,
Miami; WTCN, Minneapolis; KPRC-
TV, Houston; KRNT. Des Moines;

WBTV, Charlotte; WBTW, Florence;

and WRGB, Schenectady.

Feature films: An NTA study of

feature film usage by stations based

on 300 responses to a questionnaire

revealed that independents program
more than twice as much feature film

as affiliated stations; that feature film

use increased in those cities with most

stations; and that less than 2% of

stations never use feature films.

A SIGHT TO SEE!

KTLE
CHANNEL 6

I
TELEVISION STATION

BASIC NBC
REPRESENTED NATIONALLY BY

FORJOE & COMPANY
New York - Chicago - los Angeles - Atlanta

San Francisco - Philadelphia

Promotion: Ten Terrytoons color

cartoons will be shown via NBC-RCA
closed circuit color tv for six weeks

at the U. S. exhibit in Moscow . . .

Foley's department store in Houston

was the scene of a Huckleberry Hound
promotion for Kellogg's in which a

record turnout of youngsters was

noted.

Commercials: Anderson Craig

joins Terrytoons as director of com-

mercials . . . Peter A. Griffith to

Transfilm as tv account executive . . .

Karl Fischl to Wilding as eastern

marketing director.

Strictly personnel : Matthew Rapf
joins Screen Gems as film producer

. . . Jeff Davis of Bernard L. Schu-

bert elected a v.p. of U. S. Junior

Chamber of Commerce . . . New ac-

count executives at Telescreen Adver-

tising subsidiary of Screen Gems are

Barrett Mayer and Richard Mor-

ros . . Joining Screen Gems' New
York publicity staff are Ernie Otto

as special projects manager and

Dick Brooks and Bill Kaufman.

More re people: William F.

Wallace has been appointed tv tape

program specialist for Ampex; his

technical direction of a Fred Astaire

show won a recent Emmy . . . Leon-

ard S. Gruenberg has been named

general manager of NTA Pictures,

Inc.; a former G-K-S v.p., he joined

NTA last February . . . Ziv will oc-

cupy new offices in Dallas in the

Southland Center; Donald Brog-

don is sales manager of the division

there . . . Frank Spiegelman to

Governor Television Attractions as

national sales v.p.; he was formerly

with ITC . . . Richard Carlton,

Trans-Lux sales v.p., to Chicago for

conferences . . . ABC Films promoted

Harry B. Simmons to Chicago city

sales manager and Bernice Schiffer

to sales administrator; appointments

by ABC Films include Lou Mark-
man, to eastern division representa-

tive; Howard Routman, to central

division representative; and Melvin

Corvin to Western representative . . .

Ziv has added three to its technical

staff for the Space series; they are:

Peter Foy, wire and pulley expert;

Chesley Bonestell, noted space il-

lustrator and designer; and William

Whitely, tv film cameraman.

NETWORKS
NBC Radio's latest sales pitch
directed at the sponsors of
specials.

The concept is called Pre-seedii

and basically has to do with how
special and the commercials there

can be exploited both before and j

ter the telecast via a schedule of m
work announcements.

The radio promotion and mercha
dising would have dealers as well

tv/radio homes as a target.

NBC Radio's Monitor has prepar

a special recording which highligl

the Monitor-Rambler three year *

sociation.

The recording, for exclusive d

tribution to Rambler dealers, featur

eye-witness accounts of the maj

news stories covered by Monit

newsmen during the past three yeai

and is aimed to keep dealers informi

and up-to-date about the Rambl
showcase.

Network tv sales: Minute Ma
(Ted Bates), for the colorcast of tlj

annual Tournament of Roses P

rade, 1 Jan. 1960, on NBC TV .

Greyhound (Grey) and Bulc
Watch (McCann-Erickson), to c

sponsor People Are Funny, for tlj

'59-'60 season. Fri., 7:30-8 p.m. i

NBC TV . . . More business at NE
TV: Bordon (Y&R) an addition

^-hour on alternate Saturday
The Ruff and Reddy Show; Go
Seal Co. iCampbell-Mithun), Ka
ser-Roth Hosiery (Daniel
Charles), Thomas Leeming (W
Esty), and Chesebrough-Pom
(JWT) all for various daytime se

ments . . . NBC TV clients renewii

include Brillo (JWT); Standa

Brands (Compton); Procter & Gai

ble (Compton I ; Borden, and Ge|

eral Foods (Benton & Bowles I . J

Sales at ABC TV: Luden's I J. 3

Mathes), for participation in Amel

can Bandstand and four new one-ho

adventure series; Dutch Masters I

ears (EW.R&R). for sponsorship

Take a Good Look, set to debut
j

negro radio for

mefro new york
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. . IS THE FOUR-WEEK AVERAGE RATING OF

KETV's 9:35 p.m. Movie Masterpiece

IN OMAHA!
BUY 60-sec. SPOTS IN PRIME MOVIE TIME

The June, 1959 Nielsen credits

KETV's 9:35 P.M. MOVIE MASTERPIECE

with a striking rating victory . . . night after

night throughout the year, KETV programs

Omaha's finest feature films!

BUY HOT 20s IN THE MIDDLE OF

THESE GREAT NEW ABC-TV SHOWS:
Monday

• BOURBON STREET
BEAT

• CHEYENNE
• ADVENTURES IN

PARADISE

Tuesday

• BRONCO/
SUGARFOOT

Wednesday

• HAWAIIAN EYE

Calf now.1

C-^^OwwwcJ2x 7

Thursday

• THE UNTOUCHABLES

Friday

• 77 SUNSET STRIP

Ben H. Cowdery, President

Eugene S. Thomas, V.P. & Gen. Mgr.

ABC TELEVISION NETWORK
Omaha World-Herald Station
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Oct., 10:30-11 p.m., and General

Mills (Knox Reeves) for national

sponsorship, Hamm Brewing (Camp-

bell-Mithunj for Western regional

and National Brewing (W. B. Doner)

for Eastern regional sponsorship of

Saturday Night Pro Football, for

seven weeks commencing 22 Aug.

Network radio sale: R. J. Reynolds

(Wm. Esty), for sponsorship of

Weekday News with Arthur Van
Horn, ABC Radio, Mon.-Fri., 6:40-

6:45 p.m., effective 13 July.

Title change: Undercover Man, de-

buting 1 Sept. on CBS TV, for Phar-

maceuticals, Inc. (Parkson Advertis-

ing ) , to Tightrope.

New radio affiliations: WVET,
Rochester, with NBC, effective 1 Aug.

. . . Keystone added these six stations:

WJBD, Salem, 111.; WLBI, Denham
Springs, La.; WIOS, Tawas City,

Mich.; KQDI, Bismarck, N. D.;

KURY, Brookings, Ore., and WWRI,
West Warwick, R. I.

Note from Mutual: Mutual Affili-

ates Advisory Committee is holding a

series of regional meetings aimed at

bringing about closer cooperation be-

tween Mutual stations.

Personnel appointment : Robert F.

Davis, director of research, CBS TV
stations division.

RADIO STATIONS

Most American adults feel that

tv will never entirely replace

radio in the home.
This was revealed through a special

question inserted in a May national,

personal interview study of 2,500

families conducted by R. H. Bruskin

Associates.

The question asked and the find-

ings obtained in 2,508 calls: "Do
you think that you will continue to

listen to the radio, or do you think

that tv will entirely replace radio

listening in your home?"
Continue listening to radio 81%
Tv will replace radio 18%
Don't know 1%
The same study found that only

about 15% of all Americans say they

do no radio listening on the average

day, while 47% say that they listen

for one hour or more each day.

A new Pulse 28-market survey
showed that out-of-home radio

listening during the past winter

registered a gain of 7% over

1958, and added 26% to the in-

home audience.

Highest levels of out-of-home listen-

ing were recorded in the Boston, New
York and Los Angeles areas, where

5.0% of all radio families reported

out-of-home listening during the av-

erage y4-h between six a.m. anc

midnight.

As a comparison, figures for 1951

showed that out-of-home listening

added only 13.7% to the in-home au-

dience—about half of the current fig-

ure.

ABC Radio and Philco jointly

demonstrated this week an am
compatible stereophonic broad-

casting system developed by the

manufacturer.
The broadcast, which was over

WABC, marked the first using of

the Philco equipment.
Philco disclosed that it was ready

to market the new compatible stereo-

phonic am receivers as soon as the

FCC approves standards for the sys-

tem.

Ideas at work:
• KJNX, Los Angeles, is circulat-

ing a data book concerned with the

Los Angeles market. The 32-page

booklet features maps, charts and dia-

grams of statistical findings on popu-

lation figures, new construction, agri-

culture, buving income, retail sales,

trade, industry, employment, traffic

and the weather.

• WBAL, Baltimore, reports that

more than 400 people a day have been

calling up to participate in the

"You're On the Air" contest. Indi-

viduals who telephone in are told to

repeat a promotional phrase, which

may then be played back over the air

at an unspecified future time. Those

who recognize themselves and call

back within a half-hour, are awarded

portable transistor radios.

• KYW, Cleveland, is giving its

sales representatives unique calling

cards. On the reverse side of the

cards, space is provided for the vital

statistical information requisite to

giving the little woman a fitting gift.

• WPEN, Philadelphia, is send-

ing out a brochure promoting its new

TSR (Tell 'em, Sell 'em, Re-Tell 'em)

plan for selling newscasts. WPEN

plans to sell newscasts in much th

same way as it sells spot. The newi

casts, with standard opening, con

mercial and closing, will be offere

on floating schedules, available fc

short or long flights.

Thisa 'n' data: Harry S. Gooc

man is distributing five five-minut

shows and 20 one-minute shows mad

by Cal Tinney . . . Northern Cal

fornia fm broadcasters have tal

en steps to organize an organizatio

whose function it would be to promot

fm broadcasting throughout td

Northern California area . . . Saki

personnel and managers associate;

with Taft Broadcasting met recenj

ly to discuss the sales picture at th

local level, with emphasis on intern;

sales development, together with pad

age plans for summer selling . .

WNOB-FM, Cleveland, went on th

air 14 July, with 17^2 hours of cor

tinuous programing daily . . . Ele<

trie League of Los Angeles figure

on radio set distribution for seve:

Southern California counties fc

May of this year showed a 23% ir

crease over the same period last yea

. . . RAB reports that shopping cer

ters are using radio in campaigns t

lure trade away from the downtow

stores.

Personnel appointments: Juditl

Lawton, named dir. in charge sale

promotion, advertising and publicity

KFI, Los Angeles, Cal. . . Ralph S

Hartman, station mgr., and Te

Hepburn, commercial sales mgr

WHGB, Harrisburg, Pa. . . . Jacl

son Fleming, manager, KGW. Por

land, Ore. . . . M. A. Lewis, <tf>i

mgr., KPNG, Port Neches, Tex. . .

Arthur Thomas, station mgi

KCCT, Corpus Christi, Texas . . Jii

Fox, assistant sales mgr., KFMB, Sa

Diego . . . Tom Underwood, res

dent mgr., WSOL, Tampa . . . Joh

Hartigan, account executive, Ke\l

stone Broadcasting, Chicago office. .

Jack Stahle, sales mgr., KGO, Sa

Francisco . . . Edwin Schulz, get

eral manager. KXLA, Los Angele

. . . Sidney Magelof, station mat

ager, WEZL, Richmond, Va. . .

Richard Garesche, sales promotio

mgr., KXCK, St. Louis.

More station staffers: Mrs. Th<

ola Sanders named director of oij

erations, KFWB, Los Angeles, Ca

. . . Dene Voigt, general office mar
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...i. \\ KAW, Evanston, 111. . . .

cm is C. Jainieson, local sales man-

rer, WQAM, Miami, Fla. . . .

eorge R. Oliviere, commercial

anager, WOL, Washington, D. C.

esignation: Blanche Stein, from

rector of station relations, Keystone

Mi hasting System, Chicago.

REPRESENTATIVES

NTA-TV, New York, and

MSP-TV, Minneapolis, have

oth gone with Adam Young.

That gives Young 17 tv stations

'id in line with the addition of the

!,o NTA stations the firm is expand-

o it> New York sales staff and Chi-

go 1
1 ua iters.

ppointments : WTUG, Tusca-

osa, Ala., to National Time Sales

. . WALT, Tampa. Fla., to Gill-

erna.

bisa 'n' data: Adam Young,
king over KIOA, Des Moines, cele-

rated by holding a special drawing

the station, with the winners re-

living ringside seats to the recent

atterson-Johansson fight . . . Mov-
ig to larger quarters : The Atlan-

h office of Peters, Griffin, Wood-
'ard; H-R in San Francisco, and
enard, Rintoul & McConnell in

liiiago.

ersonnel appointments: Frank
leed, named account executive,

eed Radio, Chicago . . . Kenneth
ampbell, account executive, Bran-

am. New York . . . Thomas Daw-
on, director of sales promotion and

^search, CBS TV Spot Sales.

TV STATIONS

lusiness is so good on WRCA-
"V, NBC's New York key, that

*8 going to program a live show
ollowing Jack Paar starting this

,11.

It will be 15 minutes of Dr. Joyce

rothers, a psychologist who will deal

ith questions of human behavior.

Vgain, the extended post-midnight

•heduiing will give the station an

pportunih to absorb some of the

Jiounting demand for fringe time

linutes.

The equal time controversy (Sec-

tion 315) has had repercussions

in Hawaii.

It all centered around a demand by

a gubernatorial hopeful. Delegate

Burns, for equal time on KGMB,
Honolulu, on the ground that his

rival. Governor O/uinn, had announced

his candidacy during a regular inter-

view program on that station.

KGMB countered that the program

was entirely of a public service na-

ture and rejected Burns' request.

Noted KGMB's Frank Warren: the

equal time ruling can only serve to

handicap and embarrass stations in

their scheduling and airing of regu-

lar news and public affairs programs,

with the public the loser.

Thisa 'n' data: When the coaxial

cable broke in New Orleans, WWL-
TV filled the nighttime gap with live

jazz combinations . . . Taft Broad-
casting common stock was offered

to the public last week by Harriman
Ripley & Co., at $15 per share . . .

WOW-TV-AM, Omaha, is set to

break ground on a new studio and

offices, 29 Aug., the station's 10th an-

niversary . . . WLOS-TV, Asheville,

N. C, has opened offices in Green-

ville . . . Gross Telecasting, Inc.,

has declared a regular quarterly divi-

dend of 40 cents per share on com-
mon stock and 7% cents per share of

class B common stock . . . WJZ-TV,
Baltimore, has successfully completed

its "I want to Win a Dodge for Dad"
contest, conducted in conjunction with

the city's Dodge dealers, via Brahms-

Gerber Advertising, the Baltimore

agency that three months ago ac-

quired the Dodge account from Grant

Advertising, New York.

Kudos: WNEM-TV, Bay City,

Mich., a certificate of appreciation,

for the educational program. Pin-

point, from the Michigan Education

Association . . . KMOX-TV, St.

Louis, a promotion participation

award from the Crusade lor Freedom.

Personnel appointments: Antho-
ny Bello, sales mgr., KMON, St.

Louis . . . Joseph Constantino, di-

rector of sales promotion and mer-

chandising. KTVU. Oakland . . . Wil-

liam Dustin, regional sales mgr.,

WAVY -TV. Portsmouth, Va Les-

lie Peard, director of regional sales

development. Triangle stations, t^

VOGT
[continual from page 13)

of obtaining local information on a

variety of subjects including all phases

of major consumer item categories

plus a knowledge of the part each

retail and wholesale outlet plays in

the economy of the market. A
thorough knowledge of the habits of

the community's population also is of

great assistance.

Our WISN radio facility recent-

ly obtained a schedule from Sutton

Cosmetics, principallv because we
showed the agency how well informed

we were regarding the status of the

client's distribution and the general

pattern of the deodorant business in

Milwaukee. In this case the agency
frankly admitted we had more infor-

mation than their client was able to

furnish.

The information provided to Sut-

ton by WISN: Sutton, with a stick

deodorant, was introducing the roll-

on type. It was therefore interested

in the fact that 92% of all wom-
en and 63% of the men in the Wil-

waukee market used deodorants. Of
the women, 28% used roll-on and

15% stick; of the men, 31' r stick and

14% roll-on. Sutton Stick was used

last year by approximately 5% of all

women deodorant users. 4'* of all

men users. Sutton's distribution in-

cluded drug chains, all three major
department stores and 80' i of the

independent retailers.

Promotion services: This is the

second category of merchandising ac-

tivity. For small spot advertisers'

schedules it becomes impossible to go

thoroughly into merchandising pro-

motions in all cases, so the only help

which can be extended economically

will be mailings, tie-in ads or some
other method of informing the trade

of the advertising.

Merchandising assistance at the

wholesale distributor level is "true"

merchandising and. as such, will gen-

eral!) be limited to advertisers with

rather substantial schedules. There

are exceptions to this, however. \\ ISN

radio has increased a Shullon Old

Spice schedule considerably by (1)

negro radio for

metro new york
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calling on the distributor. (2 I helping

him work out a retailer display con-

test and (3) agreeing to judge the

entries. The cost was minor when

related to increased revenue.

Wholesale distribution : Merchan-

dising at the distributor level is

best used for items or industries with

the major portion of their retail out-

lets in unorganized independents. In

Milwaukee this particularly applies to

the drug industry, where we have

only o' ( of all retail outlets in or-

ganized chains. The remaining 300-

plus stores are independent. It is

difficult to control in-store display

through independent outlets, so we

take our problem to the wholesaler.

In this same category are various

"gimmicks" sometimes used to attract

attention of chain buyers in order to

speed retail distribution. These take

many forms, but currently we are

using an electronic secretary with a

three-minute recording of one of our

personalities giving a pitch for an

advertiser's product.

This sales presentation can in-

clude sales points which a client

desires, plus a commercial found on

the air schedule. The sales representa-

tive dials a telephone number and

hands the phone to the buyer. South-

ern Sun orange juice, R. G. Dunn
cigars and Remington shavers are

clients who have made use of this.

Retail assistance: The most ex-

pensive and the most effective step

that can be taken to increase sales in

todays self-service marketplace is

the improvement of display size and

location of an advertiser's wares in

retail outlets. Exchange facility agree-

ments handle this activity nicely but

merchandising experience is essential.

Too often chain display contracts are

neither properly drawn nor effective-

ly administered.

The first mistake is to regard these

arrangements as station promotion

and forget that their use makes sta-

tion sales agents of advertisers. And
this subjects them to a new and un-

familiar state and federal laws. The

second error: the price per promotion

can get fantastically high. With ex-

perienced merchandising personnel

handling our contracts at WISN, AM-
TV, all retailers are solicited as a

matter of policy and the price per pro-

motion is realistic.

It is here in chain store offices that

llliiiW*
l1illli!tiiliUi!liCIiliiIifliilil|l|||l||ili

iiiiiiiWilli i#f^
:
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It works like a charm to say PRESTO—the first name in instantaneous recording

discs. Only presto makes the famous presto master, the ultimate in flawless,

fleck-less disc-recording surfaces. Only presto, alone among all manufacturers,

handles every intricate step in the manufacture of its discs. Why use a disc that

isn't PRESTO-perfect?

bogf.n-presto CO., Paramus, New Jersey. A Division of The Siegler Corporation.

V^f) Since 1934 the world's most carefully made recording discs and equipment.

a side effect of cordial relations with

giant retailers makes itself felt. In

many large unit offices advertisers'

representatives are not allowed ta

contact executives on the sales and
supervisory staff; they are limited to

calling on buyers.

Yet it is in this very important sales

office that decisions are made regard-

ing items to be featured and promo-

1

tions to be run. And this is the office

and the persons whom stations have as

their normal contacts. A station with!
cordial chain relations can be a valu-

able ally.

The actions and attitudes of agen-

cies also play a great part in the prop-

er or improper use of a merchandis-

ing program.

The majority of agencies have

recognized that their services to

clients must include more than the

mechanical creation and placing of

advertising. The advertising function

is complex and interlaced with allil

elements of the marketing picture"
Many agencies have established

marketing and/or merchandising de-

partments with their own staffs for

calling on advertiser's district offices,

media and other organizations which

can help a client's sales picture.

These agencies are easier to work
with than those which insist on the

age-old channels of station-national

rep-timebuyer-account man-client anc

back again. On the rare occasion)

when an agency has sent in a young
inexperienced zealot, we've been abl

to assist in his education by arrang

ing an out-of-offiee-hours intervie\

with a chain buyer.

There's a place in the station met

chandising story for all who sincerel

desire to assist their clients, be I

agencies or media. We exist for oral

reason: to increase sales and profit

of our advertisers. The agency dj

station which forgets that is on trr

way out.

Merchandising is just one way-)

but a very effective way—for a st

tion to say, "Thanks for your bus

ness; we'd like to see you back

They come back. too. again an

again. d

negro radio for

metro new york
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TV SPECIALS
[continued from page 30)

president for programing; at ABC, is

with talent. "A good, $2,000 comedi-

an these days is getting $12,500," he

says. But the cost increase means a

slimmer margin of profit for the

packager, who has for years been

able to make a spectacular profit on

the sale of his program. Mr. Moore

thinks packages will absorb the addi-

tional costs rather than pass them

along to sponsors because specials

costs are already astronomical. And
a CBS spokesman made this point:

"We can easily hit the point of di-

minishing returns in specials. There's

just so much an advertiser can carry

and even the biggest gate-getters can

price themselves out of the market."

Sponsors are far from scared off.

however. They're flocking into spe-

cials lineups. At this point, still some-

what early in the fall selling game,

there are 30 national advertisers who
have contracted for these big shows

(see full list in chart at end of this

story). Yet only 34 sponsors bought

specials in the entire '58-'59 season.

What's the reason for the influx?

There are many, says Herbert Sussan,

director of special programs for NBC.

Bigger and better stars and properties

are being attracted to tv for the first

time because of the appeal of the spe-

cials format. He says there's no lack

of properties or top-draw stars (wit-

ness the signing of four Ernest Hem-
ingway productions for CBS, dra-

matic offerings of Maxwell Anderson

and Budd Schulberg. the possibility

of Marlene Dietrich and Marilyn

Monroe emceeing shows).

As he puts it. "The creative people

—writers, directors, performers—are

geared to a single Broadway show or

a gate-smashing single movie. They
don't understand or respond to a

regular, week-in and week-out tv

series in most cases. But they like

the money and the quality which go

into specials, by their very definition.

So they're listening seriously when
they're approached to be a specials

gate-getter."

This means national advertisers as

never before have the opportunity to

bave the biggest boxoffice stars work
for them in attracting gigantic audi-

ences for their sales messages. A
rundown of the shows specifically-

scheduled for fall (see adjacent

chart) shows an array of star-studded

material from highly intellectual of-

ferings such as Shakespeare's Temp-

est to a rock "n roll session with Elvis

Presley when he returns from the

army next spring.

Of 192 shows specifically blue-

printed and slotted, 66 are in the

dramatic class and 56 of the music-

variety type—about two-thirds of the

total program fare indicating the con-

tinuing appeal of these formats. There

are 41 comedy shows scheduled. 12

news and special events, 10 documen-

tary, 6 science and 1 sports. (These

figures are incomplete since they rep-

resent only the shows pinned-down as

of 7 July. I

Network spokesmen at CBS and

NBC tend to agree that the problems

of telecasting this huge number of

elaborate productions center on two

focal points: facilities and creative

personnel. NBC is confronted with

the biggest problem in scheduling

studios, equipment and crews to pro-

duce nearly four specials a week. It's

adding color studios both in Holly-

wood and in New York inasmuch as

95% of its special programing will

be in color, and it has heavy installa-

tions of tv tape machines.

Mr. Sussan estimates almost 95'
<

of his networks specials will be live

or on tape, terms which he considers

interchangeable, because tape produc-

tion techniques—unlike film—do not

differ from live methods. He thinks

tape has made possible the rush of

specials available for sponsorship be-

cause of the mobility and variety of

situations which can be translated to

the programs. Remote shows, for

example, take the pressure off shoot-

ing crews and studio facilities in ma-

jor production centers.

But the other problem of maintain-

ing sufficiently trained and profes-

sional creative people—writers, pro-

ducers and directors who are respon-

sible for the end result of a special

—

is not so readily solved. "Everything

else can be called down." sa\s Mr.

Sussan. "facilities, money, stars,

properties. But you can't order up
out of the ground a crew of people

who can blend all these elements and

come up with a package which makes
the advertiser's investment of half a

million dollar payoff."

As he points out: "You can't put

an untrained, untried producer—no

matter how brilliant in potential—on

an expensive property. The answer

is to seek out talent, give it an oppor-

yiiiiniii

NEXT
1 SEASON'S

SPONSORS*
(Listed by product category with

the total number represented in

each group.)

AUTOMOTIVE. AUTO PRODUCTS 7

AC Spark Plugs N*

Buick C, N
= Chevrolet A

OldsmobUe A
Pontiac N
United Motors N
Zerex (DuPont) V

JEWELERS' ITEMS 4

M Benrus C
Sheaffer pen \

/ . S. Time A. \

Westclox N

DRUCS, TOILETRIES 3

Breck A
Revlon C
Retail N

FOOD AND CONFECTIONS 3

General Mills A, N
Mars Candy A
Whitman Candy C

APPLIANCES 2

Bell & Howell C

Oster Mis. A

BEVERAGES 2

Brewers' Foundation \

Carting's Ale C

TOBACCO 1

R. J. Reynolds C

MISCELLANEOUS 8

Academy of TV Arts, Sciences \

American Gas Assn. C
Allstate Insurance C
Bell Telephone \

DuPont <

Equitable Insurance N
Hal Imar I. \

Minnesota Mining A

• Thesi M of S

July. Lattai i A, C or N ifter i llent'a

name refet to program sponsorship on

the tin. i n, twi rks 1B( I BS an I
n Bi

niiiiiiiiiiiiiiiiiiini!"
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CHECK (/and

DOUBLE CHECK £

V
WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

V
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS —ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.

Hot Springs, Ark.

Pop. 33,800

is larger than

Midland, Texas

Pop. 64,700

in General Merchandise Sales

La Crosse, Wise.

Pop. 79,700

in Drug Store Sales

Sheboygan, Wise.

Pop. 91,900

in Apparel Store Sales

Ask Us "Why"

KBHS
5000 watts at 590 kc

113 Third St., Hot Springs, Ark.

tunity on regularly scheduled pro-

graming, move people forward as fast

as they can take it."

A show failure in specials, he

charges, is never attributable to lack

of money, lack of equipment or lack

of stars in a property. The single

reason for failure: lack of talent.

The essence of specials is show-

manship, and this is what the net-

work and independent producers

strive to put across to the show-

struck audience. Most of the specials

have as a basic ingredient of show-

manship the appearance of a sure-

fire boxoffice attraction. Why? Be-

cause a one-shot is necessarily fleet-

ing: it has one chance to make an

impression and to capture an audi-

ence. That's why the average special

costs a client $500,000 when adver-

tising, promotion and publicity are

added in to the over-all effort.

The excitement of a special has

affected stars as well, which is why
the Marlon Brandos, Jimmy Stewarts

and Ingrid Bergmans are sitting in

on an ever-increasing number of tv

conferences. For the first time in the

short history of specials, they're able

to get the price they've been asking

for the past couple of seasons. And
for the first time they are personally

excited at the prospect of a major

vehicle which gives them the best

showcase in terms of reaching mass

audiences with a quality production.

Specials are of interest only to the

biggest advertisers, however. The

most royal of the blue chips are

—

for the foreseeable future—tin' only

prospects for these big-money shows.

An analysis of next season's sponsors

signed as of now, shows the biggesl

product group represented is automo-

tives (Buick, Chevrolet, Oldsmobile,

Pontiac, among others), followed by

the fast-turnover items manufactured

in the jewelry and accessory classifi-

cation—Benrus. U. S. Time and

Westclox. Of the 30 network adver-

tisers, seven are in the automotive

class, four in jewelry items, three

each in drugs-toiletries and food-con-

fections, two each in appliances and

beverages, one in tobacco and eight

in miscellaneous categories. ^

negro radio for

metro new york
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TV TAPE
(continued from page 39)

If the request is for a show that

hasn't yet become a part of the TvAR
library, it can be seen within 24

hours; tapes are flown in at once.

And if an agency asks for a special

testing commercial featuring the per-

sonality of a local show handling

and expounding on its own produc

then the audition will take a litt

longer—two or three days.

The rep firm has one whole roo

devoted to the tape equipment am
library, another large conference

room that can accommodate an en-

tire media department.

The tape equipment is expected to

be especially valuable in the area of

acquainting the agency people in

New York with the scope of public

service programing on the Westing-

house stations. It is very difficult to

explain to someone who has never

seen a certain show of this type what

it's like. Simply to say, "It's about

delinquency" or, "It's on geriatrics"

can lead the non-viewer to think, 'T

bet it's deadly." But with the tape

recorder at TvAR, admen now can

see for themselves, evaluate the shows

for both service and entertainment.

An example of this is the new
KYW-TV, Cleveland, public service

program, Mental Health. Word has

been spreading from Cleveland about

this show. TvAR has been getting

many requests to see it, is showing

it on tape to requestees.

Within the same area of public

service shows, here are some other

WBC originations which are at-

tracting attention among admen.

Reading Out Loud, another KYW
program, features such celebrities as

Jose Ferrer, David Niven and Senator)

John F. Kennedy. Kennedy, for ex

ample, reads a transcript of the Re-

publican Convention at which Lin

coin was nominated. To describe it|

orally would be hard; on tape, its)

entertainment value comes through.

This fall, from the same source,

comes a new Civil War series via

tape, featuring pictures by the famed

Matthew Brady.

Reaction of N. Y. admen has been

enthusiastic. The tape recorders at

the offices in 666 Fifth Avenue, has

established almost a party flavor to

the business of timebuying. But the

tape recorder will gradually assume

a more workaday role.

70 SPONSOR 18 july 1959



RISTOL MYERS
(continued from page 37)

uf stations necessary in each market

to give 40-50% penetration per

month and 60-70% lor the entire

ampaign (6 weeks). Since Trig was

after grooming hours primarily, all

time was bought between 6:30-8:30

a.m. except where lack of availabili-

ties or lower cost packages in late

afternoon traffic times dictated this

sort of buy. Minutes were bought in

and adjacent to news-weather-sports.

In most cases, discounts were avail-

able on the strength of other Bristol-

Myers billing. (See box page 37 for

rundown of Trig buying strategy!)

Another important consideration

was a device to stimulate d.j. interest

and enthusiasm, to get the maximum
benefit from the fact sheet, and to

merchandise the whole effort to

Bristol-Myers salesmen and the trade.

Solution: a contest, open to all

d.j.'s on the schedule, in which they

would compete with each other on

how effectively they could put across

the points in the fact sheets. Because

preliminaries in the contest should

be judged locallv. and to involve

Bristol-Myers salesmen in it, the

salesmen became the judges.

Salesmen listen to d.j.'s like any-

one else—on the radio, while shav-

ing and getting ready for work.

While on the job, they consult with

chain buyers, store managers, rack

jobbers about their preferences. "This

carries the old concept of merchan-

dising your spot schedule to the buy-

er a step further," says Eastman.

"What we're doing is actually involv-

ing the buyer in the selection of the

contest winner. Everyone likes to be

a critic—it's only human nature. If

we can make him aware of the sched-

ule, we'll get an opinion from him."

Making the buyer aware of the

schedule isn't being left to chance.

Part of the recorded pitch that East-

man, Koehler and Leonard made to

the 180 stations asks that the d.j. get

out and meet the buyers personally,

tell them about the schedule. "After

all," says Eastman, "d.j.'s are celebri-

ties and buyers are interested in see-

ing what they look like, talking to

them. If the d.j. and the buyer

haven't gotten together by now. this

contest gives them a bona fide oppor-

tunity to do so. They'll have some-

thing definite to talk about and. since

the buver is a factor in selection of

the contest winner, it certainly can't

do the d.j. any harm."

Here are the mechanics of the Trig

contest:

• One d.j. will be selected in each

market of up to four stations; in mar-

kets of five stations or more, there

will be two qualifiers. This means

about 50 d.j.'s will compete in the

final judging.

• To facilitate final judging, to be

done by an SRA-selected panel, each

d.j. submits a tape taken from the air

at a time of his choosing anytime dur-

ing the last four weeks of the first

wave of Trig spots.

Has the contest idea generated en

thusiasm and, more importantly

sales advantages?

Bristol-Myers admen are unani

mous in their feeling that it has

"Take Kansas City," says Eastman

"where one station and its d.j. are

out, not just rounding up votes, but

actually trying to get us uniform

stocking of both Trig sizes in a lead-

ing chain, no less."

Don S. Frost, Bristol-Myers v.p.

and director of advertising I This

week elevated to the post of v.p. in

charge of executive staff activities),

sees these advantages accruing to

Trig from d.j. endorsements: "The
consumer doesn't regard his endorse-

ment as a paid testimonial," says

Frost, "and with the contest running,

the buyer looked upon the d.j.'s sell-

ing effort as a personal thing. We feel

we're establishing a rapport on the

local selling scene that's going to go
far beyond its benefits to Trig."

He notes that additional on-the-air

promotion for the schedule has ex-

ceeded expectations—the most effec-

tive centering on consumer contests

like those tried out in Boston and

Providence.

Frost has one particular warning

for advertisers using fact sheets—and

that is: require air checks "to make
sure the d.j., in his zeal, isn't tram-

pling on your image. It's all very

human—and in a contest, more so

than ever—for a d.j. to concoct a

wild idea that may be far from the

facts you're duty-bound to get across."

Results of the current flight of

spots will strongly affect merchan-

dising plans for the second flight, due

to begin mid-September, and will

doubtless influence the company's

future plans in spot radio. ^

NO, THIS IS "KNOE-LAND"
(embracing industrial, progressive North Louisiana, South Arkansas,
West Mississippi)

JUST LOOK AT THIS MARKET DATA
Drug Sales

Automotive Sales

General Merchandise
Total Retail Sales

40,355,000

299,539,000

148,789,000

$1,286,255,000

Population 1,520,100

Households 423,600
Consumer Spendable Income

$1,761,169,000

Food Sales $ 300,486,000

KNOE-TV AVERAGES 78.5% SHARE OF AUDIENCE

According to April 1959 ARB we average 78.5% share of audience from Sign On to Sign Off
7 days a week. During 361 weekly quarter hours it runs 80% to 100%. and for 278 weekly

quarter hours 92% to 100%.
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KNOE-TV
Channel 8

Monroe, Louisiana
Photo: "Greenville Mill, Division of Mnhasro Industries, Inc.". (i reemille
forttirers of the finest carpets and riiijs.

CBS • A B C

A James A. Noe Station

Represented by

H-R Television, Inc.
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WCTV Solves

Another Problem

for a district manager

Dave's sales skipped markets he

knew had people.

*&?£?

His sales manager was a most

unreasonable man.

S%%\

Joe Hosford showed him that

big-city coverage is not enough,

said Atlanta is 212 miles away,

and Jacksonville is 158, sug-

gested that he use WCTV to fill

the gap.

Blair TV Associates made a trip

to the agency.

Now Dave has fun on weekends.

WCTV
Tallahassee

Thomasville

for North Fla. and South Ga.

John H. Phipps

Broadcasting Stations

72

Tv and radio

NEWSMAKERS

William Lyons takes over the post of ad-

vertising manager for the U.S. division of

Max Factor & Co. He will headquarter at

the company's home office in Hollywood,

where his duties will involve all the Max
Factor products marketed in the United

States. A 10-year veteran in advertising

and marketing, Lyons was previously with

the Toni Co. in Chicago as brand manager

and earlier with Benton & Bowles, Inc., as an account executive. Lyons

is a graduate of M.I.T. and holds a degree in Business Admin.

Tony Bello has been named sales manager

of KMOX (CBS), St. Louis. Bello's

career in broadcasting began in 1946, when

he joined a local radio station as announc-

er, following his discharge from the Air

Force. He came to KMOX in 1953, work-

ing himself up from merchandising man-

ager to account executive. Prior to his new

appointment, Bello was national sales man-

ager for CBS o&o. His private life activities include membership in the

Media Club Adv. Club of St. Louis, and in the Assoc, of Mfrs. Reps.

Herbert W. Hobler has joined Videotape

Productions of New York, Inc., as director

of sales development. He was v.p. in charge

of sales for Teleprompter Corp. until a year

ago, when he became a sales management

consultant. Earlier, he was with NBC and

CBS TV as sales executive. Hobler lives in

Princeton, N. J., with his wife and four

children. He is p.r. chairman of United

Community Fund and a board member of YMCA. His father, A. W,

Hobler, is chairman of the exec, committee at Benton & Bowles.

Sidney Magelof has been appointed sta-

tion manager of WEZL, Richmond. For-

merly, Magelof was with WUST, WEAM
and WGMS in the capacities of account ex-

ecutive and general manager. Before en-

tering radio in 1951, he was in retail and

wholesale merchandising with headquarters

in Georgia. WEZL, purchased in January

of this year by Ben Strouse (now presi-

dent), Samuel E. Feldman and Leon B. Back, is a 5,000 watt inde-

pendent station, similar to WWDC, and features music, news and sports.
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(VOS TV dominates

Canada's 3rd Market

ONE MILLION British Columbians

in "A" contour...

262,000 T.V. Homes
Its affiliation with the giant CBS network gives

KVOS TV unique entertainment power . . . gives

this station the ability to deliver the most

popular daytime and night-time shows to B.C.

viewers. Add to this the top syndicated half

hour shows, award-winning special features and

sports events and the largest selection of fine

movies on TV in North America! This kind of

entertainment power makes KVOS TV the No. 1

audience station, gives you selling power to

"talk to" Canada's 3rd market.

Plus 92,000 TV homes in

Northwest Washington

KVOS TV one TV station had to be unique

TVANCOUVER OFFICES—1687 W. Broadway, REgent 8-514-1

STOVIN-BYLES LIMITED—Montreal. Toronto. Winnipeg
FORJOE TV INC.— New York, Chicago, Los Angeles, San Francisco

ART MOORE and ASSOCIATES—Seattle, Portland
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Watch for Air Media Basics

Next week you will receive with your copy of sponsor

what we helieve is the most practical and valuable handbook

of air media facts ever put together for timebuyers, adver-

tising managers, account men and media directors.

We are especially proud of our new Air Media Basics, a

232-page collection of important charts, tables and vital sta-

tistics about all phases of radio and tv, compiled by our

Special Projects Editor, Alfred Jaffe. We are certain you

will find it a year-round help in your air media planning.

It is a successor to Fall Facts, which sponsor has pub-

lished for 12 years, and represents a completely new ap-

proach. It is neither a yearbook, nor a summary of predic-

tions about the coming season, but a compilation of 100%
use material which you will find valuable during the whole

of 1959-60. Watch for Air Media Basics, and let us know if

you would like additional copies.

Applause for a Contemporary
Among the many little-known but important services

rendered to the public by the broadcasting industry is the

"sponsorship" of a series of educational programs delineat-

ing the work of the United Nations in many lands.

Recently we attended a luncheon outlining the second-year

plan for this series. The first group of thirteen 15-minute pro-

grams had been completed with 52 tv stations participating.

The second season's plan called for half hours.

What impressed us especially was not the close liaison be-

tween UN officials and broadcasters—including such notables

as Don McGannon, P. A. Sugg, Ed Wheeler, Roger Clipp.

Dody Sinclair—nor the fact that each station paid substantial-

ly for its participation, but the interesting notation that the

series was "jelled" by a trade paper publisher. One UN
dignitary even referred to it as the "Fred Kugel network."

Our hat is off to an enterprising and public-spirited publisher.

THIS WE FIGHT FOR: Greater understand-

ing of the role of the radio/tv station represent-

ative in today's air media world. His value

and functions have increased far more rapidly

than has the industry's knowledge about him.

lO-SECOND SPOTS
Crisis: Philadelphia radio station

WPEN's Larry Brown has a seven-

year-old son who is spending his first

summer at camp. Larry's wife, Alma,

got her first message from Garry early

last week, a post card that read : "Dear

Mother, Happy Summer. I need a

belt for camp or my pants will fall

down. Love, Garry."

Creative: Why aren't truck drivers

advertising copywriters? Here are

two signs painted on the rear ends of

trucks that recently parked along

Madison Ave.—HAVE WIFE WITH
GUN, MUST TRAVEL, and ... .

WATCH MY TAIL—NOT HERS.

Air sense: Following is from an

inter-office memo at WJIM & WJIM-
TV, in Lansing, Mich.

—

TO: Radio announcers.

FROM: Howard W. Coleman, Asst. to

Pres.

This is to remind you that radio as

a major medium is but 35 or so years

old; the first generation of pioneers

in the medium is only now reaching

retirement age. Thus, the correspond-

ing audience has yet to reach senility.

. . . The above is by way of jolting

your attention to some recent chatter

I have heard at the 1240 frequency:

"You old timers will remember this

one"—followed by a playing of Glenn

Miller's In The Mood. Or: "Oldsters

in the audience will remember when
Frank Sinatra recorded this one with

the old Tommy Dorsey Orchestra."

The bulk of the buying audience

—

those "oldsters" who grew up to the

music of the late '30's and early '40's

—are now between the ages of 35 and

45 (the women are all 29). If you

really believe that, along with Peter

Pan (Marty Martin is over forty),

life as it is now lived began with your

particular age group and will always

stay there—you had best seek employ-

ment with Tinker Toy, Lionel trains,

or in Santa Claus' workshop!

Bravo, Hoivard Coleman!

Outspoken: Heading on a release

from WNEW-TV, New York—

MARYA MANNES TO DISCUSS
'WHY WOMEN BORE MEN' ON
"I SPEAK FOR MYSELF"

Never admit it, Marya.

n
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TTus is the kind of hold our station has on people

The helping hand is a reality here.

A true cross-section of home-owning
America, the roots of family life go deep
— in the many thriving cities and on the

flourishing farms. Here families like to

cater to their wants through friends and
neighbors.

We are friends and neighbors. The vet-

eran members of our staff are solid figures

in the community, active in church and
community projects— the P.T.A., the

Community Chest, Scouting. Our pro-

gramming is friendly, too. Lots of public

service. Help on community problems. No
triple spots.

So our audience loyalty is intense, by
every measure. As you consider our
quantity story (747,640 TV homes in 41

counties of 3 states) never forget the qual-

itative one . . . George P. Hollingbery will

show you a realistic, one-price rate-card.

whio-tv
CBS

channel daytl

ohio \

ONE OF AMERICA'S GREAT AREA STATIONS
Reaching and Holding 2,881,420 People
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of media planning
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The Ziv man in your market has full details on
how you can profit by using one of America's
GREAT selling forces ... a Ziv Show!
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go from here?
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RADIO
50,000 WATTS KSTP TELEVISION

CHANNEL 5

MINNEAPOLIS • ST. PAUL Bask NBC Affiliate

KOB AM-TV W-GTO AM
Albuquerque, New Mexico Cypress Gardens, Florida

Edward Petry & Company, Inc., National Representatives



NBC TELEVISION HLM.S-A DIVISION ur

ie's Joe Friday. On CNP's BADGE 714. He works /^1 \T T)
mly for you, in your market, starting this Fall. V^y 1. N

CALIFORNIA NATIONAL PRODUCTIONS, INC

7 MAN
BEHIND
BADGE



A BIG NEW
MARKET IN THE
GROWING SOUTH!

.

4

*£fq35^

MERIDIAN
MISSISSIPPI

This fast-growing, changing market

has now mushroomed into one of

the South's new metropolitan areas.

A highly diversified economy makes

the Meridian, Mississippi area a

stable, steady market.

Covering 29 key counties in Mis-

sissippi and Alabama, plus a sur-

prisingly low cost, makes WTOK-TV
one of the nations most efficient

media buys.

• $427,311,000 RETAIL SALES

• $601,297,000 EFFECTIVE BUYINC INCOME

• OVER 100,000 TV HOMES

• $200,000,000 CONSTRUCTION PROCRAM

Maximum power 316,000 watts

© Vol. 13, No. 30 • 25 JULY 1959
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DIGEST OF ARTICLES
BBDO restyles for changing media world

31 Behind changes taking place in BBDO's media department is a lot of

sound thinking on media's future. Here is how new setup will function

Whither Joe Culligan?

34 Philosopher-salesman-promoter-psychologist—that's NBC's Joe Culligan.

His varied interests and diverse talents have resurrected network radio

$100,000 wedge in shelf space

36 Cheramy switched entire budget to tv to cash in on supermarket toi-

letries boom—now a |5 billion, high-profit plus for grocery trade

Look here, you agency guys

38 Operations manager of West Coast tv station says goofy agency instruc-

tions on films, commercials cause schedule snafus; cites seven examples

Selling Yellow Pages—Chicago style

40 Publisher Donnelley saturates market to sell Yellow Pages. His radio

jingles are merchandized at customer level by Illinois Bell salesmen

300 ways to up tv billing

43 TvB's co-op ad department compiled it ; now for the first time an industry

magazine reprints list of national manufacturers with tv co-op plans

Hometown corn wins space battle

44 A Pennsylvania corn packer needed space in a hurry; packed brand

image, copy appeals with local flavor, bagged best sales year to date

Marines capture Florida radio station

45 WPDQ, Jacksonville, Fla., builds station image with listeners on ad-

vertisers' behalf with such stunts as Fourth of July mock attack on island
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NOW
New York's most intriguing

television station turns to

YOUNGPRESENTATION !

Effective July 15
]

Young Television Corporation

becomes exclusive

national representative for

NTA-TV
Channel 13...NTA's uniquely programmed,

uniquely successful independent in

Ell Vw X v^XiiJl3L

This is the station which has

magnetized millions of viewers with new
dimensions in programming, with

on-screen personalities so impressive they've

earned national syndication.

WNTA-TV is due to play a key role in

your New York area marketing—and

our knowledgeable people in seven

important centers have the key.

YOUNG TELEVISION CORPORATION
An Adam Young Company

NEW YORK
3 East 54th St.

New York 22. N. Y.

Plaza 1-4848

LOS ANGELES
6331 Hollywood Blvd.

Los Angeles 28. Calif.

HOIIywood 2-2289

CHICAGO
Prudential Plaza

Chicago 1. III.

Michigan 2-6190

ATLANTA
1182 W. Peachtree

Atlanta. Ga
TRimty 3-2564

SAN FRANCISCO
Russ Bldg. (Rm. 1207)

San Francisco 4. Calif.

YUkon 6-6769
ST. LOUIS

317 No. Eleventh St

St. Louis, Mo.
MAm 1-5020

DETROIT
2940 Book Bldg.

Detroit 26. Mich.

WOodward 3-6919
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q. WPTA
FORT WAYNE

Get The Promotion
Extras

• Dealer Mailings

• Poinr-of-Purchase

• Id Blitz

• Billboards

• Taxi Ads

• Bus Ads

all this PLUS Top Ratings

—

and LOW RATES

—

_y\rj« the man from . . .

YOUNG TV CORP

WPTA CUnef 21

NEWSMAKER
of the week

ABC TV last week introduced another major personnel inno-

vation in naming research specialist Julius Barnathan to head

station relations and clearances as well—a crucial declaration

as ABC goes into high gear to compete with well-established

CBS and NBC in lining up affiliates, capturing time slots.

The newsmaker: Thirty-three-year-old Julius Barnathan.

after five years of intensive research dredging and experimentation at

ABC TV, has been appointed vice president for affiliated stations

heading up three divisions: research, with 25 persons; station rela-

tions, with 10; station clearances, with 40. His respective key assist-

ants will continue in their jobs: Fred Pierce, manager of research;

Alfred R. Beckman, v.p. in charge of station relations, and Donald S.

Shaw Jr., director of station clearance. ABC TV's continuing recog-

nition of the role of research and statistical documentation in its

sales and program efforts appears

to deemphasize the more glamor-

ous, sometimes flossy approach of

CBS and NBC in their pitches to

prospects and stations. Notes Mr.

Barnathan: "We had to find new

research, as near to the total truth

as possible, which would show our

advantages as the 'third network.'
'

Other nets, he says, were a

"shoo-in for transom business,"

and ABC had to combat this with

nuts and bolts arguments. He says

other nets are now following this

ABC research lead.

The same principle of hard facts holds true for affiliates in station

relations and clearance matters, he says. "Hand-shaking was first

eliminated in the sales area, when salesmen asked for more technical

information." This stress on facts has now extended to all three

areas under his jurisdiction. His job: to concentrate on clearances

and affiliates in order "to solve some of the acute problems facing us."

Mr. Barnathan was graduated with a Bachelor's degree from

Brooklyn College in 1950, and earned a Master's in Mathematical

Statistics from Columbia U. in 1953. After working at Kenyon &

Eckhardt agency as director of media research and statistical analysis,

he joined ABC in 1954 as supervisor of ratings. Two years later he

became manager of tv research and in 1957, director. In March of

this year he was named v.p. in charge of research.

He and his wife, six-year-old Joyce and three-year-old Daniel, live

in New York City but plan to move to suburban Long Island in

September when their split-level house is completed. He is vice

president of the Radio-Tv Research Council and a member of Radio-

Tv Executives Society and American Statistical Assn.

sponsor • 25 JULY 1959

Julius Barnathan



NEWSMAKER STATION of the WEEK

THE DOMINANT ADVERTISING MEDIUM
Amazing but true— Radio Station WARM is the leading

Advertising Medium in the Scranton - Wilkes-Barre market

of over 650,000 people. No other medium does as good a job.

PROOF:

1. WARM is the only full time 50,000 watt station

in the area.

2. WARM is number one in all surveys.

3. Newspapers scattered— top circulation

only 65,000.

4. TV Stations all UHF with limited penetration.

5. WARM sales results for advertisers also amazing.

By every yardstick— sales results, ratings, coverage, pene-

tration, circulation — WARM is, without doubt, the leading

advertising medium in north eastern Pennsylvania!

robert e. eastman & co., inc.

national representatives of radio stations

NEW YORK:
527 Madison Avenue
New York 22, N. Y.

PLaza 9-7760

CHICAGO:
333 N. Michigan Ave.

Chicago, Illinois

Financial 6-7640

SAN FRANCISCO:
RussBldg.

San Francisco, Cal.

YUkon 2-9760

DALLAS:
211 North Ervay Bldg.

Dallas, Texas

Riverside 7-2417

ST. LOUIS:

Syndicate Trust Bldg.

915 Olive St.

St. Louis, Missouri

CEntral 1-6055

LOS ANGELES:
Taft Building

1680 N. Vine St.

Hollywood, Cal.

HOIIywood 4-7276
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ional detective
•tories based on case histories from

Leteetive agency . . . William J. Burns

39 films
. . . now available
for first -run
syndication
The world is his beat . . . wherever

the trails of international crime

lead him! "International Detective"

presents to the television audience

the thrilling authenticity of

actual case histories from the

largest private crime detection

organization in the world. Never

before have these documented stories

been presented to the public.

Never before has such a slice of

life, suspense and danger been

presented so dramatically.

Starring Arthur Fleming

Produced by Eddie Sutherland

\m

OFFICIAL FILMS, INC. • plaza 7-0100

llllll 25 WEST 45TH STREET

%*£?*# NEW YORK 36

^55^5^ NEW YORK



BEAUMONT-PORT ARTHUR-ORANGE

Only KFDM-TV Gives You

all of Texas' 4th market, with over

750,000 prosperous buyers in the oil,

chemical and industry-rich Gulf Coast Hot Spot . .

.

Sign-on to Noon

Noon to 6 P.M.

6 P.M. to Midnight

Sign-on to Sign-off . . .

and 18 of the

Top 20 Shows

ARB, April-May, 1959

This mop, prepared by Gulf Oil

Corporation and used with

their permission, does not represent

on endorsement of any product

or ser.- :e whatsoever.

Hot sp°T
KFDM-TV

Beaumont-Port Arthur-Orange

C. B. Locke, Executive Vice President
& General Manager

Mott Johnson, Sales & Operations Manager
*'A
*.*'*? ^*> Peters-Griffin-Woodward, Inc.

4*»a

1 Dallas-Fort Worth

2 Houston

3 San Antonio

4 BEAUMONT-
PORT ARTHUR-

ORANGE

5 El Paso

6 Corpus Christi
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Picture Q
*What's your WOODquotient

?

WOOD-AM has the greatest share of au-

dience during the morning rush hour. How
much greater than the 2nd station?

*(;uoi;djs pig 3ui ui>m now %ni)l
:uoi}Djs pur, am uv>{i alow %os aoo.w
<>l pjuni »iri 8X91{)0 //" pun soipnj J/'.) 1

Sun-burned vacationers listen to WOOD,
too. How many lakes — with or without

beaches — in greater WOODIand?
iuvBiyaiffl a.yi)'/ Buojn jjoijx Apuvs "\[ot fo

83J11U il!) inoqv UOIJU3W <>i j»» ..',>.y»/ SS£)

Who is the only radio weather forecaster

in WOODIand who has had actual meteor-

ological training and experience?

I

jJU/DJ.n

»ijl uo pjBu fl|/»n»« pun 'AX'HV-aOOM
uo flfSu Upaisnpx) '.ij.y'>Mi/Si>/,s' yttoij*

In addition to the best coverage of local

news. WOODIanders get direct non-network

reports from Washington, D.C. How come?

-Hid fo xajujjjttjjo ityfidvo uo 8}JtoddJi /ua

puodstuoo uo)8uii{SVjtf j«"i//«/>',QOOM

How to rate your WOODquotient:

right — No doubt you have a persecution complex, too

1-2 right — Courage! You'll make it someday
3 right — The Katz man will give you_a^the answers
4 right — How long were you a resident of Grand Rapids?

'WOOD-AM is first — morning, noon, night, Monday through Sunday
March '59 Pulse Grand Rapids — 5 county area

WOOD AM
TV

WOODIand Center, Grand Rapids, Michigan

WOOD-TV — NBC for Western and Central Michigan:

Grand Rapids, Battle Creek, Kalamazoo, Muskegon and Lansing.

WOOD — Radio — NBC

SPONSOR 25 july 1959
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An entirely

NEW KIND OF

LAW ENFORCEMENT

AGENCY . .

.

pledged to destroy

those who prey upon

the weak, helpless,

ignorant and poor!

NOW...

STORIES THAT

UNMASK

THE MEN
WHO RUN

ORGANIZED
V7>

CRIME! |m 1

It,w
Fl

S\ 1

in



But don't tell me how to

in this () lorce!"

,ii,

i

Z1V

tarring

as Col. Frank Dawson
hief of Law Enforcement



Carolina viewers already know it. Local sponsors feel it.

National advertisers everywhere are learning fast.

The tops of NBC and ABC-plus the best of Warner Brothers

are changing audience patterns of Charlotte television.

Get the facts. Here in America's 22nd largest tv-homes market

you'll do better with Charlotte's dynamic WSOC-TV...

one of the great area stations of the nation. CHARLOTTE-9 NBC and ABC. Represented by H-R

WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta and WHIO and WHIO-TV, Dayton

12 sponsor • 25 july 1959,



Most significant tv and radio

news of the week with interpretation

in depth for busy readers

SPONSOR-SCOPE
25 JULY 1959

Copyright 1959

SPONSOR

PUBLICATIONS INC.

Look for sellers of spot tv—with the aid of the TvB—to take the offensive

against the mounting trend among copywriters to treat the 20-second commercial and the

ID as inferior sales tools.

TvB's contribution to the hattle to demolish this psychological stigma is the pulling

together of a mass of material showing how successful 20's and I.D.'s have been in

selling goods in recent years.

Spot sellers recognize that the creators of the problem are the copywriters (the me-

dia gentry generally is in the position of being forced to go along) . Hence the educational job

will be done primarily with the copy people.

Background note: A credo that appears to have swept the ranks of commercial writers

the past season is that an effective sales story can't be told in less than a minute.

P.S. : Some media directors are of the opinion that this attitude is merely temporary, and

that when the minute market runs dry the copy folks will find themselves capable

of doing as effective a task with 20 seconds.

A spot check among reps by SPONSOR-SCOPE this week shows that national spot

radio sales for the first six months of 1959 ran about 10% better than for the like

period of 1958.

True, much of the business is shortterm. But it's intense, with much longer market

lists than have prevailed for the medium for some time.

A check by SPONSOR-SCOPE of fall tv network program costs indicates that the

increase for nighttime fare will average out to about 10%.

Including the tab for reruns, the average gross cost—on a half-hour basis—by type of

program will look like this:

$59,000 Suspense-crime 40,000

54,000 Interview-documentary 32,000

43,500 Audience part. 26,000

$41,500

Note: Many of the film series are subject to increases granted to the Screen Actors

Guild as a result of the contract terms now in negotiation or to the IATSE.

Comedy-variety

Musical

Situation comedy

Westerns

Talk to reps and Madison Avenue media directors on the competitive dimen-

sions of network minute-announcement-carriers for spot tv and you'll get opposite

reactions.

Practically all reps in the medium are worried about the burgeoning of these spot

carriers and deplore the slowness with which stations are showing alarm.

Media directors queried by SPONSOR-SCOPE appeared to hold the view that, despite

the administrative advantages, spot carriers as they're now set up aren't an authentic

substitute for local spot campaigns. In fact, they say, they are more expensive.

Network, these media people point out. never can take the place of the basic objectives

and values of spot. Only through spot can the advertiser select those markets where

the potential for his product is especially promising, obtain the type of frequency he

requires, and exert maximum flexibility at a particular time.

SPONSOR 25 july 1959 13



j
^ SPONSOR-SCOPE continued

The budding practice among stations of selling local jobbers chunks of time
and letting them broker it out to manufacturers is beginning to boomerang.

The realization is dawning among stations that they're 1) antagonizing agencies, and

2) permitting the bu\ ing-controlling jobbers to set station policies.

A spectacular example now prevails in the Los Angeles market. Agencies with toy ac-

counts can get on a certain station only if their schedules have August starting dates. But a

toy broker controlling a block of time on that station is able to extend fall starting

dates to the very same agencies' clients.

A situation common to many markets: local brokers and jobbers make participation in

their programs a condition of doing business with a manufacturer.

Another drawback for stations: They could make more money by selling this time

directly to manufacturers at national rates.

NC&K's Norman B. Norman looks for the agency to bill over $8 million in tv

for the coming season—and that's exclusive of the Hertz business which recently came

into the shop.

The calculation by accounts: Willys Motors in Maverick, $2 million; Speidel, $2 mil-

lion; Colgate network participations, $2 million; Maidenform tv spots, $1.5 million; and

Chanel tv spots, $750,000.

Esty, which has been checking logs in connection with R. J. Reynolds schedules,

this week had a kind word for the cooperation it's been getting from radio stations.

The latest survey, the agency noted, showed that an overwhelming number of sta-

tions on the Reynolds list has adhered to the injunction to maintain at least a 15-

minute interval between Reynolds commercials and those of other cigarette companies.

J. B. Williams' Conti Shampoo, now in the Pharmaceuticals, Inc. family, could be-

come a source of spot radio revenue this fall if a saturation test starting in New York

this week gets favorable retailer reaction.

Aqua Velva already has been tagged by the company

—

Parkson is the agency—as a

radio buyer on a broad scale this fall, though most of the 1959-60 spot money
(about $1.5 million) will go for tv.

Pharmaceuticals' network tv expenditures for the coining season have been earmarked

for around $18 million—$2 million more than last time.

Some marketing experts think that the time isn't far off when the limited-pur-

pose detergents will find their heyday ending.

The dollar volume of the limited-purpose detergents already is beginning to show the

competitive pressure of the universal detergents (Lestoil and Mr. Clean). The main

objective of the limited-purpose rivals from here on out will be to keep their shares up.

Now that the Lestoil types have practically all adopted distinctive scents the next step

will be in the direction of color distinctions.

Audience composition figures on radio and tv tell only part of the story: Tlicy

don't tell what percent of all men, women, teenagers, and children in the U. S. pop-

ulation are listening or viewing.

SSCB's media coordinator Dick Dunne in SPONSOR'S Media Basics (the second sec-

tion of this issue) supplies the missing link with a detailed breakdown of actual hours of

viewing by these various groups based on U. S. population and Nielsen audience compo-

sition.

For instance, Dunne's study shows although the viewing audience between 7:30 and 10

p.m. (N. Y. time) is composed of but 12% teenagers, they represent around 50% of

all the teenagers in the nation.
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SPONSOR-SCOPE continued

NBC already has made a couple pitches—to hard goods accounts—on its $6-

niillion radio/tv package of the Presidential nominations and election.

The price is SI million more than in 1956. Because of llie size of the nut, the network

expects to dispose of it in thirds.

P.S. : Look for an important breakthrough by Ampex in connection with tin-

taping of the convention proceedings. It will involve all types of programing.

Aleoa is interested in concentrating its tv network efforts into a single show. So

F&S&R already has begun to scout around for candidates— even though the selectee

wouldn't go on the air until the fall of 1960.

Meanwhile Alcoa Presents on ABC TV has been renewed until June I960, and the

show which the company alternates with Goodyear on NBC TV is set to go through

next summer. The two series involve about $6 million in time and talent.

With fall tv buying completed, Colgate agencies currently are going through the

process of evaluating the medium to the client.

The review—or projection—includes: general thinking about tv; what the program

trends are; the spread and purposes of specials; and new techniques for buying and

using the medium that seems to be on the horizon.

It's assumed that one of the networks will get an annual bid to say its piece and

answer questions at a Colgate top-level luncheon.

Benrus is expected to take off on its own in an air media push paralleling the

one announced in part last week by the Watchmakers of Switzerland (C&W).
The Swiss Watchmakers' plan: A special in the fall (NBC TV) and another in the

spring, plus three weeks of announcements (costing around $150,000) on NBC Radio.

Objective: Give leadership, impetus, and Support to American timepieces with Swiss

movements, with stress on the qualitv factor. The idea is to counteract the mounting ad-

vertising pressure from makers of American movements.

There are still seven tv network advertisers who don't have to resort to specials

to anpease their hunger for sponsor identification.

Tn each of the seven cases the sponsor's name continues to be billed either above or

in close conjunction with the title of the program.

The group: Alcoa, Chevrolet, Armstrong, Gillette, Kraft. Goodyear, and U. S.

Steel.

Apparently the use of the company name in the program title doesn't get the whole-

sale deletions it used to in newspaper listings. Alcoa, for instance, reports that the

titles, the Alcoa Theatre and Alcoa Presents, get into about 90% of the listings outside

New York and a few other metropolitan cities.

The pickup in daytime business has been responsible for hailing out the tv

networks from what might have been a Mexican standoff in sponsored hours thi< summer.

Take the sponsored hour count for the first week of .Tub. Nighttime hours for the three

networks collectively just about matched the figure of a year ago. But because of

the hike in daytime sponsored hours, the trio emerged with a 20.8% increase.

The total sponsored hours by network compare thus:

NETWORK JULY 1959 JULY 1958 % INCREASE

ABC TV 2:: Ins.. 15 mins. 1
(
> hrs., 30 mins. II.')','

CBS TV 54 hrs., 35 mins. 18 hrs., 55 mins. 11.6

NBC TV 17 hrs., 58 mins. 30 hrs.. 53 mins. 20.3

TOTAL 130 hrs., 48 mins. 108 his., 18 mins. 20.8%
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^ SPONSOR-SCOPE continued

Campbell Soup (BBDO) may soon be taking a fling at radio. The actual direction

—spot or network—will be decided this or next week.

Meantime this business has been landed by the radio networks for the fall:

CBS: Oldsmobile (Brother) takes over Lowell Thomas 28 September; Mentholatum,
(JWT) a 26-week announcement schedule, starting 4 October; miscellaneous buys by Milton

Bradley toys (Noyes), Q-Tips (Gumbinner) ; Grove Four-Way, and Fitch (Cohen, Dowd
& Aleshire)

.

NBC: Quaker Oats (Wherry, Baker & Tilden) ; Mrs. Grass' Noodles (Myerhoff);

California Packing (McCann-Erickson) ; renewal Grand 01' Opry by R. J. Reynolds
(Esty).

Agency mergers and consolidations have had their dark effects on the employment
situation with one conspicuous exception : timebuyers.

With tv the high-riding medium, the unanchored timebuyer hasn't found it too

tough to find a mooring elsewhere.

Credit radio with getting people outdoors this summer: The two most popular

audience promotions among stations are treasure hunts (digging in beach sand is an

important part of the gimmick) and running down a "secret address."

Another stunt that seems to be taking hold is reporting the correct weather in various

areas within a station's coverage.

Add Ogilvy, Benson & Mather to the host of agencies with people on the road

to contact tv stations on fall spot buys. But in this instance the agency is sharing the

job with another agency on the Vick account—Morse International.

Vick will be steeped in network tv as well as spot. It's bought alternate minutes over

26 weeks on CBS TV's Lineup and Rawhide, plus some CBS daytime.

Going into the fall, CBS TV will be the only network where the total time con-

sumed by regularly-scheduled nighttime hour shows will be less than the total time

devoted to half-hour programs.

Here's a comparison of such time segments—plus the number of nighttimers that

figure wholly or partially as minute announcement carriers:

NETWORK NO. HOUR SHOWS NO. HALF-HOUR SHOWS MINUTE CARRIERS

ABC TV 13 32 11

CBS TV 8 32 3

NBC TV 12 • 24 5

To get a better gauge of sponsor identification within the tv home, Trendex will

introduce a couple of refinements this fall in its probing technique.

The changes, which should, in effect, result in overall higher SI ratings:

1) If the person who answers the phone says he, or she, can't identify the sponsor, the

interviewer will ask that the query be put to other members of the family.

2) Sponsor identification scores will count only those homes that could have seen

the commercial.

Incidentally, the Trendex check on commercial memorability has shown a phe-

nomenal playback for Polaroid. E\ identity, there's a big advantage when the enter-

tainers themselves participate in llir demonstration.

For other news coverage in this issue, see Newsmaker of the Week, page 4;

Spot Buys, page 52; News and Idea Wrap-Up, page 58; Washington Week, page 69; SPONSOR

Hears, page 72; Tv and Radio Newsmakers, page 78; and Film-Scope, page 70.
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ATTENTION MEDIA BUYERS: THERE'S A NEW SALES CLIMATE!

A breath of

ifor Southern California radio

On Independence Day, KBIG instituted a crisp format of hour and half-hour musical

programs, each featuring one top orchestra balanced by a leading vocalist. Music ranges from

the scores of hit shows to Dixieland . . . from jazz to symphonic pop.

The concept is from radio's happy yesterday. But the richness of popular music embraces

yesterday, today and tomorrow ... Percy Faith, Ray Anthony, Mantovani, Ted Heath; Frank

Sinatra, Patti Page, Perry Como, Peggy Lee, and a full range of other headliners. In addition,

KBIG maintains its established features in the field of news, sports and weather.

Listeners are learning of the new programming through KBIG itself, and newspaper

and outdoor advertising. A "fresh air" slogan contest for listeners offers a trip for two to Paris,

plus twenty merchandise prizes.

KBIG's great coverage of all eight Southern California counties now receives added im-

pact with this new programming philosophy.

You need the right sales climate for your advertising...and KBIG has it!

Radio Catalina . . . 740kc/ 10,000 watts

JOHN POOLE BROADCASTING COMPANY, INC. 6540 Sunset Blvd., Los Angeles 28, Calif. • HOIIywood 3-3205

NATIONAL REPRESENTATIVE: WEED RADIO CORPORATION
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MGM-TV PRESENTS

PETER

PHYLLIS

LAWFORD
KIRK

AND ASTA

TELEVISION'S

FAVORITE MYSTERY

AND MIRTH TRIO



AVAILABLE TO REGIONAL AND LOCAL ADVERTISERS

DIRECT
FROM TWO YEARS
OF TOP RATINGS

ON
NBC-TV

BIG STARS... not Just one,

but two top stars assure

greater audience appeal.

PROVED RATING WINNER
. . . consistently maintained

ratings in the twenties.

REACHES THE RIGHT
AUDIENCE ...for most
products the best market

is in younger homes
and larger families ...and

that's where THIN MAN
scores highest!

ACT NOW...
BEFORE CHOICE
KRKETS ARE GONE WRITE. . . WIRE. . . PHONE

A Service of

Loews Inc.

1540 Broadway



KJEO-TV . . .

Home of 6 of

the top 11 shows

in this 3 sta-

tion in a r k e t

(Source: Cur-

rent ARB)

FRESNO,
California

Top of the lad-

der way to reach

this nation's Xo.

2 retail sales

market among

150,000 popula-

tion cities

(Source: Sales

Management)

KJEO-TV . . .

Home of the

best spot buys

with daily quar-

ter hour lead-

ership noon
to sign o ff

(Source: Cur-

rent Nielsen)

KJEO-TV . . .

Home of the

lowest base
rates in Cen-

tral California

(Source: your

SEDS!)

The top of the ladder station in

Fresno, California is

J
channel©

J. E. O'Neill — President

Joe Drilling — Vice President
and General Manager

W.O. Edholm— Commercial Manager

See your H-R representative n'n400\

by Joe Csida

Sponsor

The FCC: Father, doctor or foe?

Our Government agencies and their key per-

sonnel lead the most interesting lives. They meet

the most fascinating people. And these people

open up to the Government lads as they might

otherwise only to their fathers, their psychiatrists

and /or their parish priests.

What prompts this rather obvious observation,

as you might have guessed, are the doings in

downtown New York several weeks ago. which found the top tele-

vision men in the top U.S. advertising agencies baring their books

and their souls to a Federal Communications Commission examiner

and his cohorts.

During the first week of these hearings I Monday, 6 July, through

Friday. 10 July I for example, eight agency executives, whose firms

in total bill approximately $1,350,000,000 (yes, that's one billion,

three hundred fifty million dollars I annually—these eight fellows

devoted major portions of their week to the enlightenment of the

FCC gentlemen. The agency execs, their firms and the total billings

figures each gave (just for the record I run like this:

C. Terence Clyne

McCann-Erickson

$260,000,000

Robert L. Foreman

BBDO
$200,000,000

Richard Pinkham

Ted Bates

$100,000,000

Dan Seymour

J. Walter Thompson

$300,000,000

Peter Levathes

Young & Rubicam

$230,000,000

Philip Cohen

SSC&B

$45,000,000

Lewis Titterton

Compton

$100,000,000

Thomas McDermott

Benton & Bowles

$107,000,000

That's a lot of nine-figure numbers and, in each case, more of

these dollars are spent in television than in any other single adver-

tising medium: indeed, in many cases more than in other media

combined.

These agency executives, as I've said, donated a big part of their

week to the education of the following FCC personnel: James D.

Cunningham (chief examiner I . James Tierney and Ashbrook Bryant

(counsel), Harold Cogwill I Broadcast Bureau chief) and James

Sheridan I acting chief).

No place for timid or feeble

Thev told the Commission men exactly how major advertising

campaigns are dreamed up. and the procedures followed in each

agency in attempting to get the best possible television shows in the

best possible time slots on the networks. While I—even as you and

20 SPONSOR 25 july 1959

i



FIRST CLASS

PERMIT NO. 47613

New York, N. Y.

BUSI N ESS REPLY MAI L
No Postage Stamp Necessary i-f Mailed in the United States 5z

5e POSTAGE WILL BE PAID BY

^SPONSOR
44) East 49th Street

New York 17, New York

^H * -t"W •

=



ri^ta

SPECIAL INTRODUCTORY OF1

Please send me the next 26 issues of

SPONSOR and bill me later for only $4.

Or check here to take advantage of sponsor's money-

saving, long term rate—104 issues for only $12.

Name Title

Company

Address

11

City Zone State

Check here if this is an extension of your current subscrij
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BEING
SQUEEZED?
Today's pressures

on Sales Managers

are crushing:

i
trying to combat

competitive new

products, keeping

sales turnover

! high, bucking your

competitors'

selling tactics.

SPOT TV
SELLS
Self-service

retailing is here.

Today's in-

person salesman

is your Spot TV

; Salesman-the

effective modern-

> day sight-sound-

demonstration

and persuasion

I salesman.

SALES
MANAGERS'
STAR
SALESMAN
As the right arm

of your sales

department, Spot

TV deserves to

share your sales-

as well as your

advertising-budget.

THE SALES
MANAGERS
MEDIUM
America's sales and

distribution revolution

is here. A new Katz

Agency presentation,

"The Sales Managers

Medium/'tells how

it affects today's

Sales Manager.

For a showing of

the full story-in your

office-call our TV

Sales Development

Department.

THE KATZ
AGENCY.INC.
666 Fifth Ave.N.Y.C 19JU 2-9200

Chicago. Detroit. St. Louis, Atlanta.

Los Angeles, San Francisco, Dallas
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MOP
IN THE

OF KANSAS

40.4 MORNING

42.3 EVENING
Latest Hooper

41 QUARTER HOURS 1sts

MORE THAN

ALL OTHER STATIONS COMBINED
Latest Pulse

1490 ON THE DIAL

Sponsor backstage continued

anyone else who's been around our business for a little while—air

fairly familiar with the large stakes involved in the big leagues o:

the advertising and television businesses, I was impressed anew b)

how truly vast these stakes are on every level.

Terry Clyne, for example, said that in the pre-buying season this

year (say March through June) McCann-Erickson had looked al

somewhere between 225 and 250 pilot films of proposed series. Al

but perhaps 25 of these were new. Clyne estimated they cost th

producers between $50,000 and $70,000 each. Taking the average ol

235 pilots and a $60,000 per, production figure, gives you an invest

ment of a little better than $14,000,000 in pilots.

Tom McDermott said his best guess as to the annual investment

for pilots made in advance each season was about $25,000,000. th

figured that maybe one-tenth of these are placed. Clyne revealed thai

the casualty rate on network shows in his experience runs abou

70%. And when it's remembered that the men who are laying this

$14,000,000 to $25,000,000 on the line, are bucking not only eacl

other's shows, but all the live shows, sports events, et al for the

limited network time available, you can readily understand wh)

major league advertising-television is hardly a dodge for the feebh

and the timid.

Must have a million for net tv

But that's only part of the story the agency men told the FCC ex

aminers. Clyne indicated that if an account didn't have at least a

million-dollar budget he hardly belonged in network television at all

Bob Foreman said he felt an advertiser could do a job on what h<

called a scatter basis for a paltry $300,000 by using specials, oi

possibly playing with daytime. Foreman and Clyne were in genera

agreement on the fact that it cost an advertiser about $2,500,000 tc

sponsor an alternate week, half hour dramatic show on a network

Foreman said about that figure, and Clyne estimated it at arounc

$2,700,000.

To a man, the agency leaders were frank and outspoken. And ir

every area. McDermott said that if an agency wanted to finance

pilots of new series for clients, it would have to risk better than

$2,000,000' a year to do this. He indicated a certain amount of con

tentment with the fact that these gambles are taken by independenl

producers and the networks. Bob Foreman, carrying his character

istically candid approach to the most personal level, even told the

Commission examiners that he turned down The $64,000 Question

when Louis Cowan ( then head of his own packaging firm ) broughl

it to Foreman strictly as an idea on paper. Bob pointed up a

truism soon learned by any creative man dealing with raw ideas an

completed properties: i.e.. an idea isn't nearly as important as th

execution of it.

I'm a little confused about the ultimate purpose of the FCC i

conducting these hearings into network television operations. I'

glad they're running them, however, because I'm sure learning a lo

from them. I'm learning that it takes the strongest, brightest kind I

men to build network television in a free enterprise society. Aim

more than ever I'm convinced that the built-in system of checks am

balances in our society will not only account for the best commercia

television in the world, but the best television of an educational and|

socially-constructive nature in the broadest sense.
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Raleigh-Durham
the Nation's

Radio Market
32-county 1959

PULSE again

shows WPTF

FIRST all the

way from sign on

to sign off . . .

witha36%share

of audience that

is almost three

times that of our

nearest competitor,

a 12-station local

network.

21

Timebuyers
at work

Philip Rouda, Bozelle & Jacobs, Inc., Chicago, v.p. and director

of radio/tv, feels that many stations are undermining the entire

rate structure with too flexible definitions of local and regional

rates. '"Some fast-buck station salesmen bypass rep and agency and

go directly to the client with local and regional rate inducements,"'

Phil says. "Even though a busi-

nessman is willing to pay a fair

price, he won't pay more than the

next fellow if he can help it. The

minute the client discovers he can

get a local or regional rate, the

agency is placed in the position

of trying to get that trade." Phil

points out that sometimes these

local or regional rates carry agency

commissions, sometimes they do

not. B&J recently encountered

several instances where their clients

were told by radio salesmen that they could save money by cutting

out the agency and station representative. "Perhaps the single rate

is unfeasible at this time," Phil says. "But until it is, Ave need

rigid definitions of local, regional and national. A better sense

of ethics by station manaaers would help others a great deal too.'

Howard Webb, the Ralph Allum Co., New York, makes some sug-

gestions to advertisers for taking better advantage of radio during

slack periods. "I try to hit hard with frequency," Howard says. "If

all the cumulative, scattered ratings in radio were lined up end to

end, they still wouldn't mean a thing without repetition. I group

my buys so I get good repetition,

not neat tallies. I buy saturation

in all hours when feasible for the

product, and I've gotten some very

effective run-of-schedule plans. Al-

though not reported, I feel out-of-

home listenership, other than traffic

slots, makes up a large audience."]

If a client's budget does not per-

mit heavy, long-term schedules,

Howard thinks it is better to have

a number of high-frequency cam-

paigns during the year than one or/

two long-term ones with low frequency. "On the other hand, most

advertising today, other than seasonal and mail order products that

require immediate audience reaction, depends upon a sustained

product image. Short-terms that are too short, often do not make

any impact and waste the client's money. You have to strike a

practical balance between the short-term and long-term campaigns

SPONSOR 25 july 1959



450
Baltimore!

y Druggists
stand |

| behind
& your |

roduc
»«)i

W - I • T - H SPOTLIGHT I DRUG STORES

RADIO BALTIMORE

SpotLight Drug Display Plan!
Get it now for your drug-store product—W«I»T«H's exclu-

sive SpotLight Drug Display . . . your product featured in

450 top-volume drug stores in the Baltimore Metropolitan
Area by shelf talkers, window streamers, price tags and cash
register strips ! PLUS . . . 450 druggists pushing your product

!

Only W«I«T«H sells drug-store products so well because
only W'LT'H SpotLights your product on the air and in

the store!

PHONE, WIRE OR WRITE TODAY FOR FULL DETAILS OF THIS

SPECTACULAR MERCHANDISING PLAN!

Tom Tinsley, President R. C. Embry, Vice President

National Representatives: SELECT STATION REPRESENTATIVES in New York, Philadelphia, Baltimore. Washington • CLARKE
BROWN CO. in Dallas, Houston, Denver, Atlanta, New Orleans • DAREN F. McGAVREN CO. in Chicago, Detroit, Seattle, Los
Angeles, San Francisco . OHIO STATIONS REPRESENTATIVES in Cleveland.
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OUP MUSiO iS THe MOST.'

Listeners dig our music in much larger numbers than that

of our "music and news" competitors.

WBT's local music shows enjoy a 98% listener lead in the

mornings, 50% afternoons and 126% at night.*

Music represents only a portion of WBT's varied, creative,

responsible programming. At home or on the road, Caro-

linians have it made with WBT.

Express yourselves, truth-seekers. A small bundle of loot

placed on WBT covers the nation's 24th largest radio pad.**

Call CBS Radio Spot Sales for the Word.

Pulse 25 county area 1959 (March)

"A. C. Nielsen Co.

wbt CHaripTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY

26

49th ai

Not all freeloaders

In your 27 June issue my attention

was arrested by a page headed "Dear

Miss Freeloader." I would like t

debate Mr. Ludy's position ( whic

was applauded by SPONSOR) againsl

the efforts of publicists who send

material to radio-tv stations. His blast

was leveled at releases which try to

attract the interest of women broad-

casters and their audiences; there-

fore, I will confine my rebuttals to

that area.

When I was on the other side of

the microphone, I received quantities

of mail from public relations firms,

company publicists and advertising

agencies. Much of the material of]

fered was excellent and when it

wasn't, it went into the circular file.

Today, in the highly competi-

tive battle for listeners and viewers,

most stations have promotion man-

agers. These promotion managers da

not restrict their offers to on-the-air

promo spots. They also dream up

ways of getting the station's call

letters and personalities in the local

newspapers.

I am not defending all that comes

from the publicity grist mill. I think

it is up to the publicist to make the

release reasonable and usable on the

air. When a release about a product

is news, such as a new product, a new

ingredient, a new use, isn't it of serv-

ice to the listener to broadcast it? If

a local angle can be applied, isn't it

worthy of consideration?

Some very informative and educ

tional material can be pegged arou

topical events. I have been doi

scripts for broadcasters based on Pan

American Week which falls in April.

I include a mention or two of my
clients company in the releases, but

the company identification is not

dragged in by the hair of the head

for the sake of a commercial plug.

Mr. Ludy. known as an able, con-

I Please turn to page 28 )
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Progress - - growth - - expansion - - these are the words we
live by these days in Buffalo and Western New York.

.'King of the Seaway ... Queen City of the Great Lakes...

and many other titles and phrases can be aptly applied to

this area and its thriving, pulsating activity.

To reach out to the people who are doing the job and bene-

fiting by the results there is one strong, clear and convincing

voice- -certainly the most powerful medium in sight and sound. It is WBEN-TV
--the pioneer station in Western New York -- the one station that consistently

delivers your sales message to most of the people, most of the time.

Reach for your phone --call Harrington, Righter &.Parsons, our national represen-

tatives. They'll show you how your dollars count for more on Ch. 4.

THE BUFFALO EVENING NEWS STATION

Hi-level bridge construction over Buffalo River

WBEN-TV
CBS IN BUFFALO

CH
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RUNAWAY SALES

SUCCESS

ALL ACROSS U.S.A.!

N
E
W
S

ORTH
Detroit, St. Louis,
Cleveland, Ft. Wayne!

AST
Boston, New Haven,
Albany, Portland!

EST
Los Angeles, Denver,
Seattle, Salt Lake City!

OUTH
Atlanta, New Orleans,
Miami, Richmond!

Have your local ITC represen-
tative give you the news of how
BRAVE STALLION can in-

crease audiences in your market.

INDEPENDENT
TELEVISION
CORPORATION

488 Madison Ave. -NX 22
• PLaza 5-2100

28

49TH & MADISON
[Continued from page 26)

scientious station owner and manager

I and if memory serves me correctly,

a top-flight promotion manager, be-

fore that I , has every right to reply

to publicists exactly as he has done.

When I receive his kind of letter

—

and I've had a few— I merely remove

the station from my list. There is no

sense in offending the station and

wasting my client's postage.

To take an arbitrary stand on pub-

licity releases is to cut off some ex-

cellent program sources. I say it is

wiser for broadcasters to take every-

thing they can get and discard what

they don't like. What can be used will

be very worth while.

Fran Riley

MacColl-Riley Assoc,

public relations

New York

Station mixup

In the June 13th issue of SPONSOR,

Telepulse Ratings listed Whirlybirds

as among the Top Ten syndicated

shows in the Washington, D. C. area,

on WTOP-TV.

This is an erroneous listing. WTTG
carries the first runs of the Whirly-

bird series, whereas WTOP carries

the re-runs under the program title

'Copter Patrol.

If Whirlybirds is one of the shows

listed among the Top Ten, then the

WTTG program and time period

must be listed, and not the WTOP re-

runs of the series I 'Copter Patrol )

.

John E. McArdle

v.p. & gen. mgr.,

WTTG
Washington, D. C.

Pardon us, please

Just to set the records straight.

Bachelor Father, now being carried on

NBC Television Network, Thursday,

9:00-9:30 p.m.. is sponsored by Dual

Filter Tareyton and Whitehall. The

agency of record is L. C. Gumbinner.

Your listing in the June 20. 1959

chart for spot buyers incorrectly list-

ed Lucky Strike.

Janet A. Murphy
Lawrence C. Gumbinner

Adv. Agcy.

New York

Sunn)

follows

a elm

n

along

"29 Suncoast Strip'

. . where all evidence

proves that WSUN ad-

vertisers get results!

29-County Coverage

over the heart of Flori-

da's West Coast.

WSUN—an all-family

listening habit for 32

years.

Tampa

Follow Sunny. Trackdown

Venard, Rintoul, & McConnell, Inc.

(In the South, Suh, James S.

Ayers in Atlanta is yo man)

The Suncoast's only

24-hour station.
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Don't Just

Sit There
Say Something!

^mg^

\ ^^^
When an advertisement just sits and

ays nothing, people are likely to just

sit, too—square on the hands that

should be reaching for their wallets.

This doesn't happen when the right

dea gets together with words that

et under the skin, and pictures that

let back to the retina.

An ad that says something makes

>eople say:

Papa: "Honey, we could use that!"

Mama: "Dear, I wish we had that!"

Junior: "/ want it, I want it, I want

it!"

If you want your advertising to

nake people talk like this, you'd bet-

:er make sure your advertising talks

:o people.

vVe work for the following companies: Allstate Insurance Companies • American Mineral Spirits Co. • Atchison
Topeka & Santa Fe Railway Co. • Brown Shoe Company * Campbell Soup Company « Chrysler Corporation
Commonwealth Edison Company and Public Service Company • The Cracker Jack Co. * The Electric Association
Chicago) • Green Giant Company • Harris Trust and Savings Bank • The Hoover Company * Kellogg Company
The Kendall Company • The Maytag Company • Motorola Inc. • Philip Morris, Inc. • Chas. Pfizer & Co.. Inc.

The Pillsbury Company » The Procter & Gamble Company « The Pure Oil Company • The Pure Fuel Oil Company
>tar-Kist Foods, Inc. * Sugar Information, Inc. • Swift & Company • Tea Council of the U. S. A., Inc. fj

LEO BURNETT CO.,INC.
CHICAGO, Prudential Plaza • NEW YORK . DETROIT • HOLLYWOOD . TORONTO
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632,070 TV HOMES
ESTABLISH CHARLOTTE-WBTV
AS FIRST TV MARKET
IN ENTIRE SOUTHEAST

COMPARE THESE IEAST MARKETS

WBTV-Charlotte 632,070

Atlanta 579,090

Louisville 509,480

Birmingham 587,800

Memphis 453,240

Charlotte Station "B" 442,690

Miami 434,800

New Orleans 380,020

Nashville 366,560

Norfolk- Portsmouth 337,580

Richmond 311,680

FIRST, BIGGEST STEP

TO TV COVERAGE

IN THE

SOUTHEAST

CHANNEL

3 j

UtBTV
L A

JEFFE
BROADC

CHARLOTTE

RSON STAI
;asting C(

ID
3^
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NEW DIRECTIONS: Fred Barrett, vice president and media director of BBDO,

plans ahead to meet expanding business, flexibility and improvements of media

BBDO'S BIG MEDIA SHAKEUP
^ Sweeping reorganization by Madison Ave, giant

points new philosophies for media department work

^ BBDO creates media plans board, appoints new

associate directors, increases emphasis on plans

I he hottest agency media news of

this, and the past several weeks is

what is happening at 383 Madison

Avenue.

Batten. Barton. Durstine & Os-

bom, veteran of many advertising

wars, is completely reorganizing and

restyling its media operation. Sweep-

ing changes in the structure and func-

tions of its media department are

hound to have a profound future

significance both to its clients and

to media suppliers.

For clients, it will mean still more

depth in media planning plus a great-

er continuity of service.

For all media, it marks a finer ap-

preciation of their increasing flexi-

bility on the part of the agenc\

.

For air media, which presently

gets about 40'
, of the estimated $220

million BBDO billings, the reorgani-

zation presages a media department

which, the agency told SPONSOR in an

exclusive interview, will be better

equipped to take advantage of the

feature values of both local and na-

tional broadcast.

Highlights of the BBDO move

l which is not only reorganization but

expansion as well) are:

• Six men named to the newly-

created posts of associate media di-

rectors.

• Nine men added to the New
York media department.

• Creation of a media plans board.

• Improved liaison among the

agenc\ s 15 offices.

Heading the entire media opera-

tion is Fred Barrett, vice president

and media director. Prompting the

move, according to Barrett, are new
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BBDO'S SIX NEW MEDIA HEADS

MICHAEL DONOVAN: Comes to BBDO from B&B where he

was vice president and associate media director. Had been broad-

cast media supervisor at Mc-E. He joined BBDO last month

WILLIAM BESTE: Since 1955. a media supervisor at BBDO.

Before that, in B&B media and research on such accounts as P&G
General Foods, Parliament Cigarettes, Best Foods, Norivich

HERBERT MANELOVEG: At BBDO since 1954 as assistant

media director on Campbell Soups, B-M, Lever, General Mills. At

B&B from 1952 to 1955, and prior to that at radio station WOR

JOSEPH HARRIS: Media supervisor for Philco, Hit Parade

Cigarettes, Curtis Publishing. At BBDO since 1956. Six years asst.

advertising manager for the radio-tv division of RCA-Victor

THEODORE MEREDITH: BBDO supervisor, DuPont account.

Came to advertising via cattle ranching, lumbering, gold mining,

merchant manning. Was also a Hollywood stunt man and dancer

RICHARD WRIGHT: Before coming to BBDO in 1957. was

nearly a decade with WJW-TV, Cleveland, where he supervised

such CBS network-originating shows as baseball games of iveek

^iiiiiiiiiiiiiiiiiiiiiiiiiiiihiiii iniiiiiiiiiiiiini mm [mum iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii i mini 111111111111111111111

agency accounts, changing media

policies and expanded service to cli-

ents of the BBDO agency.

"The new organization, he says,

"will streamline client service in line

with far-reaching and continuing de-

velopments in the leading media. Na-

tional magazines, by breaking their

press run and advertising content in-

to regional distribution, have become

extremely flexible. Sunday supple-

ments are extending their circulation

toward nationwide coverage.

"The three television networks."

Barrett continues, "now are equal in

audience potential. The cost of time

and space is increasing rapidly. All

join to place greater demands on me-

dia planning."

Here are the details of the changes

taking place:

Six men have been named to the

newly created posts of associate me-

dia directors. They include one new

executive, Michael J. Donovan who
comes to BBDO from Benton &

Bowles, where he was vice president

and assistant media director.

The other five associate media di-

rectors have come from within BBDO.
They are: William E. Beste, Joseph

Harris. Herbert D. Maneloveg, Theo-

dore R. Meredith and Richard C.

Wright. Each will report directly to

Barrett.

Associate media directors will be

in charge of various account groups.

Within these groups will be media

supervisors and buyers. Buyers will

be specialists within their own media

fields: timebuyers will be responsible

for broadcast buys, print buyers for

print buys. The BBDO set-up will not

include all-media buyers.

Nor will the reorganization affect

the training of media personnel. The
BBDO media analysis group which

forms the agenc\"s training program
and talent pool continues unchanged.

At present, this unit is made up of

18 young men who recently joined

BBDO. But what is apparent is that

the agency, at higher levels, definite-

ly is going after experienced media

personnel.

To strengthen the department in

depth, the agency has been adding

new\ experienced media personnel.

By the end of this month this will

have been completed with the acqui-

sition of the last in a string of eight.

He is James Nance, a print media di-

rector who is being transferred from

BBDO's Chicago office.

The others are: Robert Hamilton,

former vice president in charge of

media at C. L. Miller: Bruce Doll

from EWR&R; Stuart Edwards. Len-

nen & Newe'l: Sal Cusimano, G. M.

Basford Asencv; Sam Landers, Len-

nen & Newell: Conrad Ennis. of

Dohertv. Clifford. Steers & Shenfield:

Edward Kohler. Buchanan & Co.

The newr media plans board, in ad-

dition to Barrett, will include Edward

C. Fieri, Jr., spot broadcast; Charles

R. McKeever, network broadcast:

Robert M. Anderson, trade publica-

tions; Kent D'Alessandro. plans and

media analysis; Louis E. Millot, Jr.,

magazines; S. Austin Brew, news-

papers, and Daniel P. O'Grady, out-

door. Each is a media supervisor.

In a move to strengthen communi-

cation among the agency's regional

offices, Gert Scanlon has been trans-

ferred from client contact to media

liaison. The duties of Miss Scanlon,

well known in air media circles, will

consist of counseling, buying and

publicizing availabilities in broad-

casting.

To understand what has taken place

in BBDO's media department, it is

necessary to know something of the

over-all agency operation.

At the top level, planning for a

client campaign is broken between
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SPOT ADVISOR: On the new media plans

board is Ed Fieri, Jr., mentor for radio tv

spot. Charles R. McKeever represents network

two plans boards— the marketing

plans board and the creative plans

board. The creative plans board ob-

viousK is concerned with develop-

ment and execution of copy ap-

proaches for all media. The market-

ing plans board is involved in every

other area of the campaign— mer-

chandising, marketing, media and

research.

These two boards simultaneously

take up the planning in their individ-

ual spheres for every BBDO account,

and planning begins a full fiscal year

ahead of a campaign. Example: strat-

egy which an agenc\ account ma;

begin to use in the fall of I960 is

about to be tackled now. Once

tackled, there is no let-up. The plan-

ning becomes a continuous operation

stretching up to the very launching

of a campaign—a refinement here, an

improvement there.

Fred Barrett, vice president and

media director, is a member of the

BBDO marketing plans board.

As head of the entire media opera-

tion. Barrett also is a member of the

new media plans board. The associate

media directors, responsible for vari-

ous accounts, also report to Barrett.

Thus he becomes a direct bridge be-

tween marketing plans and media

plans, involved in ever) operation

from initial concept of a campaign

to its launching.

The new media plans board is a

lesson in flexibility. It meets at no

stated intervals, but as the occasion

arises. It plans for every single ac-

count, is on constant tap to tackle the

problems of every associate media

director. Each of the media super-

visors who make up the board is a

specialist in the particular field he

represents. But this does not mean

either that its conclaves are limited

to these men. The board will bring

into its meetings additional counsel,

may call on associate media directors,

buyers, or any other media personnel

whose experience in some specific

medium may throw additional light

on a situation.

In the course of planning an ad-

vertising campaign, this new media

plans board may meet time and again

for a single account until it has per-

fected its strategy.

Barrett, who will be in on these

meetings, is therefore in a position to

carry back to the marketing plans

board first-hand reports on the rec-

commendations of the media board

so that there is complete co-ordina-

tion all along the way.

Ultimately, the marketing plans

I Please turn to page 76 I

NEW TITLEHOLDERS: Here are BBDO's newly appointed associate media directors meeting with vice president Fred Barrett who is second from

right: (I to r) Theodore Meredith, William Beste, Richard Wright, Joseph Harris (with chart) and Mike Donovan. Not present when picture

was shot for SPONSOR was Herbert Maneloveg shown in inset. These directors report directly to Barrett who heads entire media operation

MEDIA MARKETS I



WHITHER JOE CULLIGAN?

^ There have been months of speculation about what

NBC's radio chief will do as his 3-year contract expires

^ His plan: to stand pat and complete his original

blueprint for pumping life, dollars into net radio

INTELLECTUAL LIFE has much appeal for Joe Culligan, named honorary Doctor of Laws at

Tampa U. last month. His commencement subject: The Responsibility Quotient (see story)

or months Madison Avenue has

buzzed about the professional destiny

of NBC's flamboyant radio chief,

Matthew (Joel Culligan. The buzz

this week reached a high pitch of

speculation. Culligan's three-year

contract expires within a fortnight

after an uphill fight to regain net-

work radio's stature and to rebuild

NBC's structure. The trade knows

he's been offered many other top-level

jobs, that he's interested in many
fields, that his talents lie in several

directions other than radio.

A friend characterizes him as an

improbable combination of Freud, St.

Thomas and Machiavelli, and this

suspicion extends throughout the ad-

vertising and broadcast industries.

That's why people wonder aloud

where he'll go next month ... if any-

where.

Will he move laterally into high-

salaried industry? Or to NBC's par-

ent, RCA? Or into one of the left-

field areas where his intellectual in-

terests take him? Or will he stay

with NBC in the vanguard of radio

network innovations, making the

crash headlines which have so char-

acterized his three years as executive

vice president in charge of the radio

net and a member of the NBC Execu-

tive Council?

Because there's no better source

than the obvious one, SPONSOR went

to Joe Culligan to find out his plans

for the present as well as the future,

and to try to pin down some char-

acteristics and nature of this much-

talked-about broadcast personality.

In three years Joe Culligan has

drawn in most of the fine lines on

the original network radio blueprint

he sketched for NBC as it was im-

mersed in the net radio doldrums of

1956. His plan today: to ride with

this blueprint until it's finished. When

will that be? He doesn't know for

sure, but the end of his network radio

fulfillment and success is in sight.

Here's why:

• Programing has been complete-

ly revamped. When he joined the

network in his present capacity (after

switching from tv, where he was one

of the hottest salesmen going), the
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program schedule '"took up two and

a half pages of solid type and was a

gigantic mishmash."

• He's remolded the image of the

NBC radio network, helping it de-

velop a personality and a function

which had been on the decline.

• He's kept affiliates in line, so that

the number stands at about 200 at all

times. He's devised new money-mak-

ing \entures for affiliates' gain.

• He's directed a hard-hitting

sales, advertising and promotion

campaign which has bagged 52/^ of

all national- network radio business

for NBC.
• He's tried to isolate and enhance

the strengths of radio and play down
its weaknesses.

• He's worked at building up

radio's over-all image and fostering

its prestige with the public, the press,

advertisers and agencies, the affiliates.

His first tactic in building the over-

all corporate image of the NBC radio

network was to improve programing.

Among the many innovations: adding

"high class" dramas to the morning

schedule, when women listeners are

busy with household chores and re-

ceptive to listening: slotting variet\

shows in the afternoon, when women
are more mobile in their daily action

patterns; concentrating intellectual

fare during nighttime periods, be-

cause radio is "long on intellectual

appeal and I at this point in tv's

dominance! low on artistic fare."

More specifically, he introduced

the "hotline" concept of news every

hour on the hour for sale by affiliates

locally, the imaginative idea of image

transfer—a pattern by which a visual

tv image in a commercial is enhanced

and furthered by radio reminders,

the airing of the ever-popular Monitor

through the long weekend, a series of

"Image" program presentations which

fosters the network's over-all objec-

tives of making an impact on the

various opinion-molding groups I af-

filiates, press, public, clients )

.

The "Image" series, limited strictl)

to nighttime fare as a starter but

picked up occasionallv for re-runs on

weekends, started with an award-

winning series of some 30 hours of

Image Russia programing last winter.

It was followed by about 36 hours of

Image Minorities, concerned with the

fact that "everyone is in some way a

member of a minority group, and

should therefore be concerned with

the rights and future of all minori-

ties," and two upcoming presenta-

tions. Image America and Image Re-

sponsibility.

Image America traces the concepts

of the Constitution and the Bill of

Bights and appraises "where we have

and have not lived up to them, and

how we should proceed for the next

five or 10 generations." The series

on personal responsibility will sum-

marize some of the previous "Image"
findings, recap where it is "we have

failed and succeeded" and specify

with an eye patch who loves to talk"

is necessarily a con man and a

phoney.

But those who begin to know him

even a bit, throw the weight of their

opinion in the direct ion of lrs> super-

ficial attributes. He's a theorist who

I
mts ideas into constant practice, a

day-to-daj operator rather than a

corporate-planning thinker detached

from the work-a-day chores.

His idea of a Responsibility Quo-

tient, for example, is new to the aca-

demic as well as the advertising and

BUSINESS ACUMEN comes out in carefully drawn blueprints for all phases of broadcast

activity. One of the street's hottest salesmen, he's a writer, promotion expert, marketer

some of the ways in which the good
can be maximized and the negatives

minimized.

The entire series is planned as a

book, and many of the scripts for the

programs have been released to col-

leges and universities for supplemen-

tal Political Science and Sociology

reading matter.

These program concepts are not

only designed to build NBC's image,

prestige and potency with listeners,

they also happen to represent verj

personal views of Joe Culligan. He's

a blend of an unlikely combination of

talents which make him a practicing

salesman, administrator, philosopher,

intellect, conversationalist, global
thinker and medicine man. People

who don't know him or who see onl)

flashes of his more ebullient self tend

to think—as he puts it—an ""Irishman

broadcast realms. Last month, while

receiving an honorary Doctor of Laws

degree at Tampa L. I lies a high

school graduate and attended night

school at Columbia 1. 1, he dis-

coursed for graduates on R.Q.. "which

I hope some day will be as important

as the I.Q. in the appraisal of people."

The responsibilit) factor which he

hopes to measure land is trying to

do so with the help of a leading

foundation I would enable persons

who are activeh responsible in terms

of their community, church, political

group, and the like, to be noted and

rewarded for their personal interest.

I his theme of personal responsi-

bilit)— in a world which "has left

tranquility and happiness, in the old

sense of those words' far hehind

[Please turn to page 30 I
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$100,000 wedge for shelf space

^ Cheramy switches entire budget for its April Showers

line to tv to cash in on supermarkets toiletries boom

^ Operators love high profit margins in health and

beauty aids but want tv support for quick turnover

I lie love affair between toiletries

and supermarkets is the real thing.

• The beauty makers want to get

into this type of outlet because the

high traffic means bulk sales, and

• For their part, supermarket

operators like beauty aids because of

NO. 1 PROFIT ITEM in grocery depts., toiletries get going over by (l-r) Cheramy sis. mgr. Georgi, a.e. Dyson, toiletry merchandiser Feldman



TOILETRIES: $5 BILLION
BOOM SUPERMARKET

LOW PROFIT ITEMS, supermarket staples like

soaps, paper products, consume much shelf space,

unlike health, beauty aids which have grown in food

store volume from $340 million (1951) to $1.1 bil-

lion. ffh\ they rate with supermarkets (which do

68% of $48 billion food store business) is seen in

sample from Progressive Grocer analysis of profit

margins in 6 supermarkets with average weekly sales

of $24,023:

Margin per lin.

ft. shelf space:

GROCERY DEPT. AVERAGE $ .74

BEVERAGES .89

PAPER PRODUCTS .78

SOAPS & DETERGENTS .47

SNACKS, PARTY FOODS 1.00

HEALTH & BEAUTY AIDS 1.49

SOUP, CANNED & DEHY. .93

FISH, CANNED 1.25

VEGETABLES, CANNED .67

TOBACCO .91
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their small physical size and high

profit margin.

But today's supermarkets are

flooded with products; the problem

is how to get on the shelves. For its

April Showers line, Cheramy Inc. (a

division of Houbigant Sales Corp.)

needed a buildup of public demand

and a voice so strong that super-

market operators would be aware of

the commotion.

Spot tv seemed to be the answer.

For Cheramy, this meant a com-

plete reorientation of their media

thinking, which for years had been

directed towards romance, movie and

general women's magazines. Cheramy
had always figured that such a print

combination would reach all age and

economic levels at a reasonable price.

In the light of todays marketing

situation, however, this thinking had
to be revised simply because Cheramy
now needed something completely

new: excitement.

The excitement factor would give

merchandising impetus to the three-

month period (spring and early

summer) into which Cheramy crams

all its April Showers advertising for

the year. The total advertising nut

($100,000 by sponsor estimate I

could not be increased. Obviously.

Cheramy had to get the very most

out of its tv plunge.

The time factor pressed Cheramy
and its agency, the Ellington Co., two

ways: first, after making its recom-

mendation early in the year to switch

media, the agency had to have a cam-

paign rolling in April. "We decided

on a contest aimed at the youth mar-

ket," says Franklyn Dyson, Ellington

v.p. and account executive, ''but we
wanted to build into it an awareness

and interest that would give women
of all ages an incentive to buy.

"What we came up with was a teen-

age beauty contest. Each contestant

would have a veritable cross-section

of rooters—from parent to school

chums. But the important thing was

to package the contest in a way that

would maintain and build their inter-

est over 13 weeks.

"To do this, we needed virtually as

many contestants as a Miss America

contest—in each local sales area we

wanted to hit. Teen-age dance shows

looked like the solution."

At this point. Burke Crotty. Elling-

ton v.p. and radio tv head, went to

work to determine availability and

audience spread of this type of show.

Crotty began in the top markets

and worked down through 64 in all.

Of these, he found that 41 had pro-

grams of this type. A cross-section of

research on the subject showed that

49' i of the audience to this type of

program is adult. Of further signifi-

cance: 05' < are 18 and over.

"Clearly," sa\s Crotty, "we could

count on a sizable enough army of

(Please turn to pa^e 57 '
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YOU
AGENCY
GUYS

^ West Coast tv station man complains that goofy

agency instructions ball up films and commercials

^ Operations manager cites some horrible examples

of confusing wires which are causing schedule snafus

By "Obviously

(Name and station on

r\. recent copy of sponsor carried

the item that increased agency com-

plaints to reps show alarm over the

practice of some tv stations in run-

ning the wrong film commercials.

Being station personnel, we are all

too aware we cannot afford to bite the

hand that feeds us, but we do invite

inspection of those agency hands

—

hands which are singularly devoid of

a good scrubbing. We sincerely try

to follow exactly the agency's wishes

in scheduling a client's commercials.

However, some of these "instructions"

are a morass of gobble-de-gook that

requires the services of not only Uni-

vac, a meterologist, a code decipher-

ing expert and an escort service, but

also asks for an extraordinary degree

of extra sensory-perception.

Using blanks only for the company
and product names, here are a few

actual samples received at our opera-

tions desk.

1. The Einstein Enigma. These

instructions were one of several for

the same short-term order:

"Alternate commercial 60-T-42 for

38

Anonymous"

file with sponsor)

65 rA of your schedule, 60-7
,

-35 for

25% of spots telecast and 60-T-16A

for 10% of the scheduled

Then, obviously fearing they had

posed a solvable problem, they hastily

corrected this situation a week later

with the following:

"We are sending you prints of

another new commercial 60-T-il. This

commercial is to be alternated on an

equal basis with 60-7-42 for 65% of

your spots. Continue to use 60-T-35

for 25% of spots and 60-T-46A for

10/4 of your schedule."

Try this one for size on a five-

spot a week order for six weeks.

2. Frantic Frenzy. This two-

page telegram is quoted in its entirety

:

"We are sending you revised prints

of commercial 8-15,793. These are to

replace, immediately upon receipt,

the films with same number you are

currently running. Continue to use

prints you now have until these re-

vised films arrive. Please have some-

one at station in case prints arrive

over weekend to accept prints and

run them in earliest scheduled posi-

tions. Please confirm your receipt

and understanding of these instruc-

tions by return wire or telephone to

me."

This provocative little gem was
signed only with an agency name.

Who? What account? When sched-

uled? We have something like 3,000

films in our commercial library

—

many with similar numbers; and we
had roughly ten accounts running for

this same agency at that time. It is

extremely doubtful that most traffic

departments possess or even have ac-

cess to a cross-file whereby such little

whimsies may be traced to their

source. Needless to say, we're making
a practice of placing such "confirma-

tions" on a collect basis.

3. Offhand Optimism. After

confirmation of a two-week satura-

tion schedule for one-minute sound-

on-film spots, comes the fast break

—

with the receipt of this casual post

script:

"The following slides are enclosed

which we would like to have you run

for no less than 2 seconds at the end

of the film commercials

scheduled over your station. The at-

tached sheet indicates which slide to

use following the commercials. We
would also greatly appreciate your

writing a letter to the manager at the

headquarters of each store for which

you are running the slides, telling

him the days and times when his

slide will be shown. I would like to

have a copy of these letters which you

can enclose with your confirmation

to me that the slides will be run as

indicated. Thanking you in advance,

I am . .
."

I Impressive list of 9 chain stores!)

The "attached sheet" showing rota-

tion of film numbers and slides was

tastefully done in tone-on-tone

—

smudgy printing on filthy paper,

which contrived to make the whole

mess illegible. Then, in the wild event

we were able to figure this out and

run it on their schedule (in spite of

the fact the films are a full 60-sec

onds long, with no room for a tag)

this little communique arrives two

days later:

"As you know, the alternate

spots, 60-T-23A and 60-7-241, are
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o CAkU US

being delivered to you after the start

of your schedule, and at the present

time you are using the original spots,

60T-22 and 60-T-240, even though

your present schedule calls for you to

combine the alternates and originals."

No, we didn't know. However, they

shrewdly continued with:

"Would you please indicate on this

letter when the alternates do reach

you and that you have gotten back

on your schedule. . . . Please return

this letter to us just as soon as you

have included these alternates in your

schedule of announcement."

Now the creator of this masterpiece

of clarity once again has his original

in his possession; and, may we pre-

dict a smashing future for him should

he turn his talents to government

work and put out a few booklets on

'How to Figure Your Income Tax.'"

4. Seeming Simplicity. This

concise little epistle appears at first

blush to be fairly reasonable:

'Enclosed you will find the follow-

ing

1-minute 20-seconds

4-60 4-A-20

5-60 5-A-20

6-60 6-A-20

Please set up your schedule so that

you will use these new films twice to

every time you use the films sent you

earlier—
1-minute 20-seconds

1-60 3-A-20

2-60 4-A-20

Please contact us should you have

any questions regarding any of the

above."

Ha! Get that little sneaker? How
in the devil can you use "4-A-20

'

twice to every once you use the same

film? To further belie the apparent

guilelessness of this little missive, we
find that the minute film 2-60 is actu-

ally completely devoid of sound track

and cannot be used at all. Yes, we
did have a question for the agency

regarding the above.

5. Unabridged and Unmiti-

gated Gall. Here we were greeted by

a two-page, single-spaced and tiny-

margined letter giving complicated

instructions for sorting through a

total of six separate copy numbers, 17

{Please turn to page 77)

CALL US

SPONSOR 25 july 1959



YELLOW PAGES—CHICAGO STYLE
^ Donnelley, publisher of classified directory, gets

two-way benefits from big Chicago radio saturation

^ 5,452 spot schedule educates customers on Yellow

Pages use, gives merchandising hook for sale of ads

A CHICAGO, ILLINOIS

newcomer to radio, the Reuben
H. Donnelley Corp. is pouring a

SPONSOR-estimated $% million into

the market this year in a 52-week

avalanche radio campaign on five

Chicago stations. Yet, this heavy

saturation schedule, one of the largest

local campaigns on the air. involves

no product. Instead, its chief func-

tion is to sell an idea

—

See The Yel-

low Pages!

Underlying the consumer campaign

is a unique merchandising device

which utilizes the radio commercial

jingles in a remarkably effective man.

ner, stimulating interest in the Yellow

Pages at the trade level.

Donnelley's Chicago radio adver-

tising, handled by Earle Ludgin &

Company, is part of the Bell Tele-

phone System's over-all national cam-

paign for Yellow Pages. But although

it works hand in hand with the na-

tional campaign, the Chicago satura-

tion is completely autonomous and

entirely original in concept, on behalf

fflllllllllllllllllllllllllllllllllllllllllllllllllllll !!l!lll!llllllllllllll!ll!lllll!llllll!!llllll!!llll!llllll!!lllll!llllll!!llll!!!!llll!!lllll IIIIIIHIIIIIH

| DONNELLEY'S RADIO AVALANCHE PLAN

In the course of a year Donnelley will run 5,452 radio spots on five stations in the Chicago area. Their goal is 25,368 rating

points, and their schedule is staggered in five drive periods of 11 weeks and 10 weeks duration during the year.

II WEEKS 10 WEEKS II WEEKS

WMAQ

WGN

WBBM

WJJD

WIND

15 spots

per week

10 WEEKS

15 spots

per week

10 WEEKS

15 spots

per week

21 spots

per week

21 spots

per week

21 spots

per week

40 spots

per week

40 spots

per week

40 spots

per week

21 spots

per week

21 spots

per week

20 spots

per week

20 spots

per week

20 spots

per week

20 spots

per week

20 spots

per week

30 spots

per week

30 spots

per week

30 spots

per week

30 spots

per week

30 spots

per week

APR. MAY

126 per wk.

(1,386 spots)

JUNE JULY AUG. SEPT. OCT. NOV.

71 per wk.

(710 spots)

126 per wk.

(1.260 spots)

DEC.

71 per wk.

( 710 spots)

JAN. FEB. MAR.

126 per wk.

( 1,386 spots)
1 !

illiililllliiililllllllilllillllllilillllliiliiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiH
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of Illinois Bell, t National campaign

is handled by C&W, N.Y., for AT&T.

)

The Reuben H. Donnelley Corp.,

publisher of over 100 classified direc-

tories in various Illinois towns, is the

agent for Illinois Bell which markets

throughout the state and in the neigh-

boring Hammond-Gary section of In-

diana. Illinois Bell is among the

largest of the 17-member Bell Sys-

tem, of which AT&T is the parent

company.

Donnelley not only publishes the

classified directory for Illinois Bell,

but it also provides a sales staff of

250 that sells advertising space in the

Yellow Pages.

According to George A. Rink. v.p.

and general manager of Earle Ludgin

& Company, "The objective of the

Chicago campaign is. primarily, edu-

cation. To get more people in Illinois

Bell's area to use the Yellow Pages

more often and for more purposes.

We decided to concentrate the Chica-

goland dollars on radio in order to

reach the most people most often with

messages of most substance. In this

case, the substance consists of the

variety of ways in which Who,
What, and Where questions can be

answered by using the Yellow Pages.

"We chose the jingle as our vehicle

for the usual reasons—memorability,

entertainment and fun."

The Yellow Pages jingle reaches

Chicago listeners at the rate of 126
times per week, with spots divided

among these five stations: WMAQ.
WGN. WBBM. WJJD. and WIND.
(Note: For complete schedule, spot

rotations and rating points, see box
on the opposite page I

.

Original music for the Yellow

Pages jingle was composed by the

Robert Walker musical production

company. Lyrics are written by the

agency, under the direction of

Florence Murdoch, group copy head.

The producer is Clair Callihan. Lud-
gin's radio/tv production manager.

"The specific objective of our jingle

approach to the commercial is to

come as close as possible to induce

automatic thinking of the Yellow

Pages when listeners have a Who,
What, Where question." says Rink.

"Again, radio is the medium to

achieve this end. Radio is no longer

an entertainment medium, but a com-

lllllllllllll

HOW COMMERCIALS SELL ADS

Donnelley men, selling ads in

Yellow Pages, give prospects

a phone number to dial, and

hear a radio spot which men-

tions their own type of busi-

ness. Donnelley commercials,

such as the one below, feature

15 or more references to

specific businesses I trailers,

insurance, bakeries, etc. I . and

salesmen say the telephone de-

vice is a great sales-closer.

INSTR: DA DA DA
GIRL: Who! What! Where!

BOY: Who has a trailer I can hire?

GIRL : What is the name, may I inquire?

BOY: Where can we get insured for fire?

DUO : See the Yellow Pages!

BOTH: Bakery shops, auto tops

BOTH: Laundries, plumbers, birds in cages

DUO: Who! What! Where!

GIRL: You 11 find them there

DUO : In the Yellow Pages!

MUSIC UNDER FOR BACKGROUND TO ANNOUNCER

ANCR:

GIRL:

BOY:
GIRL:

DUO:
BOY:
BOTH
GIRL:

BOY:
DUO:

Yes—the name, address and telephone num-

ber of every kind of product and service is

listed in the Yellow Pages. So, don't just

wish you knew "Who . . . What . . .or Where."

Use the Yellow Pages.

Who can repair a refrigerator?

What is the name of the decorator?

Where can you buy an incinerator?

See the Yellow Pages!

Taxi cabs and dental labs

Planes and trains, hot water gauges

Who! What! Where!

You'll find them there

In the Yellow Pages!
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panionship medium—especially to the

housewife during the day. Our strat-

egy here, is to reach the housewife

with our message at a time when she

is concerned about her household

problems. The jingles remind her that

in the Yellow Pages she can find an-

swers to such questions as: 'Who can

repair a refrigerator? . . . What is

the name of the decorator? . . .

Where can you buy an incinerator?'
'

Early in January of this year, the

Ludgin Company acquired the Don-

the Chicago market, average ratings,

out-of-home listening, and weekly

time spent with radio are all much
better than the national average.''

To date. 14 sets of jingle lyrics

have been prepared: eight 60-second

and six 20's. Of these, seven are ro-

tated on the air during each 13-week

cycle.

"Although we feel it takes one min-

ute to put over the jingle message, we
did prepare the 20"s in order to get

some real prime time where minutes

AMUSED by new sets of lyrics for Yellow Pages jingles, are (I to r) John Bransfield, Don-

nelley's director of marketing services; George A. Rink, v. p. and general manager of Earle

Ludgin & Co.; and Clair Callihan, Ludgin radio/tv production manager. Yellow Pages jingles

are in the metropolitan Chicago area heard 52 weeks a year, as often as 126 times per week

nelley account after presentation of

a comprehensive study of radio vs.

television in the Chicago area. It was

on the basis of the study that Don-

nelley launched the radio campaign

in April.

Of the radio study. Rink has this to

say: "Our findings, based on all avail-

able broadcast research data of the

Chicago metropolitan area, showed

that the majority—probably around

75%—of the total radio audience

here can be reached, with a good

level of frequency, on the five stations

we selected as dominant in the mar-

ket. ( Based on Nielsen sets-in-use

figures.) We determined also that in

were not available. But our concen-

tration is on the minute jingles," says

Rink.

The jingle itself is the merchandis-

ing vehicle for the campaign. Each

of the one-minute jingles contains an

average of 15 references to such

specific headings in the Yellow Pages

as: trailers, insurance, bakeries,

plumbers, etc. Here is how the media

plan is merchandised to Illinois Bell

customers:

When a Donnelley salesman calls

on a prospective Yellow Pages adver-

tiser, one of the first questions gener-

ally asked is, "What can the Yellow

Pages do for me?" If the prospective

client is a renter of trailers, for

instance, he is given a specific tele-

phone number to dial. An automatic

answering device takes over, and the

recorded jingle containing the trailer

reference plays for the prospect.

"This is one of the most practical

and personalized ways to merchandise

radio." Rink says, "I wish the agency

had thought of the idea. But the Don-

nelley sales staff came up with it, and

to our knowledge, this is the first

time an automatic answering device

has ever been used to merchandise

radio commercials. In this way, we get

double mileage out of the jingles."

John Bransfield, Donnelley s direc-

tor of marketing services has this to

say about the campaign. "While it is

still too early to have a true feel of

customer reaction, we have been very

pleased with the reaction from our

sales organization. They are enthusi-

astic about the media-merchandising

program, and there are indications

that good response is received from

their customers."

Although the Yellow Pages cam-

paign has just begun its second 13-

week cycle, there have already been

several requests from around the

country for the strategy involved in

the media schedule, as well as in-

quiries concerning the lyric composi-

tion.

In terms of strategy, the Donnel-

ley campaign is remarkable for at

least three reasons, power, consisten-

cy and the creative use of radio. At

a time when many advertisers turn to

radio only for short and often in-

conclusive flights, the Ludgin Com-

pany has not hesitated to select radio

as its primary medium, and has built

a solid year-round schedule of maxi-

mum impact.

Advertisers, agencies and radio sta-

tions will also do well to study the

creativity in the Donnelley approach.

Too often radio is considered solely

as a statistical medium—in terms o

ratings costs and coverage. The Chi

cago Yellow Pages campaign demon-

strates conclusively, through its care-

ful integration of copy and merchan-

dising, the importance and excite-

ment of creative ideas.

sponsor editors, reviewing the

Donnelley Avalanche Plan, believe it

illustrates one of the finest, most

imaginative ways of using the radio

medium. ^
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300 WAYS TO UP TV BILLING

^ From Television Bureau of Advertising,

here's the last word on eo-op and dealer aids

^ More than 300 national maiiufaeturers

offer tv the ehanee to improve hillings loeally

^^everal weeks ago. in a two-part series. SPONSOR pointed

out the potential of cooperative advertising funds for

both agencies and the broadcast industry (See: "Co-op:

air media's big enigma.'' 20 and 27 June 19591. The

series stressed the fact that of the estimated $10 billion

total I .S. advertising budget, about $2 billion are co-op

dollars of which air media gets only about $400 million. It

also showed that an estimated $250 million of funds ear-

marked for co-op are never spent at all.

The Television Bureau of Advertising, since 1955, has

had a co-op advertising department dedicated to convert-

ing national advertisers into building up co-op allowances

for tv. and to showing local distributors and dealers how

to put these allowances to work most profitably. The de-

partment is headed by Lisa Gentry who. in addition to

handling voluminous correspondence with national adver-

tisers, distributors, retailers and member t\ stations, gets

out an impressive pile of literature anent tv co-op plans.

At present she is completing a full-dress book on selling t\

with co-op; TvB will be bringing it out soon. She also

produces a newsletter, "Co-op News from TvB"' and an

annual compilation of co-op data titled "Manufacturer

Co-operative Television Flans and Dealer Aids."

It is from the latter that sponsor reprints the list of na-

tional advertisers that begins below. It marks the first time

that a trade publication in this field has detailed the TvB-

compiled data in its pages, is intended as a guide to tv

station managements and to local agencies. It shows what

companies in what product categories have either co-op

allowances for dealers or distributors, and which of them

have available commercial materials for local tie-ins. These

materials may take the form of filmed commercials, slides.

cop\ for announcers, fact sheets, etc. (The TvB publica-

tion from which it is taken goes into the exact types of

dealer aids available I . If enough follow through at the

local level, it can mean extra dollars for tv. greater sales

for the manufacturers. ^

THESE NATIONALS HAVE TV CO-OP PLANS OR AIDS

Allow- Other
ance Films material

Apparel & Accessories

Adam Hat Mfrs.

S. Augstein

Berkshire Mills

No Mend Hosiery Div.

Blue Bell

B.V.D. Co.

College Town of Boston

H. Daroff

Evans Case Co. *

Fashion Park

H. W. Gossard

Hanes Knitting

Hat Corp. of America

Jane Holly

F. Jacobson

Jantzen

Foundation Div.

Kayser-Roth Hosiery

Mojud-Kayser Div.

Koret of California

Jonathan Logan

Manchester Hosiery Mills

Manhattan Shirt

Mr. Mort

Munsingwear

Womens-Girls Div.

Palm Beach Co.

Peter Pan Foundations

Phillips-Van Heusen

Revelation Bras

Rivoli Corset

Sarong

Standard Knitting Mills

Strouse, Adler

Truval Shirt

Max Udell Sons

Appliances

Admiral

Air-Way Industries

Amana Refrigeration

American Motors

Kelvinator Div.

American Rad. & Standard

Sanit. Corp. Div. for

Youngstown Kitchens

Avco Mfg.

American Kitchens Div.

Bissell Carpet Sweeper

Blackstone

Casco Prod.

Appliance Div.

Chambers Built-lns

Consolidated Sewing

Machine Corp.

Cribben & Sexton

Dominion Elec.

Dormeyer

Florence Stove

Allow- Other Allow- Other
ance Films material ance Films material

*
General Electric Dish-

*
washer and Disposal

* *
Dept.

* *

* * Home Laundry Dept.
* *

* * Home Refrig. Dept.
* *

* *
Portable Appl. Dept.

* *

* * Vacuum Cleaner Dept.

General Motors

*

Frigidaire Div.
* * *

* *
Glenwood Range

*

Hamilton Mfg.

* *
Home Appl. Div.

Hobart Mfg.

*

Kitchen Aid Div.
* *

Hoover
* *

Hotpoint
* *

* *
Hupp

Gibson Refrig. Co.
* *

Ironrite
* *

James
* *

Landers, Frary & Clark
* *

Lewyt

McGraw-Edison

*

* *
Speed Queen Div.

* *

* *
Magic Chef

*

Manitowoc Equip. Works
* *

* * *
Maytag

* *

* * *
Monitor Equip.

* * *

* *
Necchi Sewing Machine

* *

* * Norge Sales
* * .

*
I Please turn to page (>!'> i
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Hometown corn wins space battle

^ Radio opens up supermarket freezers and display

area for regional food packer who needed space fast

^ Local copy appeals, Pennsylvania Dutch image give

Cope high, fast impact with both stores and consumers

I n the face of year-round national

brand competition, how do you get

freezer and display space for a prod-

uct that's both regional and seasonal?

Without high quality and fast turn-

over, you can't make a dent. More-

over, cost factors mean that you have

to do the job in a hurry. An expen-

sive build-up is beyond the range of

most regional advertising budgets.

But this regional, seasonal food

packer—caught in the ever-tightening

squeeze for supermarket space

—

licked the problem with a big strategy

switch:

For its dried, canned and frozen

corn, the John Cope Co. in Manheim,

Pa., went to work shucking all but

GIANT DISPLAYS reached stores when Uncle "Chon" became overnight celebrity via radio

campaign designed by (l-r) Cope sales mgr. Mel Heisey, John Cope, Kamp a.e. Jon Simpson

*••*»* #.»»»•*«

1

the local kernel from its advertising.

In brand identification, copy appeals,

dealer merchandising — every angle

would have a home-town smack to it.

"For brand identification, we
launched squarely into dialect," says

Jon Simpson, account executive at

the William B. Kamp agency in Lan-

caster. "To plant the name John Cope

firmly in the consumer's mind, we
roughed out a Pennsylvania Dutch

farmer, complete with Amish beard,

brim hat and eyeglasses. We called

him Uncle "Chon." We knew that

life-size, he would make a well-nigh

irresistible point-of-sale piece. But we
knew that we'd have to make him
well known in a hurry or he'd never

see a supermarket aisle."

The problem: how to create a

short-order local celebrity. Time was

a factor because Cope's corn sales

reach their peak in November, and

this is the time when their advertis-

ing is concentrated. "We needed fre-

quency, impact and plenty of excite-

ment in a hurry." says Simpson. Bill-

boards spotted close to major food

stores, would provide good reminder

advertising, but to put over the char-

acter, personality and wisdom of

Uncle "Chon," spot radio was singled

out in this combination:

• Jingle sung by Uncle "Chon,"

followed by

• Straight and ad-lib copy by local

personalities, plus

• Plenty of local hoopla in the

form of contests, identification with

station personalities, etc.

In November, 1958, 900 30-second

spots were scheduled (three a day

throughout the day I in ten marketing

areas. Aware of the time factor, sta-

tions went to work in a hurry adding

the local flavor and identification

Cope needed. "One example," says

Simpson, "was a 'tape contest' on

WKAP in the Dopey Duncan pro-

gram, in which Cope offered to pay

the contestant's entire weekly grocery

bill for a prize-winning jingle. The

contest produced excellent results,"

he adds, "not only increasing sales,

but getting us new retail outlets." In

fact, so successful was this particular

program for Cope, that "Dopey Dun-

can" ( Luther Gheringer, a Pennsyl-

vania Dutchman himself) is record-
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ing the Uncle "Chun" jingles lor use

this fall.

Here's the way it hreaks down

:

• Radio. 3,360 30-second an-

nouncements (jingle and live cop) I.

• Billboards. 100 24-sheets, spotted

as close as possible to point of sale.

Number of radio markets will be

increased from 10 to 26. Here's the

big difference, according to Simpson:

"Instead of concentrating the radio

activity to six weeks, the increased

number of stations will enable us to

spread it over a 12-week period. Be-

cause the pattern of stations contains

many overlapping areas, we are di-

viding the stations into two groups.

One group will start on 5 October.

the other on 12 October. Both groups

will carry alternate week schedules.

Thus, each group will carry six full

weeks of spots, though the total effort

will cover 12 weeks. Drawing on last

year's experience, we will make even

greater use of strong local personali-

ties." Here's the station list:

WKAP, Allentown

WCHA, Chambersburg

WHVR, Hanover

WLBR, Lebanon

WPAZ, Pottstown

WTRN, Tyrone

WRAK. Williamsport

WCNR, Bloomsburg

WRCV, Phila.

WVAM, Altoona

WCED, Dubois

WCBM, Harrisburg

WKVA, Lewistown

WEEU, Reading

WJEJ, Hagerstown, Md.

WADC, Akron, Ohio

WHJB. Greensburg

WKOK, Sunburx

WBFD. Bedford

WGET, Gettysburg

WCRO, Johnstown

WNAR, Norristown

WGCB, Red Lion

WSBA, York

WHBC, Canton. Ohio

WLAN, Lancaster

"As a result of last year's cam-

paign."' says Cope sales manager Mel
Heisey. "practically all the salesman

has to do now is tell the dealer about

our fall plans to insure an order. As
for the past year," he told sponsor,

"sales set an all-time record." ^
SPONSOR 25 .iuly 1959

MOCK MARINE LANDING was highlight of WPDQ, Jacksonville, Fla., stunt over 4 July

weekend for 3,000 people during invasion of uninhabited island in the St. John's River

U.S. MARINES CAPTURE
FLORIDA RADIO STATION

I f you have any lingering doubts

about the vitality of American radio

stations, and their ability to stir up

excitement, enthusiasm and commu-
nity interest at the local level, you'd

have done well to find yourself on

the newly dredged shores of Holiday

Island, near the center of Jackson-

ville. Florida a few weeks ago.

There, as 3,000 spectators oohed

and ahhed ( they had come by heli-

copters, water skis and special ferries)

.

a company of U.S. Marines in full

battledress. swarmed out of their as-

sault boats, stormed the beach and,

with machine guns blazing, surround-

ed and "captured" the mobile studio

of a Jacksonville radio station.

The mock attack launched a week-

long "promotion spectacular" for

station WPDQ. and the Marines, after

sending out "Marine propaganda"

from their new command post, retired

gratefully to the soft-drink stands

provided by the station management.

For WPDQ. the regeneration of

uninhabited Holiday Island (previ-

ously called Mud. Peyton or Hog
Island I served a threefold purpose.

It provided an exciting Fourth of

July celebration, it ser\ed to promote

National Boat Safety week, and il

demonstrated to Jacksonville citizens

the island's recreational potential.

Underlying all these was the goal

that is axiomatic in modern radio

—

to improve listener relations by estab-

lishing the station as an active, in-

tegral, cooperative element in com-

munity affairs.

For weeks before the Fourth.

WPDQ worked with Jacksonville re-

tailers and civic groups, and even

persuaded the Coast Guard and Na\ \

to bring in bulldozers and clear a

strip of beach. The closeness of the

island to the city was a natural plus

in plugging its unexploited recrea-

tional facilities.

In addition to the Marine invasion,

other weekend features included spe-

cial events broadcasts. safet\ inspec-

tion of boats, a fishing contest, a Red
Cross boating demonstration, exhibit

of an Air Force missile and fire-

works. I he original idea for the pro-

motion of Holiday Island was worked

out by WPDQ with the Exchange
Club of Jacksonville.

Harr\ Radcliffe. Advertising, of

Jacksonville, was the agency involved

in the WPDQ Holiday Island promo-

tion. &
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As tape use becomes widespread, SPONSOR ASKS:

Is there a real film-tape

With the first year of extensive

application of tape by both agen-

cies and producers, film people

discuss film's relation to tape

Robert L. Lawrence, pres., Robert

Lawrence Prod., N. Y ., Hollywood, Toronto

In television commercials, tape will

some day challenge the supremacy of

film. When this happens, a debate

No—
and tape

"advantages"

are illusory

between the forces of tape and of film

will be healthful for the industry.

Today, however, any semblance of

such a conflict is artificial.

In commercials today, video tape

is very capable of replacing and im-

proving upon "live" commercials. It

carries all the advantages of "live,"

it even looks "live," and it overcomes

the risks of live television.

But video tape today, and for a

long time to come, will not replace

nor improve upon filmed commer-

cials. Its supposed advantages over

film are illusory. It is faster than

film. It is sometimes cheaper. It is

more "live'-looking. Yet these are

the same advantages that "live" has

claimed over film since the birth of

commercials. And still filmed com-

mercials have predominated.

Where the goal is instant commer-

cials, where the goal is "live" quality,

where the goal is economy, then tape

sometimes has it over film.

But the goal, among agencies and

responsible producers, since we have

been in this business, has always been

creativity and quality — making the

best possible commercials we know
how, no matter what the gimmick or

place. This goal has led us to Holly-

wood, it has taken us to Canada, it

has induced us to open animation

studios, it has won us the top awards,

and it has resulted in some of the

best commercials on television today.

Some day. and it may be very soon,

it will lead us to tape.

I nfortunately, the ballyhoo attend-

ing tape has suggested to some that

tape will replace creativity, that a new
machine will out-date talent, that a

new device will preclude the need for

imaginative and expert production.

Such an impression is as much a dis-

service to the tape industry as it is to

the entire commercial industry.

Today, the best commercials are

being made on film. Reports of tapes

alleged challenge to filmed commer-
cials are premature. When such a

challenge can sensibly be made, a

film-tape conflict will emerge.

Marvin Rothenberg, v.p., prod.-dir.,

MPO Television Films, Inc., New York

We not only recognize the great

developments in video tape, but fully

intend to be the advertising agency

Each has a

separate

function in

today's

production

service arm in this medium when and

if tape proves practical for the wide

range of television commercials.

But up to now tape's biggest usage

has been as an aid to "live" tv in

delayed broadcasts and as a substitute

for traditionally "live" commercials.

Responsible agency people and com-

mercial producers are aware of the

technical limitations of tape—diffi-

culty in editing, lack of opticals. ani-

mation, special matteing, slow motion

and high speed.

Despite all realistic appraisals of

tapes current achievements, and the

unsolved problems still to be over-

come, we hear a great deal of loose,

irresponsible talk about tape replac-

ing film in its entirety. This some-

times results in pressure being

brought upon agencies and sponsors

to tape their commercials in cases

where this technique is far from the

best.

The continuing growth of the

filmed commercial industry, in spite

of the mass of propaganda being cir-

culated by tape's advocates, is ex-

plained by a truism: the best filmed

commercials are the ones that cannot

be shot in "live technique." The

flexibility of sequence-by-sequence

cinematic method, the technical ver-

satility of film and the sponsor's need

for commercials that integrate into

filmed programing make an eloquent

case for television's continued use of

film for a long time to come.

A recent case in point: An agency

commissioned a major tape producer

to do a series of cigarette commer-

cials featuring a well-known televi-

sion news personality. The results

were so bad that the commercials

were junked. The agency then went

to a network. The results were better,

but since use of the tape was limited,

kinescopes were made for national

distribution. Reproduction on these

were so unsatisfactory that the client

turned them down.

After spending money in two

places, the agency came to MPO. We
photographed the series on film using

one camera, completing the job in the

same time that the tape producers

needed with three cameras. Because

we shot in sequences, the acting was

more convincing, the lighting was

better and the product inserts had

more impact. The cost of the entire

series was the same.

The conclusion is obvious. There

is no real film-tape controversy. Just

exaggerated claims on one side and

proven performance on the other.

Nathan Zucker, pres. Dynamic Film,

Inc., New York

Definitely not—because when you

are talking about film and video tape

you are talking about two different

things. True they are both visual

recording devices and as such, video

tape is an extremely interesting de-

vice.

The uses of video tape will grow as

the uses of film have continued to
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conflict?

grow, hut when unique and creative

visual and sound effects are needed

the experience and background of the

qualified producer can far outstrip

the efforts put out by the video tape

operators for the simple reason that

they have spent years in experimenta-

tion, research and practice, in de-

veloping those particular qualities.

I feel there is a great mistake being

made when a controversy is developed

between film and video tape. The film

producers have no fight with tape,

rather, they are intrigued by the

possibilities it can lend to their own
production operations and already

they are experimenting on adapting

the advantages of tape to the qualit)

of their productions. It will be the

eventual marriage of these two forms

of visual art, combining the better

Film and

tape are two

different

things

characteristics of both, which will be

the ultimate in visual reproduction.

Let me also go on record on

another phase of this subject. Ad-

vocates of tape have been proclaim-

ing its eventual replacement of film

for various aspects of television. Film

commercials, programing, etc. Unfor-

tunately these people are unknowingly

exposing the most vulnerable aspect

of tape. The creative and qualitative

requirements of visual recording.

The reason for the tremendous use

of film, not only in tv. but also in

ever) other branch of communication,

has been that the camera as used by

qualified film producers, can achieve

visual effects and creative qualities

far superior to anything done live.

It is not consistent with the trend

to mure creative thinking on the part

of advertising agencies, or anyone
else for that matter, that a photo-

graph of an) live action fulfills a

l Please turn to page 04

I

YOUR SALES MESSAGE

IS AS PERSONAL

AND DISTINCTIVE AS

A SIGNATURE

When it is delivered on

KLZ RADIO Denver's

personality station!

KLZ RADIO
personalities come
through to the listener

like old friends. .

.

with a believable

sales story.

Names like Starr Yelland,

Art Gow, Pat Gay
and Johnny Wilcox are

household words in Denver.

When they speak, Denver

listens and BUYS!

LET THESE KLZ RADIO

AIR SALESMEN SELL

FOR YOU!

Call your KATZ man or

LEE FONDREN, Denver.

KLZ-Radio
560 ON THE DIAL IN DENVER

CBS FOR THE ROCKY MOUNTAIN AREA
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Capsule case histories of successful

local and regional radio campaigns

RADIO RESULTS

GENERAL MERCHANDISE
SPONSOR: Henderson's Curb Market AGENCY: Direct

Capsule case history: Henderson's Curb Market, which

deals in general merchandise, recently purchased a schedule

on KNOE, Monroe from 7 to 10 p.m., Monday through

Friday. The owner, Roy Henderson, was not entirely sold

on nighttime radio, so at the suggestion of Edd Routt, v. p.

and general manager of KNOE, test announcements were

scheduled offering a lighter to the first 12 customers who

came to the store as a result of the KNOE announcements.

Within 10 minutes Henderson's had given away the last

lighter, and decided to continue its plan to sponsor Hender-

son' s Party Line. Henderson's is open 24 hours a day, but

their midnight to 6 a.m. business did not justify expenses.

Shortly after the store began its radio schedule Henderson

announced they would close at midnight. "We received so

many complaints from irate listeners that we were forced to

remain open 24 hours," he said. "Sales have risen consider-

ably and we plan to continue sponsorship of our program."

KNOE, Monroe, La. Program

GENERAL MERCHANDISE
SPONSOR: W. T. Grant Co. AGENCY: Direct

Capsule case history: A few months ago the W. T. Grant

Co., McCook, Nebr., decided to try a package of one-minute

announcements on KXXX, Colby, Kansas, a Farm & Home

Radio station. McCook is located more than 80 miles from

Colby, has its own radio station and daily newspaper. Grant's

discontinued its other advertising during its campaign on

KXXX in order to pinpoint the cause of any sales increase.

For two weeks prior to the KXXX schedule, Grant's had a

traffic count of 2,193 and 2,043 respectively. During the

week the spot schedule ran, the store's traffic count jumped

to 2,842—an increase of 39%. In addition, Grant's showed

a 62% gain in volume over the two weeks prior to the sched-

ule. "Even at this distance and under the fire of local com-

petition, KXXX was able to outproduce in a way my other

advertising could not do," stated Grant's John Kelley. "I

am well pleased with the results of this campaign and am

planning to use similar schedules in upcoming promotions.''

FURNITURE
SPONSOR: Gibson Furniture Co. AGENCY: Direct

Capsule case history: The Gibson Co., Tuscaloosa. Ala.,

had advertised its furniture and appliance lines in news-

papers, and results were only fair. It decided to try radio,

but wanted a schedule that would give the best possible ad-

vantage in terms of programing, audience and selling. The

answer seemed to be a schedule of participations running for

six weeks on WJRD's Homemakers Festival, a special pro-

gram featuring booking, home furnishing and fashion items.

Results: During the initial schedule business at Gibson s has

increased about 40%, and with additional schedules, has

sustained itself. L. E. Maze, Gibson's mgr., attributes the

success of the advertising to: 1) Pitch and programing are

easily integrated. 2) A highly selective audience, with waste

circulation kept to a minimum. 3) The show, broadcast

from WJRD's auditorium, attracts a large live audience.

"No other programing," Maze said, "could give us this

kind of results. We feel pinpointing an audience is vital."

WJRD, Tuscaloosa Program

FINANCE
SPONSOR: Seattle 1st Loan Co. AGENCY: Direct

Capsule case history: Seattle 1st Loan Co., with branches

throughout Washington State, became concerned with the

poor results of its established advertising. The advertiser

had allotted a large budget to print, and had plunged into

newspaper ads, in color and with detailed copy, to sell

"Ready Credit." Reaction was negligible. Consensus was

that the firm's newspaper exposure was weak, and that

print lacked the impact necessary to sell credit in today's

market. One branch felt that radio might be the answer, and

it purchased a short-term schedule on KPQ at a cost of $152

as a test. Results were immediate: business jumped at this

branch, on some days as much as 50% over the previous

dollar volume lent out in Seattle. Seattle 1st further reported

that not only had the schedule been its most effective adver-

tising, but was the lowest cost of all media used in terms of

returns per advertising dollar spent. The over-all result has

been a new approach to its advertising for all branches.

KXXX, Colby, Kans.
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A "BUMPER CROP"

WE DIDN'T "PLANT"

!

Would that all ads were this simple and beautiful! We
ran a bumper strip promotion a while back, and the

response was substantial. But little did we realize what
a "depth reaction" we had achieved until this unsolicited

picture arrived in the mail. No pious pronouncements

from us about these youngsters being future WWDC
customers for you. We'll let the photo—and the spirit

that prompted it—speak for itself. We add only this

—

as well as being Washington, D. C.'s #1 radio station

(May Pulse), we are now "the mike behind the bike"!

WWDC
REPRESENTED NATIONALLY BY JOHN BLAIR & CO.

Radio Washington
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WHEELING
37t*h TV
MARKET

* Television Magazine 8/1/58

One Station Sells Big

Booming Ohio Valley

NO. 13 IN A SERIES:

CHEMICALS

With the deep salt wells supplying the

essentia] brine, and the broad Ohio
River furnishing economical transporta-

tion facilities, a rich, thriving chemical
industry has arisen in the bountiful

WTRF-TV area. Typical is the Colum-
bia-Southern Chemical Corporation at

Natirum, W. Va., just south of Wheel-
ing. Here more than 1,000 employees
are engaged in the production of chlo-

rine, caustic soda, chlorinated hydro-

carbons, ammonia and titanium tetra-

chloride. The more than $5 million an-

nual payroll dollars help make the

WTRF-TV 39-county area a super mar-
ket for alert advertisers.

For complete merchandising service and

availabilities, call Bob Ferguson, VP
and General Mgr., at CEdar 2-7777.

National Rep., George P. Hollingbery Company

wtrf t

v

Wheeling 7, West Va.

316,000 waits
|J B C "etwork color

CULLIGAN
{Continued from page 35)

extends to broadcasting and adver-

tising. He has disdain for the stand-

patters and the stay-putters, thinks

men of reflection and reason contrib-

ute most to action which counts.

Joe Culligan reserves a portion of

each day to reflect. His reflection

may be spurred by reading (at least

three books a week for the past five

years: currently a U. of Michigan

history series, a Toynbee book and

a mystery thriller, some philosophy

hy Ortega I or listening to music

( Russian music has been a special

study for the past two years) or even

staring into clouds from a plane win-

dow ( he's on trips at least twice a

month ) . But the reflection is earth-

hound, leading to such specifics as

the over-all strategy which he devised

three years ago for NBC, and from

which he has not deviated. "The
means may be changed many times,"

he says, "but the basic approach to

what we want has never been altered." •

In his view, "Reasoning impels ac-

tion: it's the ergo or the therefore."

He wonders whatever happened to the

''therefore''—the simple conclusion

from which two is based on the prem-

ise of one added to one.

In reflection, he has come to many
conclusions about radio. He thinks

networks inevitably must move into

some form of transcribed or taped

program service for affiliates, and

that the best kind of programing will

continue to be news and public serv-

ice offerings, and music.

"You can't solve a problem unless

you state it. We've stated it with ra-

dio. We know there's no one big vic-

tory but, instead, there is a series of

small successes which add up."

"Tv is the entertainment medium, '

except for music; radio's forte is an

intellectual appeal based on broad

news and public service coverage."

He sees all of the networks rising

slowly from the current plateau of

income after an inpouring of faith

and advertiser money which enables

them to expand news and writing

staffs, stress quality and service.

Network radio is an expert com-

munications system, but "it matters

little if your communication isn't

sound and clear and well thought

out."' Radio's strengths also lie in

its mobility and portability, the fact

that it goes everywhere with people,

and in its appeal to the imagination.

"That's really why radio has an

intellectual appeal, though that mav
be a misunderstood adjective. It en-

courages people to think and to

imagine, and some people would
rather do this than take the easy way
out with the kind of spoon-feeding

you get in tv."

Radio "can't hold on to its old

forms and live in this tv age. Network
radio was a patched up thing collaps-

ing slowly, but we established some
hallmarks and milestones in the re-

building process," he comments.
He sees the average market five

years from now as having a top inde-

pendent and a top network affiliate

switching for No. 1 market position,

with a diminution of straight music

and news activity. His thinking: a

strong independent should and will

have to build a local news department

of competent people.

Joe Culligan is a man of many in-

terests as well as all-media experience.

He's a former space salesman, movie

production executive, tv sales chief.

He's still a marketing man and a

writer. He's spoken on highly in-

dividualized Culligan themes before

a dozen college groups in the past

year, and is currently working with

a second major foundation on the

development of a bridge city—a plan

by which the excess population would

be accommodated by cities built as

bridges over bodies of water.

The bridge city plan is detailed in

a seven-page document which is con-

cerned with the fact that there will

be seven billion people in the world

by the year 2,000 contrasted with

only two billion now. "One way to

absorb this exploding population is

to get off the planet, and this we'll

do without doubt. But we need also

to find more living and working and

growing space here."

He delights in vocal fisticuffs with

all comers, and in less volatile activi-

ties, such as weekend golfing and su-

pervising pony rides for his four

youngsters in suburban Rye.

Joe Culligan tends to agree with

his image as described by the friend

who said he was a mixture of St.

Thomas, Freud and Machiavelli. ^

negro radio for

metro new york
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ALWAYS...
a jump ahead

The vibrant enthusiasm of

staying a jump ahead of our

contemporaries is a vital part

of all personnel at KONO
in San Antonio.

It's an enthusiasm that keeps
listeners' ears keenly tuned

to the times . . . for first

in news . . . finest in music.

It's an enthusiasm that keeps

San Antonio's largest radio

audience buying at fever pitch . .

day after day.

For remarkable facts about the

"jump-ahead" KONO . . . see your

KATZ AGENCY
REPRESENTATIVE

5000 Watts • 860 KC

JACK ROTH, Mgr.

SAN ANTONIO, TEXAS
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National and regional buys

in work now or recently completed

SPOT BUYS

TV BUYS
The Nestle Co., Inc., White Plains, N. Y. : Campaign gets off in

top markets for Zip, a chocolate syrup additive. Schedules start 3

August and run through December, with mostly kid show participa-

tions. Buyer: Enid Cohn. Agency: McCann-Erickson, New York.

Kellogg Co., Battle Creek: Supplementing half-hour kid strips with

late afternoon minutes, nighttime minutes and chains. 13-week flights

start 3 August. Buyer: Tom Brennan. Agency: Leo Burnett, Chicago.

General Mills, Inc., Minneapolis: Schedules kick off late this month

in scattered markets for its new Caramel Puffs cereal, and run

through December. Daytime minutes in and around kid's shows are

being placed. Buyer: Roy Terzi. Agency: Dancer-Fitzgerald-Sample,

New York.

Helena Rubenstein, Inc., New York: Schedules are being placed

for its various cosmetic lines, to begin 8 August and run through

mid-December in about 28 markets. Night minutes are being used,

with frequencies varying. Buyer: Maxine Cohn. Agency: Ogilvy,

Benson & Mather, New York.

Pillsbury Co., Minneapolis: Going into selected markets with sched-

ules for its Refrigerated Coffee Cake. Flights are for six weeks; day-

time minutes. Buyer: Rudy Marti. Agency: Campbell-Mithun, Min-

neapolis.

The Quaker Oars Co., Chicago: Buying half hours for Aunt Jemima

and Ken-L products in all West Coast markets except L.A. Schedules

start late September for 40 weeks. Buyer: Harry Furlong. Agency:

J. Walter Thompson, Chicago.

Procter & Camble Co., Cincinnati: Some new activity in various

markets for Camay Soap beginning late this month. Daytime minutes

are being used, frequencies depending on market. Agency: Leo Bur-

nett, Chicago.

RADIO BUYS
Gillette Co., Boston: Campaign to reach teenagers is being prepared

for its adjustable razor. Total number of markets as yet has not been

determined, but it will be a major promotion, with minute announce-

ments in the very top d.j. shows throughout the country. Buyer: Ray

Stone. Agency: Maxon, Inc., New York.

National Cranberry Assn., Hanson, Mass.: Push for Ocean Spray

Cranberry Juice starts 3 August in top markets. Daytime minutes are

being set for 13 to 26 weeks, depending on market. Buyer: Trow

Elliman. Agency: BBDO, New York.

American Can Co., New York: Initiating a campaign in about 20

markets to promote the sale of beer in cans. Four-week flights, day-

time minutes, start 3 August. Buyer: Joe Burbeck. Agency: Compton

Adv.. New York.
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starring Richard Greene... a proven success

for 4 years on network . . . now available in

exciting episodes for strip programming!

A powerful film library of dramatic adventures . . . each one a different

exploit of America's favorite hero! This great show has won critical acclaim

from educators and teachers everywhere . . . hearty approval from parents

and children. Sponsors report tremendous rewards in sales and brand identification.

ROBIN HOOD PROMOTIONS ARE READY AND WAITING!

Over 33 approved and popular tie-in promotional items built around Robin Hood

make this one of the most importantly promotable shows ever presented!

w#*



Response to Robin Hood* has

been proved in four success-

ful years of network. Now,

top, ARB ratings give Robin

Hood a terrific send-off for

syndication. . . with ra t ings

still going up! Reaction

is quick: A Philadelphia

station held a contest based

on a sponsor's product...

received over 28,000 replies

in one month!

OFFICIAL FILMS, INC.

25 West 45th Street

New York 36, N. Y.

PLaza 7-0100

what a feather in your cap

when you strip-program Robin Hood



HERAMY
Continued from page 37)

lothers—as well as chums, boy-

iends, etc.—to contribute entries,

otes and sales."

A large crop of contestants meant

ifficient time to parade them on tele-

ision—the second time element.

ays a.e. Dyson, "One 15-minute par-

cipation per week in about 15 mar-

eta uas all the budget would allow,

nd 13 weeks was all the time we had.

Ve wanted to run through 36 con-

stants per city, devoting six weeks

f the campaign to this; the remain-

ig seven to introduction (2 weeks)

nd wrap-up (five weeks)."

The obvious conclusion : the con-

sts would have to be made part of

le shows. And the obvious prob-

m: to sell the stations on the idea

nd to show them it wouldn't be as

ig a job as it sounded."

Specifically, the station and pro-

ram personality would:

(1) Choose six contestants per

ireek for six weeks from photograph

ii tries

I 2 ) Provide one-minute interviews

uth each during the weekly April

Showers participation

i 3 I
Tabulate the votes ( a postcard

runted for one vote, proof of pur-

:hase 25)

l 1 I Shoot an interview kine of the

ocal winner

i 5
1 Ship kine to New York for

udging of national winner by

Iheramy.

By letter and telephone, the agency

vas able to line up virtually all the

narkets it was after: New York, Chi-

ago, Detroit, Boston, Pittsburgh,

Washington. Baltimore. St. Louis.

Cleveland. Dallas-Ft. Worth, Minne-

ipolis-St. Paul, Columbus, Cincin-

nati. Oklahoma City, Tulsa.

Stations were supplied with pro-

duction kits containing:

• Over-all instructions

• Outline script for each week of

the campaign

• Promotional material

• Recordings of theme music
i limited rights to the old "April

Showers" standby were purchased)

• Two commercials; a 90-second

contest commercial for use during
the first eight weeks, a 60-second

product commercial to be used

during the last five weeks while the

national winner was being selected.

Notably absent from this campaign

were the following stock ingredients

most campaigns rely on heavily

:

• Station merchandising. In-store

activity by the stations was not re-

quested by Cheramy •
( "After all,"

says Dyson, "they were doing enough

as it was" I . Because of the time ele-

ment involved, the agency itself was

able to do very little at this level.

Plainly, the excitement of the contest

would have to carry the campaign.

• Easy-to-remove proof of pur-

chase. The time element also pre-

vented Cheramy from producing a

standard, easy-to-remove device which

could be torn from all products. In-

stead, the metal cap on the talc had
to be stepped on or otherwise flattened

(under postal regulations) before

mailing; the rim had to be removed
from the plastic top of the deodorant

talc package; the paper liner inside

the can of dusting powder had to be

fished out. "In other words." says

Dyson, "a real will to send in proof

of purchase had to exist."

On top of this, it often required

real ingenuity on the part of station

personalities to demonstrate the nec-

essary trampling, cutting or tearing

involved in reducing the cap or ex-

tracting the liner.

With these handicaps on the one

hand and advantages (a full 15-min-

ute segment built around the promo-
tion) on the other, Cheramy's 13-

week push for increased shelf space

and new accounts began.

From an early check with stations,

it became obvious that most of the

contestants were being entered by

persons other than the entry herself.

In other words, while Cheramv was
capitalizing on the teen-age participa-

tion angle, the audience was not

limited to this group.

The contestants, however, took an

active interest in matters once they

had been entered. One contestant in

Tulsa talked a supermarket manager

into setting up an April Showers

stand close to the check-out counter

and letting her personally sell "votes"

for herself. She liquidated 10 dozen

deodorant talcs in three hours.

Interest in the high schools was

spontaneous, too. One high school

principal made a personal reminder

over the loud speaker system to the

student body to watch and "gel

behind" a classmate up for judging

that week. Interest among high

schools is an area Cheramy and the

agency will stimulate next year, along

SPONSOR 25 july 1959

with in-store merchandising. Ease of

extracting proof of purchase is also

in the plans.

Reasons that Cheramy will repeat

its tv beauty contest next spring are

outlined 1>\ Cheramy sales manager

Bert Georgi

:

• -19 1.000 votes were cast i one-

half of these were accounted for by

proof of purchase; meaning roughly

10.000. considering each cap or liner

was worth 25 votes I . Boston, for ex-

ample, racked up 16,000 votes the

first week.

• New accounts were opened in

many areas; in others, wholesaler

interest was quickened. Examples:

(1) rack jobbers reported selling

twice as much merchandise in May
as any other month, 1 2 1 a three-

month supply of deodorant talc by
normal standards lasted one rack

jobber but five days.

• Retail drug interest—a difficult

area for the toiletries manufacturer

because of lack of display space, self-

service and other convenience factors

—was perked up. Several wholesalers

mentioned increased business coming
from the druggist's "want book"
rather than their own special sales

effort. In other words, with all the

drawbacks of drugstore selling, drug-

gists were running out.

That the tv campaign was a defi-

nite stimulus over past efforts is at-

tested to by toiletry merchandize!
Irving Feldman. president of Zelart

Drug Co. in Long Island. "Interest

spread like wildfire through the nor-

mally tough supermarket and chain

buyers." Feldman told sponsor.

A suspenseful moment occurred in

Tulsa where Cheramy found it- '"Mi-

April Showers." Chief prize, a Ram-
bler Metropolitan, had been purchased

from Knotts Rambler Ranch. At the

last moment. Manager Warren Leple)

found himself sold out and had to

make a personal trip to Detroit to net

the car. a "mishap" he attributes 1"

accelerated interest in the line created

l>\ the contest.

A further note to the April Showers

success storv: The winner. l(>-vear-

old Sharon Calvert, will probably be

featured in the contest commercials

and merchandising next year. This

year's contesl spokeswoman will be

otherwise occupied. Hired b\ agency

\.p. Tom Ellington i son of the

agencj 's president i
. professional mod-

el Nancj Meredith became young

Ellington's bride la>i Saturday ^
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WRAP-UP
NEWS & IDEAS
PICTURES

SITTIN' ON TOP of bottle tops—exactly

| 74,588—is Bob Waddell, host of R. C. Dance

Parfy on WFMY-TV, Greensboro. Tops were

votes in "Miss Royal Crown" contest

ALABAMA'S ENTRY for "Miss Universe,"

Pat Sullivan, gets approval of Ben McKinnon

(I), gen. mgr., WSGN, Birmingham (co-spon-

sors of contest), Wayde Preston, star, Colt .45

ADVERTISERS

P&G has taken over the top mar-
ket share in still another field:

layercake mix.

The P&G brand involved is Dun-

can Hines I Compton) . The No. 2 and I

No. 3 brands now among layercake

mixes are Gener. 1 Mills' Betty Crock-

er (BBDO) and Pillsbury (Burnett).

Layercake sales represent over two-

thirds of the flour mix business.

The timetable for national dis-

tribution of Philip Morris' new
Alpine cigarettes (menthol) has

been moved up several months
due to the results obtained from
the tests in Albany and Syracuse
and Rochester.

The brand will be backed by what

PM calls "the heaviest tv schedule

ever run for a new cigarette." This in-

cluded spots and participation in the

company's present network tv shows,

with others added to the schedule as

they start in the fall.

"MISS SOUTH PACIFIC FOR 1959" (holding flowers), is joined by runners-up in contest

staged by KINT, El Paso and RCA Victor to promote Southwest premiere of show in that city
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I;
At this time. Philip Morris will not

eveal the fall lineup of stations, be-

cause, as expressed In the ad man-

ger, "'Does Macy's tell Gimbels?"

I

Agency for Alpine: DDB.

knottier new 'porosity paper'

ncii I hoi cigarette on the market:

Spring, to be introduced by P. Lor-

Ilard this week in Philadelphia and

'rovidence via radio and tv spots.

kgency: L&N.

Campaigns:

o Jacob Ruppert Brewery and

Herkel, Inc. have joined hands to

nck-off a one-month beer and knock-

\urst campaign. The theme: "Knock,

mock for Knickerbocker and Merkel

Miockwurst. * The campaign is high-

ighted by a heavy advertising pro-

gram, including 10 prime-time tv

spots per week on WRCA-TV. WCBS-
TV. WABC-TV and WNEW-TV, all

n New York. The 99 radio spots per

>veek are featured on WOR, New
Sfork; WHLI. Hempstead: WRIV,

Riverhead and WTAC, Patchogue,

L. I.

• General Mills will introduce its

Bett> Crocker Instant Mashed Pota-

toes nationally this week. Plans call

for a heavy schedule of daytime and

nighttime tv spots, to run through

October.

• FM sales: RCA Victor lout of

Grey), to promote its new Van Cli-

burn record release, has purchased a

heavy schedule of spots on WFLN,
Philadelphia; WASH. Washington;

WLDM, Detroit and KFSR, San

Francisco.

Strictly personnel: Leonard Col-

son, named advertising director of

Pharma-Craft Corp. . . . Thomas
Dillon, v.p. and treasurer of BBDO.
elected to the board of directors of

Advertising Research Foundation . . .

Kudo: I. L. ""Ike" Eskenasy, execu-

tive v.p. of Lestoil. cited for outstand-

ing achievements in the merchandis-

ing field by the Merchandising Execu-

tives Club.

AGENCIES

Lennen & Newell, apparently im-

pressed by the share that a Dick

(Hark special got recently, has

prevailed upon Lorillard to spot

his World of Talent show in the

ABC TV Sunday 10:30-11 period

this fall.

That will make four successive pro-

grams on ABC that night with ciga-

rette sponsors. The other three and

sponsors: Lawman, R. J. Reynolds;

The Rebel, L&M; The Alaskans,

L&M.
World of Talent had previously

been set for Wednesday 8-8:30 p.m.

(Because of the switch ABC is think-

ing of putting a live show in the Wed-

nesday 7:30-8:30 p.m. span. I

Agency appointments: Midas Muf-

fler Co., to Edward H. Weiss &
Co., Chicago . . . Pharmaco, Inc. for

three of its proprietary drug prod-

ucts, from Ellington & Co. to Brown
& Butcher . . . E. C. DeWitt & Co..

POSTERS FOR RADIO are new sales fool

for KNX, LA. Taking look-see are (I to r)

Jim Wechler, Myer Print Shop; Phil Hillman,

KNX; Ralph Abell, Heintz & Company; Jim

Donohoe of Pacific Outdoor Advertising

FIRST IN THE D.J. DERBY, Stan Nelson

(r), of WCPO, Cincinnati, receives congratu-

lations from Bill Dawes, program director.

Contest competitors were d.j.'s from the area

THE BRIGHTEST -THEHAPPIEST

J' fiRSIC

Hows^' serviceWCPO
ILOR RADIO 1230m

HIS NAME IN LIGHTS: That's the prize David

Madsen won in contest staged by KOIL, Omaha. Here

he is presented with an additional bonus from Steve

Shepard, station manager—a season's pass to theater

HERCULES AND THE D.J.'S is Bostons of-

fer at this Hollywood-type premiere of new

movie. Displaying "added attraction" poster

are WBZ d.j.'s. Short was film about them
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T
proprietary drug manufacturer bill-

ing $200,000, from Bryan Houston to

Tatham-Laird . . . Roberts Dairy

Co.. Omaha, billing $350-400,000, to

Buchanan-Thomas, Omaha . . .

Corinthian Broadcasting Corp., to

Henry J. Kaufman & Associates,

Washington, D. C. . . . American Car

& Foundry division of ACF Indus-

tries, from Hicks & Greist to Charles
W. Hoyt Co. . . . Independent Avo-

cado Growers & Shippers of Cali-

fornia, billing $125,000. to Arm-
strong, Fenton & Vinson, San
Diego . . . Dot Records to Wade Ad-
vertising, Los Angeles . . . Schick

Safety Razor Co.. for a new product

it will introduce in the East, to Rob-
inson, Jensen, Fenwick & Haynes,
Los Angeles.

Name change: Smalley, Levitt &
Smith, Los Angeles, becomes the

Charles Levitt Co. with the with-

drawal of Jack Smalley from the

agency.

Thisa 'n' data: Jobs Unlimited, ad-

vertising personnel service, has bought

out the 39-year old Walter Lowen
Placement Agency . . . Anniversary

note: Edward Kahn, v.p. of the Vic-

tor A. Bennett Co., New York, pre-

sented with a set of golf clubs to

mark his 10th year with the agency.

On the personnel front: Royall

Smith, to a v.p. and creative group

head of Lennen & Newell . . . Rich-

ard Hall, elected president of Jack-

son, Haerr, Peterson & Hall. Jeffer-

son City, Mo. . . . Donald Carter

and Donald Devor, to v.p.'s of Wil-

liam Esty . . . John Petrie, to v.p.

heading the media department at

William Hart Adler, Chicago . . .

Ross Legler, F. Michael Carroll

and Maurice Sculfort, to v.p.'s at

Compton . . . Herbert Kuscher,
new marketing and sales development

director of Kameny Associates, New
York . . . Fred Lida, Edward Hunt
and Lee Zahorik, to the copy de-

partment of SSC&B . . . Robert
Nemcik and Larry Larson, to the

farm group copy staff at Aubrey, Fin-

lav. Marlev & Hodgson. Chicago.

EQUIPMENT

Ampex received, this week, an
order from the National Educa-
tional Tv and Radio Center, New

York, for $2.5 million of Video-

tape Tv Recorders for 43 U. S.

educational tv centers.

According to Ampex, this is the

largest single order for Videotape

recorders the company has received

to date.

Deliveries to the 43 stations will

start next week, with production ex-

pected to be finished by October.

New innovations and develop-

ments should lead the tv and
radio industry to greatly-in-

creased sales during the second
half, 1959, according to Jack
Beldon, v.p. and gen. mgr., RCA
Victor Home Instruments.

Some of the developments Beldon

cited at the International Home Fur-

nishings Market in Chicago last week:

"Tv sets that automatically play

a pre-selected 12 hours of program-

ing; tv set that converts into a living-

room table, and vastly improved re-

mote control tv—both in color and

black and white."

Another development at RCA:
The Electron Tube Division intro-

duced a new tv camera tube for "high

quality performance" in color and

black-and-white tv cameras.

This RCA-7513 features precision

construction and includes accurate

alignment of each section of the tube

with respect to the tube axis and

maintenance of a high degree of uni-

formity for the location of all elec-

trodes and interelectrode spacings.

Because of the precision construc-

tion, the three images produced with-

in a color camera are practically iden-

tical in geometry.

V
Appointment: Ampex Corp., as

sole authorized U.S. distributor of

Marconi tv cameras, tv equipment

and broadcasting equipment.

New addition: At KETV, Omaha,

an automatic video gain control am-

plifier—built and installed by the sta-

tion's engineering staff. Purpose: to

maintain automatically uniform clari-

ty and brightness of the tv picture.

Personnel note: George Hagerty,

engineering manager for Westing-

house Broadcasting, elected chairman

of the Institute of Radio Engineers'

Professional Group on Broadcasting.

FILM

The syndication arm of all thre

tv networks took a closer look a

international business last week
and each found a cause for opt

mism as to world outlook.

Here's what happened:

• ABC Films reported it is noi

represented in every tv market in th|

world by virtue of its recent repri!

sentation agreements with Merrnal

Entertainments for Australia, Le

Lax in Europe, TV Inter-American

in Latin America and Kane Lynii

Edward Romero in the Far East.

• CBS Films found a 2W < in

crease in its over-all 1959 foreig

business as likely compared to 195

grosses.

• CNP I NBC Films) pointed
|

Canada where it accomplished a 65'

increase in business through Jui

over last year. CNP is represented 1

Fremantle of Canada.

Programing: MGM-TV will off

Thin Man reruns (72 episodes! as il

first syndication property.

Consolidation: Guild Films ar!

Vic Tanny gymnasiums ha

merged and will operate under tlj

collective name of Vic Tanny Entc

prises. Guild has been active in

tering tv product and Tanny has be<

a large spot user. John Cole rernai

head of the tv and film operation.

Sales: MCA's Shotgun Slade h

been signed to Jax Beer through Fi 1

gerald Advertising of New Orlea

for 19 markets in Louisiana, Tex;

Oklahoma and Alabama; other net

sponsors of the show are R. J. Re

nolds via Wm. Esty, Holsum Bakeri

in all Arizona markets, Schoenli

Brewing in Dayton, Ohio and Dor

van Coffee in Alabama market

among 25 stations reported as buy*'

of the show are WGN-TV. Chica>

and KDKA-TV, Pittsburgh . .

KCOP-TV, Los Angeles, has pi-

chased Trans-Lux TV's Encyclopeci

Britannica library . . . CNP's Bad'.

714 to KNTV, San Jose; KTNT-T,

Tacoma; WMAR-TV, Baltimor

WSJS-TV, Winston-Salem; WJX,
Jacksonville; WEAT-TV, West Pai

Beach; KVOA-TV, Tucson; KCM-

TV, Texarkana; WDMJ-TV. M-
quette; WHEC-TV, Rocheste:
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HrllO-TV, Da> ton, and WFMJ-TV,
pungstown.

ideo-tape note: Officials of two

rvice companies, Mark Armistead

ill (den Glenn, visited WBTVs color

I

c facilities in Charlotte to consider

rising into a new company to be

nipped with video-tape van? which

>uld serve the West Coast. WBTV
is the onl) two-unit color-tape oper-

ion in the country and is at present

ie only broadcaster other than NBC-
V usiriii RCA equipment.

ore sales: WPIX reports its car-

on-plus-live series Three Stooges

in house with Officer Joe Bolton is

dd out with latest buyers General

»j \ ia Webb Associates, Miles Labs

a \\ ade Advertising, Maypo through

etcher Richards. Calkins and Hol-

•n. Bosco through Donahue and

oe, Colgate-Palmolive via Ted Bates

nd V. LaRosa through Hicks and

reist . . . MCA's Paramount features

, WTRF-TV, Wheeling, and KCMO-
\ . Kansas City.

ommercials : Music Makers reports

impletion of pre-scoring for General

oods Tapioca commercials to be

lined by Elliot, Unger & Elliot.

Ldditional sales: ITC's Brave Stol-

on to Drake Bakeries through

,oung & Rubicam and Chunkie Choc-

,late through Grey on WPIX, New
ork . . . WPIX's syndicated Russian

'evolution and/or Cold War-Berlin

risis sold to the following local ad-

ertisers: Great Western Savings

,!ank on KTTV, Los Angeles; Greater

liami Federal Savings and Loan
Lsan., WTVJ; Plasterer's Institute,

irst Federal Builders and Domestic

Iotors (Studebaker) on WGN-TV.
i-hicago; Calso gas and Boston Globe

\u WBZ-TV. Boston; American Beer

[n WJZ-TV, Baltimore; Milwaukee
fcas Co. on WXIX and WITI; Twin
Cities Federal Savings on WTCN.
Milwaukee; Pilot Life on WFMY-TV.
Greensboro and WBTV, Charlotte;

i^ldsmobile and Volkswagen dealers

negro radio for
metro new york
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on WTVT, Tampa; Savarin Coffee

on WPIX, New York . . . Additional-

ly, WBAL-TV, Baltimore, reports

purchase of Secret Life of Adolph

Hitler, another WPIX documentary.

Further sales : UAA reports sales in

14 different categories of motion pic-

ture product in the past two weeks,

ranging cartoons to feature film li-

braries. Stations involved in the pur-

chases are KGUN-TV, Tucson;
WSOC-TV, Charlotte; WRVA-TV,
Richmond; WITN, Washington, N.

C; WSPD-TV. Toledo; WJTV. Jack-

son; KETV, Omaha; WTVT, Tampa;
WAFB-TV, Baton Rouge; WLBZ-
TV, Bangor; WDBJ-TV. Roanoke;

WCTV, Tallahassee; WSJV-TV, Elk-

hart; KGBT-TV, Harlingen; KBTV,
Denver; WCIA-TV. Champaign;
WTVR, Richmond; KVKM-TV. Mon-
ahans; WJAR-TV. Providence;
CBLT-TV, Toronto; CHCH-TV.
Hamilton; CKSO-TV. Sudbury;
CBMT-TV. Montreal; CFQC-TV. Sas-

katoon; CBUT-TV, Vancouver;
PGTV, Prince George; KHTV, Port-

land. Ore.: WSPA-TV. Spartanburg;

WANE-TV, Fort Wayne; WFRV-TV.
Green Bay; WHDH-TV. Boston:

KCRA-TV. Sacramento; WTIC-TV,
Hartford; WXEX-TV, Richmond,

and KRTV. Great Falls.

Strictly personnel: Jerry Kirby
named northeastern sales manager

for Ziv ... J. Kemi Crasto will rep-

resent NTA international in the Far

East and Near East . . . Jerry Fran-

ken named public relations director

for NTA.

NETWORKS

Chevrolet was the leading brand
advertised on network tv during
May, with gross time billings at

$796,534, according to TvB.
Gross time billings for the three

t\ networl s in May rose to $52.1 mil-

lion compared with $48 million for

the like month in '58, while January-

May billings registered $261 million

over $239 million in Jan-May, '58.

Following, the TvB list of estimated

expenditures of the top 15 network

brand advertisers and the top 15 net-

work company advertisers for Ma\.
1959 (based on LNA-BAR gross time

costs figures) :

«t

mibthmMd''
Miss Carolyn Melton of Cheraw, S. "C, ex-

emplifies southern charm by winning runner-

up honors in the 1959 Miss Universe contest

held at nearby Myrtle Beach.

South Carolina's more that 2 I 3 million

citizens cannot possibly be covered by the

first TV market stations alone. WBTW offers

you cosy access to South Carolina's second

socioble million largely free from effective

competition. Check NCS #3 totals for South

Carolina TV stations. One good look ond

you'll ogree "Second Can Be Beautiful
."

Serving South Carolina's SECOND Biggest TV Market

UUBTUU
FLORENCE, S.C

LJwm j^Xmto^Jv

I

214.600

C 193.480

D 179,600

THE JEFFERSON STANDARD BROADCASTING COMPANY represented nationally by CBS TV Spot Soles
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RANK BRAND

1.

2.

3.

4.

5.

6.

9.

10.

11.

12.

13.

Chevrolet

Kent

Anacin

Colgate

Tide

Camel

Gleem

Ford

Bulova

Phillies Cigars

L&M Filter

Dodge

Dristan

GROSS TIME COSTS

$796,534

762,687

752,526

681,848

625,530

581,432

562.820

546.164

532,489

523,894

448,809

442,608

440.608

14.

15.

Winston

Handy Andy
434,895

429.290

RANK COMPANY GROSS TIME COSTS

1.

2.

3.

4.

5.

6.

9.

10.

11.

P&G
Lever

Colgate

American Home
General Motors

General Foods

R. J. Reynolds

P. Lorillard

General Mills

Gillette

Sterling Drua;

$4,561,339

2,687,803

2,073,064

2,053,041

1,795.471

1,550,306

1,345.421

1,166,647

1,159,254

1.089,766

1.081.615

. . and

WOC -TV

FOR BEST

COVERAGE
IN THE

NATION'S 47th

TV MARKET
(Davenport, Iowa — Rock Island — Moline, Illinois)

The Largest Market between Chicago and
Omaha . . . Minneapolis and St. Louis . . .

the 47th TV market in the nation.

Population

1958 1959
Effective Buying Income 4

1958 1959

1,599,500

1,632,100

Increase — 32,600

$2,668,806,000

$2,879,387,000

Increase — $210,551,000

TV Homes Retail Sales'

422,800

Increase -- 15,680

438,480
$1,918,167,000

Increase

$2,042,037,000

$123,870,000w Col. B. J. Palmer
President

Ernest C Sanders

^^^™^^^

Resident Manager

Pa* Shaffer

Sales Manager

Petets. Griffin, Woodward,
Inc., Exclusive National
Reptesentatives

THE QUINT CITIES

DAVENPORT ,

BETTENDORF 1

ROCK ISLAND j

MOLINE > ILh.

EAST MOLINE '

channel

'Sales Management's "Survey of Buying Power — 1959"

WOC-TV is No. 1 in the

nation's 47th TV market—lead-

ing in TV homes (438,480),
monthly coverage and weekly

circulation — day and night —
as reported in the Nielson

Coverage Service No. 3, Spring,

1958. For further facts and lat-

est availabilities, call your PGW
Colonel . . . NOW!

WOC-TV Davenport, Iowa is part of Central
Broadcasting Co., which also owns and operates
•"HO-TV and WHO Radio, Des Moines, Iowa

12. Liggett & Myers 1,043,190

13. Chrysler 911,640

14. Bristol Myers 906,453

15. American Tobacco 885.243

Network tv sales: The National

Academy of Recording Arts and Sci-

ences will follow the Oscar and Em-
my awards via award-winning cere-

monies for 10 categories, on NBC
TV, Sunday, 29 November, 8-9 p.m.,

for the Watchmakers of Switzer-

land (C&Wl . . . NBC News De-

partment will survey problems cur-

rently facing the nation's schools via

a Back To School special on Tuesday,

25 August. 8-9 p.m. for the type-

writer division of Remington-Rand
(Coniptonl . . . Fred Astaire, 14

Emmy-awards winner for his per-

formance on NBC TV last season,

will star in a live musical Wednesday,

4 November. 9-10 p.m. on NBC TV
for Chrysler Corn. . . . Grocery
Products division of Armour & Co.

(FC&B) will participate in four ABC
TV shows next season: Cheyenne,

Adventures In Paradise, The Un
touchables and The Alaskans ... It

was Turns that gave an ABC-TV
salesman a $1 million order on the

back of an American Airlines enve'

lope on a plane—and not American

Airlines as notel in a previous issue.

Thisa 'n' data: Late-night tv star,)

Jack Paar, celebrates the secondl

year of his NBC TV show this week

. . . Name change: Hotel de Paree,

western slated on CBS TV next seaH

son, to Sundance . . . NBC Radio's

Monitor toured the Mogen David

Wine Corp.'s winery in Chicago last

week, airina. the show from the spon-

sor's plant.

Promotion: CBS TV is sending tc

agencies large prints depicting fa-

mous people uttering their thoughts

on Women to promote the network's

hour-long daytime broadcasts dubbed

Women.

People on the move: Frederick

Pierce, to manager of research foil

ABC TV . . . Julian Goodman, di

negro radio for

metro new york
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isector (il news and public affairs and

Elmer Lower, manager of news in

Washington. NBC . . . Edgar Sbel-

ton Jr., assistant to the president for

national affairs and Joseph Jacobs,

tesistant to the president for legal and

hroadcasting division affairs. AB-PT
. . Aaron Bournstein, regional

sales head, headquartered in Salt

Lake City, for Intermountain Net-

work.

RADIO STATIONS

WRCA, New York, is introducing

what it calls a "new, easy-to-listen-

to" concept : 'Wall-lo-WalF music.

Here's how the term is defined:

personalities will play only records

that have a rich, full-dimensional

sound. The\ will not plav any small

comho. tinkling piano, or the like.

The stations evening newscasting

will also be revamped, with Ken Bang-

hart functioning as an "editor-in-

chief" or a combination coordinator-

aewscaster.

Ideas at work:
• Fun in the studio: WLLY,

Richmond. Va. is airing a series of

gag promotions, offering listeners un-

usual items. The first of these: rail-

road ties. Current promotion is for a

""Febel Vetzer"—a product not vet

invented, but with capabilities of do-

ing anything. Station reports dozens

of orders now pouring into the studio.

• Sponsors on WSAZ, Hunting-

ton. W. Va. are giving awav money—
that is. what the station dubs as "hap-

py monev." The idea: with each pur-

chase, the customer of a participating

business receives the like amount of

his expenditure in "happy money."
The four-week promotion ends 15

August, when WSAZ will hold a "hap-

py da\s auction" in a local theater

where people receiving the "money"
can bid for merchandise.

• Saluting the movies: KWK,
St. Louis begins a "Movie Musical

Salute" project this week. The ideas:

(\) highlighting, via special pro-

graming, music from pictures from
1928 to the present; (2) musical sa-

lutes to the movies every half-hour

for two weeks; (3) 60-second film

trailer to be shown on every theater

screen thru 15 August: (4l lobby dis-

play s in every theater (furnished by
^\\ K i during the same period: (5)

displays in record retailers, and (6)

on-the-air promotions ami newspaper

ads.

• The buried bride: WQAM,
Miami, arranged for a newly -wedded

couple to spend a two-week honey-

moon in a bomb-proof shelter as an

experiment in connection with civil

defense. Upon completion of the ex-

periment, station will send the pair

to Jamaica for an all-expense paid

honeymoon.

• On hand to welcome in the

49th state: KPHO, Phoenix, went

to Alaska to tape a 12-hour program

of the Admission Day activities. High-

light of the show was a live 70-minute

broadcast from Juneau, describing

the raising of the 49-star flag.

Increasing their networks: Inter-

mountain Network has added these

four stations as affiliates: KEXO.
Grand Junction and KLVC. Leadville.

Col.; KXXL, Bozeman, Mont., and

KOBH. Hot Springs, S. D. . . . The
QXR Network is entering Massachu-

setts for the first time via the addition

of WTAG-FM. Worcester.

Station purchase: Burt Harris &

Associates, KSPR, Casper, Wyo.,

from Donald Hathawa- . for $149,982.

Broker: Hamilton-Landis & Associ-

ates.

Thisa 'n' data: RAB is launching

a new sales campaign aimed at the

$33 billion supermarket industry, in-

cluding sales tools for member sta-

tions containing presentations, case

histories, sales ideas and the like . . .

RTES will start its 1959-60 Time

Buying & Selling Seminars at the Ho-

tel Lexington in New ^ ork 10 No\ em-

ber this year . . . KCMO-FM. Kan-

sas City, has filed application to in-

crease its antenna height and power

from 56.000 watts to 65.000 watts

ERP . . . WOV, New York, and Asso-

ciate Grocers of Harlem are set for

mutual promotions, with station s

symbol "Wovbug" on display in all

AGH stores, and the latter broadcast-

ing on the station.

About personnel: Eugene Weil,

v.p. and general manager. Tuschman

Broadcasting Corp. iWABQ. Cleve-

land I . . . Harry Sullivan, sales

manager. WENO, Nashville . . .

James Doyle, sales manager. Yy LL\ .

Richmond . . . Donald Stanley, lo-
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< al sali- manager. \\ DBJ. Roanoke

. . . Judy Mischel, sales service

manager, Good Music Broadcasters,

\ew York . . . Cbett Carmichael,
promotion manager. \\ DAS, Phila-

delphia . . . Jack Lantry. director of

promotion and p.r., KXLY, Spokane

. . . Freeman Hover, director of

station promotion. KEYZ, Williston,

YD.... Kay \rmand has resigned

as executive v.p. of Continental

Broadcasters to purchase a station in

the far west. Replacing him: Col.

George Aubrey (rump.

Add to new personnel appoint-

ments: Parker Daggett, sales mgr.

WRIT. Milwaukee . . . Julius Talton,

local sales mgr. W \P1. Birmingham

...Bennett Scott, gen. sales mgr..

\\ i\I). Chicago . . . Anthony Bello,

sales mgr. KMOX, St. Louis . . . Nick

Pagliara, v.p. in charge of sales,

KADY. St. Charles. Mo. ... Joe

Moffatt, news director. Ed Thomas,
assistant news director and Sid

Shaw, neyvs staff of WSLS, Roanoke

. . . Ed Winton, assistant to the

president and chairman of the board,

Connie B. Gav Enterprises, Washing-

ton. D. C. . . . Cal Perley. \ ice presi-

dent in charge of all Kenyon Brown

radio stations . . . Kelly Wofford.

mgr.. KITE. San Antonio. Texas . . .

Robert F. Nims, mgr.. WNEB, Wor-

cester, Mass. . . . Earl F. Reilly. Jr..

mgr., KING. Seattle. Wash.

TV STATIONS

During 1958. I.D.'s accounted

for 11.1% of the total dollars

spent in spot tv. according to

TvB figures.

The amount: $56,825 million out

of $511.77 million spent in spot t\

during 1958.

The comparison

:

# COMPANIES

SPENDING I.D.

OVER BILL- 1\-

YEAR $50,000 (NGS I REAS1

1956 155 $46,806,000

1957 159 18,856,000 1.1',

L958 189 56,825,000 \ lo..V,

WSFA-TY. Montgomery, Via.,

has been sold by WKY Tele-

vision System. Inc.. for 82. 5 mil-

lion to tbe Broadcasting Com-
pany of the South.

The BCS also operates WIS-TV,
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Columbia. S. C. and WIST, Char-

lotte. G. Richard Shafto as executive

v.p. executed the contract for BCS.

Carter Hardwick continues as general

manager for WSFA-TV.

Insurance companies are upping
their tv budgets at a greater rate

than the average for other classi-

fications in tv, according to TvB.
The figures, for the first five

months. 1959:

• In network tv, gross time expen-

ditures for insurance companies to-

taled $4.5 million—an increase of

48 '( over the like period last year.

• In spot tv, gross time expendi-

tures were $786.000—a 22% increase

over the first quarter 1958.

Leading spot advertisers included

Associated Hospital Service & United

Medical Service, National Assn. of

Insurance Agents, Equitable Life. Mu-
tual of Omaha. State Farm Mutual

Auto Ins. and National Life & Acci-

dent Ins. Co.

Prudential was the leading network

tv insurance company, with gross

billings at $1.6 million, followed by

Mutual of Omaha with billings at

$1 million.

Ray Ellingsen

HOTOGRAPHY

can give

your

photographic needs

the kind of

attention

you like

. . . backed by

experience

and artistry!

Simply call

DEIaware 7-7249

or wrife to

12 E. Grand Ave.

Chicago

NAB's Tv Information Commit-
tee expects its newly-created Tv
Information Organization staffed

and operated by 1 October.
I TIO is being formed to conduct

an industrywide campaign ballyhoo-

ing tv's contribution to American
life.)

At its meeting in New York last

week, the Committee:

• Received contributions from the

tv networks totaling $195,000 for the

first year's operation. The individual

breakdown: ABC, $45,000; CBS,
$75,000 and NBC, $75,000.

• Set up three subcommittees

—

program, structure and personnel.

• Approved sending pledge forms
to tv stations asking annual contribu-

tions of four-times a station's highest

quarter-hour rates to become spon-

sors of TIO.

Members of the pro tern Commit-
tee at the meeting included: Clair Mc-
Collough. Steinman Stations; C.

Wrede Petersmeyer, Corinthian: Wil-

lard Walbridge, KTRK-TV. Houston;

John Hayes, Washington Post Broad-

cast Division; Michael Foster, ABC;
Charles Steinberg, CBS and Kenneth
Bilbv, NBC.

Programing notes: KTTV, Los

Angeles, debuted what it terms "a

unique show" last week. Dubbed
Cavalcade of Spots, the show is made
up of the best and most creative an-

nouncements from England, Italy,

France. Belgium. Japan and the U.S.

. . . KFMB-TV, San Diego, has

joined the local specials parade via its

one-hour prime time spectacular the

other week. The show starred Andre
Previn in a one-man tv routine.

Thisa V data: WVEC-TV, uhf'er

in Norfolk, Va., has been awarded the

grant for vhf Channel 13 in that mar-

ket .. . Beginning this fall, KMSP-
TV, Minneapolis-St. Paul, will carry

four one-half hour ABC TV p.m.

shows . . . Kudo: WNEM-TV, Flint,

Mich., cited by the Mayor of Bay

City for its The Seachest children's

program.

Strictly personnel: William Zim-

merman, to local sales manager,

WTVN-TV, Columbus. 0. . . . Mi-

chael Cary, to director of continuity,

WNTA-TV-AM-FM, Newark, N. J.

. . . James Henneberry, director of

promotion, KPLR-TV, St. Louis.

REPRESENTATIVES

Edwin Medcalfe, v.p. in charge
of Weed Tv Corp.'s West Coast
offices, moves to New York next
week as the newly-created na-

tional sales manager.
His position: directing sales in

nine Weed offices and assisting in the

formulation of plans and policy in

Weed's research, marketing and man-

agement services department.

Rep appointments: KHFI, Austin,

to Good Music Broadcasters, New
York . . . KZIX, Ft. Collins, to

B-N-B, Inc., Time Sales as West

Coast reps.

On the personnel front : Larry

Gentile, general manager of the new

Detroit office of Forjoe & Co. . . .

Mark Hanlon, to Ohio Stations

Reps in Cleveland as assistant general

manager . . . John Francis, to the

sales department of CBS Radio Spot

Sales . . . Forrester Johnson, ac-

count exec, PGW, Hollywood. ^

SPONSOR ASKS
(Continued from page 47)

creative purpose. No good visual

effect is merely photographic. That

is why art directors go to such tre-

mendous effort to achieve unusual

effects.

And I doubt very much if any ad-

vertising agency is willing to sacrifice

the creative theme of its advertising

to satisfy the financial end.

Eventually both of these ends will

be achieved, and I feel that they will

be achieved when the best combined

qualities of film and video tape are

merged for the ultimate in visual

creation.

William Miesegaes, pres., Transfilm

Inc., New York

The only "conflict" between film

and tape exists in the minds of those

who may not fully understand the

techniques and functions of each

medium. They presuppose that be-

cause both systems record visual im-

ages they are completely interchange-

able. Today, this is not true. How-

ever, when tape production techniques

are more highly developed a greater

degree of interchangeability will exist.
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Tape offers decided advantages

over film in the recording of live tele-

casts for delayed or repeat broad-

casts. But, as a substitute for com-

mercials ordinarily destined for film,

tape must contend with other factors

which might preclude its use or, at

the very least, bring tape costs and

production time up to those of film.

Tape and film

ivill be used

side-by-side

as need

dictates

Two important differences in cur-

rent tape and film production tech-

niques exist in lighting and direction.

With tape, using multiple tv cameras

to shoot a commercial in a continuous

run-through necessitates "flat" light-

ing, which permits minimal control.

I All too often this lighting is very

cruel to actors. I Continuous run-

through also limits direction and puts

a greater burden on the performers.

The proponents of tape frequently

praise this lack of detailed direction

for the "spontaneity" it offers. This

in a single telecast, like a live com-

mercial, can be appealing. However,

I cannot see the logic in repeated air-

ings of "spontaneous'" actions, as

spontaneity and repetition are psycho-

logically antipathetic. Further, the

client must approve his commercial

"Johnny-on-the-spot.'"

Motion pictures, on the other hand,

are shot scene-by-scene permitting

maximum lighting control and direc-

tion. Image "modeling"—the place-

ment of dimensional lighting—shows
off both actor and product at their

very best.

Under the current system of pro-

duction tape is quick and perhaps less

expensive than film. Relatively

speaking (hours vs. days!, speed has
rarely been a factor in the making of

commercials. It is highly doubtful

that economy alone will rule agencv
thinking. The investment in tv com-
mercials is. h\ far. the least of the

charges involved in tv advertising

r. . yet it is certainly the most im-

portant.

But. handled like film, i.e., scene-

by-scene lighting and single camera
shooting, the quality of the tape im-

age can he excellent, and the story-

telling greatly sharpened by maxi-

mum direction. This method, how-

ever, must bring the cost and time

element of tape production into line

with film.

Another important consideration is

the traffic in a saturation tv spot cam-

paign. Even if quantity dupes of the

original taped commercial could be

reproduced at reasonable cost and
played by every tv station, the bulk

alone of a tape shipment would be

overwhelming and the costs prohibi-

tive. A one-minute I Omm film print

can practically be mailed in an enve-

lope. Kinescopes would seem to be

the only answer. But. wh. use tape

in the first place if kines will ulti-

mately be used?

The answer here may well be that

both film and tape will be used side-

by-side as the need dictates. And, as

I believe that the production tech-

niques for tape ultimatelv will be

similar to film, it will be the experi-

enced film-maker who will be respon-

sible for producing it. ^

Ask +he man wHo gefc
9t0(Jf^

• . • anywhere!

WDBJ-TV covers 53 coun-
ties . . . where there are over
400,000 television homes,
$2 billion in retail sales. You
can buy into this rich market
economically and effectively,

for WDBJ-TV furnishes highly
rated shows at comparatively
low cost to you.

For example, WEATHER
SPECIAL and LATE
EDITION at 11:00 PM

nightly delivers viewers for

$1.14 per M on a 5 Plan; 90
cents on a 10 Plan.* This
receptive audience is almost
totally adult. Powerful sales-

producing merchandising
support provided, too!

It will pay you to take a
closer look at WEATHER
SPECIAL and LATE
EDITION and other "best
buys" offered by WDBJ-TV.

'all cpmj bated on March, 1959 NSl

ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES

Maximum Power

CHANNEL
Maximum Height

ROANOKE, VIRGINIA

7
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I inform, interpret, analyze, advise, question, compliment and

complain. I am the heartbeat of your industry.

As my issues tick by, I record the pulsations of your industry

—

its strengths and weaknesses, its triumphs and failures, its hopes and

regrets.

I live to serve. I live to serve your industry that is also mine.

My sense of service means many things. More than just words-

in-print to keep you posted, my sense of service also means projecting

the significant facets of our kaleidoscopic industry in sharpest focus

for all to see.

It means fighting for industry advances, sometimes in the face

of bitter opposition.

It means providing you with fact-and-figure tools to help you

do your job better.

It means painting a positive picture of our industry, a picture

so plausible that even the most carping critic cannot deny its validity.

It means adding moral stature to our industry whether the issue

be Code compliance, rates, or ratings. It means a personal code of

conduct that permits me, with clean hands, to urge highest standards

on our industry.

I am the heartbeat of our industry. As you can see, I am also

its conscience.

How well I do my job only you are qualified to judge.

I am proud to be your trade paper. I promise to serve you in

every way at my disposal.

I am SPONSOR.

How well SPONSOR does its job is partially

revealed by agency-advertiser surveys of

reading preferences. We'll be happy to send

you summaries of the two latest.



• SPRINGFIELD
• DECATUR
• CHAMPAIGN-URBANA

"When* Mid Am&uca
Jdiuel and fcuyl . .

.

"

TV CO-OP
{Continued from page 43)

Allow-
ance

Other
Films material

Allow- Other
ance Films material

IMPACT!
mi

SHARE OF AUDIENCE
IN A COMPETITIVE,

3-STATION MARKET*
More audience than all other El
Paso stations combined! That's
what the latest ARB gives KROD-
TV ('February 1959.) And that's
why KROD-TV is the "must" buy
to reach the vast West Texas-South-
ern New Mexico market.

xRoj>-!nr
EL PASO, TEXAS

Dorronce D. Roderick, Pres.

Vol Lawrence, V.-Pres. and Gen. Mgr.

REPRESENTED NATIONALLY BY THE BRANHAM COMPANY
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Proctor Elec.

Regina Corp.

Geo. D. Roper Sales

Roto-Broil

Scoville Mfg.

Hamilton-Beach Div.

Sunbeam

Tappan

Waring Prod.

Westinghouse Elec.

Major Appliance Div. *

Whirlpool

Auto Accessories & Equipment

Armstrong Rubber

Arvin Ind.

Clifton Mfg.

Commercial Solvents

Dayton Rubber

DuPont

Organic Chem. Dept.

Firestone Tire & Rubber

B. F. Goodrich

Gould-National Batteries

Gulf Oil

Lee Tire & Rubber

Midas, Inc.

Mohawk Rubber

Seiberling Rubber

U.S. Rubber—Tires Div.

Automotive

American Motors

Chrysler

Chrysler Div.

Dodge Div.

DeSoto Div.

Ford Motor

Ford Div.

M-E-L Div.

General Motors

Spartan Aircraft

Mobile Homes Div.

World-Wide Auto.

Beer-Wine-Ale

Ballantine

Carling

Falstaff

M. K. Goetz

National

Peter Hand * * *

Miller

West End
*

Building & Construct. Materials

Acme Steel

Geneva Kitchens

American Houses

Anderson Corp.

Butler Mfg.

Johns-Manville Sales

Jones & Brown

Miller Metal Prod.

Beautycraft Kitchens

National Gypsum

Asbestos Prod.

National Homes

Republic Steel Kitchens *

Republic Steel Corp.

Truscon Div.

F. C. Russell

Storm Windows of Alum.

U.S. Plywood

U.S. Steel Homes

Confections & Soft Drinks

E. J. Brach

Chunky Choc.

Coca-Cola

Cott Beverage

Dr. Pepper

Charles E. Hires

Hollywood Brands

Royal Crown Cola

Pepsi-Cola

Seven-Up

Squirt

Drugs & Remedies

Beltone Hearing Aid

Block Drug

Bristol-Myers

Products Div.

Campana Sales

Carlay Co. Div.

Dictograph Prod.

Acousticon Div.

Grove Labs., Inc.

McKesson & Robbins

McKesson Labs. Div.

Rexall Drug

S.S.S. Co.

Warner Lambert Pharm.

Co., Family Prod. Div.

Zenith Radio

Hearing Aid Div.

Food Products

America:) Kitchen

Armour

Atlantis Sales
*

Atmore & Son

Blue Plate Foods,

Bowman Biscuit

Breast-O-Chicken Tuna

Brooks Foods

Burnham & Morrill Co.

California Packing

Chicken of the Sea

College Inn

Gerber

Baby Foods Div.

Glidden Co.

Durkee Foods

Green Giant

Hawaiian Pineapple

H. J. Heinz

Marketing Div.

International Milling

Junket Brand

Kitchens of Sara Lee

{Please turn to page 74)
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What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
25 JULY 1959 The difficulty in getting even a Lar Daly repealer moving in Congress illu--

copyright 1959 trates the jitteriness with which legislators approach the equal-time question

—

sponsor so important in their own political lives.

publications inc. Take what happened in the House Commerce Committee this week: It had been slated

to act on the question the first of the week hut disagreements forced a postponement.

The bill it has under consideration was more restricted than the one approved by the

Senate Commerce Committee, which shied away from large scale changes in Sec. 315 but

did exempt straight newscasts, panel discussions, news documentaries and panel shows.

As for the House committee it seemed inclined to steer clear on including panel shows

and documentaries. Some wanted to narrow7 the measure still farther.

FCC commissioner Rohert E. Lee has made an eloquent plea for the moving
of all tv to uhf.

He predicts outright that the current FCC negotiations with the military for more

vhf space will end in failure, and says the only way to secure enough channels for all of the

stations of the future is to move to uhf right now.

Meanwhile, the FCC majority was moving right along in adding new vhf assignments.

In other words, in the opposite direction. Columbus, Ga., got one. The Commission started the

ball rolling toward adding new vhf channels to Montgomery or Birmingham, Ala., to Sacra-

mento, San Francisco, or Reno, Xev., and to either Fresno or Bakersfield, Cai.

Commission action on as many as 17 other major markets with fewer than

three vhf assignments was expected before the August recess.

The Lee dissent was delivered to the Senate Commerce Committee, which in the past

has called for consideration of a move of all tv to uhf. However, even here the Lee dissent

appeared to be falling on deaf ears, since many on the committee have cooled on uhf.

Rep. Oren Harris (D., Ark.), chairman of the House Legislative Oversight sub-

committee, told the House that the group continues to keep a sharp eye on broad-

casting, as administered by the FCC.

Meanwhile, the Senate Judiciary subcommittee under Sen. John Carroll I I).. Colo.) this

week started its own probe of Federal regulatory agencies. Carroll has hinted that his group

might eventually get into the juicy grounds already covered by Harris. The start promises to

deal with more technical matters, however.

Harris noted that his group is currently taken up more with speeding up the work of

the regulatory agencies and making them more efficient. But he made it clear that the prob-

ing eye remains on off-the-record approaches in contested cases, trafficking in li-

censes, mergers and "pay-offs" as between competing applicants.

The "Atlanta case"' has been closed: All stations whose licenses had been held

up because of alleged lack of programing balance had their licenses renewed with-

out hearings.

This leaves the whole question of FCC authority over programing still in the categor)

of "regulation by lifted eyebrow," to quote chairman Doerfer. None of the commission-

ers are quite sure whether this end of the case portends greater or less FCC attention to

station programing.
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Marketing tools, trends, news,

in syndication and commercials

FILM-SCOPE
Considering the causes for optimism and gloom facing syndication at mid-sum

mer, you might describe the field as invested with a split personality.

This schizoid condition stems from the fact that there are more and bigger syndication

spenders before but fewer places where they can spend their money.

Let's take the bright side first. The regional gates have opened wide and new advertisers

and distributors have entered the picture, creating such situations as these.

• NEW BUYERS: Carling with CBS Films' Phil Silvers in 63 markets and Lucky

Strike on a two-show spread, adding Ziv's That Man Dawson in 11 cities.

• NEW SELLERS: ITC's maiden syndication entry, Four Just Men, has five deals worth

$750,000: Schaefer beer, Standard Oil of Texas, the Crosley stations and the 40-station CBC
line-up. UA-TV is also making a syndication debut with The Vikings.

Another upbeat is repeat spending such as Budweiser's renewal on NTA's U. S. Marshall

and this flock of regionals on new shows: Falstaffs Coronado 9 (MCA), D-X Sunray's Grand

Jury (NTA), Ballantine's Shotgun Slade (MCA) and Lucky Strike's Lock-Up (Ziv).

But there's a debit side posing such possibilities as:

1) The newwork's recapturing more 7:30-11 p.m. option time.

2) Syndicators trimming production in anticipation of a time shortage.

3) On-the-fence spenders, as a consequence, shifting to announcements instead of pro

grams rather than face troubles of clearing and holding time slots.

70

Les Harris is leaving a v.p. post at CBS Films to become international manag
ing director of production for ITC.

With 6 years in production and management at CBS Films, Harris may help to solve this

ITC problem: How to produce tv film series in England and elsewhere abroad that will be

acceptable to network film buyers in the U. S.

One of the toughest problems facing established syndicated shows is the threat

of a forced time-period switch after the show has built up a good rating.

A study of April and June ARB reports in six major markets at 10:30 p.m. on Saturday

indicates a 45^ average dip in ratings for reshuffled shows compared to only a 6% sum-

mer slump for shows that remained in their time periods.

Note how in these three markets the average ARB went down from 25.1 to 13.8:

CITY SHOW OLD TIME SLOT NEW TIME SLOT

(April ARB) (June ARB)

St. Louis Death Valley Days 26.8 16.5

New York Sea Hunt 25.1 12.8

Philadelphia San Francisco Beat 23.4 12.1

Now, note how in these three other markets, where there were no schedule changes, the

average rating in June (21.3) was practically the same as April's (22.4) :

CITY SHOW

Pittsburgh State Trooper

Detroit Sea Hunt

Boston U. S. Marshall

APRIL ARB JUNE ARB

31.9 24.4

23.2 21.6

12.1 18.0

(Tn the chart at top, station changes resulted from network time recaptures.)
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FILM-SCOPE continued

It took ITC's Cannonball series on trucking adventures to bring about the first

major spending by a trucking company in tv.

The show was purchased by Garrett Freightlines of Salt Lake City on the seven markets

Skyline Network: KSL-TV, Salt Lake City; KBOI-TV, Boise; KID-TV, Idaho Falls; KLIX-T\

,

Twin Falls; KSLF-TV, Butte; KFBB-TV, Great Falls and KOOK-TV, Montana.

Garrett is one of a number of companies that normally do not use tv but have created

special budgets at one time or another for syndicated shows devoted to their particular indus-

try.

Syndication will have to rely increasingly on 7 p.m. time periods this fall since

there won't be more than five half-hours a week open after 7:30 p.m. in three-sta-

tion markets.

The five half-hours are: 7:30 p.m. and 10:30 p.m. on Thursdays on ABC stations, 7:30

p.m. Tuesdays on CBS affiliates and 10:30 p.m Sundays and Tuesdays on NBC outlets.

Feature film participation buyers can increase their reach by as much as 40'
<

to 80/^ with night-to-night rotation as compared to fixed position schedules.

According to a Nielsen study for WBBM-TV's Evening Performance, four week coverage

advanced from 21% to 29% for one-night a week exposure and from 25% to 45%
with two-night exposure under the new rotation method.

The syndicated documentary specials produced and sold by WPIX, New York,

are apparently proving that unusual programing will create its own market.

Automobiles, gasoline, banks, insurance, newspapers, homebuilders, foods and beers are

among the types of sponsors that bought The Russian Revolution and the Cold War in major

cities. (See Wrap-Up for details, p. 61.)

In addition to the prestige element for local advertisers, shows of this type with just a

single full-hour to buy don't involve the need for a year-round budget.

COMMERCIALS

Small and medium sized film producers in the commercials field are experi-

menting with new ways of using video-tape systems and are increasingly optimistic

on their role in tape.

A spokesman for the Film Producers Association in New York told FILM-SCOPE: "It's

the producer who'll find the right uses for video-tape in commercials. At the moment network

and studio tape facilities are being used mostly to record live commercials, and not to dis-

cover innate production possibilities."

FPA members have invested an estimated $1.5 million on tape equipment and experimen-

tation to date, but only three have their own facilities: Elliot. Unger & Elliot, Eilmwavs and

Termini.

Several tv commercials have reportedly been made on video-tape only to be

subsequently produced on film.

This has led to a crossfire of comment between two camps.

Sav the film men: Tape caul capture film's quality and creativity and its better to be

slow with film than sorry with tape.

Say the tape men: Tape is excellent for fast delivery for network schedules and there's no

reason why it can't be used as a rehearsal or testing device for a film commercial that will

get a long-range spot schedule.
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A round-up of trade talk,

trends and tips for admen

SPONSOR HEARS
25 JULY 1959 There's an exciting battle for power going on in one of the big drug companies.

copyright 1959 Spearheading one faction is the heir-apparent of a founder (who heads a division)

sponsor anc] a college roommate of his.

PUBLICATIONS INC.

NBC TV appears to be picking and choosing when it comes to putting out for

color.

Because of the economics of residual uses, the network has decided to limit the color

for Riverboat to three episodes. On the other hand, it will absorb the additional costs

for color of the Ford Tuesday night extravaganzas.

Several stations have found out recently that P&G is pretty sensitive about how its

name is used in promotion pieces listing it among the station's sponsors.

In the event P&G hasn't been on the station—or merely used it for a quick test schedule

—Cincinnati dashes off a letter to the station putting the record straight.

Tang has become the biggest seller for any single brand in the General Foods

family—even after changing its appeal-target in the middle of the battle.

The powdered drink found that if it was going to get anywhere, it would have to focus

its commercials on children—not adults.

Here's how Alcoa and Goodyear make sure that their alternate sponsorship on

NBC TV Monday nights never starts a hassle over who gets which script:

Their respective agencies

—

Y&R and F&S&R—hold story-outline meetings and

flip a coin for first choice.

The producer, Screen Gems, sits in between.

The penchant of McCann-Erickson's Marion Harper for suddenly and fre-

quently dashing off to all points of the globe is symbolized by this gag making the

rounds of Madison Avenue:

Some of his account men were having lunch when one of them asked:

"Have you seen Marion Harper lately?"

"He flew to Europe this morning," remarked another.

'-"**"-"'—-*;

Revlon"s plan to include Schick in at least three of its 90-minute shows is

bound to pose a touchy discount problem for CBS TV.

The question: Is Schick entitled to benefit from the discounts accruing to Revlon, since

the latter company owns but 20% of the Schick stock?

NBC TV not so long ago had a similar nut to crack in the case of Whirlpool, in

which RCA holds a 20 r
< interest.

The network's decision: not to include Whirlpool in any discounts granted RCA.
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ANOTHER WAY RCA SERVES

INDUSTRY THROUGH .

ELECTRONICS

Mow... pick an effect

from more than 150 possibilities!

Here's the ultimate in convenience
for selection and presentation of

program effects— the all new RCA
Special Effects System. Key cir-

cuitry for each effect is contained
in plug-in modules. Any ten effects

may be pre-selected—simply plug ten mod-
ules into the control panel. Each module has
illuminated symbol showing the effect it will

produce. Slide an effect out— slide another
in— it's just that easy. You get just the right

effect to add that extra SELL to your pro-

grams and commercials.

SIMPLIFIED CONTROL- Push-buttons put effects se-

lection at your fingertips. Push the buttons below the
illuminated symbol and you are ready to go "on-air."

Wipes and transitions are controlled by a standard
fader lever for simple foolproof operation.

UNLIMITED VARIETY—The complete complement of

154 special effects includes wipes, split-screens, pic-

ture insets, block, wedge, circular and multiple fre-

quency patterns. In addition, the system will accept a

keying signal from any camera source to produce a

limitless variety of effects— inset letters, drawings,
trademarks; self-keyed video insets, and traveling

mattes.

THE BEST EFFECTS WITH LESS EFFORT_Mix color

and black-and-white. Enjoy exceptionally clean tran-

sitions . .. the most exciting effects ever conceived!
And get them with the least amount of effort possible.

Ask your RCA Broadcast representative for complete information. Or write to RCA, Dept.

WD-26U, Building 15-1 , Camden, N. J. In Canada: RCA VICTOR Company Ltd., Montreal

RADIO CORPORATION ofAMERICA
'imMs) i

BROADCAST AND TELEVISION EQUIPMENT, CAMDEN, N. J.



J My Mommy-
Listens to KFWB

Use Pulse. Use Hooper. Use
Nielsen. All three rate KFWB
#1 in total audience in the
L.A. area. Buy KFWB . . . first

in Los Angeles. It's the thing

to do!

6419 Hollywood Blvd , Hollywood 28 / HO 3-5151

ROBERT M. PURCEIL, President and Gen Manajei
JAMES F. SIMONS. Gen Sales Manager

Represented nationally by JOHN BLAIR I CO.

m

1490 kc.

102.7 mc.

represented

by

Bernard

Howard & Co.,

Inc.

is the
most
effective

sales force

in the

CHICAGO

NEGRO

MARKET
with

Chicago's Greatest

Air Salesman

km <Jfl 1 H * 1 1*
P ^1 BILL

m*f HILL

TV CO-OP
{Continued from page 681

Allow- Other
ance Films material

Allow- Other
ance Films material

Same ownership as WDIA— Memphis

Kraft

Larsen Co. * *

Libby, McNeil & Libby

Mrs. Tucker's Shortening *

Pet Milk

Rath Packing

River Brand Rice Mills *

Skinner Mfg.
*

Star-Kist

Stokely-Van Camp *

United Biscuit

Keebler Biscuit Div.

Wilson & Co.
*

Footwear

Allen-Edmonds

Desco

Dunn & McCarthy

Freeman *

Gen. Shoe

Fortune Div.

Fortuner

Jarman

H. C. Godman

International Shoe

Friedman-Shelby

Peters Branch

Sundial

Winthrop

I. Miller

A. E. Nettleton

U.S. Rubber Co.

Footwear-Gen. Prod.

Furniture-Floor-Coverings-
Wallpaper-Fabrics

Berkline
*

Bigelow-Sanford Carpet

Birge Co.

Fieldcrest Mills

Harvard Mfg.

International Furniture

A & M Karagheusian

Kenmar Mfg.

Sandura

F. Schumacher

Waverly Fabrics Div. *

Scranton Lace

Sealy

Serta Assoc.

Simmons

Taylor Bedding

Trimble

Wunda Weve Carpet

Gasoline-Lubricants-Fuels

Bardahl International Oil

Cities Service Oil

Continental Oil

D-X Sunray Oil

General Petroleum

Humble Oil & Refining

Quaker St. Oil Refining *

Richfield Oil Co. of N.Y.

Shell Oil

Sinclair Refining
*

Socony Mobil Oil * *

South Penn Oil

Penzoil Div.
*

Standard Oil (Ind.) * *

Sun Oil

Texas Co. * *

Tidewater Oil
*

Hardware & Garden Supplies

Burgess Vibrocrafters * *

Clinton Engines Corp.

Chainsaw Div. * *

DeWalt

Fairbanks Morse * *

Outboard Marine

Lawn Boy Div. * *

Garfield Williamson * *

Magna Power Tool * *

Motor Wheel

Appliance Div.
*

John Oster Mfg.

Porter-Cable Machine
*

Whitney Seed *

Heating-Air Conditioning-
Plumbing

Amer. Radiator & Standard

Sanitary Corp.

Air Conditioning Div. *

Armstrong Furnace

Borg-Warner

York-Commercial Div. *

Carrier

Chattanooga Royal

Crane

Eureka-Williams Co.

Williams Div.

General Electric

Room Air Cond.

Lennox Industries

A. 0. Smith

Permaglas Div.

U.S. Air Conditioning * * *

Household Furnishings

Boonton Molding

Bridgeport Brass

Copperware Div.

Doeskin Products

Idealware

Kaiser Alum. & Chemical *

Kirsch Co.

Reynolds Metals

Wear-Ever Aluminum

Insurance

Mutual Benefit Health &

Accident Assoc.

Nationwide Ins.

State Farm Mutual

Auto Insurance Co.

Jewelry-Clocks-Silverware

Ansom

Benrus Watch

Bulova Watch

SPONSOR 25 july 1959
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ance Films material
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ance Films material

Columbia Diamond Rings

Elgin National Watch

General Electric

Clock & Timer Dept. *

lean R. Graef

Jruen Watch

Hamilton Watch

-lelbros Watch

acques Kreisier

Gorman M. Morris

>peidel

I Wallace

Miscellaneous

American Can

Jerlou Mfg.

ohn Dritz

Household Finance

Niagara Therapy Mfg.

toto-Rooter

Music & Entertainment

Columbia Pictures

Decca Records

Walt Disney Productions *

Hardman, Peck

Kranich & Bach

Pacific Mercury Electric

Thomas Organ Co.

Sohmer *

Universal Pictures

Warner Brothers Pictures *

Office Equipment & Supplies

iversharp

Joshua Meier

Paper Mate

Remington Rand

Royal McBee

I A. Sheaffer Pen

Swingline

White & Wychoff

Paints-Varnishes-Enamels

American Marietta

National Chemical & Mfg.

Luminall Paints Div. *

National Lead

National Gypsum

Paint Products Div.

O'Brien Corp.

Pittsburgh Plate Glass

Paint & Brush Div. * *

Valspar Corp. * *

Radio-Television-Electronics

Admiral * *

Altec Lansing

Bell Sound System

DeWald Radio Mfg.

Jensen Mfg. *

General Electric

Radio Receiver Dept. *

TV Receiver Dept.

Magnavox

Motorola

Olympic Radio & TV

Packard-Bell

Philco

Pilot Radio

RCA Victor

Victrola Div.

Stromberg-Carlson

Special Prod. Div.

Sylvania Elec.

Trav-ler Radio

Westinghouse Elec.

TV-Radio Div.

Zenith Radio Corp.

Radio-TV Div.

Soaps-Cleaners-Polishes

Adell Chemical

Armour

Household Soap Dept. *

B. T. Babbitt

Cellowax

Calgon

Clorox Co.

Colgate-Palmolive

LESTOIUS Dollar

Buys More on WKOW-TV
"Our saturation campaign is reinforced at the

retail level by the merchandising support given

us by WKOW-TV. Over fifty personal calls on

grocers, plus a sustained flow of information

through a merchandising letter

has kept all our retailers in-

formed of the sales support

they can expect. Stocks are

up, displays are up, shelf

space is up, and SALES are

up, thanks to the WKOW-TV's
splendid support."

Thomas F. Morissey

Sales Representative

Lestoil (Adell Chemical Co.)

"Thank you, Eleanor

Miller of Jackson Associ-

ates, for the opportunity to

demonstrate that your dol-

lar buys MORE on

WKOW-TV. And it SELLS
more, too!

:

Ben Hovel

General Manager
WKOW-TV

Li*JOil

WKOW
MADISON,WISCONSIN
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A SIGHT TO SEE!

KTLE
CHANNEL 6

..dafiDg^eu/^

TELEVISION STATION

BASIC NBC
REPRESENTED NATIONALLY BY

FORJOE & COMPANY
New York - Chicago - Los Angeles- Atlanta

Son Francisco - Philadelphia

CHECK (/and

DOUBLE CHECK£

WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS —ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.

Allow- Other
ance Films material

Allow- Other .(

ance Films material

Household Prod. Div. *

Corn Prod. Refining

Colgate-Palmolive

Toilet Articles Div.

Coty

Helene Curtis

Lentheric Div.

Products Div.

Eversharp

Max Factor

Pharm. & Spec. Div.

Gillette

Johnson & Johnson

Lehn & Fink

Dorothy Gray, Ltd.

Lehn & Fink Div.

Juliette Marglen

Pacquin

Remington Rand

Electric Shaver

Revlon

Andre Richard

North American

Philips Co.

Ronson

Warner Lambert

Pharm. Co.

Family Prod. Div.

Sporting & Hobby Goods

Arkansas Traveler Boats

Bell & Howell

Brunswick-Balke-Collender

Eastman Kodak

Enterprise Mfg.

Evans Prod.

General Analine & Film

Ansco Div.

Graflex

Internat'l Swimming Pool

Kiekhaefer

Lone Star Boat

Outboard Marine

Evinrude Div.

Johnson Div.

Picture Craft
*

Polaroid

Rawlings Sporting Goods

Toilet Requisites

Eliz. Arden Sales

A. S. R. Prod

Barbasol

Hazel Bishop

Chemway

Lady Esther Div.

Jacqueline Cochran

Toys & Games

American Character Doll

Amer. Metal Specialties

Effanbee Doll

A. C. Gilbert

Ideal Toy

Lionel

Mattel

Remco

Transogram

Dif Corp.

Glamorene

Gold Seal

Andrew Jergens

Lever Bros.

Soap Prod. Div.

Noxon

BBDO
{Continued from page 33)

board and the creative plans board

get together and co-ordinate their

individual efforts and the final plans

are submitted for "top-of-the-agency"

approval.

As for the new associate media

directors, any one of them can be

called for consultation on another ac-

count than his own.

"We don't put any BBDO brains

under a bushel basket just because we
have an organizational chart," says

Mike Donovan. Donovan, one of the

new associate media directors came

to BBDO from B&B about a month

ago, is a veteran mediaman and was

once broadcast media supervisor for

Mc-E.

'"The improvements in advertising

media," he told sponsor, "are reach-

ing a peak of sophistication.

"To give the client the planning in

depth which is necessary to keep up

with these improvements, the agency

of today must itself grow more and

more sophisticated."

One of the big areas of media im-

provements is in the development of

the media "market mix." The mar-

keting revolution that has been in

progress for years has been forcing

this upon media. Spot radio and tv

have demonstrated the importance of

flexibility to the modern ad campaign.

To meet the new marketing demands,

net radio has become as flexible as a

willow wand. "And network tv," says

Donovan, "is becoming more flexible

now." On the print side of the pic-

ture, national magazines are affording

market area mixes through split press

runs for different regions.

"To appreciate and take advantage

of this local market mix," says Dono-

van, "an agency has a growing need

for greater depth of planning."

The new re-organization of BBDO
media department is that agency's

answer to the challenge. W*\
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GENCY GUYS
Continued from page 39)

lides and nine cuts on two transcrip-

pns, to be rotated each with the

>ther for a total of II spots a week,

fessiree! Here's a good-sized order

ou can really get your teeth into. So

ou start out with your work sheets

ind rough drafts setting up a rota-

ion schedule. Oops! Two paragraphs

ater they reverse their field and give

ou a different rotation order than

ou started out with. But you're still

n a forgiving mood (after all, it is

14-a-week order I and gamely, if

lot cheerfully, you start over. Several

heets of workpaper later, you find

hi- gay little hand-written note:

"P.S. Have just discovered that we
lo not have sufficient slides to send

ill of those listed above. ..."

B\ now, grimly vowing never to

at another one of those (product)

is long as you live, you once again

tart your charts. Oh. yes, the next

lav we get a phone call delaying the

tart of the entire schedule and,

latu rally, shifting just a few spots.

6. Infernally Informal. Some
>f those cheery little informal notes

ire the ones that can throw you!

'"7 his does not involve any change

n schedule of any hind, just a new

el of films to feature our

oils when they are scheduled {cool

veather—35 to 40 degrees) on your

tation."

This, in a clime and season when
laily fluctuations in temperature were

;oing ten to twenty-five degrees on

{her side of these brackets. Subse-

)uent letters of instruction took away

Sen this slight leeway and pin-

jointed the breaking point at a very

lefinite 42 degrees. We don't sup-

oose it would surprise any of you to

viiou that film schedules are made up

wo to four days in advance of air

ime. Eisenhower didn't get this kind

A service for D-Day.

7. Let-George-Do-It Lethargy.
"During the week of April 26,

your local newspaper ivill be running

'in advertisement announcing the

— offer. This is scheduled to

nn ipril 30 but please recheck the

•leuspaper for a definite date. On the

lay this advertisement appears, please

use on all commercials, number
12-589 and 12-605."

Translated: The agency can't co-

irdinate their advertising campaign.

so let's put the monkey on the back

of the tv station.

Also in this classification is the

letter of "instructions" which merely

gives you a list of films, and then

asks vou "within 21 hours" to send

the agency a list of how you will

alternate the films and at what times

on what days they are scheduled.

Where were they when the schedule

was placed? Don't they know what

they bought for their client?

Besides these specific categories, we
are all too familiar with what is be-

coming commonplace: Instructions

received after the starting dale on the

schedule; as mam as five changes a

week on rotation schedules for one

account; requests to go down to the

express office over the weekend, wait

for films, then escort them to the sta-

tion and see that they are aired

promptly.

But the clincher was received the

other daj : \ii Mail and Special De-

livery came a beautifulK embossed

agency letterhead—perfectly blank.

Whatever it was supposed to be,

I'LL BET WE DID IT WKOMi! ^
YOU'RE ONLY

HALF-COVERED
IN NEBRASKA

IF YOU DON'T USE KOLN-TY!

.DODO
-Hoc*

This is Lincoln-Land — KOLN-TVs NCS
No. 3. Figures show percentages of TV ^™
homes reached weekly, day or night. I 3l3E

NO OMAHA STATION COVERS LINCOLN!

60

1 40

§30

E»

omtHi statioh -A-

HUM IT; no» i /*

ioi* rv •OMAHA suno« "<"

ARB I9SS 19S* 1957
Hi au

9~fte tye/yet if/eifiom
WKT.O TV — GRAND RADIOS KALAMAZOO
WKIO RADIO — ialama:00 BATHE CUB
WJEf RADIO— GRANO RAP10S
WJEF fM — GRAND RAPIDS KALAMAZOO
www — Cadillac. Michigan
KOlN TV — LINCOLN, NCIIA&KA

There are just two big, important TV
markets in Nebraska. One is in the ex-

treme Eastern part of the state. The other

is Lincoln-Land.

Lincoln-Land contains more than half

the buying power of the entire state, and

it's completely dominated by one TV sta-

tion — KOLN-TV! In the Eastern market,

no fewer than thrrc TV stations compete

for viewers' attention.

Avery-Knodel will give you all the facts

on KOLN-TV— Official Basic CHS Outlet

for South Central Nebraska and .Northern

Kansas.

K0LNTV
CHANNEL 10 • 316,000 WATTS • 1000-FT TOWIR

COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIO MARKET
Aitry Knodtl, Inc., txclutivt Nofionof >«pr«f«nfotiv*>
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TV
Advertising
A Handbook of Modern Practice

By ARTHUR BELLAIRE
Vice President, Batten, Barton, Durstine and Osborn

*"I hope all my sponsors - past,

present and future — will give it a

thoughtful reading."

Here are explicit directions on

how to create television advertising

from the basic theme to the fin-

ished product.

"I am very much impressed by

the amount of practical and meaty
information he has compressed
into this book and how clearly this

information has been organized."

—Otto Kleppner,
The Kleppner Company

$6.50 at your bookstore or from

HARPER & BROTHERS, N. Y. 16

78

Tv and radio

NEWSMAKERSI

James H. Moore, executive v.p. of Shen-

andoah Life Stations (WSLS-AM-FM-TV,

Roanoke, Va. ) , has been promoted to presi-

dent. Moore joined the station as man-

ager when WSLS was built in 1940. Prior

to that, he was with WLVA, Lynchburg, Va.,

for seven years, as announcer, program

director and later, assistant mgr. He began jn

his radio career in Charlotte, with WBT
and the Dixie Network. Moore attended Appalachian State Teachers (pi

College, Boone, N. C, and was a singer in radio for eight years,

Robert M. Prentice has been promoted to

the newly created position of marketing

services director of Lever Bros. He will

have staff responsibility for all promo-

tional activities of the company and will

continue to supervise the marketing in-

formation unit which he formerly headed.

Prentice joined Lever in 1956 as product

manager, later becoming manager of the

advertising policy department. Previously, he was with Compton,

Clifford, Steers & Shenfield Advertising and General Foods Co.

Allen Hundley is the new manager of the

John E. Pearson Co.'s Dallas office. He

comes from NTA, Inc. where he was field

representative out of Dallas. Previously he

was with the Katz Co., served as manager

of KNOE, Monroe and KDSX, Dennison.

He was also associated with WHOM, New
York and the sales promotion department

of- Mutual Broadcasting Co. Hundley is a

graduate of Louisiana State U. and Columbia U. He's married, the

father of four; a member of the Association of Broadcasting

Execs and the Variety Club of Texas. He replaces Ralph Widman.

Bergen F. Newell, account executive with

R. E. McCarthy & Associates, Tampa, has

authored a recently published book: Naked

Before My Captors. The novel, not about

advertising men, is concerned with post-

war, occupied Germany. Newell has been

with the Florida agency for the past three

years. His prior experience includes a

stint as national advertising manager for

two newspapers

—

The Idaho Daily Statesman and The Montgomery

Advertiser and Journal, and head of his own agency in Boise, Idaho.

1l

:.;
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How to put in a full day's work
... before breakfast

juaker Oats has to get its work

i before breakfast or it's too

ite. So Ad Director, Robert

lacdonald, developed a philos-

phy anyone can use—"Do it

low ! Do it yesterday ! But don't

iut it off until tomorrow!"

t's a formula that looks to the

uture and, for that reason,
ds very naturally into selling

nore than just product.

Develop a personality.

Ivlr. Macdonald feels that in-

corporating public interest
Inessages in product advertis-

ing is an excellent way to pre-

pare today for tomorrow.

I'lt helps develop a friendly,

likeable corporate personality,"

'he says. "And this is just as

important as building a favor-

able franchise for consumer
'product. A favorable corporate

image makes it easier to get

credit in financial circles, to

attract reliable personnel and
makes our own shareholders
and employees feel that their

company is unselfishly inter-

ested in the nation's welfare."

"And," adds Mr. Macdonald,
"do it now, or it will be more
difficult later."

What was done?
Mr. Macdonald asked his top
management to get behind the

Advertising Council ... to in-

corporate Council public serv-

ice projects in all advertising of
Quaker Oats products.

Figures from October '56

through January '59 show how
massive the program has been.
Newspaper circulation carrying
Quaker Oats ads in support of
Council causeswas 130,585,940;
magazine circulation, 244,713,-

016; home impressions on TV
and radio were 259,357,600 on
network programs alone.

You can benefit, too.

You can help your company
build a more favorable corpo-

rate image. Include Advertising

Council drop-ins in your regu-

lar advertising; use a Council
advertisement instead of"Com-
pliments of a Friend" in your
yearbook advertising; see that

Council campaign posters are

on bulletin boards in all your
offices and plants.

The advertising materials—re-

production proofs, newspaper
proofs and mats, posters, copy
for radio and TV spots, etc.

—

are free. The current campaigns
are:

Aid to Higher Education
Better Mental Health
Better Schools

Crusade for Freedom*
Forest Fire Prevention

'Red Cross*

Register, Contribute, Vote*

Religion in American Life

Religious Overseas Aid
Stop Accidents

United Fund Campaigns*
United Nations*
U. S. Savings Bonds
*Not year-round campaigns

For more information send in

the coupon below, or call the

Advertising Council branch
office nearest you. Branches in

Chicago, Los Angeles and
Washington, D. C.

|

THE ADVERTISING
25 West 45th Street,

1 New York 36, New

1 Please tell me ho

in with the Counc

COUNCIL,

York

w to tie

1.

INC.,

m
1 NAME

1 COMPANY

I ADDRESS

SPONSOR 25 july 1959 7"



SPONSOR

The meaning of specials

The most challenging, provocative and deeply significant

development of the current air media year is the great tidal

wave of special programs, scheduled to appear on the tv net-

works this fall.

Every thoughtful advertising man will want to examine

this unusual phenomenon and ask searching questions about

it. Why is it happening? What does it mean?

As reported in last week's sponsor, the 1959-60 tv season

will see well over 150 of these super-shows, each costing more

than $300,000 for a single performance.

Practically every kind of advertiser will be using specials

this year, and interest in this type of programing is so high

that many agencies are already negotiating for specials to

appear in the fall of 1960.

For the average tv viewer, the rush to specials probably

means a higher level of tv network entertainment than he has

ever known before. But to many agencies and advertisers

the trend represents a new approach to the tv medium.

A defeat for slide rules

Most notable aspect of the great rise of specials is the fact

that denotes a real defeat for the slide-rule boys, who see tv

merely in terms of circulations, ratings and costs-per- 1,000.

Specials cannot be justified on these terms. There are other,

more efficient methods of using tv, if you are looking only for

statistics, for cume audiences and low cpm's.

What specials supply to an advertiser is the priceless in-

gredient of excitement, the ability to stimulate enthusiasm

among salesmen and retailers, to fill distribution pipelines, to

create news and attention values for products and brands.

This excitement factor is, and always has been, a major

consideration in all sound advertising strategy. The current

rush to specials means, among other things, that tv is freeing

itself of old, myopic timebuying concepts and assuming a

larger role in over-all marketing.

THIS we fight FOR: Recognition that the

air media cannot exist simply on facts and fig-

ures. Challenging creativity is even more im-

portant in maintaining the health of radio/tv.

80

lO-SECOND SPOTS
Syndication: In New York, 11 ad-

men from six agencies and one inde-

pendent research firm have formed

The Ad Research Fund, dedicated to

making money in the stock market.

They are: Paul Klein and lerry

Sachs, DDB; Norm Petersell, OBM;
Marty Stern, JWT; Sol Katz, D&C;
Bernard Ober, John Grossman, Henry

Serval and Joe Benjamin, Esty; Man-

ny Mansfield, Mansfield Research. Ad
Research Fund has been operating for

about eight months; per capita profits

—81^ each.

Expose: Ever wonder what holds up

the line at a bank window? Here's an

eye-witness account by Jack O'Reilly,

of WPEN, Philadelphia: Man gives

teller paycheck, says, "Hold the

money; I want to make some de-

posits." Hands in Christmas club

book. Next, hands teller savings de-

posit slip incorrectly made out; fills

out another. Tries to make a deposit

in his vacation club without his book;

no luck. Decides he has over-deposited

in his savings and had better make

a withdrawal; another slip. Confused

teller finally hands out residue of pay-

check. Man pushes back five, asks

for five singles. Hands back one dol-

lar, asks for ten dimes. Comes up

with half dollar, gets two quarters.

Departs, probably looking for another

line in another bank.

Giveaway: Business card of Sam
Schneider, CBS Radio, Chicago:

GOOD FOR ONE FREE DRINK
at any bar, cafe, bus station, hotel

if accompanied by

SAM

Our busy FCC: The FCC uncovered

the reason for radio interference

down in Texas to be walkie-talkies

used by members of a military reserve

unit for unofficial purposes. One fel-

low covered a golf tournament with

his; another, who worked in a super

market, "walkie-talkied" the transfer

of groceries from the stockroom to

the store.

Versatile: When Seth Adams de-:

livered the Ford commercial at the

end of Wagon Train, my seven-year-

old son said, "Hey, Ma, he can drive

a car too!"—Mabel Renfro.
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If you're marketing drug products . .

.

In Oklahoma, 697c of all drug products are purchased in the WKY-TV coverage

area. It's not that our viewers are any less healthy—it's just that we have more

viewers. And they're more responsive. Guess you might say we're experts at

getting pocketbooks to open up and say 'AHHHHH."

1949-1959
•

CELEBRATING

10
YEARS

TELEVISION
SERVICE

TO
_OKLAHOMANS

\AI%CV TELEVISION
V OKLAHOMA CITY

NBC Channel 4
The WKY Television System, Inc.

WKY Radio, Oklahoma City

WTVT, Tampa • St. Petersburg, Fla.

WSFA-TV, Montgomery, Ala.
... V~i-



KMBC FILLS NEWS GAP
IN KANSAS CITY PRESS STRIKE

Acts Immediately and Vigorously ... Dynamic Difference <

KMBC News Service Wins Tremendous Public Acclain

Service Included 192 Weekly
KMBC Newscasts . . . 21,600
Twice-Daily Print-Bulletins in

America's 17th Market During
Ten Newspaperless Days

It was 8 p.m. Thursday, June 18, when
strike-vote decided Kansas City would
not have any daily newspaper on Friday.
KMBC immediately beefed up its expert
news staff. Its AM and TV newscasting
was expanded, starting Friday morn-
ing, to 192 full-scale newscasts per week.
Friday afternoon, 300 Yellow Cab signs
designed, printed and installed in six

hours!—told all Kansas City that KMBC
was the place to get news. Emergency
production of condensed news-bulletins
began flowing off KMBC mimeographs.

Taxis and messengers stood by to rush
each edition to hotels, restaurants, Ath-
letics' stadium, Starlight municipal the-
atre, civic club meetings—all free, all

eagerly grabbed by a grateful public

—

thirteen editions in eight days—21,600
daily print bulletins—proving again what
Kansas City knows: In news, in emer-
gencies, it is KMBC that SERVES.

Pre-planned and immediately effective
action by KMBC AM-TV in filling the
news void brought instant, enthusiastic
public response. It made possible complete
awareness of local, regional, national and
international events by everyone in the
huge coverage area of KMBC-TV, KMBC
and bonus-station KFRM which serves
all of Kansas. This was done without
disruption of regularly scheduled pro-
grams—KMBC AM and TV audiences
enjoyed all of their favorite TV shows,
all of the refreshing hours of the "Top
10,000 Tunes," just as they always do,
every day!

g! Popular feature of KMBC
news coverage during
press strike was special

teletype and facsimile

pictures set up in display

windows of large down-
town Kansas City depart-

ment store.

"Cab - casting", played
vital part. With only six

hours notice, taxi cards

were designed, printed

and in tailed on 300
Yellow Cabs to tell all

K. C. that KMBC was
news nerve center during

press strike.

Tn Kansas CitH ihe Swing is

"laude Dorsey (left), KMBC AM-TV news chief, and staff in KMBC newsroom just before

start of K.C. press strike. At strike's onset, KMBC immediately added personnel for emer-
gency's duration. Other news staffers shown: Pat Petree at news booth mike; Charles Groy
at phone, and Max Bicknell checking news service teletype.

News Chief Dorsey

In 20th Year at KMBC
KMBC AM-TV's crack news staff,

headed by veteran news chief Claude
Dorsey, this month marking his 20th year with
KMBC, has become noted for award-winning
radio-TV journalism. "It's lively coverage

—

getting there first with responsible, accurate
reporting," says Dorsey, "that leads to scoops.

This is why our scoops just seem to happen

—

without any need for hurried incompleteness,
inaccuracy or sensationalism."
To locally originated news programing has

recently been added a series of hour-long TV
documentaries examining in depth such his-

toric events as the Berlin crisis and the Rus-
sian Revolution.

Local news is supplemented by news of na-

tional and worldwide significance streaming
into KMBC AM-TV newsrooms at the rate of

250,000 words daily from United Press Inter-

national and Associated Press—plus films and
wirephotos—and by 16 daily network reports

and commentaries by such nationally famous
news figures as John Daly, Edward P. Mor-
gan, John W. Vandercook and Paul Harvey.
News is where you find it, and KMBC find's

it at home and throughout the world, reports

it promptly, accurately and frequently to an
avidly news-conscious audience of nearly four
million persons! Excellent news programing
and unmatched audience coverage in Amer-
ica's 17th largest market account for KMBC
AM-TV TOPularity . . . and for the terrific

sales results experienced by advertisers using
time within the KMBC news structure.

KMBC News Staff

Makes Scoops a Habit
During the November strike of Trans-World

Airlines machinists, the KMBC news staff's

diligence and reputation for responsible re-

porting enabled KMBC-KFRM to broadc
exclusive coverage of a secret meeting
union and TWA officials, to report it bef
the meeting even became known to ot

media, and subsequently to "scoop" all ot

media on the strike's conclusion.
Recent Cuban revolution was literally

forcefully "brought home" to KMBC AM-
audiences through exclusive pictures of
interviews with the head of Kansas Ci

own "26th of July" movement set up here

Fidel Castro to assume responsibility for
Kansas City Cuban consulate.

In January, KMBC AM-TV news staff g
the only complete coverage of the tense
ments before, during and after the en

gency belly-landing of TWA Constellatiot

nearby Olathe Naval Base. The coverage oi|

pied more than two hours of radio and
time and included personal interviews
ported over the only available open line

supplemented by on-scene photographs
telecasts.

Local Features Build Audien<
"Driver-Scope", a KMBC exclusive, rem|

rush-hour motorists of careless driving
ards, awards cash to observed careful drivl

renders a welcome service to KMBC listetf

on the move.
KMBC "Weather-Scope", by constant <|

tact with the U. S. Weather Bureau, br<f

casts up-to-the-minute news coverage ti

each hour—keeps its vast audience forewai[

of dangerous weather conditions, torr|

threats.
KMBC "Baseball Scoreboard", hourlyl

the half-hour, 1:30-11:30 p.m., gives ml
league baseball scores quickly, completj

keeps fans tuned to KMBC-AM.
Check your Peters - Griffin - WoodiM

"Colonel" now for full facts and sales-bof

ing availabilities on KMBC-KFRM
KMBC-TV news programs.

toKMBC-TV a
Kansas City's Most Popular and Most Powerful TV Station

and in Radio the Swing Is to

KMBC «4 Kansas City— KFRM fa the State of Kansas
with 10,000 Watts Power from Twin Transmitters

DON DAVIS, President
JOHN SCHILLING, Executive
GEORGE HIGGINS, Vice Pres.|

ED DENNIS, Vice President
MORI GREINER, Television Ml
DICK SMITH, Radio Manager

& Peters. G|
Woodwa
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RCA 5KW FM TRANSMITTER
TYPE BTF-5B

DESIGNED FOR MULTIPLEXING AND REMOTE CONTROL

THIS NEW FM TRANSMITTER is designed for

both conventional and multiplex operation.

Outstanding performance features such as, a

direct FM system, built-in remote control pro-

visions, screen voltage power output control,

and many others, make the BTF-5B today's

best FM transmitter buy.

ADEQUATE COVERAGE— Its 5000-watt power

output provides adequate coverage of a multi-

plex channel and improved coverage for conven-

tional operation. The high power level permits

the use of low-gain antennas to achieve a

high ERP.

UNIQUE EXCITER -New FM Exciter, Type
BTE-10B, uses "Direct FM" modulator cir-

cuits, thus fewer tubes are required. Automatic

frequency control system with frequency

detector prevents off frequency operation.

MULTIPLEX ACCESSORIES —Subcarrier gener-

ators for multiplex operation are available as

optional equipment. There is room inside the

new transmitter for mounting one of these

generators. Exciter and subcarrier generators

are also available as separate items for use with

existing FM transmitters.

BROADBAND ANTENNA— New antenna
designed to meet low VSWR requirements of

multiplex system is available, along with a

complete line of FM accessories.

For all your FM needs call your nearest RCA
Broadcast Representative or write to RCA,
Dept. FF-261, Budding 15-1, Camden, X. J.

IN CANADA:
RCA VICTOR Company Limited, Montreal

OUTSTANDING FEATURES OF THE BTF-5B

Designed for Remote Control

Direct FM System

Designed for Multiplexing

Fewer Tubes and Tuned Circuits

Built-in Oscilloscope for Easy Tuning

Choice of Colors

Matching Rack Available for Accessories

and Additional Subcarrier Generator

RADIO CORPORATION ofAMERICA

Tmk(s) ®

BROADCAST AND TELEVISION EQUIPMENT

CAMDEN, NEW JERSEY



A CBS Affiliate

10,000 Watts on 680 KC
Baltimore 13, Maryland

KEEP SALES
IN BALTIMORE
Schedule the PREFERRED
Radio Station . . .

To get the most from your radio dollar you must reach the adult

spending audience. That means WCBM in Baltimore . . . where

month after month surveys* show the greatest percentage of

adult radio listeners PREFER WCBM programming! Get all the

facts and you will see why agencies, too . . . PREFER WCBM

!

*Nielsen Adult Listenership Surveys

Peters, Griffin, Woodward, inc.

Exclusive National Representatives

July 1959



AIR MEDIA BASICS INDEX

H TIMEBUYING

BASICS
TIMEBUYING BASICS starts on page 9

INDEX TO TIMEBUYING BASICS is on page 11

What's in Timebuying Basics

Ratings Basics starts on page 14
This section on ratings provides easy-to-absorb information

for the beginner as well as the more advanced timebuyer. It

includes explanations of cume audience, share and other terms

Coverage Basics starts on page 20
This will give you a simple way to estimate distances of both

radio and tv signal coverage. The charts take into account

station power, frequency and terrain. Uhf map is also included

Timebuyer's Tools starts on page 24
Here is some handy material to make a timebuyer's life easier.

Includes a seldom-found chart showing sunset times by hours

so you can check what regions of the U.S are in darkness

Cost Basics starts on page 27
Want to get a quick idea of what a spot radio or tv campaign

will cost? Here are two estimators to do the job. Included

is material taking into account campaign length, discounts

Timebuying Tips starts on page 29
Eight tips on common timebuying problems are given here.

They cover such areas as total vs. metro station audience, sea-

sonal viewing patterns, audience composition and other problems

Audience Basics starts on page 31
Included in this section is an audience composition table

that will enable you to do some calculations not possible

with the usual audience composition data of rating services

1 ] RADIO

BASICS
RADIO BASICS starts on page 35

INDEX TO RADIO BASICS is on page 37

What's in Radio Basics

Listening Habits starts on page 38
Mostly in-home radio listening facts are listed in this part.

The audience is viewed from various angles: by hours of the

day, by seasons, by parts of the day, by local and N. Y. time

Out-of-Home Listening starts on page 44
The important extra of out-of-home listening is given separate

treatment. The emphasis here is how out-of-home listening

varies by seasons but other kinds of data are also available

Spot Radio's Cumulative Audience starts..page 52
Since cumulative audiences are the only real measure of radio's

audience, a special section is devoted to this category.

Bulk of the charts cover rate at which audiences accumulate

Spending and Costs starts on page 56
The basic facts about advertiser expenditures and rates are

collected here for the convenience of buyers and researchers.

Included is a listing of the top radio agencies in the business

Network Patterns is on page 62
Three items of interest to network buyers are charted in this

section. They include the popularity of various program lengths

among buyers, audience reach and the top network shows

Dimensions starts on page 64
By "dimensions" is meant the basic data on the number of

radio homes, radio stations, radio sets and where the sets

and homes are located. This is the broad view of the medium

Set Production is on page 68
Shown here is a picture of radio set production through the

years as well as the types of sets that are popular. The
figures generally testify to radio's strong hold in the U.S.

RADIO STATIONS AND REPS starts on.page 70
Here is a compilation of stations and their reps especially

tailored for the timebuyer who has to buy a lot of stations

in a hurry—and what timebuyer doesn't have to do that?

JL

'

TElEVISI0N

"
BASICS i

TELEVISION BASICS starts on page 93

INDEX TO TELEVISION BASICS is on page 95

What's in Television Basics

Viewing Habits starts on page 96
In addition to hour-by-hour viewing information, there's some

interesting quintile figures about tv's daytime and night-

time audience as well as detailed audience composition facts

Spending and Costs starts on page 106
Here are figures on tv spending through the years and how the

advertisers divide their money among network, spot and local

media. Also shown are spending by industries and top tv clients

Network Program Trends starts on page 116
A number of breakdowns compare audiences to the various show

categories. There are also facts and figures on network lineups

and trends on network program lengths and type of sponsorship

Color Tv starts on page 122
A summary of color tv's status is followed by a listing (as

complete as is practical) of stations equipped for color. Also

there's a listing of advertisers who have used color and how

AIR MEDIA BASICS



66

about "THE
CRITICAL
YEARS"

BARTELL FAMILY RADIO

NOW IN ITS 13th YEAR

. . , the mark of Professionalism

AND SOON SERVING OVER

TWENTY MILLION AMERICANS

IS PROUD TO PRESENT

Hon. RICHARD M. NIXON

Vice President

of the United States

"I want to. . .congratulate
. . . Bartell Family Radio

. . . this, in truth, represents
a very real public service".

99

A bold, razor-edged documentary on juvenile delinquency.

j Told by "Tommy", a seventeen-year old who reveals the twisted code

of America's misguided youth. His story — his personal crusade

toward good citizenship is breathtaking in its direct

simplicity. Already applauded by government

agencies and distinguished community

leaders, this will be the most widely

discussed broadcasting achievement of

1959. Another in the continuing series of

community services by Bartell Family Radio,

coast to coast.

Hon. EDMUND G. BROWN
Governor,

State of California

In the finest tradition Mp0N REQUEST _ fREE F0R BROADCASTING -

'Bro'adSiftinP^

6
FR°M DOCUMENTARY PRODUCTIONS DIVISION

OF BARTELL FAMILY RADIO

"The Critical Years"

"The Narcotics Story"

"The Mental Health Story"

0, P.O. BOX 1629, SAN DIEGO

i

BARTELL WOKY Milwaukee, KYA San Francisco, WAKE Atlanta, WYOE Birmingham, KCBQ San Diego,

WOV New York City (pending)

July 1959



Dimensions starts on page 128
These are the base figures of tv advertising—the saturation

of tv and where the homes are located. There's also other

data showing the rate of tv's growth and its current dimensions

Set Production is on page 131
Besides the basic set production figures (including a yearly

summary of the uhf picture), there are other useful data here

on sets, including an eye-opening chart on spending by the public

TV STATIONS AND REPS starts on page 132
Like the radio listing above, this station compilation is con-

fined to call letters and names of reps, arranged by state and

market for the timebuyer who doesn't have time on his hands

TV HOMES BY COUNTY starts on page 137
This is the updated county-by-county listing put out recently

by A. C. Nielsen with 1959 estimates of the number of homes

and the percent of homes having tv. A handy list to have around

J,m] FILM & TAPE

BASICS
FILM & TAPE BASICS starts on page 163

INDEX TO FILM & TAPE BASICS is on page 16S

What's in Film & Tape Basics

Syndication Basics starts on page 166
Contained here is real useful data on both time and program

costs for syndication in a number of the top tv markets. You

may also be interested in what the big syndication boys buy

Commercials Basics starts on page 168
Figures on commercial costs and a couple of handy tools are

given in this section. The latter include a brace of timing

charts for admen closely involved in commercial production

Tape Basics starts on page 171

The relatively new field of tape is highlighted here in terms of

tape coverage of the U.S. and a listing of tape shows now or

soon to be in syndication. Useful for both tyro and expert

Glossary starts on page 174
Of special interest here is a separate section on the new
language of tape. The film glossary covers not only production
terms but words used in the day-to-day routine of buying

JL] MARKETING

BASICS
MARKETING BASICS starts on page 179

INDEX TO MARKETING BASICS is on page 181

What's in Marketing Basics

"100 million more consumers in 20 years"
starts on page 182

Here's a brief article on what the coming U.S. population

explosion means to radio and tv. This is a fact of marketing
life seldom interpreted in terms of the broadcasting industry

Population Basics starts on page 186
Not only the current population picture but a Census-eye view

of what the future will bring. Other charts cover the Negro
market, trends in family size, age breakdowns and other data

Consumer Spending Basics starts on page 194
Detailed breakdowns on how much consumer spends on various

products are presented here. A fundamental group of figures

for the radio and tv man who wants to bone up on marketing

Retailing Basics starts on page 198
A knowledge of retailing is getting to be a must for the buyer

aiming at the executive level. Here are some key data on

spending by consumers and trends in the food and drug fields

5-CITY DIRECTORY
5-City Directory starts on.. page 205
sponsor's popular listing of the important addresses and phone

numbers in the advertising business is reproduced here to make Air

Media Basics even more useful. This is an updated version—brand

new as of July 1959 and published in advance of the regular booklet.

It includes not only advertisers, agencies and representatives, but

film distributors, research sources, music makers, promotion outfits

and even hotels and restaurants. You'll be referring to this daily

llllllllllllllllllllllllllllllllllllllllllllllllillllllllilllllllll^
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Hke watching ]J^J-TV
in FRESNO (California)

KMJ-TV is the big favorite of

Fresno housewives. In the weekday

hours between 8 a.m. and 5 p.m.,

KMJ-TV is the preferred station.

The latest ARB* shows KMJ-TV
first in 80 of 180 quarter-hours dur-

ing this period — a 46% greater

preference than the next station.

For daytime movies, KMJ-TV is

also first choice with Nancy Allan's

top-rated MGM Movie Matinee.

*ARB May 8-14, 1959

KMJ-TV . . .

first station in

The Billion-Dollar

Valley of the Bees

THE KATZ AGENCY. NATIONAL REPRESENTATIVE

July 1959



LAUGH THINK SCARE CKX

I

I IT TAKES ALL KINDS OF SHOWS... TO SELL ALL KINDS OF PRODUCTS..

AIR MEDIA BASICS



THRILL EXCITE MYSTIFY

M I

CALL KINDS OF PEOPLE...AND McCANN-ERICKSON TV COVERS THEM ALL'.

'

July 1959



WHEREVER THERE'S

USIC INC 589 FIFTH AVENUE, NEW YORK 17. N.V.

AIR MEDIA BASICS



IMEBUYING
BASICS

SECTIO

effectiveness

5 ""Hi UijC

•ebso^al sw*» Tools & Tips: //,, e is a

wanna*
Host.*H%

handy compendium of useJul

facts for the tv/radio bu ) er,

including easy-to-understand

charts on ratings, coverage,

spot costs and audience data

plus other material to male

the timebuyer's life easier

s 7;30 a.m.

*V



50,000 more watts
FOR YOTJNGPRESENTATIONKmF>AJit

I

LOS ANGELES announces

the appointment, effective
July 1, of ADAM YOUNG, INC.

as national representatives

Now the Adam Young man is 50,000 watts more

valuable to you when he comes calling ... or when you

call him about your Los Angeles marketing plans.

ADAM YOUNG INC.
Representing all that's modern and effective in radio today

NEW YORK
3 Bast 54th St.

New York 22. N.Y.

Plaza 1-4848

CHICAGO
Prudential Plaza

Chicago 1. III.

Michigan 2-6190

SAN FRANCISCO
Puss Bldg. (Rm. 1207)

San Francisco 4, Calif.

YUkon 6-6769

ST. LOUIS
317 No. Eleventh St.

St. Louis, Mo.
MAin 1-5020

DETROIT
2940 Book Bldg.

Detroit 26. Mich.

WOodward 3-6919

LOS ANGELES
6331 Hollywood Blvd.

Los Angeles 28. Calif.

HOIIywood 2-2289

ATLANTA
1182 W. Peachtree
Atlanta. Ga.

TRinity 3-2564

10 AIR MEDIA BASICS



n
TIMEBUYING

TIMEBUYING BASICS

INDEX

RATINGS BASICS
Explanations of cume audiences, duplication, cost-per-1,000 page 14

Difference between rating and share ; coverage and ratings page 15

How to figure out accuracy of rating; statistical error table page 16

How to understand Nielsen terminology; four examples presented., page 17

COVERAGE BASICS
The reach of good quality tv signals, vhf and uhf included page 20
How power, frequency, and terrain affects radio signals page 22
Where uhf stations are: a map shows their locations page 23

DMEBUYER'S TOOLS
What happens in 100 top markets during Daylight Saving Time page 24
How to figure renewal and expiration dates for ad campaigns page 25
How to know what part of the U.S. is in darkness; by hours page 26

ICOST BASICS
How to figure the cost of a spot radio campaign ; 150 markets page 27
How to figure the cost of a spot tv campaign ; 150 markets page 28

TIMEBUYING TIPS
First page covering group of eight tips on how to use ratings page 29
Second page covering group of eight tips on how to use ratings page 30

AUDIENCE BASICS
U.S. population according to Nielsen audience composition page 31
Examples of qualitative data available for network tv buyers page 32
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NOW...

»,

STORIES THAT

UNMASK

THE MEN
WHO RUN

ORGANIZED

CRIME!

An entirely

NEW KIND OF

LAW ENFORCEMENT

AGENCY . .

.

pledged to destroy

those who prey upon

the weak, helpless,

ignorant and poor!



But don't tell me
run this puln>:|force!

ZIV /""\r^Jli

—

\f

as Col. Frank Dawson
hief of Law Enforceme
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iI TIMEBUYING i

RATINGS BASICS

How to understand the cumulative audience concept

Illustration of four-week cumulative audience

This Nielsen chart shows an example of a

program which reaches three out of 10 homes (30

rating) each week ior four weeks. A total of six

out of 10 different homes tunes the show at one

time or another during this period. Thus, the

cumulative audience is 60%. Gross rating points

(not the same thing) total 120 in this case (30

rating times four). The number of times each

home tunes during four weeks varies from one to

three times but the average episodes comes to two

X Homes Reached

HOME A

e

c

E

F

6

H

I

Wee*

I

30%

Week

2

30

WecK

3

2

,i
Telecosn viewed \ . n
per home reached / lu

30

i

30

10

WeeK Cumulative

4 Audience

4 wife.

60

I

No times viewed

I

I

2

3

2

3

2.0

Illlllllllllllllllllill :i!,;:N!!!:lt!!!ll!ll!lllll!!l!lll!!!lllll!!!!lllll!lllli!l!!ll!!llllllll!!ll!llllll!llll!iii!m^

How to calculate cost-per-1,000 homes for a commercial

Computation of cost-per-1,000 commercial minutes for half-hour show

Three figures are needed to calculate

CPMHPCM: (1) cost of show and time, (2)

homes viewing during average minute—which

Nielsen calls average audience and (3) no. of

commercial minutes per telecast. Note last three

zeroes of homes total is dropped. This is to avoid

dividing by 1,000 later on. First, multiply homes

times no. of commercial minutes. This gives com-

mercial minute impressions total, or home com-

mercial minutes. Cost of show is divided by home

commercial minutes total (minus three zeroes)

PROGRAM DATA

COSTm TELECAST . . .$60,000

HOMES VIEWING DURING

AVG MINUTE COOO) . .

NO. COMMERCIAL

MINUTES P« TELECAST

8.000

HOMES
VIEWING

DURING

AVERAGE

MINUTE

(too)

8,000

COMPUTATION

H0MEC0MM1
MINUTES PER

TELECAST

COOOI

24,000"

"3 =

COST/ 1.000

COMMERCIAL
MINUTES

COST

MINUTES COOO)

Oft

$60,000

•24,000

OR

52.50

millllllllllllllll I1IIIIIII!IIIIIIII!I!IIIIIUIIIIIIIIIIIIIII Illlllllllllllllllllllllllll Illllllllllllllllllllllllllllllllllllllllllillllllllllllll Illlllllllllllllllllllllilllillllllllllllllllllllllllllllllll Illllllllllllllllllllllll Illlllllllllllll III! Illllillllllllll Illllllllllllllllllllllllllllllllllllllllll

Duplication analyses: what they are
Illllllllllllllllllllllll llllllllllllllllllllllllllllllllllllllllllilllM Illlllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

Typical duplication analyses—total U.S. radio homes basis

Duplication analyses are made by adver-

tisers to find out how much overlapping in audi-

ences he gets with two or more different media.

Two kinds are shown in the Nielsen chart at

right. Both represent audiences reached by one

advertiser in each case. Left side of the chart

shows client reaches 40.2% of U. S. radio homes

with tv and 7.6% of radio homes with radio. Half

of homes reached with radio are also reached by

tv. The combined reach of both media comes to

44.1%, which is an unduplicated homes total

RADIO and TV

TV RA0I0 COMBINED

20 th John Daly

Century Hem

•to homes An r,

REACHED 4UZ
{PER WEEK)

76

U D

441

36 5

J2_
11
20

TVml)

g tut)

90

t j ccutmrio* ormmnK wskaus otjiCHA$£Derok admr/sh

network and SPOT

network spot combined

programs" schedule

52

320

19.1

404

8.4

10.7

21.3

Spot only

network only

Illiilllliiiii /iiiiiiiiiniiiiiiiiiiiiiiiiiiiiiM
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Ratings basics

The difference between a rating and a share

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

Explanation of how a rating differs from share of audience

s

Part of a Katz Agency presentation to familiarize

salesmen with a fundamental bit of information on

ratings, the chart at left covers a single broadcast

period in which 1,000 homes were sampled. Pro-

gram A was seen (or heard) by 200 sample homes

or 20' f of the entire sample, Program i-

B" by 120

sample homes or 12% of the sample, etc. The rating

refers to a percent of the sample, while the share

refers to a percent of the homes watching I or listen-

ing). In this case 1,000 homes equals 100 f
« for

the purpose of calculating the rating, while 400

homes equals 1009? for purpose of figuring share.

lllllllllllllllllllllllllllllllillllllllllfflllllllllllllllllliiilllllllW llllllllllllllllllll

How program coverage affects ratings

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

How two network shows with same ratine can reach different-size audiences

HOME

Computation of program coverage

) 9 HOMES
A

8

c

e
F

G
H

r
j

1
2^

HOMiSABLETO
QECBVE POOGHAM

total us.
TV HOMES

) HOMES\l0»

PRoatAM cove*Ace-% = 90.0X

Y//////\ ABLE TO RECEIVE PROGRAM

| |

CANNOT RECEIVE PR06RAM

To show actual program popularity, Nielsen reports ratings

on Program Service Basis (PSB). This means the base

on which the rating is calculated covers only those homes

able to receive the program rather than entire U.S. Chart

Comparing ratings of programs with
different coverage

COMPARISON WITHOUT

COVERAGE OfTA
TOTAL US
TV HOMES = 100 100

BUTPR06MM COVRM$£
DlffSK MIIXIV

COMPARISON VSIHG

C0VERA6C DATA

360

240

907.

60%

c

400
•1.

HOMES REACHED

400

J
W06RAM A 8 A 8 A

i n
8

at r
i
jili t shows two hypothetical cases in which program " \

"

reaches 36% of U.S. homes and program "B" reaches 2

However program "B" is beamed to only 60% of U.S. tv

homes so its rating figures out as high as program "A."

llllllllllllllll!llillllll!ll!lllllllllllllllilllllllllll!H
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timebuying J Ratings basicsI TIMEBUYING J

How to figure out the accuracy of a radio or tv rating
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There are a number of ways to quote odds on the accuracy of a rating

RATINC

50

Statistical error for tv and radio ratings (at 95% probability level)

100

9.8

150

8.0

200 300

SAMPLE SIZE

400 500 800 1,000 2,000

7.0 5.6 4.9 4.4 3.4 3.1 2.2

5,000

1.4

10,000

1 2.0 1.6 1.4 1.1 1.0 0.9 0.7 0.6 0.4 0.3 0.2

2 2.8 2.3 2.0 1.6 1.4 1.2 1.0 0.9 0.6 0.4 0.3

5 4.3 3.5 3.0 2.5 2.2 1.9 1.5 1.4 0.9 0.6 0.4

10 6.0 4.9 4.2 3.4 2.9 2,6 2.1 1.9 1.3 0.8 0.6

20 7.9 6.4 5.6 4.5 3.9 3.5 2.7 2.5 1.8 1.1 0.8

30 9.0 7.4 6.4 5.1 4.5 4.0 3.1 2.8 2.0 1.3 0.9

40 9.6 7.8 6.8 5.5 4.7 4.2 3.4
'

3.0 2.2 1.3 0.9

1.0

Sampling homes to get a rating is something like shooting

dice or playing horses. You can quote odds. Unlike dice or

horse-racing, sampling (assuming its probability sampling)

gives you a choice of odds. The lower the adds the greater

the range of error you can figure on. The higher the odds the

less the range of error—or range of confidence, as some peo-

ple describe it.

At the top of the page are three examples of quoting odds

for a given rating, in this case, a 5. Take the "probable er-

ror" or even money example. This says, "the chances are

50-50 that if a sample of homes shows a rating of 5, a com-

plete count of the homes would show the actual rating to be

between 4.26 and 5.74 (plus or minus .74 rating points)."

Most tv and radio researchers prefer tougher odds—specifical-

ly the "2 standard errors" or 21-to-l odds—since they feel it

reduces the chance element (the dark area on the right side

of each box above) to a reasonable level.

The table above shows the confidence range for the 21-to-l

odds level. Each figure refers to a plus or minus the given

rating. Note that this plus or minus differs according to rat-

ing and sample size. (In the top chart, the confidence range

is for a sample of 400.) A rating of 60 has the same range

as a rating of 40; ratings of 70 and 30 also have identical

figures, etc. The table, of course, cannot take into account

errors due to poor sampling procedures, badly-designed ques-

tionnaires, dishonest interviewers, reluctant respondents, etc.

Top chart courtesy of the Katz Agency, table courtesy of John

Blair and Co.

!ill!llllllllllllll!!lllll!!!llllllilllllllllllllll!IIIIUIIIIII^
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timebuying J Ratings basics

How to understand some basic Nielsen terminology

Computation of homes using tv

«O0-»«/»w«

The Nielsen phrase, "homes using tv," show* the

percent or number of homes in the area measured tuned

in to all programs during a specific period of time. It is

commonly computed on an average minute basis. Chart

at right shows the computation for a 15-minute period.

Note how the varying home totals for each minute (at

bottom of chart) are averaged for the quarter-hour—in

tlii- case six homes. Since the hypothetical total homes

is 10, figure is 609c of total tv homes using television

k-6007.

3 34566667 7

S£T TXJNED OV

II miiiiiiiiii

Computation of total audience
tUlM

fKfnm Miivtt I 2 3 4 S 6 7 I 9 10 II 12 13 M IS nous

HOME * ;> ;• $ ^^8
I

nor IN PRO6MM COWERi Sf AB E4

E

^ m
f ^;>

?sS^^ IS% ?$ : ^^^6

N c $ ^ : ^v
I r
J :

^
-

HOMES WfWWS I

OR MORE

HOMES ABIE
|

TO RECEIVE |. 9

• PB06RAM

v NIQSEN

AUWEwfg

I \ Set rvrtett HfToenewtnf ertmrpnyrim

"Total audience" is a program rating. Note that

Nielsen excludes homes not able to receive the program

from the base on which the rating is calculated. Note

also that homes viewing less than six minutes are ex-

cluded from the total audience figure. This is done on

the theory that idle dial twirling will result in some

homes viewing the program for short periods—homes the

advertiser is really not interested in. Since nine homes

were able to tune the program and four did so, the TA
rating is 44.4% (and a very good rating, too). The ad-

vertiser can, if in- wishes, use the total tv home base, in

which case the total audience rating would be 40%

Computation of average audience

This is the identical situation represented in the total

audience chart. However, in calculating the average

audience (AA), homes viewing less than six minutes

are included. Like the homes-using-tv figure, this is an

average minute calculation, except that homes not in cov-

erage area are excluded in this particular measurement

kvgnm Minurt / 2 3 4 5 * ; 1 9 10 II 12 11 4 IS

HOME A

j

^fm^^m^ HOMES

B
! 1 i 1 I 1 i 1 1 1

PROGRAM

L11I11LLJ1II
AVERAGE

i
! ! 1

1

1

gn |

HOMES
»8uro
RECEIVE

PROGRAMr

s
NIELSEN

H 5&mm :

AVERAGE

I

tekkJ mm Minute

\-mi

M3H 2 2 3**444442222m Viewing progrtm

C3 Set Tuned 'Off or viewing other program

IllllllllillllllllllllllllllllllllilillllPI!l!lllll;l!lllllllllllllllllllllllllll^
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Relationship of average audience to total audience

For programs of different durations *

Pngram duration ISmm

NIELSEN TOrAL
AUDIENCE

30mm 60mm

125

NIELSEN AVWAGt"
AUDIENCE INOEI

105
110

I(X) 11)11 KM
'

In comparing the program popularity of shows of

different lengths, the average audience rather than the

total audience is used. The chart at left shows why. \n

hour show usually has a larger TA rating because it has

more time to attract an audience. Figures shown in the

chart represent average situations. In calculating homes

per commercial minute A V is used with the actual num-

ber of homes to indicate the likely audience to a COIT1

mercial in the show. Note \ \ i-- average for

fOK AXXUSC VTUATIIM

:'!
:!

;
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famous on the local scene

1 T\

IBG WSPD WJW WJBK
'elphia Toledo Cleveland Detroit

WAGA-TV WSPD -TV WJW-TV WJBK-T
Atlanta Toledo ^^Gleveland Detroit

I Sales Office: 625-Madison Ave., N.Y. 2i|'PLaza 1-3940 • 230 N. Michigai

cbTX



ret known throughout

the nation

The John Trumbull painting of the

committee appointed to draw up

the Declaration of Independence stands

as a symbol of the strength and

integrity of our forefathers. These

characteristics are the wonderful

heritage of Storcr Broadcasting, too.

Strong and respected in the

communities each Storer station serves,

a Storer station is synonymous with

broadcasting at its finest.

£

'
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L^J COVERAGE BASICS

The distances covered by good quality tv signals
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How vhf coverages compares with uhf

15,000 15.000
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VHF
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UHF
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UHF

Using material from Television Allocations Study Organization (TAS0),
AMST chart shows that low-band vhf stations get out twice as far as high-band

uhf outlets and cover, in terms of square miles, about five times as much territory
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news . .

.

with
interest

' 'For over a decade we have sponsored

the World News Roundup on WRC Radio.

The results have been most gratifying

and are convincing evidence

that 'The Sound of Quality' on WRC
creates the believability and prestige

which is so important in selling

our savings and loan services to prospective customers."

(signed) Edward Baltz, President,

Perpetual Building Association, Washington, D.C.

Further proof that the image of quality

for your products and services

is eniianced when you use

the "Sound of Quality" on

WRC NBC Owned

980 in Washington, D. C. Sold by NBC Spot Sales
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The reach of radio station signals (during the day)

iiiiiiiililiiiiiiiiiiliiiiiiiiiiiiiiiiiii!^

Radio station coverage in miles by power, frequency and ground conductivity
(0.5 millivolt contour only)

1500
Kilocycles
1000 550 1500

Kilocycles
1000 550

Ground
conductivity 250 watts 500 watts

Very poor 7 miles 10 miles 20 miles 9 miles 12 miles 23 miles

Fair 18 27 52 20 32 62

Excellent 43 63 99 50 77 122

1,000 watts 5,000 watts

Very poor 9 14 27 14 22 40

Fair 24 38 73 37 58 111

Excellent 60 92 143 90 140 225

10,000 watts 50,000 watts

Very poor 19 28 51 27 40 75

Fair 46 72 138 68 103 190

Excellent 112 170 270 150 220 340

Ground conductivity of radio station signals

iiiiiii:

22

How to read the numbers in the map above:

0.5-2 means very poor ground conductivity

4 means poor ground conductivity

8 means -fair ground conductivity

1 5 means good ground conductivity

30 means excellent ground conductivity

The reach of radio signals is determined primarily by power, position on the dial and ground conductivity. More power

means greater reach. Lower frequencies mean more reach than higher frequencies. Some types of land, particularly

flat, moist prairie land, help signals get more reach than other types of land. The 0.5 millivolt contour is the practical

limit to usable daytime reception, though, under certain circumstances, a 0.1 millivolt contour can be used as the "outer

ring" of signal coverage. With 30 meaning excellent ground conductivity, seawater conductivity is estimated at 5,000.

AIR MEDIA BASICS
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Uhf stations are concentrated in the northeastern U. S.
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This map was prepared for the Association of .Maximum Service Telecasters \<\ \. D. Ring & Associates, consulting radio

ergineers. "Critical distance'' is defined as the average distance out to which "service oi consistently good quality" ma) be

expected. This distance is in accordance with the findings of the T\ Allocations Stud) Organization, video industrj group
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TIMEBUYER'S TOOLS
The Daylight Saving Time picture in the top markets
|ll!lllllllllll!llllllll!lllllllll!!llll!fl!lllll!IIIIIM

How the top 100 metropolitan markets are affected by Daylight Saving Time changes

1
Market Winter
rank time

Summer
time

Hours
MARKET

behind
EDST

= 49 EST EDST Akron=
I 40 EST EDST Albany-Schenectady-Troy . __

1 51 EST EDST Allentown-Bethlehem-Easton

= 20 EST EST Atlanta 1—
== 86 EST EST Augusta 1=
= 83 PST PDST Bakersfield 3
=

12 EST EDST Baltimore=
33 CST CST Birmingham

M 6 EST EDST Boston

35 EST EDST Bridgeport-Stamford-Norwalk

1 60 CST CST Brownsville-Harlingen-McAllen

1 14 EST EDST Buffalo

73 EST EDST Canton

1 68 EST EST Charleston, W. Va.

1 99 EST EST Charlotte

80 EST EST Chattanooga

2 CST CDST Chicago

17 EST EST Cincinnati

1 11 EST EDST Cleveland

1 100 EST EST Columbus, Ga.

1 32 EST EST Columbus, Ohio

94 CST CST Corpus Christi _
21 CST CST Dallas

= 88 CST CDST Davenport-Rock Island-Moline 1

44 EST EST Dayton

1 26 MST MST Denver

92 CST CST Des Moines

5 EST EST Detroit

1 85 CST CDST Duluth-Superior

79 MST MST El Paso

98 EST EDST Erie

S 57 EST EDST Fall River-New Bedford

m 65 EST EST Flint

45 CST CST Fort Worth

m 70 PST PDST Fresno

I 66 EST EST Grand Rapids

1 72 EST EDST Harrisburg

M 30 EST EDST Hartford-New Britain

E 52 HST HST Honolulu

15 CST CST Houston

M 87 EST EST Huntington-Ashland _
M 31 EST EST Indianapolis

m 55 EST EST Jacksonville

m 78 EST EDST Johnstown

1 18 CST CST Kansas City

1 62 EST EST Knoxville

m 96 EST EDST Lancaster

97 CST CST Little Rock-North Little Rock

m 3 PST PDST Los Angeles-Long Beach _
m 28 CST CDST Louisville

1

1

Market Winter
rank time

Summer
time MARKET Hours

41 CST CST Memphis

25 EST EST Miami

16 CST CDST Milwaukee

13 CST CDST Minneapolis-St. Paul

82 CST CST Mobile

63 CST CST Nashville

34 EST EDST New Haven-Waterbury

22 CST CST New Orleans

1 EST EDST New York-N. E. New Jersey

43 EST EST Norfolk-Portsmouth

56 CST CST Oklahoma City

53 CST CST Omaha

81 CST CDST Pe

4 EST EDST Philadelphia

46 MST MST Phoenix

8 EST EDST Pittsburgh

23 PST PST Portland, Ore.

75 EST EDST Poughkeepsie-Newburgh-Beacon..

27 EST EDST Providence-Pawtucket

90 EST EDST Reading

61 EST EST Richmond

42 EST EDST Rochester ___

54 PST PDST Sacramento

67 MST MST Salt Lake City

36 CST CST San Antonio

29 PST PDST San Bernardino-Riverside-Ontario-

19 PST PDST San Diego

7 PST PDST San Francisco-Oakland

47 PST PDST San Jose .

93 EST EDST Scranton

24 PST PST Seattle

91 CST CST Shreveport

95 CST CDST South Bend

84 PST PST Spokane

48 EST EDST Springfield-Holyoke

9 CST CDST St. Louis

58 EST EDST Syracuse

76 PST PST Tacoma

37 EST EST Tampa-St. Petersburg

50 EST EST Toledo

89 EST EDST Trenton

74 CST CST Wichita

59 EST EDST Wilkes-Barre—Hazleton

69 EST EDST Wilmington

38 EST EDST Worcester

39 EST EDST Youngstown

g| 'SOURCE: NBC Spot Sales, market rank estimated by "Sales Management." 1958. information as of April 1959

fllllllllllllllllllllllltlllllllllllillllllllllllllllllllllllll

behind
EDST

2 1

2 m

71 CST CST Tulsa 2

77 EST EDST Utica-Rome

10 EST EDST Washington, D. C.

64 EST EDST Wheeling-Steubenville
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How to figure expiration and renewal dates fast
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CALENDAR FOR RAPID CALCULATION OF EXPIRATIONS, RENEWALS

STARTING DATE

1958 S M T W
Dec. 28 29 30 31

1959 "4 "

5
'

"$ 7

Jan. '$% 12 13 14

^Wl9"2<F21
25 26 27~28

J_ 2 3 4

8 9 10 11

T fT 2"S
8 9 10

15J617
22, 23 24

29, 30 31

5 6 7

EXPIRATION OR RENEWAL DATE
13 Weeks

1959 S M T W T F S

26 Weeks

1959
-
S

. ft IW'f'F S"

39 Weeks

T^'»2jar75rn
zs' 29 aa 1 2 3_

"1T6 7 '8 9 VoTT
12

,

13 14i 15TJM7 18
1,920 21 22 23 24 25
26 27 28 29 30 31 ~l}TTTTT 7
' ¥ 1

"11"
1

2

1TT4
TTrrrs'T9iar 2

J5~l4~S5~2€TT2
"W3i~r 2 jT4
j6 7 8, 9 10,1Tig
J3J4_15_16

"17 18 19

20,21 22 23 24 25 28
2728 29.30 ^F
im
4 5 6 7

;

8 9 1

,

11 1 2 13 14 IS 16 1

18 19 2021 ,22232
25 26 2728 29 30 31

-L-2JL 4 JL'6_2
,8, 910.11J2.13 14
15.-16 17,18 1,9,20 |t|
2223 24.25 26.27 M
29,30 1 2 3 4~a
„„6~7 8 9 10 11

1*
2

1314 15 16 17 18 111
20 21 22 23 24 2526]
2,7 28 29 30 31, 1 "Sj

3 4 S
,

6 J_ 8~9j

10.11 1,2,13 14 15 16;

t7.T 8 19 20 21, 22 2Jt
;

24 25 26 27 28.29 30
31 1 2 3

iim
4 5

7 8 9 10 1 1 1 2

1

J4. 15J6 17J8,19j
2|„ 22 ,2,3 24 25 26

28 29 J ljL.4,
A-l-JL 91SL11
UJ4JUL16JUJ8
20„„21 22, 23 24,25

2J.28 29;30 at 1

.,,,3, 4 ,,a 6 ,„„Z-a

lflLlULi.13Jbt.15

12 1 8
, 1$ 20 at 22

-Zi 25 .lft-??JBt29
;1 2 3, 4 J, 6_2
,j. 9 10,11 i&n W
15J6J7.1 8 J9_20 2J
2J,23 24 25 26. 27 28]

2Jt.,30 31 1_2. 3

J. 6 J 8 jjf 10

B 13W 15H 17M
3 24 251

1959 s m t vrrr
1^2 3 24 25 26!

27 28 29 30 "T
~T "ST" 7"T_9
"TrT2"Tf""i4"T"T 1

6

18 19 20 21g 23

13> 26~gT ZSTZTlO

~r 2T 4"T 6

nr 9TirriTTi3
1F16 17 18 19 20
22,23 "24" 25 26 27"

29 30~T 2~T 4

~¥ 7~r 9iri"i
T!ri4Trr6T?i8

1960 "25"2'1 22 23"5?25

Jan. 27 2 3"2~§ 30~gT 1

3 4_5 "6J7.
8"

10 11 12 13 14 15

17,18 1.9 20 2,1, 22

24,25 ££27 28 29

Ffb 3X 1_1 3_4 5

7 8 ,91OH 12

J4. 1 5
J6

"l
7J8 1

9

21,22 23 24,25 26

Mar. 28_29_! 2 3 4

JL 7JL 9 l°- n
13,14 IS,16 17 18

20,21 2223 24 25

ApR
- 27.28 2930 3J_ '

,„3 4_JJ 6__7 8

10 11 12 13,14 15

17, 18,1,9 20,2122
24, 25 26 27 28 29

JL 2Ul 4"T^
8 9 JO 1 1 12 1

3

"

15, 1 6 17J 8 19 20

22 23^,25 26 27

June 29 30 31 1 J2 3

_ - -JL 6_1 . 8_S_10
JL2J3JJJ 5,Jt6 17

___ ,1,9, 2QJtt2_2J28_2

4

July 26,27,28. 29 JQ 1

,1 4 S 6 7
J2.11 J2_13J4JL5
1718 19 20 21,22
24,25 26, 27 28 29

52 Weeks

1959 t M f w T F 5
Dec. 20*2! 22 2 3 U 2 5 2?
1960 27 28 29 30 3f 1 T
Jan. "'3'

4
""5"

6 7 8 '#

= Feb

Mar ,

Apr.

May

Mar. ""7

1

15 1 6 X7J 8

22 23 24 25

2IT"4

. 9 10 1

1

T5~161T18
g"23 24 25

Apr." 29 30 31 1

„S
M 6,,7 8

J2J3JL4 is

IS. 20H22
May 26 27 26,29

5

June

July

It 1 ;.l 3

.,,7 8 9 10

M

'

5 HI

'

7

" 21, 22 23„ 24

July 28 29 3JL 1

JL 6 X 8

12 13 14 15

If 20 21 .22

_J\UG. 26,27 28.29

,.
„2 3 ^4. 5

__aiojjLi2
16 17 18 19

21.24 25_26
Sept. 30 3 1 „

1„ 2

6. 7 ,8, 9

13 14 1516
20n,21 22 23

22,28 29 30

_Qcl JL 3^JL. 7

1.1.12 ta.14

i&ianui
SL26J2L28

Nov. 2|„ 2 ,3 4
~

9 10 1

1

8

JI5J6J7J8
-22 23 24.25

-Dec. 29
M,30_t

-5. 1 JL
LL4_[_

I 22.23
Jan. 28 29 30

12 1 3 14

19.20 21

26 27 28

JC 6 H
12 13 14

19 20 21,

26 27 28
2 3 „4r

_9.10 jy.

JJJ 7!!
23,24 25„

35LAJL
,7, 8 ,,9

14 1 5 1,6,

21...22 23

H-29 -M

11 12 I
18.19 2fi

2S-26 22.

-?_ 3 _4
,9,10 n
1,6,17 1,8

23_24 2S
y,3l j

-§. 7 -l
13L'4JS
20.21 22
2,?„28 29:

JL 4 Jl
ifiji ii
1,718 1,9,

24_25 26

.1. 2 JiA960
„,s„ 9 m -i*M

1SL16J1.
Z2-23JS*-

29_3QJil
n
s, 6 _2
12 13 \£
It 20 ^
26,27 28

Jl J JS.

i0_1 1 12^ Mar.

1Z.18 12.

24.25 26.

1

Aug

Sept

Oct.

Nov.

_D_ec ±

Fee

22 23

2930

,

5 6

12 13

19 20

26 27

,„3 J"

10, 1

1

17 18

2425
31 1

7 8

14 15

21 22

28 29

JL 6

12,13

19,20

26 27

,.2, 3

9}, 10

J&17
12.24

.Jfi_31

,„6 7

13.14
20_21

27.28

„,4 5

il'2
1,8 19

2526

_L 2

8 9

15, 1

6

29 30

JL 7

,|,3 14

2fiL

22L28
,3, 4

10., 1

1

,1,7, 1

8

24 25

|1 1

JL 8

1115
1122

Aug.

24 25 26 27 28 JjJ^e
3l' 1 2 3 '4:| July
"7 stioy

'

14 15 16J7lf
21, 22 23 24

2J5,

28 29 3 1 2
5 6 7 8~~f

,12 13 14 1518"

19 20 2,1 22 23,

26.27 28.29 30
2 3 4 5 ~6] Sept

_j^ro n_i2 13

i£

'

7 13L1 qH§,
23 24 25 26 27
30 1 J. 3 J
JL 8 110 U
U 1 5 1.6 1 7 ||
21.22 23.24 25
28 29 30 3

Oct.

Nov.

Dec.

1 960
Jan.

Feb.

„„4 5 ,6 7 8

11 12 1,3 14 IS'

18,19 20 21 22
2S

M
26 27 28 29

.'.

!.. 2 ,3, 4_S
8 9 10 1 1 12

15 16 1 7 18 19

22,23 24 25 26
29 30 1 2 ,3

,„
6 7 8 9 10

|3 14 .15 16,17

2^21 ,2^,23 2^
27., 28 29 30 31

JL 4 JL 6 JL
10 1 1 12 13 14
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To calculate expiration date: Under starting date, use the day of the hroadcast thai ends the first week's cycle of your

schedule. The date of final hroadcast will be the same day of the week, on the same horizontal line under 13, 26, 39 or 52 weeks

To calculate renewal date: Under starting date, use the day of the hroadcast that begin- the second week's cycle of Mmr
schedule. The renewal date will be the same day of the week, on the same horizontal line under either 13. 26. 39 or 52 weeks

The above calendai i- published courtesy of The Katz Agency, Inc.. New York (it\

^!l!!l!!lllli!lll!li!lill!!l!!lllll!!!H
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Timebuyer's tools

How network show buyers can figure out what part of the U. S.

is in darkness (or not in darkness) when their program is aired

Sunset lines by months of the year

r\ frr*-"-^ APR

JANUARY (r NOVEMBER

These NBC maps show what part of the country is

in darkness at the start of and during your network pro-

gram for each month of the year, based on New York

Standard Time. For example: If your program starts

at 8 p.m., N.Y.T., in April all stations to the east of the

8 p.m. line are in darkness. As the program progresses

the sunset line moves westward. During Daylight Saving

Time use the 7 p.m. line for your 8 o'clock program

Pfil
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"
COST BASICS

How to figure the cost of a spot radio campaign
piiiiiiiiiiiiiiiiiiiiiin

A. Cost per minute announcement for spot radio campaigns in 150 markets or less

No. of markets

(Based on a weekday schedule of 12 one-minute announcements per week lor 13 weeks)

Daytime Evening
Early morning-
late afternoon

. How to calculate spot radio costs for campaigns of various lengths

SPOT RADIO ESTIMATING FORMULA
(Based on one-minute announcement rates—100% =one-time daytime rate)

COST PER ANNOUNCEMENT

One-time rate

Daytime

1st 10 markets $ 697.56 $ 578.68 $ 501.68 $ 798.00

1st 20 markets 1,093.01 916.50 836.00 1,249.50

1st 30 markets 1,468.19 1,239.05 1,124.55 1.657.75

1st 40 markets 1,713.76 1,445.55 1,254.55 1,947.50

1st 50 markets 1,962.94 1,664.38 1,437.38 2,225.50

1st 60 markets 2,146.87 1,816.23 1,569.13 2,427.50

1st 70 markets 2,287.20 1,930.86 1,671.51 2,595.00

1st 80 markets 2,421.06 2,052.91 1,773.91 2,755.50

1st 90 markets 2,520.28 2,141.78 1,847.28 2,880.70

1st 100 markets 2,626.34 2,243.19 1,943.04 3,017.40

1st 110 markets 2,719.94 2,331.69 2,017.19 3,132.90

1st 120 markets 2,809.29 2,415.80 2,084.26 3,242.65

1st 130 markets 2,900.32 2,494.58 2,161.29 3,361.15

1st 140 markets 2,980.02 2,568.93 2,206.89 3,464.65

1st 150 markets 3,060.67 2,634.29 2,272.25 3,564.65

One-time rate

Daytime
100%

Early morning-late afternoon
111%

Evening

92%

1 2 anncts. per week

13 weeks 75% 88% 66%

26 weeks 71 83 62

39 weeks 70 82 62

52 weeks 69 80 60

24 anncts. per week

13 weeks 64% 78% 56%

26 weeks 62 75 54

39 weeks 02 75 54

52 weeks 61 73 53

:! m

The dollar figures above were put together by the Katz Agency.

Rates, from November 1958 SRDS, are based on the use of one

station in each market. The market list is ranked in order of the

largest daytime weekly circulation shown by NCS No. 2. Early

morning-late afternoon column is the average of rates between 7 &

9 a.m. and 4 & 6 p.m. Daytime refers to the rate in effect for most

hours between 6 and 11 p.m. Estimating formula shows percent-

ages for calculating 12- and 24-announcement campaigns of various

lengths compared with the one-time daytime rate (the right-hand

column in the top chart). In other words the one-time daytime

rate is used as an index of 100 and costs of other campaigns arc

shown in relation to it. Example: The top 10 markets cost $798

for 13 weeka of 12 one-minute announcements per market. \ '

announcement weekl) campaign al night for 52 weeks woul

'l that or $478.80. These figures cover minute announcements

only. Costs cover plans offered bj stations ex< 'hat run-of-

schedule and "fixed but preemptible" discounts are not counted in

prime time (except where t In > clearly applj to prime time).
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How to figure the cost of a spot tv campaign
fiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

Cost per announcement for spot tv campaigns in 150 markets or less

MARKETS

1st 10 Markets

1st 20 Markets

1st 30 Markets

1st 40 Markets

1st 50 Markets

1st 60 Markets

1st 70 Markets

1st 80 Markets

1st 90 Markets

1st 100 Markets

1st 110 Markets

1st 120 Markets

1st 130 Markets

1st 140 Markets

NIGHTTIME RATES
20-Second announcement

1 Time 260 Times

$ 8.180.00 $ 7,167.00

11,510.00 9,990.50

13,875.00 11,963.00

16,095.00 13,904.50

18,235.00 15,641.13

20,015.00 17,066.38

21,710.00 18,466.53

22,875.00 19,362.28

21,075.00 20,314.03

24,925.25 20,934.91

25,935.25 21,736.16

26,850.25 22,444.66

27,580.25 22,997.66

28,284.00 23,538.54

1st 150 Markets | 29,141.00 24,185.29

DAYTIME RATES
1 -Minute announcement

Maximum discount
1 Time including plans

$ 2,632.50 $ 1,199.99

3,762.50 1,654.79

4,747.50 2,174.89

5,582.50 2,671.39

6,385.00 3,075.49

7,075.00 3,390.89

7,712.00 3,704.59

8,162.00 3,969.47

8,642.00 4,252.85

9,049.10 4,474.34

9,468.10 4,710.51

9,878.10 4,934.37

10,255.10 5,162.72

10,598.35 5,362.83

10,974.35 5,574.93

LATE NICHT RATES
1 -Minute announcement

Maximum discount
1 Time including plans

$ 5,055.00 $ 2.862.50

6,560.00 3,782.65

7,680.00 4,432.50

8,630.00 4,953.50

9,545.50 5,469.10

10,325.50 5,910.85

10,988.50 6,276.40

11,518.50 6,573.40

11,998.50 6,851.78

12,415.50 7,084.85

12,932.00 7,371.89

13,374.50 7,648.33

13,751.50 7,876.68

14,119.75 8,097.46

14,520.75 8,325.06

tSa Formulas for estimating spot i\ budgets
Part of a regular survey of spot tv

costs by the Katz Agency, the dollar
FREQUENCY mscouNTS

figures at top are based on one station
13 Times 26 Times 52 Times 104 Times 156 Times 260 Times

per market. Highest rates per market Nighttime (20 sec.) 1% 3 % 6%% 8% 10 % 11%%
5%% 12 % 14% 16%% 18%%

WEEKLY PLANS
Average Discount From Open Rate—Daytime

Minute/20-second announcements

are used for the one-time figures along Daytime (minutes) 1%
with the discount prices on the same

station. Rates are per SRDS, March

1959. To calculate costs for more than

one announcement, two formulas are

shown below the dollar figures. The

frequency discount figures are based

on total units used within a contract

year, the weekly plan figures for units

used within a week. Shown at bottom

are ratios comparing daytime and late

night announcements with nighttime

announcements (index: 100) and com-

paring 20- and 10-second announce-

ments both night and day with min- Nighttime:

utes (index: 100).

Il!llllllllllllll!llllllllllll!ll!lllliilllillll!ilill!llli;i;ilillll!!ill!lliiiilllllllllliliillliy
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1 Week 13 Weeks 26 Weeks 52 Weeks

6 announcements per week 22 % 24%% 28 % 32 %
12 announcements per week 42 % 44 % 45%% 47%%

ID's

15 ID's per week 49%% 51 % 52%% 54 %

V^ Announcement cost ratios
Nighttime Daytime

Nighttime: 100% Minute: loiy; 100%
Daytime: 32 20-seconds 95 93

Late night: 36 10-seconds: 48 47
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TIMEBUYING TIPS

8 tips for timebuyers on the use of ratings information

1. Use total area ratings

instead of metro area

ratings.

ANALYSIS: In this chart, Station "A,"

with more coverage, gets bigger total

audience even though it gets a smaller

percent of homes in its area than Sta-

tion "B" is able to capture in its area

IllllinillllllllllllllUllllllllllllllllllllllllllllllli

Households reached in total station area 51,000

STATION "A" STATION "B"

Tv households in metro area 100,000 100,000

Metro area rating 20.0 25.0

Households reached in metro area 20,000 25,000

Tv households in total station area 300,000 200,000

Total station area rating 17.0 23.0

46,000

^iiiiii!iiii!iiii!!ii[iiii!i|[|iii!ii!iiii!!iiii!iiiii ,.^:ii: ,:ji: :.!;i: .ii: . .: ,:;.. ;i:i. :ii:i:: ..,,ii. .im .,h ; ,,: ii,:: .
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2. Don't buy on basis

of the rating points only,

Meet the coverage and
frequency objectives of

the campaign.

ANALYSIS: Schedule I is 10 partici-

pations in two daytime strips. Schedule

II is 5 participations in same strips plus

5 in late movie. Scattering buys results

in more coverage but less frequency per

home. Best buy depends on ad objectives

3. Make
audience

the product.

sure that

is right

the

for

ANALYSIS: Though female audience

is equal in size for all three shows, age

composition varies considerably. Quiz

show is best for client after older

women, comedy is right for client after

the household with the young housewife

4. Use current ratings

data for relative shares
of audience, but use the

estimates of sets-in-use

for the actual period of
the campaign.

ANALYSIS: By using older ratings,

buyer can judge correctly that 8 p.m.

spot will lose more audience from hot

weather drop-off, so that spot "B" is

really the better buy for an advertiser

SCHEDULE 1 SCHEDULE II

TOTAL RATING POINTS

1 week 82.0 78.0

4 weeks 328.0 312.0

CUMULATIVE AUDIENCE

1 week 25% 40%

4 weeks 40 (.0

Average frequency of exposure

per household reached 8.2 i.2

50 years and over 43.7 30.9 23.5

QUIZ
SHOW

VARIETY
SHOW

SITUATION
COMEDY

U.S. Rating 29.5 29.1 28.9

Women viewers per set 1.05 1.05 1 .03

RATINGS BY AGE OF HOUSEWIFE

16-34 years 18..i 29.8 35.7

35-49 years 28.1 2<).(, 30.3

^^.liiii:!..,,;!!:::' .. !..i!iii!i;::;; :. .;;::;:
. ...ih:!:

:"
..in
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Example: Buying in March, latest report from January, April-June campaign

i
If

sets-

January 1958
n-use are used

If average
sets-in-

Apr
use

l-June 1957
arc used

n Spot "A"
<8 p.m.

Thursday)

Spot "B"
(10 p.m.
Monday)

Spot "A"
18 p.m.

Thursday)

Spot "B
110 p.m.
Monday)

Sets-in-use 62.0 65.0 .">().() 64.0

| Share l.V, 12', I.",', 12',

1 Rating 28.0 27.0 22.5 26.9

liiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii, i
iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiraiiiiiiiuiiiiiiiiiiiiiiii imuiiiii

SOURCE: Charts arc from ISihI Shcrak, v. p., research director, KttS. Analysis Is SPONSOR'S.
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8 tips for timebuyers (Cont'd)

5. Watch the trends as

new competition conies

to the fore.

ANALYSIS: New program competition

affects not only rating of continuing

show but audience composition, too.

In this example, continuing show lost

many of its young housewives (16-34)

6. Don't always judge a

program by its initial

rating.

ANALYSIS: Opinions differ as to how-

soon admen can tell how well a show

will do, but as these figures show, two

months can make a whale of a differ-

ence in the ratings of a network show

7. Study the seasonal

variation in sets-in-use by
time of day.

ANALYSIS: This example covers a

parent company with two tv properties.

Product, with slight sales peak in sum-

mer, can be used only in one. Though
properties are equal on year-round

basis, later time period for program "B"

gives it the edge because it is affected

less by hot weather dip in viewing

8. Watch for variations

in the urban and rural

audiences.

1954 1955 1956 1957

Show's rating—all households 32.3 27.1 26.6 23.3

By age of housewife

16-34 vears 31.0 25.4 21.4 19.4

35-49 years 30.7 30.2 25.1 23.0

50 years and over 21.4 30.7 31.9 28.4

Share of audience 47.0 43.8 40.0 34.8

Major competition variety variety adventure western
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Rating Share

OCTOBER (WK. 2)

NOVEMBER

15.9 25.1

19.9 30.9

21.9 32.8

20.0 31.5

25.8 37.1

26.2 36.8

26.3 37.8

25.3 41.6

27.9 39.8
DECEMBER

iiiiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

Year-round
averages

Average sets-in-use

Average share
Average rating
Average sets-in-use

January
February
March
April

May
June

July _
August

September
October ....

November
December

Program "A"
8-8:30 p.m.

58.3
40%
23.3

69.1

71.9

68.5

66.8

54.1

47.1

40.2

39.7 ..

50.2

60.6

64.5

66.-9

Program "B"
10-10:30 p.m.

57.7
40%
23.1

... 63.8

... 64.5

- 61.4

... 60.3

... 58.4

... 545

... 502

... 511

... 51.7

... 55.1

... 58.8

... 63.0

Tllllllllllllllllllllllllllllllllllllllllliillllllllllll^
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ANALYSIS
by the Nielsen

homes-reached

erable to a

divided among

Schedule "A"

"A" counties,

light audience

ties, which are

Two schedules, reported

Co., show how a smaller

audience might be pref-

larger audience evenly-

the various county sizes,

gets a heavy audience in

which are urban and a

in the "C" and "D" coun-

the rural and farm areas

n County size

Homes reached

Schedule A Schedule B

1 "A" COUNTIES 40% 25%

j=
"B" COUNTIES 31 30

11 "C" COUNTIES 15 21

1 "D" COUNTIES 14 24

= TOTAL U.S. 3.9 million 4.2 million

BIII1I1IIIIIUIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIW

Source: Charts are from Bud Sherak, v.p., research director, K&E, except for No. 8, which Is from A. C.

Nielsen Co. Analysis is SPONSOR'S.
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How to find share of population segment reached

piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiii

Distribution of population corresponding to NTI-NRI sample

ALL AGES
MILLIONS

4 YEARS & OVER
MILLIONS

UNDER 4 YRS

4 TO 11

12 TO 17

FEMALES
18 & OVER

MALES
18 & OVER

16

30

16

58

9

17

9

33

158

30

16

58

54 32 54

Population by millions in relation to total homes

Richard Dunne, marketing and media coordinator for

SSCB, prepared the above chart to help the agency's re-

searchers in calculating an important but seldom available

statistic. Audience composition figures commonly show the

percent of men, women and children in the audience to a

specific time period or program. Or, these figures may show

the actual number of eacli population segment reached. But

they do not show the percent of all men, women, etc.. in

iln 1 . S.—a useful marketing measure. In the chart above,

Dunne took population figures as of 1 July 1958 and broke

them down into the four population categories tallied

by Nielsen. Figures at top show this breakdown with

and without children under four. Nielsen audienc com-

position figures do not include this youngest age group.

llllllllllllllllllllllllillllllllilllllllllilllllllll^

July 1959 31



1

timebuying J Audience basics

There's more to network programing than a rating

SOME EXAMPLES OF PULSE NETWORK TV QUALITATIVE DATA

A. Top 10 shows and the market for hair products

Top 10

No.

Rating

Of Female Viewers
13 & Over.

Per 100 Homes

% Of Females Who Bought

Hair
Shampoo

Home
Permanent

Hair
Spray

Norm 127 51% 10% 15%

Gunsmoke 33.3 100 76 16 24

Perry Como 32.2 107 63 19 19

Wagon Train 32.0 103 49 11 14

Maverick 29.2 87 47 10 11

Danny Thomas 28.3 105 53 12 17

Playhouse 90 28.0 96 54 11 20

Loretta Young 27.5 99 53 10 11

Have Gun, Will Travel 27.1 104 54 12 16

Rifleman 26.5 100 50 14 16

Alfred Hitchcock 26.2 99 47 8 10

!. How viewers of Sterling Drug's show spend their money
WEEKLY EXPENDITURES FOR DRUGS, TOILETRIES AND COSMETICS

Program Rating None Under $3
$3 And
Over

Norm 26.9% 29.0% 44.3%

Detective's Diary 5.0 22.9 31.6 45.5

Saber of London 7.2 27.4 32.2 40.4

True Story 5.8 23.9 35.3 40.8

Restless Gun 24.1 28.4 26.5 45.1

As The World Turns 8.2 26.0 28.3 45.7

County Fair 5.9 22.4 30.1 47.5

Edge of Night 7.1 28.4 26.7 44.9

Price Is Right (Daytime) 10.3 21.4 30.7 47.9

Queen For A Day 7.3 19.9 32.9 47.2

Today Is Ours 3.9 28.

7

33.4 37.9

Treasure Hunt 7.7 28.4 29.8 41.8

C« Smoking habits of viewers to Brown & Williamson shows

Program Rating % non-smc kers % smokers

Norm 29% 71%

County Music Jubilee 6.0 32 68

Queen For A Day 7.9 30 70

Top Dollar 14.1 26 74

Undercurrent 20.2 25 75

It Could Be You 6.1 17 83

SOURCE: Above studies all come from monthly Pulse network tv reports. Hair products chart is from Spring 1959, Sterling Drug chart is from winter 1959,

Brown & Williamson chart is from summer 1958.

illllll lis
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In the first six months of 1959, WMAQ Radio's local sales were 33.6% ahead

of the same period last year. And the month of June not only proved to be

57.3% greater than June of last year, but the biggest month in WMAQ's entire

37-year history! Big talk like this is possible because WMAQ Radio gets

action for its advertisers . . . buying action from Chicago's adult audiences. For

your authoritative voice in Chicago, talk big on . . . % a m iy m yt ^-^
NBC Owned 670 in Chicago Sold by NBC Spot Sales VV IVl/-\v>£

talk!
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THE AREA STATION FOR SHARP TIME BUYERS*

THE STATION ASSIGNED THE NEW TRIPLE AAA BROADCAS

OF THE HOUSTON BUFF BASEBALL GAMES

IOUSTON, TEXAS • 50,000 WATTS • 740 KILOCYCL
epresented Nationally by PETERS, GRIFFIN, WOODWARD, INC. *See ANY Area Sur

mm



Facts & Figures: Here

are the in- and out-of-home

and the cumulative audiences

to radio. Also covered are

spending data, some network

facts and radio's dimensions

Stations & Reps: Here

is a list of both am and fm

stations in major and medium

markets with their national

representatives compiled for

the timehuver's convenience



Enclosed is my check for $

Enclosed is Company Purchase Order

Name

Company *One copy at $1.25 to IRE members, domestic and for-
"

eign. $3.00 to non-members; $2.40 to public libraries,

Address colleges and subscription agencies; postage prepaid to
~ ~ 7~] U. S. and Canada; 25c additional per copy to other
Clfy SJ*1 countries.

Only a few

i

of the IRE
special issues

are Still available Each issue of PROCEEDINGS of the ire
is the result of the most advanced thinking in the field of radio-electronics.

Based on exacting research, and written by men who are foremost in their specialty,

these issues are invaluable works of reference. This is also material not available

from any other source. As the official publication of The Institute of Radio Engineers,

PROCEEDINGS presents the years-ahead ideas on which new advances are based.

These history-making issues, originally over-printed for reserves are rapidly

being exhausted and will not be reprinted.

YOU CAN STILL GET:
VERY low FREQUENCY, June, 1957— New research in the very

low frequency band, below 30 kc, opens up greater portions of the radio spectrum

for communication purposes. VLF has many new and important uses. A reference work

you'll need for years.

SINGLE SIDEBAND, December, 1956— A round-up of recent tech-

nical discoveries as presented by the Joint Technical Advisory Committee through its

sub committee on Single Sideband techniques. This special study for the FCC points

up the many advantages of single sideband.

FERRITES, October, 1956 — This new group of solid state materials

outmodes the intermittent "pulse" system of World War II radar. The ferrites

allow simultaneous sending and receiving on a single microwave antenna; as well as full-

power transmission in microwave ranges with reduced power loss and interference.

SOLID STATE ELECTRONICS, December, 1955 — This issue

heralds the arrival of a new epoch in radio electronics — the solid state electronics era.

Defined and named with the birth of the transistor, this concerns the control and

utilization of the electric magnetic and photic properties of solids. There are now
whole new classes of electronic devices due to discoveries in this field.

SCATTER PROPAGATION, October, 1955 — Here's radio history

in the making. This issue presents practical application of a new principle in the

fields of broadcasting and electronics. Thirty-five papers lay the foundation

of a new means of communicating over long distances.

The Institute of Radio Engineers

1 East 79th Street, New York 21, N. Y.

Please send me the following issues of PROCEEDINGS OF THE IRE:

36 AIR MEDIA BASICS



r2
1RADIO I

RADIO BASICS

INDEX
JSTENING HABITS

Radio's hourly audience, winter and summer, local and N.Y. time.... page 38
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LISTENING HABITS

Radio's hour-by-hour in-home audience winter and summer

A. The hour-by-hour picture for spot advertisers

SUMMER 1958

6- 7 am 3,622
7- 8 6,020
8- 9 6,362
9-10 6,362
10-11 6,313
11-12 n 6,118
12- 1 pm 6,705
1- 2 5,775
2- 3 5,188
3- 4 4,845
4- 5 4,405
5- 6 4,894

6- 7 pm 4,502
7- 8 3,230
8- 9 2,741

9-10 2,790

10-11 2,692

11-12 m 1,909

MON.
FRI.

SUN.
SAT.

WINTER 1959

6- 7 am 4,945
7- 8 9,593
8- 9 9,148
9-10 7,665
10-11 6,478
11-12 n 6,132
12- 1 pm 6,725
1- 2 5,143
2- 3 4,599
3- 4 4,401
4- 5 4,500
5- 6 5,192

6- 7 pm 4,302
7- 8 2,918

8- 9 2,473

9-10 2,423

10-11 2,423

11-12 m 1,929

MON.
FRI.

SUN.-
SAT.

These national Nielsen figures adjusted by time zone provide local time figures in terms of thousands of

homes per average minute. The summer data is for July-August, the winter figures are January-February.

>. The hour-by-hour picture for network advertisers

AUGUST
1958

6.215 6,069
-6^569

6 677
5,334 5,334

1 1

4,111
4,454

3,915

3,230 3,083 3 034

2.055 2.349

9 10 II 12 I J 3 4 5 6 7 B 9 10

38

JANUARY
1959

8,308
7,961

(>e?fi 6,626
6,429

5,489
5,044

1

47Q7
4,451

3,709

2,918
3,165

5>7?n
XS74

NEW YORK TIME
- MONDAY THRU FRIDAY -

EVENING

-SUN0AY THRU SATUR0AY-

Figures in the graphs above are in thousands of homes per average minute. Each hour is current New
York time. Note the summer in-home peak is around lunch time while the winter peak is around breakfast time.

^ !
!

'

'
:

1 1
1
j i . ; : : .: 1

1

:

:

;
.

,
1 1 1 1 :

.
.

;
1

1

1

'
.

1
1 1 1

:
.

.

1

1

i

1

1

r .

:

, i i ! ,
:

i :

:
:

.
i u j . .

:
1

1
i

' .
1 1

1

1
.

,

1
1

1
1

.
. i i

i 1
1 ; :

;
i m . ,

1
1 m ;^

;

:
i 1 1 m

: .

;
^'

i i u ' ^ r 1 1 1 J J f i i i J J i : f 1 1 J 1 1 f 1
1

! u ^f i i u ) ; 1 1 1 1 .^m 1 1 1 J fT 1

11
1 1 . 1 1 J , 1 1 1 1 \ 1 1

!
i

; I N j I ] ! 1 1 1 1 J : M 1 1
lv

1 1

1

'
j . 1 1 m i

= 1 1 1 1
j >

: 1 1 1 j
j

, 1 1
1 j

-

m i m j j
. 1 1

1
1 : i iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiini

AIR MEDIA BASIC

INHIII I



Hoosiers Are "Sold" On
The Good Buy That Says Hello!

_T_ T _v_

jfa; 4 ~rn
Indianapolis

In Just Four Months, Over Fifty Thousand People Made It A Point To
Visit 'The Traveler" WXLW INDIANAPOLIS RADIO-MOBILITY

Here's the secret to increasing your sales in this area

through the wide public appeal and acceptance of

RADIO-MOBILITY from WXLW, the only radio sta-

tion in Central Indiana that takes its programming right

to its listeners! Since WXLWs "Traveler" swung into

operation a few short months ago, thousands of people

flocked to see this 60-foot-long complete radio station on

wheels, that visited every major shopping center in Cen-

tral Indiana. This new concept in radio brings added

impact to your announcements with on-the-spot broad-

casting of regular programs, interviews, and special

events, from the number one station in the market.

St to feature true hi-fidelity sound.

f St to feature live on-the-spot news coverage.

0St to offer on-the-air editorials.

iSt to offer adult programming.

i$t with RADIO-MOBILITY!

Send your sales messages along on these good-will tours,

and enjoy the benefits only personal appearances can give

. . . product loyalty through station loyalty . . . and capture

more of the Indianapolis audience. Put your product

where Hoosiers are "sold", on the good buy that says hello

—WXLW!

930 ON YOUR DIAL

RADIO INDIANAPOLIS

3,000 WATTS DAYTIME

Dial
35D

:v

The Traveler's completely equipped

studio

Interviews are conducted in The

Traveler's modern lounge

h
-

Dozens of advertisers utilize the

Traveler's merchandising display

windows

CONTACT YOUR NEAREST JOHN E. PEARSON REPRESENTATIVE
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Listening habits

In-home radio listening level shows little change through year
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Average daily hours listening per home by months of the year

2.52.5

?0

1.92 1.90 1.97
1

1

1.88
i

1

1 81
i 1.98 1.93 1.90

1 8? 1.92 1.85
1.5 i.rH

I.U

0.5

MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. JAN. FEB.

2.0 m

1.5

1.0

0.5

Source: NTH. 1958-59.
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A. Daily in-home listening hours have leveled off

Some radio

listening trends

in recent years

and comparisons

with a decade ago

Year

Average hrs.

per home

1954 2.7

1956 2.3

1958 1.9

1959 1.9

. Listening

Market

level in morning is same as

Percent homes listening c

1948

a decade ago

uring morning
1958

New York .. 17.1% 15.7%

Philadelphia 14.2 15.4

Boston 16.5 17.5

Cleveland 14.4 12.3

Dallas 16.0 15.6

C. Videotown study shows housewives love radio

Average Hours oj Listening Monday Thru Friday*

Three charts at right nail down some key

trends in radio listening. Top chart is

from Nielsen, shows daily listening hours

per home during the January-February

period each year. The second chart is

based on Hooper data. Since there are

more homes in these markets than 10 years

ago total number of homes listening in

1958 is larger than the percentage figures

indicate. The third and bottom chart comes

from Cunningham & Walsh's annual study

40

AM people
1958 1957

H
1958

ausewives
1957

Morning 1.45 1.25 5.80 2.78

Afternoon .50 .57 1.30 1.12

Evening .50 .89 .80 1.01

All Day 2.45 2.71 7.90 4.91

•Five day (weekdays) total per average person.
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...but new and exciting every day!

WSGN zoomed into first

place almost three years ago. Today, it's

the same story — rating-wise — but the

excitement ot personality program-

ming, instant, accurate news coverage,

and sparkling promotions daily keep

WSGN consistently in first place.

N,ielsen told the WSGN success story

first, and Hooper began telling the

WSGN leadership trend in 1957. The

April-May 1959 Hooper places WSGN
head and shoulders above all other full-

time stations. Pulse 1959 confirms the

WSGN /Jrrf-with-the-finest storv.

wards tell why WSGN enjoys un-

disputed popularity in the Birmingham

market. For two consecutive years, WSGN
has won Birmingham Ad Club awards

tor the best musical disc jockey, best

public service, and the best station pro-

motion. WSGN holds the 1959 UPI

certificate of merit and sixteen other

major awards.

X romotion is tops at WSGN, with

genuine excitement created daily by the

Miss Universe contest, Radio Press, The

Big Sound, Pacemaker jingles, News

Hawk coverage of local happenings and

on-the-air interviews with such celebri-

ties as Casey Stengel, Kay Anthony,

Liberace, George Montgomery, Dear

Abb\', Roberta Sherwood, Tama Elg,

Colonel "Pappy" Boyington, Travis

and Bob and The Four Coins.

Still First

Birmingham, Ala.

5000 Watts at 61 on the Dial

Personality Programming of Music and News
24 Hours a Day

National Representative: Venard, Rintoul & McConnell, Inc.

Southern Representative: James S. Aycrs Company

\
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Listening habits

How radio listening differs by region and county size
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Average hours radio usage per home per day

T° T
S

AL TERRITORY COUNTY SIZE

West
Central

H Source: Nielsen Radio Index, in-home only. November-December 1958.
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How listening differs morning, afternoon and evening
minium!

Average daily hours of radio usage per home by day part

October 1958

Morning

6-9 a.m. .34 hrs. or 20 min.

9 a.m.-Ncon .42 hr.~. or 25 min.

6 a.m.-Noon .75 hrs. or 45 min.

Morning

6 a.m.-Noon .85 hrs. or 51 min.

Afternoon

Noon-3 p.m. .37 hrs. or 22 min

3-6 p.m. .29 hrs. or 17 min.

Noon-6 p.m. .65 hrs. or 39 min.

January-February 1957

Afternoon

Noon-6 p.m. .77 hrs. or 46 min.

Evening

6-9 p.m. .24 hrs. or 14 min.

9 p.m.-Mid. .15 hrs. or 9 min.

6 p.m.-Mid. .39 hrs. or 23 min.

Evening

6 p.m.-6 a.m. .65 hrs. or 39 min.

The material above is based on Nielsen Radio Index, covers

in-home listening only. Morning and afternoon figures are

for Monday through Friday. Nighttime figures are for Sunday

through Saturday. The totals for October 1958 are comparable

to the January-February 1957 figures except that the latter

also covers post-midnight listening. Times are Eastern zone.

miii miiinniiiinnii I" miiinimini mi i minimi iiiiiimiiiiiiiiiiiiimiiimiiiiiiiiiiiiitiiiiiiiiiiii iiiiimi iiiiiiiiiiiiiimiim m milium mi mini n iiimiiiiiiiiiiimiimiiiimiiiimiimiii miiimiimiinimimnii 11 n mini mini iiiiiiimmn
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Listeners per average quarter hour

Radio's audience

composition,

morning, afternoon

and evening

Morning
Mon.-Fri.

(Million)

Afternoon
Mon.-Fri.
(Million)

Evening
7 Days

(Million)

Men 2.6 1.9 2.1

Women 7.3 5.5 3.3

Teens 1.0 0.7 1.1

Children 1.7 1.1 0.9

Total 12.6 9.2 7.4

Source: NRI. Nov. -Dec. 1958. N. Y. time.

mn
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Vmistcjicr Service

listener Size

listener Satisfaction

listener Sapport

in all the wide midwest there's only one . . .

different . . . because it lives with its listeners

the Prairie Fanner Station, 1230 Washington Blvd., Chicago—Monroe 6-9700— 50,000 watts—ABC

ask BLAIR
Ji iv 1959 43
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Evening shows biggest jump in summer auto listening

|!llllllllllllllillllllllllllllllllllllllllllllllllli!lllllll!lli

In-home and Auto-Plus listening, millions of homes per minute

=
]VIorning Mon.-Fri • iAfternoon Mon.-Fri. Evening 7 days

g TOTAL 6.9 6.9

=1 6.7

n 6.3

1.2=
= 1.4
w 1.5= AUTO-PLUS 1.3B
H
H§

4.4

=

1.3

4.0

=j

u
1.0

1

IN-HOME 5.0 5.7 5.2 5.5 3.1 3.0

1

July '58 |an. '59 |uly '58 |an. '59 |uly '58 Ian. '59

Homes figures above, taken from Nielsen data, average listening per minute during each of the six-hoiir day parts indicated. Note

that auto listening is up morning, afternoon and evening during the summer and that the evening increase is fully 30% above winter
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Some examples of peak auto listening times
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Nielsen Auto-Plus during selected peak periods

( Mon.-Fri

7-7:15

8-8:15

4-4:15

5-5:15

(Sat.)

1-1:30

(Sun.)

3-3:30

Source: A.

Feb. 1959

.)

a.m.

a.m.

p.m.

p.m.

p.m.

p.m.

New York Ch cago Dallas Los Angeles

%
in-home

%
in auto

%
in-home

%
in auto

%
in-home

%
in auto

%
in-home

%
in auto

18.5 3.3 28.5 4.8 25.1 4.5 14.2 5.5

24.6 3.4 30.6 3.4 21.6 3.0 15.6 2.0

8.8 3.7 13.0 3.9 12.1 3.8 13.7 5.3

10.6 3.9 13.9 4.4 13.8 4.4 14.5 4.8

18.7

13.1

3.6

3.4

14.2

14.9

3.7

3.0

14.4

8.7

3.6

2.9

15.3

12.1

3.2

3.5

C. Nielsen Co. Percent total households in each market tuned to radio at home and in autos. Los Angeles, .Ian. 1959; New York and Dalla

Chicago, Mar. 1959.
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FIRST
IN AUDIENCE

IN
HUNTINGTON,W.VA.

FIRST
IN AUDIENCE

IN ASHLAND, KY.
FIRST

IN AUDIENCE
IN

IRONTON, OHIO

THE QUALITY STATION THAT IS LOCAL Ask John

Pearson Reps for information on how you always reach more than 30% of

the nation's 82d market with WCMI Radio . . . or, better still, call Hank Grad

in Huntington-Ashland direct, and he'll help you save money by buying a com-

bination of Wheeling's finest local station,WOMP Radio, andWCM I RADIO
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iRADIO Out-of-home listening

Some facts about automobiles and automobile radios
lllllllllllllllillllllllllllllllllllllllllllllllllllllllllllllllllllN^

1. 86% of new autos are
radio-equipped

Year

% new cars

radio-
equipped

1954 81.0

1955 83.0

1956 86.2

1957 87.5

1958 86.0

2. Cars on the road have
doubled since 1940

Total
registrations

Year (Millions)

1940 32.0

1945 30.6

1950 48.6

1958 68.4

3. Highway travel is high
in summer

Month
Million

miles Month
Million
miles

June 770 Dec. 630

Source: Peters, Griffin \- Woodward study on summer radio.

Where out-of-home listening takes place

NEW YORK

Place
Summer

**1949 1957
Winter

"1949 1958

Automobile 35% 69% 41% 57%

At Work 21 15 25 19

Visiting Others 21 9 24 17

Outdoors (portable) 8 9

3

7

3

10

9

1

Restaurants & Bars 9 4

Retail, service, clubs, etc. 8 9

Total *102 * 112 *112

CHICACO

* 107

Place
Summer
1957

Winter
"1950 1958

Automobile 65% 40% 59%

At Work 14 17 17

Visiting Others 7 24 18

Outdoors (portable) 12

Restaurants & Bars 6 11 2

Retail, service, clubs, etc. 8 8 12

Total *112

KANSAS

100

CITY

* 108

Place

Summer
1957

Winter
1958

Automobile 69% 57%

At Work 11 13

Visiting Others 8 19

Outdoors (portable) 10

Restaurants & Bars 5 5

LOS ANCELES

Retail, service, clubs, etc. 13

Total

•Total over lUO^i because of multiple impressions.

Source: Pulse.

*110 *107

'Only markets for which comparable past reports available.

100 100

Jan. 540

540

580

650

675

July 830 I
Feb. Aug. 880 1
Mar.

Apr.

Sept.

Oct.

725

700

a

May Nov. 650 1

fillllllllllllllllllllllllllllllllllll^

About 60% of out-of-home listening is in autos
piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

Summer
1957

Winter
1958

73% 65%

11 14

4 10

10 2

2 3

7 9

*107 *103

DALLAS

Summer
1957

Winter
1958

71% 64%

13 14

4 13

10 2

4 3

6 9

*108

22-MARKET

*105

AVERAGE
Summer
1957

Winter
1958

63% 58%

12 15

6 14

10 1

V }»
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Other WQAM Firsts:

Hooper— morning, afternoon, all day. First 250 of 264
daytime % hours.

Metro Pulse — 280 first place daytime }4 hours out of 280.

Trendex — First a.m., afternoon, all day.

First Miami Radio Station to be awarded a plaque by the
Miami Opera Guild. Four consecutive annual National Safety Council
Awards. 41,000 public service announcements
over a 12-month period.

Chat with Blair ... or WQAM G. M. Jack Sandler

WQAM — Serving all of Southern Florida with 5,000 watts on 560 kc. Miami

one

of the

STORZ
Stations

Todd Storz, President

Home Office: Omaha

WDGY Minneapolis- St. Paul

WHB Kansas City

KOMA Oklahoma City

WTIX New Orleans

WQAM Miami
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1i radio Out-of-home listening

How out-of-home compares to in-home listening

iiiiiiifiiiiiiiiiiiiiiiiiiiiiiiiiw

Percent out-of-home listening adds to in-home in 28 markets

S MARKET TOTAL AUDIENCE IN HOME + OUT OF HOME = OUT OF HOME PLUS

ATLANTA 20.5% 16.4% 4.1% 25.0%

BALTIMORE 17.7 13.9 3.8 27.3

BIRMINGHAM 19.8 15.7 4.1 26.0

BOSTON 21.7 16.7 5.0 29.9

BUFFALO 20.7 16.3 4.4 27.0

CHICAGO 23.0 18.6 4.4 23.6

CINCINNATI 18.4 14.3 4.1 28.7

CLEVELAND 18.9 14.9 4.0 26.8

COLUMBUS 20.5 16.3 4.2 25.8

DALLAS 21.7 17.0 4.7 27.6

DETROIT 18.7 14.7 4.0 27.2

FORT WORTH 19.9 15.6 4.3 27.5

HOUSTON 21.3 17.2 4.1 23.8

KANSAS CITY 21.0 16.4 4.6 28.0

LOS ANGELES 22.5 17.5 5.0 28.5

MIAMI 23.3 18.5 4.8 26.0

MILWAUKEE 21.6 17.0 4.6 27.1

MINNEAPOLIS-ST. PAUL 21.0 16.9 4.1 24.3

NEW ORLEANS 20.0 16.1 3.9 24.2

NEW YORK 22.7 17.7 5.0 28.3

PHILADELPHIA 21.9 18.0 3.9 21.7

PITTSBURGH 20.8 16.8 4.0 23.8

RICHMOND 19.4 15.1 4.3 28.5

ST. LOUIS 21.0 16.6 4.4 26.5

SAN DIEGO 21.5 17.0 4.5 26.5

SAN FRANCISCO 22.7 17.8 4.9 27.5

SEATTLE 22.3 17.8 4.5 25.2

WASHINGTON 19.8 15.6 4.2 26.9

Median Average 20.8 16.6 4.2 25.3

28 Market Weighted Average 4.5 26.321.6 17.1

SOURCE: Pulse, Jan. -Feb. -Mar. 1959.

llllllllllllllilllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllffl
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ABOVE ALL . . .

WGY
YOUR SALES MESSAGE

MORE EFFECTIVELY

WGY will deliver your sales message more

effectively in the rich market area it serves:

Albany—Schenectady—Troy, plus Northeast-

ern New York and Western New England.

We can back this up with a file of sales suc-

cess stories— for details, contact your local

Henry I. Christal man or call WGY, Sche-

nectady, New York.

50,000 Watts • NBC Affiliate • 810 Kilocycles

A GENERAL ELECTRIC STATION
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1RADIO Out-of-home listening

The trend in out-of-home listening is upward
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Per cent homes listening out-of-home, winter and summer, 1953-1959

1953
W S

1954

W S

1955

W S

1956
W S

1957
W S

1958
W S

1959

W
Atlanta 3.3 3.6 3.2 3.6 3.2 3.4 4.0 4.1 4.1 4.0 4.5 4.1

Baltimore 3.2 3.5 3.2 3.6 3.2 3.4 4.1 3.8 4.1 3.7 4.6 3.8

Birmingham 3.2 3.5 3.6 3.8 3.3 3.6 4.1 4.4 4.3 4.4 4.1 4.4 4.1

Boston 3.8 4.2 4.4 4.6 4.2 4.6 4.8 5.1 4.7 4.8 4.4 5.3 5.0

Buffalo 3.5 3.6 3.7 3.2 3.4 3.2 3.8 3.6 3.7 3.9 4.5 4.4

Chicago 3.1 3.7 3.9 4.3 4.1 4.2 4.0 4.6 4.3 4.6 4.5 5.2 4.4

Cincinnati 3.1 3.6 3.6 3.9 3.6 3.9 3.8 4.2 4.0 4.2 3.9 4.6 4.1

Columbus 3.1 3.2 3.1 3.3 3.4 4.0 3.5 3.8 4.3 4.6 4.2

Dallas 3.9 3.6 4.0 4.5 4.7 4.6 5.5 4.7 4.6 4.7

Detroit 3.0 3.8 3.9 4.2 3.9 4.2 3.8 4.3 4.2 4.4 3.8 4.4 4.0

Fort Worth 4.0 4.0 5.3 4.5 4.2 4.3

Houston 3.8 3.6 4.1 4.0 4.3 4.3 4.6 4.4 4.5 4.0 4.5 4.1

Kansas City 3.2 3.7 3.4 3.8 4.1 3.9 4.3 4.0 4.9 4.6

Los Angeles 4.2 4.4 4.5 4.8 4.5 4.7 4.4 4.7 4.7 5.0 4.7 5.3 5.0

Miami 2.9 3.1 3.3 3.7 4.4 4.6 4.7 4.7 4.8 4.9 4.8

Milwaukee 3.3

3.4

3.8

3.8

3.3

3.7

3.8

3.9

3.5

3.7

4.3

4.2

4.3

4.2

4.4

4.4

4.0

4.1

4.2

4.8

4.6

Mpls.-St. Paul
_

3.1
_

3.4 4.1

New Orleans 3.2 3.7 3.3 3.4 4.4 4.6 4.4 4.6 3.7 4.1 3.9

New York 4.0 4.4 4.4 4.8 4.4 4.4 4.6 5.0 5.1 4.8 5.1 5.4 5.0

Philadelphia 3.5 3.8 3.6 3.9 3.9 4.0 3.8 4.4 3.7 4.6 4.0 4.2 3.9

Pittsburgh 3.4 3.5 3.9 3.6 3.9 3.9 4.1 3.9 4.2 4.0

Portland, Ore. 3.6 3.4 4.4

Richmond 2.9 3.1 3.2 2.9 3.0 3.1 4.3 3.7 4.1 3.9 4.5 4.3

St. Louis 3.4 3.5 3.8 3.8 4.2 3.9 4.3 4.2 4.4 3.8 4.6 4.4

San Diego 3.2 3.5 3.5 3.8 3.6 4.1 4.0 4.2 4.4 4.5 4.5

San Francisco 3.9 4.4 4.1 4.2 4.2 4.5 4.7 4.6 4.6 4.4 5.2 4.9

Seattle 2.8 3.2 3.2 3.5 4.4 4.2 4.1 4.1 4.2 4.4 4.5 4.7 4.5

Washington 3.2 3.6 3.7 4.0 3.7 3.9 3.7 4.1 4.1 4.3 3.9 4.5 4.2

Median 3.2 3.6 3.6 3.8 3.6 3.9 3.8 4.3 4.2 4.4 4.1 4.6 4.2

This broad look at out-of-home listening in 28 markets discloses a winter hike of 31% over the six-year

1953-59 span and a summer jump of 28% over the five-year 1953-58 span. Reasons for this increase include

more portable radios, more auto radios, more auto driving and more programing aimed at the auto audience

RiiiiilllllllliiillllllllllllllillllllM
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As you look to ihr conductor in the

podium for the tempo, the pacing ami
the ultimate greatness of a musical

performance . . . so you look to

(rood Music Broadcasters, Inc. for

the facts on the delivery power and
economy of Good Music Advertising.

Good Music Broadcasters. Inc. are

national representatives for the

leading Good Music Stations in the

major markets from coast to coast.

GOOD MUSIC BROADCASTERS, Inc.,

52 VANDERBILT AVENUE. NEW YORK 17. N. Y. Ml 3-2295

PHILADELPHIA'S FIRST STATION FOR FINE MUSIC

WFLN-AM-FM, Philadelphia,

is the one radio station

in the Delaware Valley

which, for ten years,

has consistently

presented fine music

exclusively; much of it

stereophonically. This

fact has made WFLN the

first choice of that

loyal mass audience

whose income accounts

for two thirds of the

Philadelphia area's

buying power.

i> WFLN
95.7 900

[ I AM
PH ILADELPH I A

g

WFLN-AM-FM, 8200 RIDGE AVENUE, PHILADELPHIA 28, PENNSYLVANIA.

Represented nationally by Good Music Broadcasters, Inc., 52 Vanderbilt Avenue, New York 17
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1I RADIO

L_J SPOT RADIO'S CUMULATIVE AUDIENCE

Two ways to look at station cumulative audiences

ll!llll!!!llll!llll!ll!!ll!l!llll!l!llll!!!lllllllll!lllllllllll

A. Average station reaches half the homes in a market weekly

Albany-Troy-
(7 Sta

DAILY

Schenectady
ions)

WEEKLY
18

DAILY

Buffalo

Stations)

WEEKLY

B
(10

DAILY

iltimore

Stations)

WEEKLY

27.77 52.65 27.66 49.78 21.48 41.52

45.7 75.7 58.3 80.3 41.7 72.9

7.1 16.8 9.6 21.3 3.0 8.1

Chatta
16 Stal

DAILY

looga
ions)

WEEKLY

Cleveland
(8 Stations)

DAILY WEEKLY

C
(7

DAILY

slumbus
Stations)

WEEKLY

30.7 48.33 27.48 52.0 15.6 30.2

44.2 86.2 45.9 78.6 29.72 55.07

15.6 30.2 8.1 19.7 9.8 25.9

(8

DAILY

Dall

Stat

as

ions)

WEEKLY
(11

DAILY

Denver
Stations)

WEEKLY

Sacramento
(6 Stationsl

DAILY WEEKLY

28.95 49.7 24.07 48.33 32.55 62.38

67.9 85.2 50.3 77.2 43.7 77.4

3.8 8.2 6.9 15.8 20.3 37.6

AVERAGE
HIGH

LOW

AVERAGE

HIGH

LOW

AVERAGE
HIGH

LOW

These Pulse figures, taken from surveys during the October 1958 through January 1959 period, show percent

of homes reached in market area surveyed during average day and week. Stations can hit 80% of homes weekly

B. Stations reach about 10% of market weekly during three-hour day-part

Rating per

broadcast
3-hr.

cume
Weekly
cume

4-week
cume

Episodes
per home

New York network station 2.7 7.0
6-9 a.m.

11.1 18.4 34.6

Columbus independent station 2.6 5.2
9 a.m. -Noon

11.4 25.2 25.0

Birmingham network station 2.0 5.6
Noon-3 p.m.

10.5 21.6 22.3

San Diego independent station 1.1 4.4
3-6 p.m.

8.6 17.5 14.5

Source: NSI, December 1958, except San Diego, which is November 1958; in-home Monday through Friday only. Per broadcast ratings are by 15-

minute periods. Cumulative homes are unduplicated. Episodes per home are averages for four-week period. Stations were picked at random, are

not necessarily representative of audience levels in each market.

The two studies above look at the same thing in two different ways. The top chart shows the total unduplicated

audience of stations during an entire day and an entire week. The bottom study measures unduplicated audience

only within a specified three-hour block, but shows station audience in terms of weekly and four-week totals
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A STEADY FIVE YEAR CLIMB TO

MACON.GA
DECISIVELY . . . YOUR BEST BUY.'/
6 A.M.-12 NOON

SHARE MORNING
)

45

40

35

30

25

20

15

10

12 NOON-6 P.M.

AFTERNOON
6 P.M.-MIDNIGHT

NIGHT
STA. B

\
\

\*
\

< K/ V
\> L-—

.

<x Not on at Night— Sta. E

I 1 I I

1955 56 57 58 59 1955 56 57 58 59 1955 56 57 58 59

• • - 5Yrs ... 5Yrs 5Yrs

Pulse

719 1 StalCcvL on. M-oxxpen a/ndL 9ulde /

wbml MACON'S 24-HOUR MOBILE NEWS STATION

See FORJOE, Nat'l Rep.

STA. E

ONE MINUTE CLASS A
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1RADIO Spot radio's cumulative audience

Stations reach practically their entire audience in a week
IIII!liili!llllllll!l!lll!l!llllll»i!!!ll!IIP

Station circulation (homes reached) in six markets

Daily

Market Rank Day Night Weekly Monthly

New York
Top station 1,287,530 763,830 1,840.200 1.966,580

Median station 614,090 432,220 948,540 1,003,270

Chicago
Top station 826,580 465,440 1,497,710 1,663,050

Median station 521,170 307,490 935,190 1,031,100

Houston
Top station 125,960 59,420 214,730 234,140

Median station 45,610 21,010 94,330 104,750

New Orleans
Top station 249,120 241,750 525,700 596,110

Median station 45,970 21,700 84,590 91,700

San Diego
Top station 46,150 22,950 81,600 94,350

Median station 36,970 11,730 72,680 81,350

Dayton
Top station 87,750 29,710 151,410 170,640

Median station 42,620 19,260 83,190 95,400

Data above come from NCS No. 2 (Spring 1956), shows different homes reached over various periods of time. Stations

are ranked according to weekly circulation. Note that weekly figures range about 90% of monthly reach. Nielsen 12-

week figures indicate slight additions but for all practical purposes stations generally reach total audience in a week
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How schedule switch can boost cumulative audience

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM

54

Sunday spots lift reach of prime time buys

4 WEEK CUMULATIVE AUDIENCE

1

6-9 AM
5 Weekdays

Description
of schedule

Percent
of homes

Number
of homes

Episodes
per home

Home
impressions

Station total 601
/4 hours weekly 20.9% 891,760 12.2 10,879,470

1 Schedule A 10 spots weekly 15.4 657,100 3.0 1,971,300

1 Schedule B A plus 10 spots weekly 18.0 768,000 4.9 3,763,200

1 Schedule C B plus 20 spots weekly 19.7 840,600 8.5 7,145,100

I
6-9 AM
4 Weekdays & Sun.

1 Schedule D 10 spots weekly 20.2 861,900 2.5 2,154,750

1 Schedule E D plus 10 spots weekly 21.2 904,600 4.7 4,251,620

( Schedule F E plus 20 spots weekly 24.8 1,058,200 8.4 8,888,880

NSI FIGURES above are taken from one radio station in a major market. Top line shows station's total audience in

early morning block. First three schedules show audience for 10, 20 and 40 15-minute periods weekly over four week

Monday through Friday. Second three schedules show two, four, eight Sunday periods substituted for Wednesday periods
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National Spot Radio

today offers advertisers big opportunities

to sell their products and services to

millions ofpotential customers

selectively, frequently and

economically.

Radio

Division

Edward Petry & Co., Inc.
The Original Station Representative

MEW YORK • CHICAGO • ATLANTA • BOSTON • DALLAS • DETROIT

LOS ANGELES • SAN FRANCISCO • ST. LOUIS
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LZJI SPENDING AND COSTS

What advertisers spent on radio during the past two years

Total radio expenditures by clients dipped

almost imperceptibly last year, primarily

because of network radio, according to

estimates by McCann-Erickson as pub-

lished in Printers' Ink. The 1958 figures

were calculated before FCC release of

1958 am financial data which showed net-

work time sales at $46.5 million (down

8.17c>, spot time sales at $172 million (up

1.5%—see chart below) and local time

sales at $320.2 million (up 1.1%). The

1958 FCC report also corrected 1957 radio

financial data, viz: network time sales re-

vised down a little, spot sales up a little

IIIIIIIIU!^

Total ad investment in radio, 1957-58
1958 1957

Millions
Pe
a

cent of all

dvertising Millions
Per cent of all Per cent change
advertising '58 vs. '57

Total $616.0 6.0 $618.9 6.0 -0.6

Network 61.0 0.6 64.7 0.6 -5.7

Spot 185.0 1.8 187.1 1.8 -1.1

Local

llllllllllllllllllllllllllllll

370.0 3.6 367.1 3.6 +0.8

Spot radio time sales were up 1.5% in 1958
Sllllllllllllllllll

1951 1952 1953 1954 1955 1956 1957 1958

$119,559,000 $123,658,000 $129,605,000 $120,168,000 $120,393,000 $145,461,000 $169,511,000 $172,000,000

H Source: Figures above relate to station income from time sales only, after rate discounts but before commissions to reps, agencies. Source of all figures is FCC.

IllllilillllllllllllH

The trends in spot radio rates, day and night

|iiiiiini!iiiiiiiiii mi :'::' j 1
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Rate changes in top 150 markets, Dec. 1957 and 1958

Prepared under the direction of Dan

Denenholz, Katz Agency research chief, the

charts above are based on the rep firm's

"Spot Radio Budget Estimator." One sta-

tion in each market—in most cases the

highest cost station—was used in tabulat-

ing rates from SRDS. Rate used was that

for 12 one-minute announcements per we;k

for 13 weeks. The early morning-late after-

noon rate was the average cost for the

7-9 a.m. and 4-6 p.m. periods. Daytime rate

was that in effect for most hours between

9 a.m. and 4 p.m. Evening rate was that in

?ffect for most hours between 6 and 11 p.m.

56

Ratio of prime
rates to other

time and night
daytime rates

1958 rates as percent of 1957 1957 1958

1st 150 markets

Index:

1957 = 100

Index:

daytime = 100

Index:

daytime= 100

early morn.-late after. 101.8 113.8 116.2

daytime 99.7

evening 93.6 91.9 86.3

l!l!lllll!!lllll!l!llll!!llll!llllll!l!ll!llllllllllllllllll!!!l!!!lllll[!!llllllllll!l!llllllliy

AIR MEDIA BASICS



EXPLOSION!

That sound you're hearing from the lower left hand corner of

America isn't caused by nuclear fission. It's the 19th market . . .

bursting wide open. San Diego. Working, playing and buying at

a furious pace. And KFMB Radio echoes the healthy, vibrant

sounds. CBS speaks from around the world. Our own reporters

know this market intimately— and vice versa. Happy music, nice

personalities. Variety. Overall, San Diego's own bounce, pace and
life captured by the station with the biggest audiences in the

better part of Southern -
'

: -
;

•
*•'-'*? -California. \V e have a

corner on this corner:;i^j^^^^^^.S:
'yqi the country and

it will throw open-W^^f^*^ *: its pockets and
purses for vou .

*%*5 ^lj»?'^ ,#* through us. Touch
our fuse an a • * «. -v^&A.* &l.to* jdk*-» w

' - — s t a n d b a c k !

*

\. © .

KFMB RADIO ° SAN DIEGO
REPRESENTED BY EDWARD PETRY & CO., INC.
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iRADIO Spending and costs

These were spot radio's 51 leading spenders in 1958

§pilill|llll!lllillllllll Illllll IIIIIIIIIIIIIIHI Ill Iimilllimillllllllimilllllllllllllllllllllllllllllllllllimillllllllimillimillll ||||||||||||||||||||||||| ||||||||||||||||| |||||||||||||| ||||||||||||||||||||||| I!!! |||||||| |||||!l| ||]|||| | I!l!!|||||||||||||i|||||||l!||||||||||!!||||l|||!
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Net expenditures in spot radio

RANK COMPANY
RAB-ESTIMATED
EXPENDITURES RANK COMPANY

RAB-ESTIMATED
EXPENDITURES

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

13.

14.

15.

16.

17.

General Motors Corp $5,400,000
Ford Motor Co.

R. J. Reynolds Tobacco Co. .

American Tobacco Co. .._ ...

Liggett & Myers Tobacco Co.

Texas Co
Chrysler Corp.

Sinclair Oil Corp.

5,000.000
4,700,000
4,600.000
2,700,000
2,600,000
2,300,000
2,200,000

Thomas Leeming & Co., Inc. .. 2,000,000

Miles Laboratories, Inc. $1,100,000

Lever Bros. Co.

Standard Brands, Inc.

Anheuser-Busch, Inc

Carling Brewing Co., Inc

Bristol-Myers Co
Fels & Co -

Shell Oil Co
Continental Baking Co., Inc. ..

Sterling Drug, Inc.

B. C. Remedy Co. _. __ _

Beneficial Finance Co
Plough, Inc.

P. Lorillard Co.

Standard Oil Co. (New Jersey)

Alemite Div. of Stewart-Warner Corp.
Best Foods. Inc

Cities Service Co.

1,900,000
1,900,000
1,800,000
1,800,000
1,700,000
1,700,000
1,700,000
1,600,000
1,600,000
1,500,000
1,500,000
1,400,000
1,200,000
1,200,000
1,100,000
1,100,000
1,100,000

18.

19.

20.

21.

22.
23.
24.

25.
26.
27.
28.
29.
30.
31.
32.

Northwest Orient Airlines

American Airlines, Inc

Gulf Oil Corp. ._

Metropolitan Life Insurance Co.

The Quaker Oats Company
Tetley Tea Co., Inc. .

American Home Products Corp.

Household Finance Corp
Joseph Schlitz Brewing Co. ...

Campbell Soup Co _

National Carbon Co.

Associated Sepian Products
Liebmann Breweries, Inc.

Colgate-Palmolive Co.

Revlon, Inc.

Sun Oil Co.
Robert Hall Clothes, Inc.

Falstaff Brewing Corp.
Beech-Nut Life Savers, Inc.

Seaboard Finance Co.

P. Ballantine & Sons
General Mills. Inc.

Theo Hamm Brewing Co.
Trans World Airlines. Inc.

1,100,000

1,000,000
1,000,000
1,000,000

1,000,000
960,000
925,000
900,000
900,000
840,000
800,000
780,000
780,000
750,000
750,000
730,000
725,000
720,000
715,000
700,000
650,000
650,000
650,000
650,000

m

SOURCE: Radio Advertising Bureau estimates. Net spending after discounts

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiira iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinii IIIIIIJ!ll!lll!i!i;i!il!il!lllllllllllllll!l!ll(lll^

These are the top spenders

in spot radio this year

measured by time used

Expenditures of various

industries in spot radio

during one 1958 quarter

liiiiiiiiiiiiiiiiiiiiiiiiiiiiin mil i ii iiiiiiiiiiiiiiiii iiiiiiiiiiiiiiniiiiiiii i i i i i i i hi i mm iiiffliiniiiiiiiiiiiiii mm imiiiimimmiiimiii 11 mmimiimiiiii iimi iiiiimiiiiii iiiiimmiiiiii 11 in 11

Top 20 clients, first quarter, 1959

RANK COMPANY

1 Liggett & Myers Tobacco Co. g
2 Thomas Leeming & Co., Inc. =_ g

g 3 R. J. Reynolds Tobacco Co. g =
4 Ford Motor Co. g
5 P. Lorillard Co. 1

6 American Tobacco Co. 1

g 7 Pharmaco, Inc. %

H 8 Campbell Soup Co. f

9 Beneficial Finance Co.
|

{j 10 Philip Morris, Inc. 1 g
1

1

The Borden Co. i

[ 12 Plough, Inc. 1 §
| 13 _ Bristol-Myers Co. j

\ 14 Sinclair Oil Corp. §§ =_

| 15 _. ..B. C. Remedy Co.
j

[ 16 The Chattanooga Medicine Co. g
| 17 Miles Laboratories, Inc. g g
f
18 _ Tetley Tea Co., Inc. H g

U 19 Standard Oil Co. (New Jersey)

| 20 ...Sterling Drug, Inc. ( g
g SOURCE: RAB ranking based on amount of time used.

3d quarter '58, by category

RANK CATEGORY % OF TOTAL

1 Food and grocery 18.9
2 Gasoline, lubricants 18.3
3 Tobacco products 13.3
4 Ale, beer, wine 9.0
5 Cleansers —

_

6.8
6 Automotive 6.0

Drugs 6.0
8 Toilet requisites _ ~_ _ 4.6
9 Finance 3.4

10 Agriculture 3.0
11 Transportation, travel 2.0
12 Miscellaneous _ 1.9

13 Confections, soft drinks 1.6

14 Consumer Services 1.0

15 Household, General .7

Pet products .7

17 Building material .6

Clothing, apparel, accessories _. .6

Publications .6

Amusements _ .6

21 Watches, jewelry, silverware .4

SOURCE: Die RAB estimates above are based on tlie amount of time pur-

chased by clients in these categories. Religious and political sponsorship are

not included. Note that top three categories account for 50% of buys. Tliis

was latest material available.

iimiiimiiimiiiiiiiiiiiiiiiiiiiiiimiiiiiiiimiiimiiimiiiiiiiiimi
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firmly in

FIRST PLACE ON HOOPER (all-day average)

plus MORE THAN HALF THE FIRST PLACE
PULSE QUARTER HOURS (266 of 504

quarter-hours, Monday-Sunday, 6 a.m. -midnight)

MINNEAPOLIS -ST. PAUL
"The 50,000 Watt Station.. . with the 50,000 Watt Personalities"

General Manager: C. B. Clarke, Jr. Represented by: John Blair A Co.

one

of the

STORZ
Stations

Todd Storz, President

Home Office: Omaha

WDGY Minneapolis- St. Paul

WHB Kansas City

KOMA Oklahoma City

WTIX New Orleans

WQAM Miami
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1I radio J Spending and costs

These are the top billing radio agencies
jflllllll I' HI"" WHIM Illlllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
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How top 50 air agencies rank in total radio billings

Rank Agency
Total radio

(million $)

1 J. Walter Thompson* $16.3

2 McCann-Erickson 15

2 BBDO* 15

4 Y & R* 13.2

5 Ayer* 13

6 Esty* 12.5

7 D-F-S* 8

8 FC&B 6.5

9 Ted Bates 6.3

10 SSC&B 6

10 C& W* 6

12 Grey 5.4

13 K &E 5.3

14 D'Arcy 5

15 NC&K 4.1

16 Lennen & Newell 4

17 Gardner 3.45

18 Cohen & Aleshire 3.4

19 Burnett 3.05

20 Campbell-Ewald* 3

21 Needham, Louis & B. 2.9

22 Grant 2.8

23 Campbell Mithun 2.5

24 Ogilvy, Bijnson & M. 2.4

25 Compton 2.25

Rank Agency
Total radio

(million $)

26 EWR&R $2

26 F S & R 2

26 Mogul 2

29 Donahue & Coe 1.6

30 B&B 1.5

30 Wade 1.5

30 Warwick & Legler 1.5

33 Guild, Bascom & B. 1.47

34 DCSS 1.3

35 Best 1.1

36 Maxon 1

36 D. P. Brother* 1

36 Honig Cooper, H & M 1

36 Geyer* 1

36 Kudner 1

41 McM-J & A 0.8

42 E. H. Weiss 0.7

43 Keyes. Madden & J. 0.575

44 Tatham-Laird 0.5

44 Bryan Houston 0.5

46 Doyle, Dane & B. 0.4

47 Reach-McClinton 0.3

47 LaRoche 0.3

49 Parkson 0.2

50 North 0.1

Top 10 spot radio agencies

Rank Agency
Total spot

(million $'

1 McCann-Erickson $13

1 BBDO* 13

3 J. Walter Thompson* 11.8

4 Ayer* 10

5 Y & R* 9.4

6 Esty* 9

7 D-F-S* 7

8 D'Arcy 5

9 SSC&B 5.8

10 Grey

Figures cover U.S. billings only.

Top 10 network radio agencies

Rank Agency
Total network

(million %)

1 J. Walter Thompson $4.5

2 FC&B 3.9

3 Young & Rubicam 3.8

4 Esty 3.5

5 Ayer 3

6 Campbell-Ewald 2.5

7 McCann-Erickson 2

7 BBDO 2

7 Ted Bates 2

4.4

"Indicates SPONSOR estimate for all or part of figures.

c & w*
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RCATHESAURUS TURNS TIME

INTO PROFITS FOR YOU
Here are just a few examples of the way rca thesaurus commercial library

features build bigger profits for radio stations throughout the country:

"We billed $12,500 in 13 weeks with shop at the store with the mike on the
door ... 39 participating sponsors delighted ... a great campaign." Dale Woods,
Manager, KUEIV, Wenatchee, Washington

"Sold supermarket campaicn, 9.464 spots on firm year contract to Stater Bros,

markets . . . terrific sales results for sponsor. Nearly all of 100 new accounts sold

in past few months were closed by using Thesaurus jingles." Joe Klaas, Sales

Manager, KITO, San Bernardino, California

ggly Wiggly stores bought 52-week, 42 spots weekly schedule supermarket
radio campaign . . . 2,184 spots annually . . . we're charging a premium fee."

H. G. Parise, Manager, WMFG, Hibbing, Minnesota

"1,000 supermarket campaicn jingles sold to Peerson Bros. Shopping Center...

Superior Federal Savings bought 365 spots, datelines and sell-lines sales

boosters." James Fesperman, Commercial Manager, KSFA, Fort Smith,
Arkansas

"Sold department store campaicn to Sears Roebuck, 50 announcements weekly ,

52 weeks." Sponsor very satisfied! Just this one account pays for Thesaurus. The

many other jingles that are sold are bringing us accounts that we never have been

able to sell." D. Pebbles, Commercial Manager, KDBS, Alexandria, La.

"Sold England Brothers 1.000 spots. 52 weeks department store campaign . . .

charging a premium fee! Jingles sold the sponsor, who kept humming them all the

way through the tape demo—very pleased!" Paul Edwards, Program Director,

WBEC, Pittsfield, Massachusetts

"Two sales booster campaigns sold on 2 calls! "What's the Meaning of This

Name?" to savings and loan. "Little Known Facts" to furniture store. S3,300 new
revenue in first two weeks with Thesaurus ." Robert Z. Morrison, Jr., Sales

Manager, WKBH, La Crosse, Wisconsin

"
Sold 1,800 announcements to Royal Crown Cola Bottling with Thesaurus SOFT

drink jingle . . . sponsor pleased ... so are we." Ed Morgan, Manager, WETU,
Wetumpka, Alabama

"Thesaurus lumber jincle increased account $1,700 a year ." Hank Behre,
Commercial Manager, WMTR, Morristown, New Jersey

RCA thesaurus can do as much for you. and more! Wait till you hear about the

many other sure-selling COMMERCIAL LIBRARY FEATURES we haven't even men-
tioned. Unsold time means lost income for you, so don't let another minute slip

by. Call your nearest rca THESAURUS representative now, and get the full low-

cost high-profit story!

X®RECORDED
PROGRAM SERVICES

155 EAST 2tth STREET. NEW YORK 10. N. Y., MLRRAY HILL 9-7200

445 V LAKE SHORE DRIVE. CHICAGO 11. ILL.. WHITEHALL 4-3530

1121 RHODES-HAVERTY BLDC. ATLANTA, CA . JACKSON 1-7703

7901 EMPIRE FREEWAY. DALLAS 35. TEXAS. FLEETWOOD 2-3911

1016 N. SYCAMORE AYE.. HOLLYWOOD 38. CAL.. OLDFIELD U660
800 SEVENTEENTH AVE. SO.. NASHVILLE, TENN., ALPINE 5-6691
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L^J NETWORK PATTERNS

The 5-minute show is the most popular network program buy
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Total minutes sold by program length and network

Program length NBC minutes CBS minutes ABC minutes

1 Hour 60
30 Minutes 150 300
25 Minutes 50
15 Minutes 165 390 75
10 Minutes 100
5 Minutes 845 290 220
TOTAL 1,210 780 655

Source: NBC Radio, typical week, winter 1958.

lillillllllllllllllllllllllllllllllW

IIIIIIIilllllllllllllllllllllillllllilllllllllllllllM

What size audience can an advertiser accumulate . . .

Typical buys on

network radio:

their reach and

exposure frequency

over four weeks

A. With a daytime music and a nighttime news strip?

Cumulative rating Unduplicated homes Average frequency

9.9% 4,882,000 4.4

B. With a typical morning five minute segment?

Percent Number homes
Avg.

episodes

Cume Audience 11.7 5.774.000 3.9

Avg. per-broadcast rating 2.1 1,063,000

Source: NRI. .Tan.-Fek 19">9. 4-week cumulative data.

illll!lllllllllllllllllllilll!!llllllllllllllllllllllllllllllllllll!lllllll!ili!llllllll!llll!IIIIIIIIIIIIIIH

The top 10 radio network shows and their ratings

Top 10 Pulse network radio shows, February, 1959

Program Network Highest rating

World News Roundup CBS 4.3

Lowell Thomas, Sports CBS 4.2

Arthur Godfrey CBS 4.1

News-Ned Calmer (7:45 A.M.) CBS 4.1

Edward R. Murrow CBS 4.0

Ma Perkins CBS 4.0

News-D. Townsend (10:00 A.M) CBS 4.0

News-Ned Calmer (11:00 A.M.) CBS 3.9

Whispering Streets CBS 3.9

Young Dr. Malone CBS 3.9

l!l!!ll!llllllllll!llllilllllill!llllllllllll!llllllllllll!l!ill!illW 'WIS
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GOOD MUSIC rings up sales in Los Angeles.,
and registers continuous renewals such as these:

SLAVICK JEWELRY CO.

UNION PACIFIC RAILROAD

BARBARA ANN BREAD

HAR OMAR RESTAURANT

KIP OINTMENT

WALLICHS MUSIC CITY

YELLOW CAB CO.

15th year

10th year

10th year

8th year

7th year

7th year

6th year

REPUBLIC VAN & STORAGE CO.

THE PRUDENTIAL INSURANCE CO.

MARTIN MOTORS

CINERAMA

BERLITZ SCHOOLS OF LANGUAGES

PEPSI-COLA

RCA-WHIRLPOOL

6th year

6th year

6th year

6th year

5th year

3rd year

3rd year

...more than 40 sponsors in their 2nd to 19th year!

AC
The Music Stations for Southern California

24-hour simultaneous AM-FM at one low cost

Represented by The Boiling Co., Inc.

PRUDENTIAL SQUARE LOS ANGELES

July 1959
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DIMENSIONS
Here's how U. S. radio homes have grown
i!!llllllllllllllllllli:!llllll!!!!lll!inilllll!lllilllllllllH

Millions of U.S. homes with radios, March 1950-1959

U.S. homes 43.4 44.4 45.3 46.1 46.7 47.6 48.7 49.5 50.5 51.4

Radio homes 41.4 42.9 44.3 44.9 45.1 45.9 47.0 47.7 48.7 49.5

1950 1951 1952 1953 1954 1955 1956 1957 1958

At the rate the U.S. population is growing, there will be

50 million radio homes by end of year. Latest Nielsen

saturation figure is 96.3% (for all practical

100%), just about the same level it has been

1959

purposes,

for years

IlllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllI

Radio home ownership by region and county size

piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim
iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiii

Millions of radio homes, March 1959

By Regions By county size

Total homes 13.3 8.8 9.8 12.2 7.3 19.0 14.1 10.1 8.2

Radio homes 12.8 8.5 9.5 11.7 7.0 18.4 13.7 9.6 7.8

I
Northeast East West

Central Central

South Pacific "B"

§ The South and Pacific regions had the biggest growth in show. On the county size level, "C" and "D" counties

numbers of radio homes since last year, Nielsen data show no radio home growth; rural population is on decline

FT. ; -!l||- !!: Mi-M .ill! :
'!;, ^ ill,' !: .: : .ii
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IN ROANOKE

KROGER
LOVES

WROV

CHARLES W. CONNER
•alu promotion ano
aoviktihn9 manaokr
roanokc Division

the nroaer co

tt40 SHINANDOAH AVBNUK. H. w
ROANOKE. VIRGINIA

November 25, 1958

Mr. Burt Levine
Gener a I Man ager
Radio Station WROV
Roanoke, Virginia

Dear Burt:

It Is our pol lev here at Kroger to

at four -month Intervals.
re appr a i s e media

During this period, we have conducted many tests of
which you were unaware. To determine the abil ity of

each of the personal itles to sel I for Kroger, we
selected particular Items and assigned these during
test weeks to the different personalities. We were
careful that the Items were not promoted in any other
way. At the end of each week a survey of movement
was made.

>ur personal Itles came through for us beyond our
expectations .

r— >——W II I 1
For example--we Intended to run a group of household
Items for a two-week period. We scheduled the I terns

on WROV for the first week of the promotion. At the
end of five days, our merchandise supply was exhausted.
At another time we gave Jackson a particular assign-
ment to sell a Packer Label Corned Beef. Over the
three-day weekend period our usual sales volume doubled.
Jackson's show was the only promotion put behind the
item. This proved to us that Jackson's appeal is not
Just to teenagers, but to all age groups.

These are just two instances among many to Illustrate
the job that the personalities have done for Kroger.

Please pass along our appreciation to all of your
staff for the fine way in which they have handled Kroger
s hows

.

Very truly yours,

C'OC/gc
Charles W. Conner, Manager
Advertlsino. & Sales Promotion

Use these WROV personalities and
ROANOKE will love you!

KEN TANNER • BARBARA FELTON
JERRY JOYNES • JACK FISHER
JIVIN' JACKSON

WROV
ROANOKE, VIRGINIA
Burt Levine, President
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1radio J Dimensions

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^

U.S. radio sets now
total 146 million

including 48 million

for out-of-home use

Set location Number of sets Percent

IN HOMES 87,800,000 60.1

PORTABLES 10,500,000 7.2

IN AUTOS 37,900,000 25.9

IN PUBLIC PLACES 10,000,000 6.8

TOTAL SETS 146,200,000 100.0

Source: RAB. sets in working order.

^i, ;:i!'-.:i!.-:: -.n- :jm uM Mil
1
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End of May 1959

Stations
on air

CPs not
on air

New station

requests

New station*

bids in hearing

AM
FM

1 3,366 1 118 1

1 612 | 147

End of May 1958

526 1

53 1

159

21

AM
FM

1 3,248 1 92 1

1 541 1 87 I

406 1

40
107

14

Number of radio

stations are up

189 over 1958,

total almost 4,000

Source: FCC monthly reports, commercial stations. 'April each year.

Illlllllllll!llllllll!llllllllllllllllllllll!!llill!lllllll!lllll^

Few new radios

now end up in

the living room

jpiiiiiiiiiiiinii iiiiiiiiiiiiiiniiiiiiiiiiiiiiiii iiimiiii
i iiiiii niiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiii iiiiiiiiiiililiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiilliilj

Location of new radios in "Telurbia"

In house

Bedroom

38.7%
Kitchen

21.0%
Portable

13.3%
Living room

12.0%
Other

3.3%

Outside house

Auto, etc.

11.7%

Source: RAB, from study of densely-saturated tv area (Long Island, N. Y.).

iiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiii Minimi iiiiiiiiiiiiiiiiiii ill lllllllllllli
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Frequency loading of standard broadcast stations

Year
Number of on-air and
authorized stations

Increase in stations

over previous year

Average
frequency
loading

1952 2420 + 35 23

1953 2584 + 164 24

1954 2697 + 113 25

1955 2840 +143 25

1956 3020 + 180 28

1957 3238 +218 30

1958 3353 +115 31

Source: Federal Radio Commission. 7th Annual Report, p. IS; Federal Communications Commission,

Annual Reports ; All figures are as of 30 June.

iiimiiiiiiiiiiiiiiiiiiiiiimimmmiiPimiiiimiiiiiimiiimiiiH Iilllliillllllllllllllillllllllllllllllllli

Number of radio

stations per channel

(frequency) has

climbed steadily
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WHB dominates KANSAS CITY radio just about the way it does this ad

For 5 years . . . on all surveys . . .in all time periods. . . in all seasons . . . WHB
has dominated radio listening in Kansas City and environs. Naturally advertisers

have followed audience . . . they've gotten results . . . they've renewed. Do you want

to dominate Kansas City, too? Let Blair or G.M. George W. Armstrong fill you in.

JsSr!iff
4

|

,
'

g

i

WHB
10,000 watts

-710 kc.

KANSAS CITY,

MISSOURI

|

one

of the

STORZ
Stations

Todd Storz, President

Home Office: Omaha

WDGY Minneapolis- St. Paul

WHB Kansas City

KOMA Oklahoma City

WTIX New Orleans

WQAM Miami

July 1959 67
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LZU SET PRODUCTION

How radio set production varies year by year

llll!!llllllllllll!l!ll!!ll!llllll!llllli!llllll!lllll!lllllil^

Total U.S. radio set production, 1924-58

!i!ll!lllllllll[lllllllllPi!lll!ll!IJill'! !lli;iil!l!l![!l!l!lll!lilll!llll!![[[|ll!ll!l!!llllllllllg

Year '24 '25 '26 '27 "28 '29 '30 '31 '32 '33 '34 '35 '36 '37 '38 '39 '40 '41 '42 '46 '47 '48 '49 '50 '51 '52 '53 '54 '55 '56 '57 '58

SOURCE: Electronic Industries Assn.. 1959 Fact Book.
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Portable radio set sales hold up strongly

m iiiHiiiiiiiiiiimiiiimiiiiiiiiiiimiii iiiiimiiiiimiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiiiimiii iimiiiiimii iiiiiiiiiiiiiiiiiiiiiiinii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinii i iiiiiiiiiiiiiiiini iiiiiiiiiiiiiiiiiiiiiiiiiiiiiii!iiiiiiiiiiiiiiiiiiiiiui|

Radio set sales by type, 1947-58

YEAR

1947
1948
1949
1950
1951
1952
1953
1954
1955
1956
1957
1958

HOME CLOCK PORTABLE AUTO

14.972.000

10,325,000

5,127,000

7,818,000

5,358,000

4,394,000

3,309,000

2,701,000

2,659,000

3,007.000

3.193,000

2.669,000

727,000

1.666,000

1,714,000

1,897,000

2,035.000

2,223.000

2.439,000

2.205.000

2,388,000

2,585,000

1.799,000

1.593,000

1.200,000

1,528,000

1.503,000

1,449.000

1,879,000

2,683,000

3.205.000

3,115,000

3,459,000

4,240,000

3,596.000

4,740,000

4,543,000

3,243.000

5,183,000

4,124.000

6,864,000

5,057,000

5.496.000

3.715.000

Source: EIA. Auto figures are factory production, all others are retail sales. Doss not include radio-phonograph combinations.

-iiniimiiiiiiiimiiimmimniiiiii i iiiiiiiiiiiiini iiiimiiiniiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiii iiiiimi imim mi

TOTAL

20,819,000
17,150,000
10,522,000
14,151,000
11,828,000
10,831,000
11,709,000
10,170,000
13,437,000
12,970,000
14,333,000
11,704,000

68 AIR MEDIA BASICS



Beginning August 25, WANN

with 10,000 Watts, becomes

netropolitan Baltimore's

nost powerful Negro

Program Station!

With WANN you'll get the metropolitan Baltimore Negro market

AND the rich, responsive Negro Market of the entire Chesapeake

Bay area! WANN, with 10,000 watts, becomes the most powerful and

the largest Negro program station in the East!

epresented by

alker-Rawalt, Inc.

47 Madison Ave., N.Y. 17, N.Y.

Our 12th Year of SuccessJul Broadcasting

Maryland's Capital Station
ESTABLISHED IN 1947

1190 ON YOUR DIAL 10,000 WATTS

P.O. Box 631, Annapolis, Maryland

Telephone: Colonial 3-2500
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RADIO STATIONS AND THEIR REPRESENTATIVES
Here's a handy list of reps for spot radio's am and fm stations

or the timebuyer who wants to get in touch with

a lot of stations in a hurry ( and what timebuyer doesn't

at one time or another), here's a handy list.

It contains am and fm stations with no information

other than the state, city, call letters and name of the

station's national representative.

The listing does not contain all radio stations in the

U.S. In the first place, stations with no national repre-

sentative were excluded. What the list does is concen-

trate on stations used by spot advertisers. This meant

the further exclusion of many small market stations which

live on local advertising. For the fm list, a more generous

definition of spot radio's "universe" was made because

of the relatively small number of fm outlets.

Because of the complexity of such a listing, a few

stations may be omitted—for which sponsor apologizes.

AM & FM STATIONS AND THEIR NATIONAL REPS, 1 JULY 1959

AM Stations

ALABAMA
Anniston

WANA mcgillvra
WHMA walker-rawalt

Birmingham
WAPI _.._ _ christal
WATV .._ bernard
WBRC ... katz
WCRT weed
WEDR bob dore
WENN pearson
WEZB sears & ayer
W.I fiD forjoe
WSGN v. r. & m.
WVOK radio-tv
WYDE young

Decatur
WHOS dark
WMSL masla

Dothan
WAGF sears & ayer
WDIG best
WOOF Clark

Gadsden
WCAS r. v. h.

WETO mcgillvra
WGAD walker-rawalt

Mobile
W.VBB branham
WAIP walker-rawalt
WALA . h-r
WGOK howard
WKAB ..._ _. v. r. & m.
WKRG avery-knodel
WMOZ bob dore

Montgomery
WAPX boiling
WBAM _._ radio-tv
WCOV _ v. r. & m.
WHHY masla
WMGY stars national
WRMA everett-mckinney

Muscle Shoals
WLAY walker-rawalt

Selma
WGWC holman
WRWJ _ dark

Tuscaloosa
WACT grant webb
WJR1) _ bob dore
WNPT r. v. h.

WTBC sears & ayer

WTUG ... national time sis.

ARIZONA

Flagstaff

KVNA . radio-tv

Nogales
KNOG best

XEHP national time sis.; oakes

Phoenix
KBUZ young
KHAT w. s. grant
KIPN national time sis.

KOOL, _ _ am radio sis.

KOY _ _ blair

KPHO _ katz
KPOK -- .forjoe
KRIZ radio-tv
KRUX _ mcgavren
KTAR avery-knodel

Prescott

KNOT ..._ masla
KYCA avery-knodel

Safford

KGLU raymer

Tucson

KAIR branham
KCEE forjoe
KCNA gill-perna
KCUB _ young
KEVT national time sis.

KMOP w. s. grant
KOLD am radio sis.

KTKT mcgavren'
KTUC - radio-tv

Yuma
KVOY radio-tv
KYUM avery-knodel

ARKANSAS
Fayetteville

KFAY
KHOG .

bob dore
walker-rawalt

Fort Smith
KFPW gill-perna
KFSA v. r. & m.
KTCS _ bob dore
KWHN ..... r. v. h.

Hot Springs

KBHS dark
KBLO _ _ .. r. v. h.

KWFC ..._ _ ...v. r. & m.

Jonesboro

KBTM burn-smith
KNEA gill-perna

Little Rock
KARK
KGHI
KLRA
KNLR ... w.
KOKY

.... petry

weed
..h-r

s. grant

pearson
KTHS ... christal

KVLC o'connell

KXLR boiling

Pine Bluff

KCLA best

KOTN —walker-rawalt
k'I'BA reilly (midw.l

Texarkana
KCMC - v. r. & m
KOSY pearson

KTFS walker-rawalt

CALIFORNIA

Avalon
KBIG weed

Bakersfield

KAFY mcgavren
KBIS weed
KERN raymer!

KGEE o'connell!

KIKK _ _ boiling

KLYD ..._.w. s. grant

KMAP forjoe

KPMC burn-smith

Chico
KHSL avery-knode
KPAY ...hollingber)

El Centro
KAMP _ oake
KXO rayme

Eureka
KENL w. s. gran

KIEM hollingber

KINS wee.

Fresno

KARM hollingber

KBIF wee
KEAP mcgavre
KFRE bla

KGST ..._ national time si

KMAK meek
KMJ rayme
KYNO headley-ree

For the beginning of the fm list, see page 88
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Radio Buying is

NOT a Toss-up!

Little Rock
and

Central

Arkansas

Join the ranks of
successful advertisers on:

K V LC
where:

1. Imaginative programming,

2. Top personalities, and

3. Instant News coverage . . .

combine to satisfy listeners

and advertisers year after year!

NATIONAL REPS.:

• New York City

Richard O'Connell, Inc.

• Chicago
William J. Reilly

• Kansas City — St. Louis
Jack Hetherington

. . . and in nearby

LAKE CHARLES, LA.

Reaching a booming market of 250,000.
Annual retail sales $200,000,000.

Special 15% discount on this

potent combination . . .

KVLC, Little Rock + KIKS, Lake Charles

Los Angeles
KABC
KAI.I
KDAY
KFAC
K V 1

KFWB
KGIL
KH.I

katz
o'conncll

young
boiling

christal

blair

branham
h-r

KI.AC castman
am radio sis.

cbs spot
forjoe

KM PC
KXX
KPOL
KPOP
KTVM
KWKW
KXI.A

Modesto
K 1 1 E E .._ raymer
KKI V hollingbery
KTRB . mcgavren

broadcast time sis.

w. s. grant
natioanl time sis.

cooke

good music brdcstrs.

Polo Alto

KIBE

Pasadena
KWKW national time sis.

KXLA broadcast time sis.

Redding
KPAP w. s. grant
KVCV _ avery-knodel
KVIP hollingbery

Riverside

KACE
KPRO _

walker-rawalt
_. pearson

Sacramento
KCBA petry
KFBK raymer
KGMS - forjoe
KROY ..._ hollingbery
KXOA mcgavnn

Salinas

Kin IX pearson
KSBW mcgavren

San Bernardino
KCKC _... ._ grant webb
KFXM _. ._ mcgavren
KITO ..hollingbery
KRNO boiling

San Diego—Tijuana, Mex.
KCBQ young
KDKO eastman
KF.MB petry
KFSD katz
KGB h-r
KSDO mcgavren
KSON headley-reed
XEAK hollingbery; p. g. w.
XEGM __ o'connell
XEXX national time sis.

San Fernando
KGIL branham

San Francisco—Oakland—Berkeley
KABIj mcgavren
KCBS __ cbs spot
KEWB _ katz
KFRC _.._. h-r
KGO __._ blair
KJBS boiling
KLX _ weed
KNBC nbc spot
KOBY __. petry
KOFY _ __ forjoe
KRE w. s. grant
KSAN howard
KSAY raymer
KSPO am radio sis.

KWBR wa Iker- rawa 1

1

KVA young

San Jose

KEEN
KI.OK
KSJO
KXKX

San Luis Obispo

KATY
KVEC

hollingbery
dark

pearson
mcgavren

meeker
mcgavren

Santa Barbara
km;
KIST
KTMS

Santa Monica
KDAY

mcgavren
hollingbery

raymer

mcgavren

ttWKtv
17 YEARS

OF

LEADERSHIP
in the

LOS ANGELES

SPANISH

MARKET

ONLY
24 HOUR

SPANISH STATION

IN THE U.S.A.

With KWKW you

can reach nearly

700,000

LOYAL LISTENERS

SPENDING OVER

$60,000,000 monthly

BUY THE NO. 1 STATION
* Spanish Pulse, April J 959

S.F.—Theo. 8. Hall N.Y.—Natl Time Sales
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WHEN YOU BUY

Hartford
Consider good sound radio

Consider WINF for

• Quality

• Cost

• Results

Buy the station that delivers

a quality audience because

it provides quality program-

ming more than 18 hours

daily.

WINF
the information station covering

one of America's important mar-

kets from Manchester, Connecti-

cut.

Represented nationally by Chas. Bernard

AM STATIONS
Santa Rosa
KSRO _

Stockton

KJOY mcgavren
KRAK ._.. headley-reed
KSTX hollingbery

K\V(, w. s. grant

{continued from page 71)

Wilmington
mcgavren WAMS

AYDEL
WILM
WJBR _
WTl'X

Tulare

KOOK pearson
KGEX _ forjoe

Ventura
KUDU
KYEX

continental radio sis.

grant webb

Visalia

KONG -- hollingbery

COLORADO
Colorado Springs

KPIK - bernard
KRDO - pearson
KVOR v. r. & m.
KWBY - radio-tv

KYSN _ avery-knodel

Denver
KDEN
KFML
KFSC .

KGMC
KHOW
KIMN
KLAK
KLIR
KLZ ...

KMYR
KOA ..

KOSI
KTLX
KUDY

breen 6 ward
meeker

national time sis.

radio-tv

P- g- w.
avery-knodel

bernard
_ best

_ katz
_ young

- christal

petry
blair

w. s. grant

Pueblo

KCSJ - ... meeker
KDZA devney
KFEL ... continental radio sis.; w. s. grant
K i . I i F

CONNECTICUT
Bridgeport

WICC
WXAB ......

gill-perna

young
mcgavren

Hartford

wccc
WDRC

.walker-rawalt
raymer

WINK (Manchester) _ bernard
WPOP young
WTIC christal

pearson
mcgavren

New Britain

WHAY ....

WKXB

New Haven
YVAYZ hollingbery
WELI h-r
WXHC mcgavren

New London

WNLC reilly

WSUB walker-rawalt

Norwich

WICH everett-mckinney

Stamford
WSTC ... everett-mckinney

Torrington

WBZY
WTOR

breen & ward
. r. v. h.

Waterbury
WATR . mcgavren
WBRY o'connell

W'WCO .... masla

DELAWARE
Georgetown
WJWL

eastman
meeker
boiling

fine music hi-fi brdcstrs.

walker-rawalt

DISTRICT OF COLUMBIA
WARL (Arlington) bernard
WEAM (Arlington) broadcast time sis.

WGMS avery-knodel
WMAL h-r

WOL headley-reed
WOOK united

WPGC _ forjoe

WRC _ _ nbc spot
WTOP .-.- cbs spot
WUST pearson
WWDC _ -- - blair

FLORIDA
Cypress Gardens
YvGTO _ petry

Daytona Beach
WMFJ
WXDB
"WROD

.... masla
dark

pearson

Fort Lauderdale
WFTL _..._

WWIL
Fort Myers
WINK ......

Gainesville

WDVH ....

Vv'GGG
WRUF

masla
r. v. h.

walker-rawalt

Jacksonville

WAPE
WIVY
WJAX
WMBR
WOBS
Wl'DQ ......

WQIK

everett-mckinney
_ best
burn-smith

radio-tv

masla
headley-reed

blair

gill-perna

... v. r. & m.

forjoe

WRHC _ .....wootton

WTTT ...raymer
WZOK eastman

Lakeland
WLAK .

WOXX .

_ _ pearson
cooke

WYSE _ dark

Miami—Miami Beach
WAME
WCKR
WFEC
WGBS --
YV'INZ
WKAT
WMBM
WHET
WMIE
WQAM
WSKP

mcgavren
christal

_ _ bob dore

-- katz
petry

masla
_ pearson

forjoe

bernard
blair

h-r

WVCG good music brdcstrs.; dark

Orlando
WABR
WDBO
WHIY
WHOO

gill-perna

_ blair

_ pearson

_ v. r. & m.

WLOF stars national

Panama City

WDLP _. ...hollingbery

WPCF _ _ ...walker-rawalt

Pensacola
WBOP r. v. h

WBSR - v. r. & m.

WCOA hollingbery

WPFA bob dore

masla

continental brdcstg.

Sanford

WIOD

Sarasota—Bradenton

WBRD meeker

WKXY dark

WSPB ... pearson

WTRL .__ best

Tallahassee

WMEX weei

{Please turn to page 74)
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WTIC

GREATEST COVERAGE

IN RICH, RICH

SOUTHERN

NEW ENGLAND
WTIC 50,000 watts
HARTFORD 15, CONNECTICUT Tel: JAckson 5-0801

REPRESENTED NATIONALLY BY HENRY I. CHRISTAL COMPANY

buLY 1959



AM STATIONS [continued from page 72)
WTAL
WTXT

meeker
devney

Tampa—St. Petersburg

WALT
WDAE
WFLA
WIIBO
WILZ _
WPIN
WSUN
WTAX
WTMP
WTSP _. . .. _

avery-knodel
kati
blair

bernard
masla

walker-rawalt
v. r. & m.

devney
pearson

_. weed

._ weed
dark

meeker
stars national

West Palm Beach
WEAT
WIRK __
WJ.NO _

WQXT

GEORGIA
Albany
WALB burn-smith
WGPC - hollingbery
WJAZ dark

Athens
WDOL _ dark
WGAU pearson
WRFC _ ._.. bob dore

Atlanta
WAGA
WAKE
WAOK
WEAS
WERD
WGKA _

WGST
WIIN
WPLO _
WQXI
WSB
WYZE

WBIA
WGAC
WGUS

walker-rawalt
- avery-knodel

WRDW .

Columbus
WCLS
WDAK

walker-rawalt

WGBA
WPNX .

WRBL
Gainesville

WDUN clark
WGGA r. v. h
WLBA

La Grange
WLAG
WTRP

KFXD
KGEM
KIDO
KY1IE

Idaho Falls

KID
KIFI
KUPI

pearson
avery-knodel

weed
— meeker

walker-rawalt
avery-knodel
w. s. grant

Macon
WBML __ forjoe
WCRY stars national
WIBB _ walker-rawalt
WMAZ avery-knodel
WNEX branham

Lewiston

KOZE .

KRLC .

Pocatello

KSEI ...

KWIK ..

KYTE ...

gill-perna

united

weed
..avery-knodel

continental radio sis.

Rome
WRGA
WHOM

walker-rawalt
devney

_ katz
young

mcgavren
stars national

wootton
good music brdcstrs.

branham
weed

radio-tv
gill-perna

petry

r. v. h.

Augusta
WATTG -- __ r. v. h.

WBBQ everett-mckinney

Savannah
WCCP walker-rawalt
WJIY .stars national
WSAV eastman
WSGA hollingbery
WSOK __ walker-rawalt
WT( >C avery-knodel

Valdosta
WG AF pearson
WGOV stars national

IDAHO
Boise

KBOI

Twin Falls

KLIX ...avery-knodel
KTFI _ _ weed

ILLINOIS

Champaign—Urbana
WDWS
WKID

Chicago

WAAF
WAIT _._

\YBBM

meeker
pearson

forjoe

p. g- w.

_ _ _ avery-knodel
.. cbs spot

WBEE continental brdctng.

WCFL mcgavren
WEAW good music brdcstrs.

WGN petry

WIND am radio sis.

WJJD _ radio-tv

WLS - blair

WMAQ nbc spot

WSBC devney

Danville

WDAN everett-mckinney
WITY burn-smith

How to sell

New York's

CAPTIVATED

audience
What makes a radio audience

responsive? For one thing, the way

listeners listen. WQXR's good music

format compels active, attentive

listening, captivates more

than one million families, makes

sales for over 400 advertisers.

For listeners and advertisers alike,

WQXR is America's Number

One Good Music Station. Ask us to

send you some case histories.

WQXR AM 50,000 watts

and FM

74

Radio Station oj TheNew York Times
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Decatur
WDZ _.
WSOY ..

Evanston

W E A W
WN'MP

p. g. w.
weed

good music brdcstrs. ; grant webb
devney

Galesburg

WGIL
WQUB _

Jolict

WJOL __

La Grange
WTAQ _.

r. v. h.

hollingbery

pearson

'

Moline

WQUA

Oak Park

WOPA ....

Peoria

WEEK .

WIRL ...

WMBD
WPEO .

Quincy

WGEM .

WTAI) .

Rockford

WROK
\YRRR .

Rock Island

WHBF ...

Springfield

wcvs ....

WMAY ....

WTAX ....

bernard

hollingbery

howard

headley-reed
h-r

P- g- w.
young

young
weed

h-r

radio-tv

avery-knodel

weed
pearson

gill-perna

INDIANA
Elkhart

WCMR .. .

WTRC _..

Evansville

WEOA
WiiBF
W I KY
WJ PS

best; grant webb
... h-r

ill-perna

weed
pearson
boiling

Fort Wayne
WANE
WGL -
W'K.JG
1VOWO ...

Gary

petry
headley-reed

h-r
am radio sis.

WGRY
WWCA grant webb

... pearson

Indianapolis

WFBM katz

'M',
1

/.
1

/ continental brdcstg.
— blair

- - P- g- *•

pearson

WIBC
WIRE
WISH
WXLW

Kokomo
WIOU .....

Muncie
WI.BC
WMUN

South Bend
W.IV\
WNDU
WSBT

Terre Haute

weed

holman
walker-rawalt

r. v. h.

petry
raymer

WBOW
WMPT
WTHI

it IOWA
Cedar Rapids

ECRG ..

KPIG
WMT

weed
burn-smith

boiling

branham
devney

katz

Davenport
KSTT
woe

Des Moines
KCBC
KIOA
KRNT
K'Sli

Will)

Dubuque
KDTII
WDBQ

forjoe

p. g. w.

devney
young
katz
h-r

p. g. w.

pearson
walker-rawalt

Fort Dodge
KVKI)
KWMT

pearson
everett-mckinney

Mason City

KGLO .

KKIB
KSMX

Ottumwa
KBIZ
KI.EK

weed
gill-perna

best

Shenandoah
K V \ !•'

K.MA

avery-knodel
walker-rawalt

h-r

petry

Sioux City

K M X S
KSCJ
KTR I

Waterloo
KWWL _

KXEL

KANSAS
Coffeyville

KGGF

Colby
KXXX

Concordia
KFR.M

raymer
hollingbery

everett-mckinney

avery-knodel
boiling

hollingbery

Dodge City

KGNO

Great Bend
KVGB

h-r

v. r. £r m.

hollingbery

Hutchinson

KWBW ....

KWIIK

Pittsburg

KOAM ....

KSKK

Topeka
K.I AY
KTOP
\yii;\y
WREN

Wichita
KAKE ......

KFBI
k I

'
1

1

KLEO
KSIU
KW'BB

devney
everett-mckinney

hollingbery

avery-knodel

gill-perna

megavren
avery-knodel
hollingbery

v. r. & m.
avery-knodel

blair

eastman
pearson

hollingbery

KENTUCKY
Ashland
WCMI
WTCR

Frankfort

WIKY

Hopkinsville

WHOP
WKdA

Lexington

WBLG
WI.AP
WVLK

pearson
bernard

hollingbery

masla
hopewell

meeker
pearson

hollingbery

k-TOP
IN THE

>

OF KANSAS

40.4 MORNING

42.3 EVENING
Latest Hooper

41 QUARTER HOURS 1sts

MORE THAN
ALL OTHER STATIONS COMBINED

Latest Pulse

1490 ON THE DIAL

JUL\ 1959



Livewire KSO RADIO is setting a new

Pulse pace in Des Moines and Cen-

traliowa! Now topping three network

stations — and most quarter-hour

gains of all stations:

KSO is up 42 from 6 a.m. to 6 p.m.

This whopping climb is against a

gain of only 5 for network station

'R' and zero for independent station

'I'

(Mon. thru Fri.—Pulse May 1958 —
March 1959)

Hooper up, too, 68%

And you still get that low, low cost

per mmmmmmmmm!

In DES MOINES and CENTRALIOWA,

BUY

IARRY BENTSON TONY MOE JOE FLOYD

President Vice-Pres., Vice-P;es.

Cen. Mgr.

AM STATIONS
Louisville

WAKY
WAVE

blair

nbc spot

WHAS - — - — christal

W I XN - avery-knodel

WKLO -— - eastman

WKYW - - pearson

WLOU - pearson

WTJIT — meeker

Paducah
W 1 >XR — - retlly

WKYB - boiling

WPAD — - howard

LOUISIANA

continued from page 75)

WFBR - - - -blair

WITH — - select

WSID ._.- -~ united

WWIN bob ° ore

Cumberland
WCUM - c 'ark

WTBO - branham

Frederick

WFMD - — - gill-perna

Salisbury

WBOC - burn-smith

W ICO ----- - - uni
,

ted
.

WJDY _.. - - clark

Alexandria
KALB - weed
KSYL - everett-mckinney

Baton Rouge
WAIL
WIBR -..

WJBO
WLCS

weed
forjoe

hollingbery
masla

WXOK - - howard

Lafayette

KPEL -- — - o'connell

KVOL meeker

Lake Charles

KAOK „ -... — howard

KIKS - - o'connell

KLOU _.. ..united

KPLC - weed

Monroe
KMLB ..... pearson

KXOE - - h-r

KUZN -- ' v. h.

New Orleans

WBOK howard

WDSU - - blair

WJBW - - .....o'connell

WJMR — forjoe

WNOE avery-knodel

WSMB hollingbery

WTIX ._ - young

WWL katz

WYFE - boiling

WYLD _. - pearson

Shreveport

KAXB bob wittig; oakes

KBCL hopewell

KX'IJ - bernard

KEEL -.- - blair

KENT walker-rawalt

KJOE o'connell

KOKA _ pearson

KRMD weed
KWKH christal

MAINE
Augusta
WFAU o'connell

WRDO - ...weed

Bangor
WABI hollingbery

WGUY — — - o'connell

WLBZ - - weed

Portland

WCSH weed
WGAN - avery-knodel

WLOB - - o'connell

WPOR - - hollingbery

Presque Isle

WAGM hollingbery

MARYLAND
Annapolis

WABW - - - - bernard

WNAV - — —headley-reed

Baltimore

WANX (Annapolis) walker-rawalt

WAQE forl°e

WAYE pearson

WBAL christal

WBMD -... - bernard

WCAO - ...radio-tv

WCBM - -P- S- w.

WEBB —- howard

MASSACHUSETTS

Boston

WBZ .

WCOP
WCRB

am radio sis.

radio-tv

_ broadcast time sis.

WEE I
'. _1_-L~~- ----- - ,?

SS
J">*WEZE — hollingbery

WHDH blair

WHIL
WILD .

WLYN
WMEX
WNAC
WORL
WTAO

grant webb
bob dore

walker-rawalt
young

h-r

...headley-reed
o'connell

Fitchburg

WEIM - walker-rawalt

WFGM —'.'.—- - ...everett-mckinney

New Bedford

WBSM - - --;--- boiling

WNBH -
walker-rawalt

Pittsfield

WBEC - everett-mckinney

WBRK - walker-rawalt

Springfield—Holyoke—Chicopee

WBZA ...

WHYN ...

WMAS —
WSPR -
WTXL ....

WTYM ..

Worcester

am radio sis.

branham
boiling

. hollingbery

walker-rawalt
avery-knodel

WAAB
WN EB
WORC
WTAG .

chnstal

eastman
...boiling

avery-knodel

MICHIGAN

Ann Arbor
WHRV
WPAG

devney
..everett-mckinney

Battle Creek

WBCK
WELL

hollingbery

... mcgavren

Bay City

WBCM
WWBC

hollingbery
masla

Detroit
nK-

T w eastman

war zzzzz: zz. am radio ,i,

£^B - zzz .christal

wkmhzzzzz - -- *y
w^z zzzzzzzzzzzzzzz&I

Escanaba
WDBC .

bob dore

Flint

WAMM -
gi "' P^H

WBBC
WFDF
WKMF —
WMRP -
WTAC ....

weed
kati

..mcgavren

sears & ayer

hollingbery

Grand Rapids

76

mr.T, n gill-perna%%?==- -•«££:*
wlav - -- - m

r

c

a
g
d nvWMAX —-

rad
?.

t

"
WOOD - --- Ka"

(Please turn to page 78)
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ARE WE "SELLING" FOR YOU?

1 OUR STORYw
• The "COUNTRY MUSIC NETWORK" is available from Coast-to-Coast!

• This Spot Network is flexible, and can be tailored to suit your needs . . .

• Many Stations can be bought with a single purchase-order, payable with just one monthly

check . . .

• The much-desired single package-rate is in effect . . .

• Our first Success Story, is our best $uccess $tory - SINCLAIR REFINING CO. recently re-

newed the COUNTRY MUSIC NETWORK for a second 52-week cycle . . .

• Selling to over half the Nation's population! ! !

• All of our stations specialize in merchandising and promotion.

. Ft. Worth-Dallas

OUR NETWORK
KCUL . WABB . . Mobile KWAM . . Memphis
KRCT . . Houston KCIJ . . Shreveport WENO . . Nashville

KDAV . . Lubbock WMIE . . Miami WTAQ . . Chicago
KZIP . . Amarillo WHBO . . Tampa WEXL . . Detroit-Royal Oak
KHAT . . Phoenix WOOO . . Daytona Beach-DeLand WREM . . Utica-Rome-Remsen, N. Y.

KMOP . . Tucson WQIK . . Jacksonville WCBG . . Chambersburg, Pa.

KPIK . . Colorado Springs WPFA . . Pensacola WAVL . . Pittsburgh-Apollo
KLAK . . Denver KEVE . . Minneapolis-St. Paul WLDB . . Atlantic City

KSOP . . Salt Lake City K000 . . Omaha WBMD . . Baltimore
KKEY . . Portland, Ore. KCKN . . Kansas City WABW . . Annapolis, Md.
WEAS . . Atlanta WEW . . St Louis WARL . . Washington, D. C.

WPNX . . Columbus, Ga. KLRA . . Little Rock WCMS . . Norfolk
WJIV . . Savannah, Ga. WKXV . . Knoxville WTCR . . Huntington, W. Va.-Ashland, Ky
WATV . . Birmingham WFSC

• •

. . Franklin, N. C.

. and still growing . . .

WMPM . . Smithfield, N. C.

SINCLAIR
FORD
DELCO
POST CEREALS
UNITED FRUIT

MILLER'S HIGH LIFE

FOLGER'S COFFEE
READER'S DIGEST
AMERICAN CYANAMID

OUR CLIENTS**f
QUAKER OATS
PET MILK
AMOCO
BORDEN'S
GENERAL FOODS
ROI-TAN
PITTSBURGH PAINT
AMERICAN MOLASSES
REGIMEN

"The above is a partial list of clients, that
purchased campaigns on one or more of the
above stations . . .

LEVER BROTHERS
PHILIP MORRIS
LINCOLN-MERCURY
DuPONT
KENT CIGARETTES
C & P TELEPHONE
GENERAL CIGAR
LYDIA PINKHAM
CONTINENTAL BAKING
NOXZEMA

LIFE MAGAZINE
BEECH-NUT GUM
GULF
UPTON'S TEA
GREYHOUND
ROBERT HALL
MAXWELL HOUSE COFFEE
STERLING-WARNER
UNION CARBIDE CHEMICALS
ESSO

Charles Bernard Company, Inc.

STATION REPRESENTATIVES

730 FIFTH AVENUE. NEW YORK 19

CIRCLE 6-7242



AM STATIONS
Inkster

WCHB _

Jackson
WIBM
WKHM

{continued

bob dore

_ weed
mcgavren

Kalamazoo
WKLZ
WK.MI
WKZO

Lansing

W1LS
WJIM

Muskegon
WKBZ
WMUS
WTRU ....

Saginaw
WKNX
WSAXI
WSGW

MINNESOTA

radio- tv

broadcast time sis.

avery-knodel

r. & m.

p. g. w.

mcgavren
r. v. h.

gill-perna

gill-perna

.....mcgavren

pearson

DuluHi
KDAL _ __ avery-knodel
WEBC hollingbery

Mankato
KTOE
KYSM

pearson
meeker

Minneapolis-St. Paul

KEVE _ weed
KRSI _ radio-tv
KSTP _ ... petry
WCCO cbsspot
WDGY
WISK
WLOL
WMIN
WPBC
WTCN

blair

boiling

am radio sis.

gill-perna
mcgavren
_ katz

Rochester

KROC ...

KWEB ...

St. Cloud
KFAM
WJON ..

meeker
avery-knodel

pearson
r. v. h.

MISSISSIPPI

Biloxi—Gulfport

WLOX holman
WVJII national time sis.; sears & ayer

Greenville

WDDT everett-mckinney
WGVM devney
WJPR _ - bogner & martin

from page 76)

Hattiesburg

WBKH ...devney
WPOR r. v. h.

WHSY dark

Jackson
WJDX hollingbery
WJQS devney
WJXN masla
WOKJ pearson
WRBC ..... _ r. v. h.

WSLI weed

Laurel

WAML hollingbery
WLAU __ devney
WNSL grant webb

Meridian
WDAL indie sis.

WMOX everett-mckinney
WOKK _. grant webb
WQIC united

MISSOURI
Cape Girardeau
KGMO grant webb
KFVS head Icy-reed

Columbia
KBIA best
KFRU grant webb

Fulton

KFAL pearson

Hannibal
KHMO _ hollingbery

Jefferson City

KLIK hollingbery
KWOS .._. grant webb

Joplin

KFSB meeker
KODE .... r. v. h.

WMBH sears & ayer

Kansas City

KANS branham
KBKN grant webb
KCMO _ katz
KMBC p. g. w.
KPRS ._ pearson
KUDL young
WDAF christal

WHB blair

St. Joseph
KFEQ _ v. r. & m.
KRES _ dark
KUSN pearson

St. Louis

KADY broadcast time sis.

KATZ continental brdcstg.

KMOX ... _ _ cbsspot
KSD _ nbcspot
KSTL ... forjoe
KWK
KXLW .

KXOK
WAMV
WEW
WIL

Sedalia

KDRO
KSIS ..

headley-reed
stars national

blair

weed
boiling

eastman

pearson
dark

Springfield

KGBX _
KTTS .

KWTO

MONTANA
Billings

KBMY .

KGHL .

KOOK .

KOYN ..

Bozeman

. r. & m.
weed

pearson

KBMN
KXXL

..avery-knodel
katz

walker-rawalt
united

gill-perna

walker-rawalt

Butte

KBOW '_

cooke
KOPR avery-knodel
KXLF walker-rawalt

Great Falls

KFBB boiling
KMON _ avery-knodel
KUDI __ ..united
KXLK ...walker-rawalt

Helena
KCAP grant webb
KXLJ walker-rawalt

Missoula
KGYO
KXLL

gill-perna

walker-rawalt

ST. LOUIS' NUMBER ONE NEWS AN

delivers top sales results with . . .

1. St. Louis' largest news staff—nine experienced news men
equipped with the best and largest available selection of

news-gathering facilities.

2. KSD-RADIO's roster of popular LOCAL programs.

3. St. Louis' top air sales personalities—Ed Wilson, Russ David
and Bill Crable.

4. NBC's outstanding variety programs and famous "News-

on-the-Hour".

5. KSD's live audience, most merchandisable program—Russ

David's "Playhouse Party".

6. The largest consistent coverage—serving 72 counties—with

KSD's 550 spot on the dial.

nnra
e,as,c

uJLJlJ affiliate
ST. LOUIS POST-DISPATCH RADIO STATION -WP%

NEBRASKA
Grand Island

KMMJ _ h-r
KRGI _... gill-perna

Kearney
KGFW holman
KRNY pearson

Lincoln
KFOR raymer
KLIN everett-mckinney
KLMS - burn -smith

Omaha
KBON mcgavren
KFAB ...petry I

rrYSTATioN

REPRESENTED NATIONALLY BY NBC SPOT SALES

On everu dial
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KOIL
KOOO
KOWH
WOW

avery-knodel
evcrett-mckinney

._ - young
blair

Scottsbluff

KNEB
KOLT

NEVADA
Henderson

ki;.\u
K'l'nu

holman
gill-perna

forjoc

pearson

Las Vegas
KENO _ r. v. h.; blair; forjoe

KI.AS _ _ weed
KORK avery-knodel
KRAM o'connell; reilly

KRBO holman

Reno
KATO walker-rawalt; broadcast time-sis.

raymerKOH

B (
> N i

:

NEW HAMPSHIRE
Hanover
WDCR
WTSL

Keene
WKNE

Laconia

WLNH

headley-reed
. pearson

breen & ward
radio-tv

meeker

Manchester
WFEA
W(JIR
WKBR

walker-rawalt

raymer
o'connell
radio-tv

NEW JERSEY

Atlantic City

WFPG
WLDB _
WMII) _

' WOND _

walker-rawalt
bernard

stars national
forjoe

Newark
wx.ii;
WNTA
WVNJ

continental brdcstg.

mcgavren
_ broadcast time sis.

New Brunswick

WCTC -

Paterson

Wi'AT

Trenton

WBUD
WTNJ
WTTM .. ..

grant webb

weed

bob wittig

forjoe

.. hollingbery

NEW MEXICO
Albuquerque
K'AHO national time sis.; oakes
KDEF .._ boiling
1 G6M __ branham
KHAM _ continental radio sis.

KLOS — _ _ bob dore
KOB petry
KQEO eastman

Carlsbad

|AVE _ branham
KPBM _ .__ devney

Roswell

KIU.M
K(JPL
KSWs

Santa Fe

KTRC
KVSF

dark
branham
meeker

devney
branham

NEW YORK
'Albany—Schenectady—Troy

IW \ BY forjoe
WGY ___ christal

The station for whirl -wind

sales action!

THE FAMILY STATION

5000 WATTS

NEW YORK

WWRL
beamed to sell

New York's

2,455,000

Negroes

&
Puerto Ricans

WWRL . . . puts the act in action by speaking

the language of New York's ever-expanding

Negro and Puerto Rican market. Top personali-

ties sell your product 24 hours a day. Get in

the sales whirl ... buy WWRL.
MERCHANDISING PLUS: Ask about our

"geared-to-sell" merchandising plan.

On the air 24 hours

DE 5-1600

FREE REPORT
NEGRO MARKET IN NEW YORK

POPULATION STUDY

chw$e my x v
spots io

wtuc
Here's a wise buyer. He's che

every survey and found in the

WILKES-BARRE MARKET more peopl

listen to WILK in the morning

than any other station.

He asked why, and found this—

jfc Outstanding station personaliti

^C Top ABC network programming

jfc Local programming that meets
community

w
WILKES-BARRE, PA. Call Avery-Knodel for details.

The only A.B.N. Affiliate in Northeastern Pennsylvania
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FIRST

ON
YOUR
DIAL

wmca
THE VOICE OF NEW YORK
Call us collect at MUrray Hill 8-1500

Or contact AM Radio Sales.

AM STATIONS
I continued from page 79)

WOK (I branham
W'l'TK eastman
WROW avery-knodel
WSNY forjoe

WTRY blair

Bingham ton—Endicott

WINR everett-mckinney
WKOP boiling

WNBF .... blair

Buffalo—Niagara Falls

WBEX christal
WBXY _.. masla
WEBB _ katz
WGR petry
WHLD head ley-reed
WINE „ . howard
W.I.I L _ burn-smith
WKBW _ avery-knodel
WNIA walker-rawalt
WWOL forjoe

Corning
WCBA
WCLI .

Hempstead
WHLI

devney
cooke

gill-perna

masla
v. r. & m.

Ithaca
WHCU
WTKO -

Jamestown
WJOC burn-smith
WJTX .... v. r. & m.

Kingston

WKNY •. meeker

New York City

WABC blair

WBNX king
WCBS cbs spot
WINS ...katz
WL.IB forjoe
WMCA _ am radio sis.

WMGM ... „ hollingbery
WNEW eastman
WOR ._. _ h-r
W( >Y pearson
WPAT - _ _ weed
WQXR _ raymer
WRCA _ _ _ nbc spot

Olean
WHDL everett-mckinney
WJIXS clarke; grant webb

Pittsburgh
WEAV
WIRY

masla
mcgavren

Rochester
WBBF ...

WHAM ..

WHEC -.

WRYM
WSAY

v. r. & m.
.... christal

everett-mckinney
. headley-reed

grant webb
WYET ... boiling

Syracuse

WFBL hollingbery
WHEN katz
WXDR _ _ _ blair

WOLF v. r. & m.
WSYR - christal

Utica—Rome
WIBX meeker
WKA1, h-r

WRUN ... _ avery-knodel
WTLB v. r. & m.

Walton
WDLA . r. v. h.

Watertown
WATX devney
WWNY weed

White Plains

WFAS headley-reed

NORTH CAROLINA
Ashevi lie

WISE broadcast time sis.

Wl.dS ... p. g. w.

I Please turn to page 82)

Negro
pulse*

report

again

establishes
r)

NEW YORK'S

n o

NEGRO

STATION

*Based on TOTAL 2U
HOUR LISTENERSHIP
to ALL Negro programs

(Pulse, Oct. 1958)

WLIB— has more Negro listeners than any other
N.Y. radio station— network or independent
(Pulse)

WLIB—only N.Y. radio station with studios in

Harlem

WLIB—first N.Y. station broadcasting Negro
community news and special events on a regu-

larly scheduled basis—every hour on the half

hour

WLIB—only N.Y. station devoting 87% of its

broadcast time to Negro programming

HARLEM RADIO CENTER
2090 Seventh Ave., New York 27

MO 6-1800
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/BBF
Always First

is Basic in Rochester

50 ° ut ° f

weekly

liter hours.

50

'IBF has 34% more

>IULT listeners than

iv other station.

irst Call

WBBF

IN

ROCHESTER

e ard Rintoul McConneli

DURCE: Pulse Inc. Mon.-Fri.-Mar. '59

JULY 1959

6:00 AM 6:15 AM 6:30 AM 6:45 AM 7:00 AM 7:15 AM 7:30 AM 7:45 AM

WBBF 2.4 WBBF 3.0 WBBF 3.4 WBBF 4.4 W8BF 6.2 WBBF 7.0 W8BF 7.8 WBBF 7.6

STA. C 2.2 STA. C 2.6 STA. B 3.0 STA. C 4.0 STA. C 5.6 STA. C 5.8 STA B 6.2 STA. 6 6.4

STA. B 1.4 STA. B 1.8 STA. C 3.0 STA. B 3.6 STA. B 5.0 STA. B 5.0 STA. C 6.0 STA. C 6.2

STA. D .6 STA. E 1.0 STA. E 1.4 STA. E 1.8 STA. D 2.4 STA. E 2.4 STA. D 2.6 STA. D 2.6

STA. E .6 STA. D .8 STA. D 1.2 STA. D 1.4 STA. E 2.0 STA. D 2.2 STA. E 2.2 STA. E 2.4

STA. F .2 STA. F .4 STA. F .4 STA. F .8 STA. F .8 STA. F 1.2 STA. F 1.0 STA. F 1.2

8:00 AM 8:15 AM 8:30 AM 8:45 AM 9:00 AM 9:15 AM 9:30 AM 9:45 AM

WBBF 8.4 WBBF 8.0 WBBF 7.4 WBBF 7.0 WBBF 6.8 WBBF 7.0 WBBF 7.2 WBBF 7 2

STA. B 7.0 STA. B 6.8 STA. B 6.6 STA. B 7.0 STA. B 6.2 STA. B 6.0 STA. B 5.4 STA. C 5.0

STA. C 6.4 STA. C 6.0 STA. C 6.2 STA. C 5.6 STA. C 6.0 STA. C 5.6 STA. C 5.2 STA. B 4 8

STA. D 2.8 STA. D 3.0 STA. D 2.6 STA. E 2.6 STA. E 2.8 STA. E 3.0 STA. E 3.2 STA. E 2.8

STA. E 2.8 STA. E 2.6 STA. E 2.4 STA. D 2.4 STA. D 2.2 STA. D 2.4 STA. D 3.0 STA. D 2.6

STA. F 1.0 STA. F 1.0 STA. F .8 STA. F .8 STA. F 1.0 STA. F 1.2 STA. F 1.2 STA. F 1.4

10:00 AM 10:15 AM 10:30 AM 10:45 AM 11:00 AM 11:15 AM 11:30 AM 11:45 AM

WBBF 7.4 WBBF 7.0 WBBF 7.2 WBBF 7.0 WBBF 7.4 WBBF 7.4 WBBF 7.6 WBBF 7.4

STA. B 4.6 STA. B 4.4 STA. B 4.8 STA. B 4.6 STA. B 4.0 STA. B 3.8 STA. B 3.6 STA. B 3 6

STA. C 4.6 STA. C 4.4 STA. C 3.8 STA. C 4.0 STA. C 3.6 STA. C 3.2 STA. C 3.4 STA. C 3.2

STA. E 3.0 STA. D 3.2 STA. E 3.0 STA. D 3.0 STA. D 3.2 STA. D 3.0 STA. D 3.2 STA. D 3.0

STA. D 2.8 STA. E 2.8 STA. D 2.8 STA. E 2.8 STA. E 2.6 STA. E 2.8 STA. E 3.0 STA. E 2 8

STA. F 1.6 STA. F 1.8 STA. F 1.6 STA. F 1.4 STA. F 1.8 STA. F 1.6 STA. F 2.0 STA. F 2.0

12:00 PM 12:15 PM 12:30 PM 12:45 PM 1 :00 PM 1:15 PM 1:30 PM 1 :45 PM

WBBF 7.0 WBBF 6.8 WBBF 6.4 WBBF 6.8 WBBF 6.6 WBBF 7.0 WBBF 6.6 WBBF 68
STA. C 5.6 STA. B 54 STA. B 4.6 STA. B 4.4 STA. B 4.8 STA. B 5.0 STA. B 4.6 STA. B 4.8

STA. B 4.6 STA. C 4.8 STA. C 4.0 STA. C 3.6 STA. C 3.0 STA. C 2.8 STA. D 3.0 STA. C 3.0

STA. E 3.0 STA. E 3.2 STA. D 3.2 STA. D 3.0 STA. D 2.8 STA. D 2.8 STA. C 2.8 STA. D 2.8

STA. D 2.8 STA. D 2.6 STA. E 2.8 STA. E 2.6 STA. E 2.4 STA. E 2.4 STA. E 2.6 STA. E 2.6

STA. F 2.2 STA. F 1.8 STA. F 1.4 STA. F 1.6 STA. F 1.8 STA. F 1.8 STA. F 2.0 STA. F 1.6

2:00 PM 2:15 PM 2:30 PM 2:45 PM 3:00 PM

WBBF 7.4

3:15 PM 3:30 PM

WBBF SA

3:45 PM

WBBF 7.0 WBBF 7.2 WBBF 6.8 WBBF 7.0 WBBF 7.6 WBBF 86

STA. B 4.4 STA. B 4.2 STA. B 4.6 STA. B 4.2 STA. C 3.8 STA. C 3.6 STA. C 4.0 STA. C 4.2

STA. C 3.0 STA. D 3.0 STA. D 2.8 STA. C 3.0 STA. B 3.6 STA. B 3.2 STA. B 3.4 STA. B 3.4

STA. D 2.6 STA. E 2.8 STA. C 2.6 STA. D 3.0 STA. D 3.4 STA. D 3.2 STA. D 3.4 STA. D 3

STA. E 2.4 STA. C 2.6 STA. E 2.6 STA. E 2.8 STA. E 3.0 STA. E 2.8 STA. E 2.6 STA. E 3

STA. F 1.4 STA. F 1.6 STA. F 1.4 STA. F 1.6 STA. F 1.8 STA. F 1.8 STA. F 1.4 STA. F 1.6

4:00 PM 4:15 PM 4:30 PM 4:45 PM 5:00 PM 5:15 PM 5:30 PM 5:45 PM

WBBF 9.0 WBBF 9.2 WBBF 9.0 WBBF 8.8 WBBF 8.2 WBBF 8.0 WBBF 8.0 WBBF 76

STA. B 3.6 STA. C 3.4 STA. C 4.0 STA. C 3.8 STA. C 4.2 STA. C 4.2 STA. B 4.0 STA. C 4.4

STA. C 3.6 STA. B 3.2 STA. B 3.6 STA. D 3.6 STA. B 3.6 STA. B 3.8 STA. C 3.6 STA. B 3 6

STA. D 3.4 STA. D 3.2 STA. D 3.6 STA. B 3.4 STA. D 3.0 STA. D 2.8 STA. D 2.6 STA. D 2.4

STA. E 2.6 STA. E 2.6 STA. E 2.8 STA. E 2.8 STA. E 2.6 STA. E 2.4 STA. E 2.2 STA. E 2.4

STA. F 1.4 STA. F 1.6 STA. F 1.6 STA. F 1.6 STA. F 1.4 STA. F 1.6 STA. F 1.8 STA. F 1.6

6:00 PM 6:15 PM 6:30 PM 6:45 PM 7:00 PM 7:15 PM 7:30 PM 7:45 PM

WBBF 7.2 WBBF 7.2 WBBF 7.6 WBBF 7.8 WBBF 7.2 WBBF 6.8 WBBF 7.0 WBBF 66

STA. C 6.6 STA. C 6.0 STA. B 4.8 STA. B 4.8 STA. B 4.2 STA. B 4.0 STA. B 4.0 STA. B 4.4

STA. B 5.0 STA. B 4.6 STA. C 4.2 STA. C 4.6 STA. F 2.8 STA. F 2.6 STA. C 3.0 STA. C 2 8

STA. D 2.6 STA. D 2.4 STA. D 2.4 STA. D 2.6 STA. C 2.6 STA. C 2.2 STA. D 2.4 STA. D 2

STA. E 2.0 STA. F 1.6 STA. F 1.4 STA. F 1.0 STA. D 2.0 STA. D 2.2 STA. F 1.8 STA. F 1.6

STA F 1.4

8:00 PM 8:15 PM 8:30 PM 8:45 PM 9:00 PM 9:15 PM 9:30 PM 9:45 PM

WBBF 6.2 WBBF 5.6 WBBF 5.8 WBBF S.2 WBBF 5.4 WBBF 5 4 WBBF 5.6 WBBF 5.0

STA. B 3.8 STA. B 3.2 STA. B 2.8 STA. B 2.8 STA. B 3.0 STA. B 2.6 STA. B 3.2 STA. B 30
STA. C 2.6 STA. C 2.2 STA. D 2.4 STA. D 2.4 STA. C 2.4 STA. C 2 6 STA. C 2.6 STA. C 2 8

STA. D 2.4 STA. D 2.2 STA. C 2.0 STA. C 2.2 STA. 2.2 STA. D 2.0 STA. D 1.8 STA. D 2.0

STA. F 1.4 STA. F 1.6 STA F 1.8 STA. F 1.6 STA. F 1.4 STA. F 1.6 STA. F 1.6 STA F 1.6

10:00 PM 10:15 PM 10:30 PM

WBBF 4.4

10:45 PM 1 1 :00 PM

WBBF 36

11 :15 PM 11:30 PM 11 45 PM

WBBF 4.8 WBBF 4.6 WBBF 4.4 WBBF 3.2 WBBF 2.6 WBBF

STA. B 3.2 STA. B 2.8 STA. B 3.0 STA. B 2.8 STA. B 3.4 STA. B 2.8 STA. C 2.0 STA. C 1.8

STA. C 2.6 STA. C 2.4 STA. C 2.8 STA. C 2.4 STA. C 3.4 STA C 2.6 STA. B 1.8 STA. B 16

STA. D 2.2 STA. D 2.0 STA. D 1.8 STA. D 1.8 STA. D 1.6 STA D 1.4 STA. D 1.2 STA. 10

STA. F 1.4 STA. F 1.2 STA. F .8 STA. F .6 STA. F .8 STA. F .8 STA. F .6 STA F .4

::i



anrone For snmcs ?
Let's face it—we're in a business where statistics flow like

. . . er, water.

Since this is the case, here are a few for your consideration:

In the morning, WBT's audience lead over its nearest com-

petitor is 92%.*

In the afternoon, WBT's audience lead over its nearest com-

petitor is 69%.*

At night, WBT's audience lead over its nearest competitor

is 123%.*

Three mighty good reasons for placing your next schedule

on WBT—the station that creates the nation's 24th largest

radio market. Call CBS Radio Spot Sales for availabilities.

*Pulse 25 county area March 1959

wbt CHariprre
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY

AM STATIONS
(continued from page 80)

WSKY everett-mckinney
WWNC ..h-r

Charlotte

WAYS broadcast time sis.

WBT _ cbs spot
WGIV _._ forjoe
WIST _ p. g. w.
WKTC _ masla
WSOC _ _ _ h-r
WWOK _.. __ o'connell

Clinton

WRRZ __ walker-rawalt

Durham
WDNC
WSRC
WSSB
WTIK

Edenton
WCDJ

raymer
_ bob dore

gill-perna
pearson; grant webb

best

Elizabeth City

WCNC bogner & martin

Elizabethtown

WBLA best

Fayetteville

WFAI _ dark
WFLB ._. burn-smith
WFNC _ _ grant webb

Fuquay Springs

WFVG continental radio sis.

continental radio sis.

__ dark

Gastonia

WGNC
WLTC _

Greensboro
WBIG _ hollingbery
WCOG broadcast time sis.

WGBG burn-smith

Greenville

WGTC devney

Henderson
WHVH best; grant webb

Hendersonville

WHKP best

pearson

Hickory

WIRC __.. _

Raleigh

WKIX hollingbery; grant webb
WMSN forjoe

WPTF _ p. g. w.
WRAL .... h-r
WSHE meeker

Wilmington
WGNI grant webb
WKLM broadcast time sis.

WMFD burn-smith

Wilson
WGTM
WVOT

r. v. h. |

devney I

Winston-Salem
WAAA _ . bob dore
WAIR burn-smith
WSJS headley-reed
WTOB v. r. & m.

NORTH DAKOTA
Bismarck
KBOM gill-perna

KFYR _ blair

KQDI -— united

Fargo (N.D.)—Moorehead (Minn.)

KVOX devney

KXGO _ gill-perna

WDAY —

_

p. g. w.
:

Grand Forks

KILO everett-mckinney

KNOX .._.. r. v. h 1
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vAinot

KCJB
KLPM

weed
walker-rawalt

united

JHIO

Vkron

\\A1)( hollingbery

WAKR mcgavren

WtTK gill-perna

WIIKK torjoe

'.onton

\V \\D breen Cr ward

W ( ' \1W _ masla

WHBC v. r. Cr m.

Cincinnati

WC1X pearson

WCKY am radio sis.

WCPO biair

WKRC katz

WNOP devney
WSAI young

WZIP mcgavren

Cleveland

KYW am radio sis.

WDOK .

WERE
broadcast time sis.

v. r. Cr m.

WGAR christal

W1IK blair

W.I Mi i united
katz

Columbus
WBXS blair

WCOL eastman
WMNI broadcast time sis.

\V K f n gill-perna

WTVN ...... katz

WVKO v. r. Cr m.

)ayton

WAVI
WHIO

..... broadcast time sis.

... hollingbery

WIXG eastman
WONE _. headley-reed

vAanstidd

WCLW devney
WMAN v. r. & m.

'ortsmouth

WXXT
WPAY

everett-mckinney
breen & ward

>pringficld

WBLY
WIZE

dark
o'connell

iteubenville

WSTV avery-knodel

Toledo

WOHO pearson
WSPD katz
WTOD weed
WTOL gill-perna

foungstown
WBBW
WKMJ

weed
headley-reed

WHOT
WKBX

hollingbery

— raymer

lanesville

WHIZ pearson

OKLAHOMA
Enid

KCRC _.
K(I\YA

pearson
v. r. Cr m.

Oklahoma City

Ki.ri; weed
KOCY . ._ pearson
KOMA blair

KTOK eastman
KTOW raymer
KYFM
WKY .. .

best

katz

Shawnee
KC.FF avery-knodel

Tulsa

K \KC _
KIWI.1

young
masla

KRMG
KTUL
KVOO

blair

avery-knodel
petry

OREGON
Bend
KBXI) meeker

Coos Bay—North Bend
KFIR _
COOS - -
KVN'i;

Corvallis

KFLY _
KLOO

Eugene
KASH
KEEIJ _
KERG
KORE
KTJGN ...-

Klamath Falls

KFJ1
KFI.W
KI.AD —

_W. s. grant
grant webb

pearson

everett-mckinney
mcgillvra

cooke
._ pearson

weed
everett-mckinney
_ meeker

meeker
weed

w. s. grant

Medford
KBOY
k m k i >

KWIX
KY.IC

Portland

KEX
KGON .

IOiW
KISN ...

KKKY
KLIQ
KOIX
KPAM
KIM.. I

KW.TJ
KXL _..

w. s. grant
meeker
pearson

grant webb

am radio sis.

broadcast time sis.

blair

_ young
bernard

_ raymer
cbs spot

_ meeker
petry

. forjoe

eastman

Roseburg
KRXR .

KRXL ...

EYES

meeker
oakes

pearson

Salem
KBZT
KGAY
KSLM

meeker
holman; pearson
everett-mckinney

PENNSYLVANIA
Allentown
WAEB
WHOL ...

WKAP -
WSAX

Altoona
WFBG
WRTA
WYAM

Erie

WERC
WICU
WJET
WLEU

Farrell

WFAR

radio-tv
raymer
weed

h-r

mcgavren
dark
weed

weed; v. r. & m.
mcgavren

forjoe

radio-tv

united

Harrisburg

WOMB _
WHGB
WHP
WKBO ..

Hazleton
WA/.l.

Homestead
WAMO

Johnstown
WARD
WCRO
W.I AC

gill-perna

mcgavren
boiling

meeker

raymer

forjoe

weed
forjoe

o'connell

Lancaster

WGAL
Wl. AN

New Castle

WKST

meeker
headley-reed

everett-mckinney

tops
I

quantity
WIS delivers 33% more
than its nearest competitor

... as much as 4 Columbia
stations combined.

12 county Pulse, March 1959

tops**
in

quality

Read the facts on our quality

audience in a recent qualitative

survey made by the University

of S. C. Marketing Division.

All this—PLUS established

personalities, award winning

news staff, and merchandising.

"Check with your PCW Colonel

for the full story on your

best buy

COLUMBIA, S.C.
NBC - 560 KC 5000 WATTS

C. Richard Shafto, Exec. Vice President

W. Frank Harden, Managing Director
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&

My Mommy Listens
to KFWB

...and listens, and listens

and listens! Pulse and
Hooper have proven it for

many months past... and

now Nielsen makes it

unanimous: rates KFWB
#1 in total audience in the

L.A. Area in their book,

too! So . . . whether you
use Pulse, Hooper or Niel-

sen as a guide . . . one
thing you should do for

sure: Buy KFWB . . . first

in Los Angeles. It's the

thing to do!

6419 Hollywood Blvd., Hollywood 28 / HO 3-5151

ROBERT M. PURCELL, President and Gen Manager

i*MES F. SIMONS, Gen. Sales Manager

Represented nationally by JOHN BLAIR 1 CO.

AM STATIONS
Philadelphia

WCAU ___ cbs spot
WDAS howard
WFIL blair

WFLN good music brdcstrs.

WHAT pearson
WIBG katz
WIP _ _. perry
WJMJ broadcast time sis.

WPEN gill-perna

WBCV nbc spot

Pittsburgh

KDKA am radio sis.

KQV _ _ young
WAMO for joe

WAMP nbc spot

WCAE katz
WEEP eastman
WE DO _ weed
WLOA good music brdcstrs.

WWSW blair

Reading
WEEU headley-reed
WHUM -- weed
WRAW ... meeker

Sc ronton

WARM _ eastman
WEJL _ meeker
WGBI _ h-r

WICK walker-rawalt
WSCR headley-reed

Wilkes-Barre
WBAX burn-smith
WBRE headley-reed

WILK - _ avery-knodel

Williamsport
WLYC _ - cooke
WMPT hopewell
WRAK ._ meeker
WWPA burn-smith

York
WNOW radio-tv

WORK meeker
WSBA _ eastman

RHODE ISLAND

Providence—Paw tucket
WEAN v. r. & m.
WHIM headley-reed

WICE avery-knodel
WJAR petry

WPAW _ - walker-rawalt
WPRO _ blair

WRIB _ indie sis.

SOUTH CAROLINA

Bamberg
WWBO _ bob dore

Charleston

WOKE dark
wcsc :... - p. g. w.

WPAL bob dore

WQSN radio-tv

WTMA branham

Columbia
WCOS meeker
WIS — P- g. w.

WMSC . h-r

WNOK raymer
WOIC bob dore

Florence

WJMX walker-rawalt
WOLS bob dore

WYNN bob dore

Fountain Inn

WFIS best

Greenville

WESC ... headley-reed

WFBC avery-knodel

WMRB burn-smith
WQOK _ . ... howard

Orangeburg
WDIX devney; forjoe

WTND dark

Spartanburg
WORD avery-knodel

(continued from page 83)
WSPA hollingbery

WTHE masla

SOUTH DAKOTA
Aberdeen
KABR
KSDN

bob dore
weed

Rapid City

KOTA headley-reed
KRSD _.. meeker

Sioux Falls

KELO .

KIHO
h-r

gill-perna

KISD cooke
KSOO . avery-knodel

Yankton
KYNT _ _ _. bob dore
WNAX katz

TENNESSEE

Bristol

WCYB
WFHG
WOPI

Chattanooga
WAGC
WAPO
WDEF
WDOD
WDXB
WMFS

weed
walker

burn-smith

burn-smith
gill-perna

.branham
raymer

h-r

pearson

Clarksville
WDXN ._

WJZM
. & m.

masla

Columbia
WKRM walker-rawalt
WMCP best

Jackson
WDXI
WTJS

v. r. & m.
branham

Johnson City

WETB .. devney
_ .pearson

raymer
W.IHL
WJSO .

Knoxville

WATE ...avery-knodel

WBIR __ gill-perna

WIVK howard
WKGN o'connell

WKXV bernard

WNOX ... ... blatr|

Memphis
KWAM .. bernard'

WDIA boiling

WHBQ _ eastma
WHER _ bob dor

WHHM grant web
WLOK howar
WMC blaii

WMPS radio-t>

WREC _ . kati

Nashville

WENO .

WKDA .

WLAC ..

WMAK .

WNAH .

WSIX

bernarc

howarc
kat:

broadcast time sis

bes

h

WSM -- blai

WYOL pearsoi

Oak Ridge
WATO .... bes

TEXAS

Abilene
KNIT pearso

KRBC — - raymc

KWKC v. r. & rr

Amarillo

KAMQ wee
KFDA _. . raym
KGNC ka
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KIXZ
KUAV
KZIP

Austin

KNOW
KOKE
KTBC ...

KVET _

Beaumont
KI'li.M

K.TKT
KKIC
KTRM .

Big Spring

KB ST
KBYG „
KHEM

boiling

s. grant
bcrnard

pcarson
boiling

raymer
forjoe

p. g. w.
forjoe

branham
o'connell

pearson
best
dark

Corpus Christi

KATE weed
KCCT national time sis.; oakes
KEYS avery-knodel
KKYS p. g. w.
KSIX _ forjoe

Kl'XD _ o'connell

Dallas

K BOX __ eastman
KIXL broadcast time sis.

KLIP blair

KRLD branham

WF \A
WRR

El Paso

KELP
KIII'.Y

KOYE
KROD
KSET
WTSM
XEJ
XELO

Fort Worth
KC1 L
K K.I Z
KIXT
KJIM
KNOK
KXOL
WBAP

petry

avery-knodel
KXYZ
K1 OK

young
boiling

grant webb
branham
mcgavren

hollingbcry

national time sis.; oakes
o'connell

bernard
blair

pearson
raymer
howard
eastman
p. g- w.

Galveston

KGBC ....

KIL E

Houston

pearson
o'connell

Longview

KPRO
KI.TI

Lubbock
KCBD
KDAV
KDUB
Kl'\
Kl.l.l.

KSEL

Lufkin

KRBA
KTRE

Odessa
KECK
KiiSA
KOYL
KRIQ

h-r
howard

cookc
pearson

raymer
bernard
branham

katz
indie sis.

weed

continental radio sis.

v. r. 6- m.

united
boiling

r. v. h.

dark

KCIHI pearson

KILT ... blair

KLVL national time sis. ; oakes

KNUZ - katz

KPRC - — petry

KRCT - bernard

KREL best

KTHT - young
KTRH p. g- w.

San Angelo
KGKL pearson

KPEP broadcast time sis.

KTXL indie sis.

KWFK dark

San Antonio

KCOR
KENS

o'connell

p. g. w.

*

no other 50,000 watt radio station

in DALLAS (or all North Texas)

delivers so much!
Population: 5,057,400

Families: 1,464,100

Effective Buying Income: $7,758,126,000

Retail Sales: $5,707,316,000

Food Sales: $1,362,898,000

General Mdse.: $ 721,615,000

Apparel: $ 281,079,000

Furn. H-H, App.: $ 237,144,000

Automotive: $1,253,716,000

Gasoline S S: $ 515,966,000

Drugs $ 198,070,000

*820KC— NBC
Dallas
50,000 watts

570KC— ABC
5,000 watts

Edward Petry & Co.

National Rep.

RADIO • DALLAS
Broadcast Services of The Dallas Morning News
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In Houston
HOOPER

K-NIIZ
Houston's' 24-Hour

- -Music ahdJIews.

National Reps.:

THE KATZ AGENCY, Inc.

• New York *St. Louis

• Chicago * San Francisco
• Detroit * Los Angeles
• Atlanta * Dallas

IN HOUSTON,
CALL DAVE MORRIS

JAckson 3-2581

AM STATIONS
{continued from page 85)

KEXX _ mcgillvra
KITE _ boiling
KMAC broadcast time sis.

K ( ) X O _ katz
KTSA blair
KUBO ._ national time sis.

WOAI __ petry

Sherman
KRRV
KTXll

pcarson
bogner & martin

Texorkona
KCMC v. r. & m.
KOSY pearson
KTFS _..._ walker

Tyler

KDOK __. devney
reilly

v. r. & m.

raymer
...weed

KGKB
KTBB ..

Waco
KWTX
WACO

Weslaco—Rio Bravo, Mex.
KRGV _ raymer
XEFD _ all-star radio-tv

Wichita Falls

KSYD
KTRX
KWFT .

eastman
boiling

h-r

UTAH
Ogden
KKOG radio-tv
KLO avery-knodel
KVOG _ grant webb

Provo
KIXX .._ ...grant webb
KoVO avery-knodel

Salt Lake City

KALL
KDYL
KLUB
KNAK
KSL
KSOP
KWHO ....

Vernal
KVEL

avery-knodel
katz

hollingbery

....forjoe

— cbs spot
bernard

w. s. grant

united

VERMONT
Burlington

WCAX weed
WDOT walker-rawalt
WJOY everett-mckinney

Rutland
WHWB _ gill-perna

WSYB devney

VIRGINIA
Bristol

WCYB
WFHG
WOPI .

weed
walker-rawalt

burn-smith

Charlottesville

WCHY dark
WELK gill-perna

WINA walker-rawalt

Danville

WBTM gill-perna

WDVA _ keller

WILA walker-rawalt

Lynchburg
WBRG dark
WIiVA ..... hollingbery

WffOl) burn-smith

Norfolk—Portsmouth—Hampton—
Newport News
WAVY h-r

AYCMS bernard; grant webb
WGH _ ...blair

WLOW head ley-reed

WNOR - weed
WRAP continental brdcstg.
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jrVTAR
WVEC
wvor

tichmond
WANT
WKZI.
WLEE
w LL"5
WMIKi
WHNL
win-

A

petry

avery-knodcl
united

united
avery-knodel

select; megavren
masla

boiling

petry

WXG1 grant webb

toanoke
WDB.I P- g- W-

\V 1 1 Y E o'connell

WRIS burn-smith

WSLS blair

WASHINGTON
Aberdeen
K BKW - devney
KXRO walker-rawalt

Bcllinghom

KENY _ w. s. grant

KPTJG pearson

KVOS - —.
forjoe

Longview
KBAM
KKIKI -

Moses Lake
KSEM -..

KWIQ .__

holman; w. s. grant
pearson

pearson
hollingbery

walker-rawalt
w. s. grant

Olympic
KGY ._._

KITN

Seattle

KAYO __ young
KING blair

KIRO p. g. w.
KJR eastman
KOL __ boiling

katz
grant webb

o'connell

h-r
meeker

hollingbery
katz

boiling

eastman
petry

avery-knodel
r. v. h.

KOMO
KTIX
KTV\Y
KYI
K X A

Spokane
EGA
KHQ
KI.YK
KNEW
KRK.M
KXI.Y
KZI'X

Tacoma
K I'll A
KMO -
KTAC
KTN'T weed

Walla Walla
KHIT w. s. grant

KTKL r. v. h.

KIM united

Wenatchee
KMEL _ pearson
KPQ ._ forjoe

KUEN w. s. grant

Yakima
K I M A hollingbery

KIT megavren
KLOQ ... pearson
KUTI united

continental radio sis.

avery-knodel
pearson

WEST VIRGINIA
Beckley

WJLS _

WWNR
burn-smith

weed

Bluefield

WHIS katz
WKOY _. devney

Charleston

WCAW bob dore

WCHS _._ branham

WHMS
W K A /.

WTIP

Clarksburg

WI'.OY
wiiai;
WPDX

stars national
Katz

r. v. h.

Fairmont

W.MMX
WTCS

branham
burn-smith

pearson

hollingbery
gill-perna

Huntington

WHTN
XYI'I-H
WSAZ
WTCE

gill-perna

branham
katz

boiling

Parkersburg

WCEF
WCOM
wi'Ai;

Wheeling
WHLL
W KW K
WOMP
WWVA

r. v. h.; broadcast time sis.

devney
branham

gill-perna

bob dore
burn-smith

blair

WISCONSIN

Appleton

WAPL walker-rawalt
UIIIiY burn-smith

Beloit

WBEL gill-perna
WGEZ everett-mckinney

Eau Claire—Chippewa Falls

\YAXX ._ masla
\YRIZ _ pearson
WEAU — _ hollingbery
YVECL .. avery-knodel

H RADI
according to all surveys
PULSE - HOOPER - TRENDEX

S$$$$»»$$$$$s3l HAMPTON

NEWPORT NEWS

'* A D ',.?„.

Norfolk, Newport News, Portsmouth

and Hampton, Virginia

. X

represented nationally by The JOHN BLA ompa
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CAPTIVE MARKET

KPQ'S 12 COUNTY
INLAND WASHINGTON MARKET

IS A CAPTIVE MARKET
COMPLETELY SURROUNDED BY MOUNTAINS

AND ISOLATED
FROM BOTH SEATTLE

AND SPOKANE!

KPQ gets RESULTS 2 TO 1

!

and CHALLENGES all other

INLAND WASHINGTON MEDIA
TO DISPROVE THEM!

HOW DO YOU LIKE THOSE APPLES?
WE'LL BACK OUR CLAIMS WITH MONEY WHERE

OUR MOUTHS ARE!

POPULATION: 448,300—
EFFECTIVE BUYING INCOME $780,120,000.00

-May 10, 1959 Sales Management "Survey of Buying Power"

KPQ
WENATCHEE, WASHINGTON

>.GE *RE * U«G

5000 W
560 KC

'
C
°*N. AND NE* S**

Lf Seattle & Portland Reps. National Reps.

Art Moore & Associates Weed & Co.

AM STATIONS
(continued from page 87)

Green Bay
WBAY katj
WDl'Z mcgavren
WJPG

¥

gill-perna '

La Crosse

WKBH h-r

WKTY everett-mckinney

Ladysmith
WLDY continental radio sis.

Madison
WIBA avery-knodel
Wise p. g. w.

WKOW .. headlev-reed
WMFM continental radio sis.

radio-tv

holman

hollingbcry

Manitowoc
WCUB
WOMT

Marinette

WMAM
Milwaukee
WEMP headley-reed
WFOX pearson

WISN petry

WJI I L gill-perna
WOKY young
WRIT eastman
WTJIJ ..._ _.. christal

Racine

WRAC - _ devney
WRJN _ walker-rawalt

:

Superior

WDSM
WQMN

p. g. w.

dark

WYOMING
Casper
KATI continental radio sis.

KSPR walker-rawalt
KVOC devney

Cheyenne
KFBC ...

KVWO

FM Stations

avery-knodel
pearson

ARIZONA
Phoenix

KTYL

CALIFORNIA

young

Atherton
KPEN fine music hi-fi brdcstrs.

fm unltd. Imidw.)

Fresno

KRFM blair

Long Beach
KNOB _ grant

Los Angeles
KBCA

KDUO
KFMU
KGLA

fine music hi-fi brdcstrs.;

fm unltd. (midw.)

. fm unltd. (midw.l

good music brdcstrs.

best

KMLA fm unltd. (midw..)

KRHM pearson

San Diego
KFSD-FM katz

San Francisco

KDFO walker-rewalt

KSFR-FM good music brdcstrs.; grant;

fm unltd. imidw. I

COLORADO
Denver
KDEN-FM breen & ward

KTGM --- fi"e music hi-fi brdcstrs.
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:ONNECTICUT

tartford

W 1 1 ( \
WTIC-FM

fm unltd. I, midw.)
henry i. christal

Aeriden

WM.MW I'M thos. f. dark

DISTRICT OF COLUMBIA
Vashington

WASH
WFAN
WW DC KM

-LOR I DA
loral Gables

WVCG-FM

Gainesville

WRUF-FM _

good music brdestrs.

united brdestg.

blair

thos. f. dark;
good music brdestrs.

burn-smith

v^iami

. WWPB

3E0RCIA

Xtlanta

WGKA-FM .. ..

Augusta

WACG-FM
\\ BBQ-FM

ILLINOIS

Anna
WRAJ-FM

Bloomington

WJBC-FM -

Chicago
WKAW-F.M good

' WFMF _
1 WK.My
' WNIB _.

Decatur

WSOY-FM

Evanston

WKAW-F.M

Mattoon

Wl.BHFM

INDIANA

Connersville

WCNB-FM

Indianapolis

WFMs

Madison
WORX-FM

Muncie
WMI'X

fine music hi-fi brdestrs.

good music brdestrs.

r. v. h.

everett-mckinney; forjoe

stars national

pearson

music brdestrs.; grant webb
fine music hi-fi brdestrs.— fm unltd. (midw.)

fm unltd. (midw.)

weed

good music brdestrs.;
walker-rawalt; grant webb

hal holman

gill-perna

fm unltd. (midw.) ;

good music brdestrs.

Washington
WF.MI.

IOWA

Muscatine
KW I '(KM

KENTUCKY
Fulton

WKU. KM

walker-rawalt; hal holman

best

pearson

geo. t. hopewell

Henderson
W SOX I'M

Madisonville
WKMWK.M

Mayfield

WNGO FM

MAINE

Caribou

WFST

bogner Cr martin

best

indie sis.

rich, o'connell

MARYLAND
Baltimore
WF1>S fine music hi-fi brdestrs.

WITH KM good music brdestrs.;

select; megavren

MASSACHUSETTS

Boston

WBCN fm unltd. (midw.)
WBZ-FM __. am radio sis.

WNAC-FM h-r
WXHi; walker-rawalt

Brockton

WBET-FM walker-rawalt

MICHIGAN

Benton Harbor
WHFB-FM everett-mckinney

Detroit

WLI>M good music brdestrs.

W.MZK fine music hi-fi brdestrs.

Grand Rapids
WLAV-FU ...

Jackson
WMKZ

megavren

fine music hi-fi brdestrs.

MINNESOTA
Mankato
KYSM-FM

Minneopolis-St Paul
KWKM
WLOL-FM

fine music hi-fi brdestrs.

MISSOURI
Kansas City

KCMO-FM katz

St. Louis

KCF.M good music brdestrs.

Springfield

KTTS-FM . ... wood

West Plains

KWl'.M K.M ... best

bes* NEW HAMPSHIRE
Berlin

WKCQ

Nashua
WOTW-FM

oreen & ward; walker-rawalt

walker-rawalt

NEW MEXICO
Albuquerque
KIIKM

NEW YORK
Babylon
WBA1S KM

best

r. v. h.

Sacramento

Looking for "Spending Power"?

You'll find ii on KCRA! The firs!

Audience Composition Radio Pulse

ever taken in the Sacramento area

shows a very high adult audience to

K.CRA in all time periods . . . num-

ber one in the <> A.M. to 12 Mid-

night average. A-^k. your Petry Man
lor a look at this Audience Com-
position Survey.

More Unduplicated Homes, Too!

The last Pulse Cumulative Audi-

ence Report also shows KCRA
with the most unduplicated homes
readied in the Sacramento area,

both daily and weekly. Low CPM,
too. Wise l>u\ loi your (Hems'

dollars!

Ask

your

Petry

Man

—Sacramento—

i
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BEST

SPOT

BUY
IN SAN ANTONIO!

The unchallenged

market leader

... by PULSE

... by HOOPER

... and used by the

following advertisers:

Air Transport Assn., Alemite, Alka Seltzer,

American Machine & Foundry, B-C, Bayer

Aspirin, Bayer Nasal Spray, Ben Gay, Bexel

Vitamins, Blondex, Blue Bonnet Margarine,
Borden's, Bowman Biscuit, Bristol Meyers,
Budweiser, Busch-Bavarian, Camel, Campho-
Phenique, Cannon Mills, Cardui, Champion
Spark Plugs, Chef Boy-Ar-Dee, Chevrolet,

Chrysler, Coca Cola, Coldene, Conoco,
Coppertone, Cudahy, Eastern Airlines, Edsel,

Energine, Eveready Batteries, Falstaff,

Florists Tel. Del. Assn., Ford, Greyhound Bus,

Gulf Oil, Hamilton Watches, Hit Parade,

Hormel, Italian Swiss Colony, Kent, L & M,
Lance Products, Lever Bros., Lucky Strike,

Magnolia Petroleum, Mercury, Mexsana,
Mistol, Mum, Murine, My-T-Fine, National

Biscuit, Newport, Oasis, Old Gold,

Oldsmobile, One-A-Day, Pall Mall, Pacquins,

Penetro, Pepsi Cola, Peter Paul Candy,
Plough Inc., Portland Cement, Praise,

Prestone, RCA Victor, R-C Cola, Ralston

Purina, Rayco, Readers' Digest, Revlon, Roma
Wine, Schlitz, Seaforth, Sears Roebuck &
Co., Silk-N-Satin, Sinclair, Silver Dust,

Silversmiths Guild, Sioux Bee Honey, Soltice,

Squirt, Sterling Drugs, St. Joseph's Aspirin,

Texaco, Time Magazine, Top Value Stamps,
Treesweet, Trig, United Fruit, Wildroot
Cream Oil, Winston, Winter Pears, Wolf
Brand Chili and others.

How about YOUR

next schedule?
See your

KATZ AGENCY
REPRESENTATIVE

KONO
JACK ROTH, Manager

P. O. Box 2338
San Antonio 6, Texas

90

FM STATIONS {continued

Buffalo

WBNY-FM masla

Cortland

WKRT-FJI gill-perna

Hempstead
WHLI-FM gill perna

Hornell

WWHG-FM r . v. h.

New York
WBAI . fm unltd. (midw.)WBFM fine music hi-fi brdcstrs.
WNCN fm unltd. (midw.)

Olean
WHDL-FM ...everett mckinney

Patchogue
WALK-FM grant webb
WPAC-FM ..._ thos. f dark

Syracuse

WONO fine music hi-fi brdcstrs.

Troy

WFLY .....gi||-perna

Utica

WRUN-FM
. avery-knodel

NORTH CAROLINA
Asheboro
WGWR-FM henry i. christal

Burlington

WBBB-FM thos. f. dark

Charlotte

WMIT ._ grant webb

Lexington

WBTJY-FM henry i. christal

Rocky Mount
WFMA _ fine music hi-fi brdcstrs.

Thomasville
WTNC-FM continental radio sis.

OHIO

Alliance

WFAH-FM grant webb

Cincinnati

WKRC-FM good music brdcstrs.; katz

Cleveland
KYW-FM ....am radio sis.

WDOK-FM :. brdcst. time sis.

Columbus
WVKO-FM v. r. m.

Fremont
WFRO-FM ..best

Newark
WLCT-FM _.._ meeker

Toledo

WSPD-FM katz

WTRT fine music hi-fi brdcstrs.

Wooster
WWST-FM - - fobt. s. keller

OKLAHOMA
Oklahoma City

KYFM

Stillwater

KSPI-FM thos. f. dark

OREGON
Portland

KEX-FM - a"1 radio sis.

KPFM _ meeker

from page 89)

PENNSYLVANIA
Butler

WBTJT-FM _ gill-perna

Lancaster

WLAN-FM headley-reed

Philadelphia

WFLN-FM good music brdcstrs.
WHAT-FM bob dore
WJBB-FM fine music hi-fi brdcstrs.
WPEN-FM .... .....gill-perna

Pittsburgh

KDKA-FM am radio sis.

Williamsport

WLYC-FH donald cooke

RHODE ISLAND
Providence

WPFM _ walker-rawalt
WXCN fm unltd. (midw.)

SOUTH CAROLINA

Greenville

WESC-FM headley-reed
WFBC-FM avery-knodel

TENNESSEE

Nashville

WFMB fm unltd. (midw.)

TEXAS

Beaumont
KRIC-FM branham

Cleburne
KCLE-FM best

Dallas

KIXL-FM broadcast time sis.

WRR-FM avery-knodel

Fort Worth
WBAP-FM _ p. g. w.

Houston
KHGM good music brdcstrs.

San Antonio
KONO-FM _ h-r

VIRGINIA
Newport News—Norfolk—Portsmouth
WGH-FM blair

Staunton

WAFC-FM thos. f. dark

WASHINGTON
Seattle

KING-FM blair

KISW fine music hi-fi brdcstrs.

WEST VIRGINIA

Oak Hill

WOAY-FM pearson

Wheeling
WKWK-FJI walker-rawalt

WISCONSIN
Madison
WIBA-FM - avery-knodel

WMFM - continental radio sis.

Milwaukee
WFMR - -'m unltd. (midw.)

WQFM - fm unltd. (midw.)

West Bend
WBKV-FM thos. f. dark; fm unltd. (midw.)
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Think at oyer
with your
PETRY man

gets action in San Francisco

Audiences respond to KOBY's musical formula beamed to San

Francisco families. From New York to San Francisco, advertisers

know that KOBY motivates the market!

If your favorite tune is "Happy Days are Here Again." played by

thousands of ringing cash registers . . . then it's time you called your

Petry Man. I Ie'll show you the rating facts and give you the big

reasons to buy KOBY in San Francisco!

10,000 watte . San Francfeco is KOBY-land

KOSI IN DENVER — WGVM IN GREENVILLE, MISS.

Mid-America Broadcasting Co.
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DELIVERED

More Prime Time

More Impressions

More Homes per Dollar

The Million Dollar Stations

featuring

Million Dollar Music

on CKLW Radio

Million Dollar Movies

on CKLW-TV

CKLW • CKLW-TV
ROBERT E. EASTMAN & CO., INC.

Natl Radio Rep

GUARDIAN BLDG. DETROIT
YOUNG TELEVISION CORP.

Natl TV Rep.

J. E. CAMPEAU

President
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ELEVISION
BASICS

Facts & Figures: Here

are data on viewing habits,

spending and programs, etc.

Stations & Reps: Here

is a list of tr stations and

their sales representatives

Tv Homes by Counties:

Nielsen's 1959 estimates of

tv homes in all U.S. counties



First by a good margin, WFBM-TV dominates all

other stations in Mid-Indiana both in total coverage

and market penetration, because it is the only basic

NBC outlet. Map shows county percentages measured by

Nielsen Coverage Study No. 3.

where else . .

.

—will you find satellite markets that are 33% richer

and 50% bigger than the metropolitan trading zone

itself?

—does a central market exert such an economic pull on
so many specific areas that are retail trading centers

in their own right ?

—do you find such a widespread marketing area covered

from one central point . . . and by WFBM-TV!
—can you buy just one station with no overlapping

penetration by basic affiliates of the same network ?

Only here— where WFBM-TV is first in Mid-
Indiana—can you buy more honest market penetration,

more consumer influence, for fewer dollars expended
than anywhere else. Let us show you how to test re-

gional marketing ideas here with amazing results.

The Nation's loth Television Market
...with the only basic NBC coverage

of 760,000 TV set owning families.

?
oW°°°° Indianapolis itself—Major retail

area for 18 richer-than-average counties. 1,000,000 pop-

ulation— 350,600 families with 90% television ownership!

o 11 Satellites—Each a recognized
marketing area and well within WFBM-TV's basic

area of influence

—

totaling more than 440,000 additional

TV homes. Includes Marion • Anderson • Muncie •

Bloomington • Vincennes Terre Haute • Danville,

Illinois • Lafayette • Peru • Logansport • Kokomo.

Represented Nationally by the KATZ Agency

OUR 10TH

ANNIVERSARY
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TELEVISION

'
TV BASICS

INDEX
VIEWING HABITS

Tv's hourly audience, winter and summer, local and N.Y. time page 96
Tv's audience composition by half-hours during the evening page 98
Tv's audience composition by hours during the daytime page 100

How viewing varies by months and time zones, etc page 102

How day and night audiences compare by intensity of viewing page 104

SPENDING AND COSTS
Tv spending by years; web, spot, local spending; broadcast income., page 106

Details on network and spot spending page 107
Network and spot tv expenditures by industry category page 110
The top tv spenders with their network and spot breakdowns page 112

Tv billings of top 50 air agencies; top spot, web agencies page 114

NETWORK PROGRAMING TRENDS
How nighttime program categories compare in popularity, etc page 116

Station lineup, show length and type of sponsorship trends page 118
Ratings, audience comp. by show types in competitive markets, etc... page 120

Some interesting facts about Westerns page 121

COLOR TV
Summary of facts on the status of color page 122

Stations equipped with color, by market and network, starts on page 122

List of network advertisers with color tv experience page 126

DIMENSIONS
Tv saturation, total U.S., by regions and county size, etc page 128

Growth and number of stations, tv industry employment, etc page 130

SET PRODUCTION
Set production, including uhf ; public's investment in tv page 131

U.S. tv stations and their national reps . . . page 132

U.S. homes with tv by county page 137
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TELEVISION

VIEWING HABITS

The daily U. S. viewing profile by hours of the day
JillilllllllllllllM

A. Summer and winter viewing facts for spot users—by local time

(Homes using tv, average per minute)
DAYTIME, MONDAY-FRIDAY
|uly-Aug. 1958 Jan. -Feb. 1959

(000) 1000)

6-7 a.m. 0.5 215 0.8 352

7-8 4.4 1,892 6.6 2,904

8-9 8.9 3,827 13.1 5,764

9-10 12.7 5,461 15.6 6,864

10-11 14.8 6,364 19.4 8,536

11-12 noon 17.4 7,482 23.4 10,296

12 n-1 p.m. 20.4 8,772 25.8 11,352

1-2 18.0 7,740 21.7 9,548

2-3 16.9 7,267 20.7 9,108

3-4 19.0 8,170 22.8 10,032

4-5 21.6 9,288 32.5 14,300

5-6 23.8 10,234 42.4 18,656

EVENING, SUNDAY-SATURDAY

6-7 p.m. 28.6 12,298 56.1 24,684

7-8 35.8 15,394 65.4 28,776

8-9 45.4 19,522 69.7 30,668

9-10 50.0 21,500 65.3 28,732

10-11 39.5 16,985 46.9 20,636

11-12 mid. 21.9 9,417 24.5 10,780

I. Summer and winter viewing facts for network users—by New York time

(Homes using tv, average per minute)

DAYTIME, MONDAY-FRIDAY
July-Aug. 1958 Jan. -Feb. 1959

SOI/IICE: A. C. Nielsen.

Ijiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^

% (000) % (000)

6-7 a.m. 0.3 129 0.4 176

7-8 2.3 989 3.9 1,716

8-9 6.4 2,752 10.0 4,400

9-10 10.1 4,343 12.3 5,412

10-11 12.5 5,375 16.1 7,084

11-12 noon 15.6 6,708 21.7 9,548

12 n-1 p.m. 18.7 8,041 24.5 10,780

1-2 18.5 7,955 22.0 9,680

2-3 16.7 7.181 20.8 9,152

3-4 17.1 7.353 21.7 9,548

4-5 20.8 8.944 28.3 12,452

5-6 22.8 9,804 35.3 15,532

EVENING, SUNDAY-SATURDAY

6-7 p.m. 24.0 10,320 44.2 19,448

7-8 29.9 12,857 56.3 24,772

8-9 38.5 16,555 64.8 28,512

9-10 46.8 20,124 67.0 29,480

10-11 46.0 19.780 58.7 25.828

11-12 mid. 31.1 13.373 38.2 16,808

lllllllllllllllllllllllllllilllllllllllllllllllll
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Interview: y^Ji O^UJitmOAO^i^
Strietmann Biscuit Company Advertising Manager tells why he selects

WLW-TV and WLW Radio for Zesta Crackers

"In the Strietmann area, the combined wide

coverage of the WLW-TV Stations and WLW
Radio is that powerful advertising plus."

e coverage matches
wide distribution—

Zesta Crackers

The dynamic WLW group

'So this perfect coverage-distribu-

tion combination assures 8 times

the lasting freshness for adver-

tisers' commercial messages!"

Call your WLW Stations' Representative . . . you'll be glad you did!

WLW-T
Television

Cincinnati

WLW-C
Television

Columbus

WLW-D
Television

Dayton

WLW-A
Television

Atlanta

WLW-I
Television

Indianapolis

Crosley Broadcasting Corporation, a division of AvCO

July 1959 97
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1k TELEVISION Viewing habits

Television's audience composition at night
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Nighttime audience composition by half hours

N. Y. Total viewers
Time (000)

7:30-8 62,205

8-8:30 67,408

8:30-9 68,513

9-9:30 67,478

9:30-10 65,772

10-10:30 56,463

10:30-11 50,052

Population segment

Audience composition by:

Men
( 18 and over)

Women
(18 and over)

Teens
(12-17)

Children
(4-11)

% total viewers 27 33 12 28

number viewers (000) 16,795 20,528 7,465 17,417

% total population segment 31.1 35.3 46.7 58

% total viewers 28 34 12 26

number viewers (000) 18,874 22,919 8,089 17,526

% total population segment 35 39.5 50.6 58.3

% total viewers 29 35 12 24

number viewers (000) 19,869 23,979 8,222 16,443

% total population segment 36.9 41.4 51.3 54.7

% total viewers 32 38 12 18

number viewers (000) 21,593 26,642 8,097 12,146

% total population segment 40 45.9 50.6 40.5

% total viewers 33 40 12 15

number viewers ( 000

)

21,705 26,309 7,892 9,866

% total population segment 40.2 45.3 49.3 32.9

% total viewers 36 43 10 11

number viewers (000) 20,327 24,279 5,646 6,211

% total population segment 37.6 41.9 35.3 20.7

% total viewers 37 44 9 10

number viewers (000) 18,519 22,033 4,505 5,005

% total population segment 34.3 37.9 28.2 16.7

Audience composition figures above add another

dimension to the usual data. In addition to showing

the number of viewers rather than homes, the figures

go beyond the practice of showing what percent of

viewers in each time period are men, etc. Using

the total number of men, etc., in the U.S. population

as a base, the chart also shows what percent of each

population segment (men. women, etc. I is reached

during the time period—a useful marketing statistic.

Number of viewers per time period and the usual

audience composition breakdown comes from Niel-

sen (November-December 1958, Monday through

Friday). Percent of total population segment

reached was calculated by sponsor on the basis of

population data worked out by Richard Dunne of

SSCB and based on population as of 1 July 1958

iilliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliillliiiiiiliH
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Better than half the viewing families—52.6%—watch
WRGB. The May, 1959 ARB total area survey shows
Channel 6 delivers more homes than the other two stations

combined in the Northeastern New York and Western New
England market. Contact your NBC Spot Sales representa-
tive for the complete story.

ATION SHARE OF AU
SUNDAY THROUGH SATU

STATION B STATION C

* Source: Total Area ARB, May, 19S9

WRGB CHANNEL 6 A GENERAL ELECTRIC STATION ALBANY-SCHENECTADY-TROY



Viewing habits

Television's audience composition during the day
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Daytime audience composition by hours
Population segment

N. Y.

Time
Total viewers

(000) Audience composition by:
Men

(18 and over)

Women
(18 and over)

Teens
(12-17)

Children
(4-11)

9,222

% total viewers 9 35 6 50

9-10 a.m. number viewers (000) 830 3,228 553 4,611

% total population segment 1.5 5.5 3.4 15.3

10,956

% total viewers 12 49 5 34

10-11 number viewers (000) 1,315 5,368 548 3.725

% total population segment 2.4 9.3 3.4 12.3

15,910
% total viewers 15 54 5 26

11-N number viewers ( 000

)

2,387 8,591 795 4,137

% total population segment 4.4 14.8 5 13.8

18,234

% total viewers 16 56 4 24

N-l p.m. number viewers (000) 2,918 10,211 729 4,376

% total population segment 5.4 17.6 4.6 14.7

15,418

% total viewers 16 56 6 22

1-2 number viewers (000) 2,467 8,634 925 3,392

% total population segment 4.6 14.8 5.8 1.1.3

13,134

% total viewers 14 59 6 21

2-3 number viewers (000) 1,839 7,749 788 2,758

% total population segment 3.3 13.4 4.9 9.2

14,784

% total viewers 16 54 7 23

3-4 number viewers (000) 2,366 7,983 1,035 3,400

% total population segment 4.4 13.8 6.5 11.3

20, 909

% total viewers 15 46 11 28

4-5 number viewers (000) 3,136 9,618 2,300 5,855

% total population segment 5.8 16.6 14.4 19.5

29,845

% total viewers 16 31 15 38

5-6 number viewers (000) 4,775 9,252 4,477 11,341

% total population segment 8.9 15.9 28 37.7

38,623

% total viewers 21 30 14 35

6-7 number viewers (000) 8,111 11,587 5,407 13,518

% total population segment 15 20 33.8 45

Audience composition figures above add another dimen-

sion to the usual data. In addition to showing the number

of viewers rather than homes, the figures go beyond the

practice of showing what percent of viewers in each time

period are men, etc. Using the total number of men, etc.,

in the U.S. population as a base, the chart also shows

what percent of each population segment (men, women,

etc.) is reached during the time period—a useful market-

ing statistic. Number of viewers per time period and the

usual audience composition breakdown comes from Nielsen

(March 1958, Monday through Friday). Percent of total

population segment reached was calculated by SPONSOR
on the basis of population data worked out by Richard

Dunne, media coordinator of SSCB as of 1 July 1958.
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THEIR
TIME

IS YOUR
TIME

IN DETROIT!

with WJBK-TV's EARLY SHOW movie!

Busy day behind them . . . Time to relax. Now's
the highlight of their day with a topflight movie—
WJBK-TV's "Early Show," Monday through Fri-

day, 5:00 to 6:30 PM - begins June 29. Team up with

PARAMOUNT, UNITED ARTISTS, SCREEN
GEMS, NTA and RKO to tap the 9-billiori-dollar

sales potential in the nation's fifth market— at a

strategically receptive time!

WJBK-TV puts you right in the picture in 1,900,000

television homes in Detroit and southeastern Michigan.

Famous on the local scene

WJBK-TV
CHANNEL DETROIT

100,000 Watts CBS AFFILIATE 1057-foot tower

$£i Sto:re:r Television.

Represented by the Katz Agency

N.Y. Sales Office: 623 Madison Ave.. N.Y. 22 • PLaza L-3940

m*
WJBK-TV
Detroit

WJW-TV
Cleveland

WSPD-TV
Toledo

WAGA-TV
Atlanta

WITI-TV
Milwaukee
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]i TELEVISION Viewing habits

How tv usage varies by months of the year
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Average hours viewing per tv home per day Percent tv homes watching per avg. minute

MONTH DAILY HRS. 6 AM-6 PM (M-F) 6 PM-MID. (ALL DAYS)

May 1958 4 hrs. 14 min.

June 1958 4 hrs. 17 min.

July 1958 4 hrs. 10 min.

Aug. 1958 4 hrs. 3 min.

Sept. 1958 4 hrs. 23 min.

Oct. 1958 4 hrs. 58 min.

Nov. 1958 5 hrs. 23 min.

Dec. 1958 5 hrs. 47 min.

Jan. 1959 5 hrs. 55 min.

F,l>. 1959 5 hrs. 52 min.

Mar. 1959 5 hrs. 40 min.

Apr. 1959 5 hrs. 23 min.

SOURCE: A. C. Nielsen

11.9 41.4

12.5 40.2

13.7 36.6

13.3 35.6

12.2 42.2

14.3 17,1

14.8 51.8

16.9 54.0

18.2 55.0

18.0 54.7

18.0 52.6

17.1 51.4

aw mini ii in ii ii IIHH9II mi i mi iiiiiiiiiiiiiinii mini iniiiiii iiiiiini in i i
i 11 11 mini m mum i imun i u mini iimnmunimnmiu iiiiiimiiimiiiiimmiimml

How viewing differs in three time zones

Viewing habits by hours vary great-

ly in different time zones, as shown
by ARB figures at right and below.

This is particularly noticeable during
the morning and late evening. Per-

cent-of-homes figures cover hour be-

ginning at time shown top of column

imiiiiiiiiiiiiiiiiiimiiiiiiiimiiiiimii

Percent homes using tv by zones, Dec, 1958, Sun. thru Sat. eve.

ZONE 6 P.M. 7 8 9 10 1

1

MID.

Eastern 42.5 55.4 66.7 63.9 52.

1

24.4 12.9

Central 54.9 66.9 68.0 61.7 35.6 17.2 4.2

Pacific 48.5 62.3 68.9 63.5 38.5 15.7 5.0
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Percent homes using tv by zones, December 1958, Monday thru Friday daytime

= Pacific 4.5 I. 9.9 11.6 12.9 11.2 11.7 12.9 13.1 19.8

= ZONE 7 A.M. 8 9 io 1

1

N 1 PM 2 3 4 5

I Eastern t .o 15.0 13.5 14.0 19.9 22.0 16.6 15.3 14.4 26.7

26.8

35.3

1 Central 10.6 16.4 16.2 20.1 18.2 18.5 15.5 13.2 17.5 36.6

33.2

nil

^iiiimiiiiiiiiiiiiimiiimiiiiimiiiiimiiiiimmimim

Average viewing time morning, afternoon and evening

iimiiiiiiiiimiiiiiiimiiiimmiiimiiiiiiiiiimiimmiiiiim

Average hours viewing per home per day by day part

NICHT AFTERNOON MORNING TOTAL DAY

Mon.-Fri. 3 hrs. 39 min. 1 hr. 32 min. 39 min. 5 hrs. 50 min.

Saturday 4 hrs. 3 min. 1 hr. 31 min. 48 min. 6 hrs. 22 min.

Sunday 3 hrs. 43 min. 1 hr. 44 min. 16 min. 5 hrs. 43 min.

All Days 3 hrs. 43 min. 1 hr. 33 min. 37 min. 5 hrs. 53 min.

SOntCE: NTI, Jan. -Feb. 1959
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limelight
medium
The spot medium is now

\ more than ever

in the spotlight

as astute advertisers

, continue to discover that

|
when spot is used

|t as a primary medium,
it kindles its most

^spectacular successes . . .

: moves unprecedented
- mountains of merchandise.

Equally in the limelight

is H-R's total service policy

which assures represented

i. stations that continued

research, promotion

and programming services

a vitally contribute to

all their areas of operation.

Another facet of its

Working Partnership credo,

total service implements

H-R's basic sales function.

'We always send a man to do a man's job'
rj- .aftf TTTE Television, Inc.

wW\ llXV Representatives

New York • Chicago • San Francisco • Hollywood • Dallas • Detroit • Atlanta • Houston • Ne Des Moines
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3 1TELEVISION Viewing habits

How tv's daytime and nighttime audiences differ

pilllilllllllllllllllllllll!i!!lll!ll!lllllllllllll!lilllllllllll!!l!llllllll

THE TV AUDIENCE (BY FIFTHS) ACCORDING TO WEEKLY HOURS OF VIEWING

A. The total weekly audience

HOMES
REACHED
000'S

AVG HOURS
PER HOME
REACHED

SUN-SAT
CUMULATIVE
AUDIENCE

40.035

NIGHTTIME
QUINTILES

94.2

2475

HOME
HOURS
VIEWING

100% 990.866

11.58 20% „

20% ^"'
•--

20% ,"'

20% ^ .,

20%

92.640

165,037

2063
200477

2506

236397

2955

296.3IS

37.04

HOMES
REACHED
000'S

AVG HOURS
PER HOME
REACHED

MOK-FRI
CUMULATIVE
AUOIENCE
36.168

DAYTIME
QUINTILES

85.1

HOME
HOURS
VIEWING

100% 458.972

1.67 20% /
" y
20% /

20% /

/ A
20% /
/

/
/

20%

,»..«!

37.626

73,730

519

1017

121.939

2 13.569

1682

2946

3%
8%

B. Weekly audience by age of housewife

NIGHTTIME DAYTIME
SUN -SAT.
CUMULATIVE
AUDIENCE

942%
AGE OF HOUSEWIFE 100%

NONE 190

"

AVERAGE HOURS
PER HOME

NEXT

20%

(N I9J^
__

15.3 199

344

29.5

iy//A m

,

^
' ,14.1;

n-ss if- ot ao.« w.st

MON-FRI
CUMULATIVE
AUDIENCE

851%

AGE OF HOUSEWIFE 100%

^26io

164

III

_

AVG HOURS PER

HOME REACHED

20% 20%

lightest
next viewing

20% 20%

PI

m

85

262.

A V
l/Ar

35.5">

-J

24!

&*&>

te

156

284

348

•>29.cK;

340
277

'y/y--
156

//,/ .

149 <

16 82

C. Weekly audience by size of family

NIGHTTIME

FAMILY 9UE

SUN- SAT
CUMULATIVE HEAVIEST
AUDIENCE VIEWING

20%
MEXT

20%
NEXT

20%

AVERAGE HOURS

27G.

t_

Ji

369

274
151

389

185

v///<
II

365 X42V^

468
442

fa y liS '-;

37B4 25 06 2063 1158

The charts above, produced from A. C. Nielsen mate-

rial, profile viewing by listing all sample homes in terms of

weekly hours of viewing, starting with the heaviest and

proceeding down to the lightest viewing home. The list is

then divided into five (hence, quintile) equal parts and the

average from each group of 20% is used in the charts. The

MON- FBI
CUMULATIVE
AUOIENCE

851%
FANILV 51 IE

1-2 1T>

, , , ,

JOQJL

DAYTIME

20%
NEKT
20%

NEXT

20%

LIGHTEST
VIEWING

20%

41.8

197 ^ K\,+rx

352

426

\-284k]

426

:

L_J

333

227/
'///Z v 2i.i^

AVG HOURS PER

HOME REACHED 1269

quintiles shown in the top charts are used in the age-of-

housewife and size-of-family breakdowns. Charts show,

among other things, that daytime viewing homes vary more

in level of viewing than nighttime viewing homes and that

heavy viewing, both day and night, is greatest among homes

with young housewives. Data is based on 2-8 March 1958

aniiiiiiiiiira
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Smidley,you bug me!
"Over a BILLION DOLLARS* layin' there like one

big single-station market and it zipped right by ya,

Smid. Why, any other time buyer would have grabbed

it

—

zowee! So simple, Smidley. One order, four sta-

tions and you've got it. The Cascade network alone

reaches it all—sells it all.

*E.B.I. $1,013,982,500. Source: Sales Management 1959 "Survey of Buying Power."

KIMA-TV
YAKIMA

KEPR-TV
PASCO

KLEW-TV
LEWISTON

KBAS-TV
EPHRATA

TELEVISION

NATIONAL REPRESENTATIVES: George P. Hollingbery • PACIFIC NORTHWEST: Moore & Associates

JULY 1959 L05



3
TELEVISION

SPENDING AND COSTS

Tv ad expenditures

have doubled

in five years

McCann-Erickson figures prepared for

Printers Ink i- the source of chart at right.

Besides tv, media include radio, news-

papers, magazines, outdoor, business pa-

pers, direct mail, miscellaneous. Tv figures

include all client spending: time, talent,

production and commercials. TvB prelim-

inary estimates for 1959: SI.469.000.000

Tv advertising and share of all advertising, 1949-58

Year

Total

advertising

Total tv

advertising

Percent tv

is of total

1958 $10,196,000,000 $1,360,000,000 13.3%

1957 10,310,600,000 1,273.400.000 12.4%

1956 9,904,700,000 1,206.700,000 12.2%

1955 9,194,400.000 1,025,300,000 11.2%

1954 8,164,100,000 809,200,000 9.9%

1953 7,755,300.000 606,100,000 7.8%

1952 7,156,200,000 453,900,000 6.3%

1951 6,426.100,000 332,300,000 5.2%

1950 5,710,000,000 170,800,000 3.0%

1949 5.202,200.000 57,800X00 1.1%

W

Networks take 54% of all tv ad dollars

piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

NETWORK: $735,000,000 SPOT: $365,ooo,ooo LOCAL: $260,000,000
SOURCE: McCann-Erickson, "Printers Ink" preliminary estimates, time, talent and production, 1958,
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Tv broadcast

revenues hit

$1 billion in 1957

Tv has become a billion dollar busi-

ness in 10 years. Figures are from FCC.

cover networks and stations. Note level-

ing off in rate of increase of both revenues

and expenses in recent years. These are

latest figures available from the government
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Tv industry revenue and expense, 1948-57

Year

Total broadcast

revenues (000*

Percent

increase

Total broadcast

expenses (000)

Percent

increase

1957 $943,200 5.2% 1783.200 10.7%

1956 896,900 20.4% 707.300 19.0%

1955 744,700 25.6% 594,500 18.3%

1954 592,937 37.3% 502.637 39.4%

1953 431,777 33.4% 360,514 34.6%

1952 323,594 37.3% 267.902 38.0%

1951 235,684 122.5% 191,086 68.6%,

1950 105,914 208.5% 115.128 93.2%

1949 34,329 294.6% 59,591 152.5%

1948 6.700 358.8% 23.600

liillllllllilllllllllllllllllllilllllllllllllllllllilllllH
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Some facts and figures on network tv expenditures
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Network billings by network

Network 1957 1958 Change

ABC $ 83,071,284 $103,016,938 +24.0

CBS 239,284,899 247,782.734 + 3.6

NBC 193,845,383 215,790,729 + 11.3

$516,201,566 $566,590,401 + 9.8

Network billings by months , 1958

January $ 49,606,735

February 44,638,074

March 49,488,074

April 47,651,346

May 47,918,145

June 43,769,105

July 41,118,509

August 41,509,492

September 42,417,190

October 52,526,147

November 52,008,793

December 53,938,821

Total $566,590,401

1st quarter 1958 1st quarter 1959
%

Change

$ 27,013,004 $ 32,236,569 19.3

62,715,826 66,161,853 + 5.5

54,004,023 58,081,996 + 7.6

$143,732,853 $156,480,418 . 8.9

Net* ork billings by day parts

1st quarter 1st quarter
1958 1959

%
Change

Daytime $ 42,184.408 $ 53,325,550 +26.1

Mon.-Fri. 35,397,145 44.903.974 +26.9

Sat. & Sun. 6,787,263 8,421,576 +24.1

Nighttime 101,548,445 103,154,868 + 1.6

Total $143,732,853 $156,480,418 + 8.9

Expenditure figures shown here are from LNA-BAR, cover

gross time expenditures by advertisers. Note that most of

the current increase in web billings is during the day. Note

also that summer hillings are 20"vr below the winter levels

lyiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

Some facts and figures on spot tv expenditures

Spot tv spending by time of day

and type of buy

1958 $
(add 000) 1958 % 1957 °

Day $182,712 35.7 32.3

Night 273,111 53.4 57.8

Late Night 55,881 10.9 9.9

Total

Announcements &

$511,704

Total 511,704

100.0

100.0

100.0

rarticipations 371,934 72.7 69.6

IDs 56,804 11.1 10.9

Programs 82,966 16.2 19.5

100.0

Number of advertisers using spot tv

1956-58

Parent company users

of television spot 1956 1957 1958

Spending under $20,000 3,193 2,867 2.<>25

Spending over $20,000 1,206 1,287 1.3 11

Total 1,399 4,154 J. 21...

Greater emphasis on daytime spol t\. shown lure in these

TvB figures collected by N. C. Rorahaugh. is continuing in

1959. Though nighttime share is down, total dollars are up-

Some of daytime figures arc result of spillover of nighttime

business unahle to find availabilities. Data are gross time

IlllllllillllllllillllllllllllillllW
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fSlipped Here!

Tidewater Virginia

Chesapeake Bay VIRGINIA BEACH «
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1EVISI0N Spending and costs

One of three tv Hollars advertises grocery products
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Tv expenditures by product classification, 1958

TOTAL TV SPOT TV NETWORK TV

Agriculture $ 1.378.154 $ 1.350.000 28,154

Ale, beer & wine 50,502,987 44,214,000 6,288,987

Amusements, entertainment 771,616 559,000 212,616

Automotive 58,840,855 7,376,000 51,464,855

Building material, fixtures, paints 17,675,494 2,789,000 14,886,494

Chemicals, institutional 404,969 404,969

Clothing & accessories 17,215,439 13,241,000 3,974,439

Confections & soft drinks 40,254,724 28,237,000 12,017,724

Consumer services 26,325,054 14,605.000 11,720,054

Cosmetics & toiletries 126,107,799 46,749.000 79,358,799

Dental products 34,330,671 14,467,000 19,863,671

Drug products 98,224,639 44,626,000 53,598,639

Food & grocery products 243,515,420 135,687,000 107,828,420

Garden supplies & equipment 880,638 661,000 219,638

Gasoline & lubricants 27,979,209 24,479,000 3,500,209

Hotels, resorts, restaurants 521,705 423,000 98,705

Household cleaners, polishes, waxes 46,098,594 29,650,000 16,448,594

Household appliances 18,996,479 4,621,000 14,375,479

Household furnishings 5,353,509 2,926,000 2,427,509

Household laundry products 76,237,980 29,940,000 46,297,980

Household paper products 15,153,884 5,163,000 9,990,884

Household, general 10,257,185 4,101,000 6,156,185

Notions 415,720 384,000 31,720

Pet products 11,665,699 4,411,000 7,254,699

Publications 1,559,069 757,000 802,069

Sporting goods, bicycles, toys 5,209,243 3,045,000 2,164,243

Stationery, office equipment 2,834,817 149,000 2,685,817

Tv, radio, phono, musical instr. 11,495,606 1,501,000 9,994,606

Tobacco products & supplies 93,443,822 31,119,000 62,324,822

Transportation & travel 5,641,358 2,937,000 2,704,358

Watches, jewelry, cameras 20,550,151 4,459,000 16,091,151

Miscellaneous 8,517,912 7,144,000 1,373,912

TOTAL $1,078,360,401

SOUHCE: TvB via N. C. Rorabaugh (spot), LNA-BAR (network), gross time expenditures.

$511,770,000 $566,590,401
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FOUR
TIMES

YOUR
MONEY'S
WORTH

In Shreveport, one of America's fastest

growing markets, you get a lot more for

your money when you specify KTBS-TV,

Channel 3.

All Nielson surveys show KTBS-TV the

dominant station in a market over four

times larger than Shreveport's metropoli-

tan area in population and income. Here

is coverage that really counts— 1,318,600

people with $1,661,784,000 to spend.

Ask your Petry man for the story on the FULL

Shreveport market. You'll find KTBS-TV not

only gives you your money's worth, but more,

lots more.

NBC E - Newton Wra y- Pres - & Gen
-
M s r -

ABC
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These are the Ng television spenders

The top 50 television advertisers, 1958

SOURCE: TvB via N. C. Rorabaugh (spot), LNA-BAR (network), gross time expenditures.

ADVERTISER TOTAL TV SPOT TV NETWORK TV

]. Procter & Gamble Company $84,471,710 $33,833,060 $50,638,630

2. Lever Brothers Company 38,537,230 16,578,860 21,958,370

3. Colgate-Palmolive Company 33,855,990 10,998,490 22,837,500

4. General Foods Corporation 31,753,900 11,020,780 20,733,120

5. American Home Products Corp. 27,783,360 7.275,680 20,507,680

6. General Motors Corporation 22,115,440 1,522,070 20,593,370

7. Bristol-Myers Company 18,918,690 2,845,890 16.072.800

8. B. J. Beynolds Tobacco Co. 18,436,470 2,434,260 16,002,210

9. Gillette Company 18,076,740 1,944,380 16,132,360

10. Brown & Williamson Tobacco Co. 17,664,000 9,413,530 8,250,470

11. P. Lorillard & Company 16,508,680 6,717,450 9,791,230

12. Chrysler Corporation 14,732,210 390,740 14,341,470

13. American Tobacco Company 14,270,330 3,018,150 11,252,180

14. General Mills, Inc. 13,777,090 2,986,970 10,790,120

15. Ford Motor Company 13,601,550 1,041,430 12,561,120

16. Sterling Drug. Inc. 13,565,080 3,645,220 9,919,860

17. Kellogg Company 12,840,330 2,549,440 10,290,890

18. Liggett & Myers Tobacco Co. 12,715,810 1,865,830 10,849,980

19. Miles Laboratories. Inc. 12,681,340 7,895,950 4,785,390

20. Adell Chemical Company 12,339,090 12,339,090

21. Warner-Lambert Pharma. Co. 11,725,590 8,832,990 2,892,600

22. Standard Brands, Inc. 10,513,270 4,368,290 6,144,980

23. Pharmaceuticals, Inc. 10,376,000 202,440 10,173,560

24. Continental Baking Company 9,964,170 9,223,910 740,260

25. Philip Morris & Company 9,033,720 4,066,710 4,967,010

26. Corn Products Co. 8,119,030 3,191,790 4,927,240

27. National Dairy Products Corp. 7,672,430 962,920 6,709,510

28. National Biscuit Company 7,619,780 4,022,960 3,596,820

29. Carter Products, Inc. 7,542,400 5,202,300 2,340,100

30. Revlon, Inc. 7,156,890 847,850 6,309,040

31. S. C. Johnson & Son, Inc. 7,055,840 1,813,560 5,242,280

32. Radio Corp. of America 6,458,130 6,458,130

33. Quaker Oats Company 6,373,420 1,679,690 4,693,730

34. Eastman Kodak Company 6,194,880 257,520 5,937,360

35. Pillsbury Mills, Inc. 5,730,740 525,160 5,205,580

36. General Electric Company 5,687,210 391,210 5,296,000

37. International Latex Corp. 5,678,510 5,678,510

38. American Chicle Company 5,324,670 2,355,040 2,969,630

39. Nestle Company, Inc. 5,219,220 1,681,800 3,537,420

40. Westinghouse Electric Corp. 4,724,610 85,380 4,639,230

41. Texize Chemical Company 4,704,170 4,704,170

42. Chesebrough-Ponds, Inc. 4,689,770 1,591,690 3,098,080

43. Campbell Soup Company 4,506,260 272,520 4,233,740

44. Jos. E. Schlitz Brewing Co. 4,503,060 1,778,680 2,724,380

45. Armour & Company 4,271,090 738,350 3,532,740

46. Swift & Company 4,163,240 1,209,590 2,953,650

47. Robert Hall Clothes 3,993,850 3,993,850

48. Scott Paper Company 3,906,370 488,270 3,418,100

49. Prudential Insurance Co. of Amer. 3,849,960 22,200 3,826,760

50. Ralston-Purina Company 3,753,550 377,510 3,376,040

m
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Ted Kelly

media account supervisor

at McCann-Erirkson, says:

f£ The station
representative

we enjoy
working with has an
intimate working

knowledge
of his markets* M ^|(^™^^Pit
his stations. Ik

his competition.?*
^h rv W

^^Hm* ^MF mn
•*?"^"

^
' -> •'' "ess?*- w * at
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At forjoe, our basic sales philosophy makes it essential to pick men of

proven ability— mature men, trained in research, development, & creative

sales. These characteristics are basic with every forjoe man in our seven

offices coast-to-coast. Armed with a keen, thorough working knowledge

of markets and stations, each forjoe man applies this know-how to the

objectives of the specific account.~|H "^580 Fifth Avenue .vvr

21 years of experience prove I mAm
the value of this sales strategy.Mm.

New York /Chicago/ Detroit/ Los Angeles I San Francisco! Philadelphia! Atlanta

JULY 1939 L13
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These are the top billing tv agencies
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How top 50 air agencies rank in total tv billings

Rank Agency
Total tv

(million S

1 J. Walter Thompson* $109.5

2 McCann-Erickson 87

3 Young & Rubicam* 82

4 Ted Bates 78.1

5 BBDO* 73

6 B&B 65

7 Burnett 51.2

8 Compton 45

9 D-F-S* 44

10 Kenyon & Eckhardt 35.2

11 Ayer* 35

12 Esty* 34.5

13 Lennen & Newell 31.4

14 FC&B 29

15 SSC&B 22.35

16 Campbell-Ewald* 22

17 Grant 18.2

18 Wade 17.1

19 Parkson 15.6

20 EWR&R 14.5

21 Needham. Louis & B. 13.9

22 Campbell-Mithun 13

23 DCSS 12.2

24 Maxon 12

Rank Agency
Total tv

'million S

'

26 C&W* $11

27 D'Arcy 10.5

27 NC&K 10.5

27 Talham-Laird 10.5

30 Bryan Houston 10.3

31 North 8.3

32 Gardner 8.05

33 D. P. Brother* 8

34 Ogilvy, Benson & M. 7.7

34 McM-J & A 7.7

36 Doyle, D. & B. 7.4

37 Keyes. Madison & J. 7.13

38 F&S&R 7

39 Guild. Bascom & B. 6.86

40 Reach-McCIinton 6.6

41 Honig-Cooper, H & M 5.9

42 Best 5.7

43 Mogul 5.6

43 Donahue & Coe 5.6

45 Warwick & Legler 5.5

46 Geyer* 5

46 E. H. Weiss 5

46 LaRoche 5

19 Kudner 4.3

25 11.1 50 Cohen & Aleshire 3.6

10

Top 10 network tv agencies

Rank Agency
Net tv

I million $)

1 J. Walter Thompson* $85.5

2 Young & Rubicam* 62.5

3 McCann-Erickson 61

4 BBDO* 47

5 B&B 40

6 Burnett 39.3

7 Ted Bates 35.7

8 D-F-S* 35

9 K & E 29.8

FC&B 26.1

U, S. billings only. "Indicate! SI'ONSOK estimates for all ur part cf figures

lllllllllllllillll Illll!llllllll!llll!lllllllllllllllllll!lllllll!l!lllllllllll!ll
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Top 10 tv spot agencies

Rank Agency
Spot tv

(million $)

1 Ted Bates $42.4

2 McCann-Erickson 26

2 BBDO* 26

4 B&B 25

5 J. Walter Thompson* 24

6 Esty* 23

7 Ayer* 21

8 Compton 20

9 Young & Rubicam* 19.5

Burnett

114
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NOW...over

TELEVISION
abc channel 8 dallas

people in the

DALLAS metro area!

metro area: 1,031,900 people!

WFAA-TV coverage area:

POPULATION 2,697,100

FAMILIES 808,800

EFFECTIVE BUYING INCOME $4,405,428,000

RETAIL SALES $3,279,612,000

FOOD SALES $ 764,385,000

GENERAL MERCHANDISE $ 504,999,000

APPAREL $ 167,529,000

AUTOMOTIVE $ 715,240,000

DRUGS $ 117,234,000

TV SET COUNT 676,500

*Source: Sales Management "Survey of Buying Power," May 10. 1959.

A TELEVISION SERVICE OF THE DALLAS MORNING NEWS EDWARD RETRY & COMPANY. NATIONAL REPRESENTATIVES
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NETWORK PROGRAMING TRENDS

How audiences divide their time among network show types

pilll!llllllllllll!ill!!!llllllll!llllililllll!l!iilll!ll^

Per cent of all viewing time average home spends watching network show types

GENERAL
30 mm

DRAMA
60-90 min.

VARIETY
30 min. 60 min.

WESTERN
30 min. 60 min.

ADVEN-
TURE

SITUATION
COMEDY

QUIZ
& AUD.

SUSPENSE
DRAMA

INFOR-
MATION MISC.

Winter
1955-56 9% 13% 8% 16% 4% % 4% 16% 11% 5% 5% 9%

Winter
1956-'57 7 15 6 18 6 1 6 15 11 5 4 6

Winter
1957-'58 5 8 7 16 10 5 6 15 10 10 3 5

Winter
1958-59 5 8 13 14 10 12 8

Figures are from Nielsen Tv Index, cover sponsored shows at Note that last season audiences spent fully 25% of their

night, result from two factors: (1) total number of hours time watching westerns, about 60% more time than they

for each type of programing on the air, (2) total amount did during the previous season. Other categories do not

of time spent by average home in viewing each type of show. show much change from the percentage shares of 1957-58
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Share of all

viewing time

going to tv

network sponsors
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1959: 49.0% to web sponsored programs; 51.0% to all others

1958: 49.5% to web sponsored programs: 50.5% to all others

Source: NTI. February, each year.
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Rating levels for network program categories
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Total and average audience figures for nighttime shows

EVENING

General Drama Suspense Sit. Western Drama Adventure Variety Quit A Other All Evening

Duration Drama Comedy
—

Aud.Part. Programs Programs

(minutes) 30 60 30 30 30 60 30 30 60* 30 30 30 60

29.9
272 279 270

Nielsen

Total

Audience 2 2.3
24 °

22.0
238

Nielsen

Average

Audience -

203
18.9

202 21.7

2 52 239
2 0.5 190

18.4
67

20.9

2Q8 21.8

I 1 I 5.3

8.9

32

19.7
20.8

Source: NTI, two weeks ending 18 October, 1958.

min
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from the heart of Pittsburgh

to the entire tri-state area!

CHANNEL

11

REPRESENTED BY

BLAIR-TV

BASIC

NBC
AFFILIATE

WIIC PITTSBURGH 14, PA.

Telephone. FAirfax 1-8700 TWX: PG 1

6
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PTi television J Network programing trends

Network station lineups showed slight increase last season

pillllllllllllllllllillllllllllllllllllllllU

Average number of stations, night and day, January 1958 vs. 1959

DAYTIME
Quarter Hour Shows

ABC CBS NBC

1958 1959

none none

1958 1959

131 138

1958 1959

none none

1958 average: 131 1959 average: 138

Half Hour Shows

ABC CBS NBC

1958 1959

103 84

1958 1959

120 137

1958 1959

104 116

1958 average: 109 1959 average: 112

NIGHTTIME
Half Hour Shows

ABC CBS NBC

1958 1959

110 112

1958 1959

140 146

1958 1959

121 128

1958 average: 124 1959 average: 129

Hour Shows

ABC CBS NBC

1958 1959

137 134

1958 1959

142 134

1958 1959

137 156

1958 average: 139 1959 average: 141

Source: Station lineup data are from ARB reports of sponsored shows as supplied by the networks. r>aytime notes: Arthur Godfrey show is included in

CBS' duarter-hour figures by quarter hours. Nighttime notes: NBC half-hour average includes "Tonight" in 1958 and "Jack Paar Show" in 1959. CBS
hour average includes following "Wagon Train" figures for 1958—209 stations for first half hour. 119 stations for second half hour.

llllllllllllllllllllllllllllllllllllllllllllllllllM

Network show

trends by

type of sponsorship

Sponsorship patterns on network tv have

pretty well stabilized in recent years, these

Nielsen figures show. Data does not include

the Jack Paar show in the participating

and co-sponsor category shown at bottom

Network show

trends by

length of program

An increase in amount of time devoted to

hour-long shows (many of them westerns)

and a decrease in half-hour shows were

the highlights of this Nielsen study on

length-of-program trends for three seasons

|l||llllllllllllll!lllllllll!lllllllllllllllllllllllllllll!lllllllllllllll|||l!lllllllllllll![illliy

Percent evening hours monthly

iilliiiiliilliliiiP^

TYPE OF SPONSORSHIP
Winter
'58

Spring
'58

Spring
'57

Full 51.1% 48.7% 52.8%

Alternating 27.9 30.5 27.3

Participating

and co-sponsor 21.0 20.8 19.9

lil|[!llllllllllll!l!lll!illllllllllll!!ll!lllllllllllllllllllllllllllllllllll[[ira

No. evening hrs. monthly

SHOW TYPE 1959 1958 1957

15-min. m 7 16%

30-niin. 155 172 150%

60-min. 95 86 96

90-min. 9 9 21

Total hours: 267% 274 284%
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PROOF:

In North Carolina's biggest metropolitan market, WSJS
Television has maximum power of 316,000 watts and

transmits from the area's highest tower, 2000 feet above

average terrain. WSJS Television's extra strong signal

provides Grade A Coverage for 1,410,700 people in the rich

industrial Piedmont—the best coverage for more people

than by any other North Carolina station.

television

Winston-Salem / Greensboro

1 CHANNEL 12

Call Headley-Reed, Reps.

AFFILIATE

JULY 1959 119



television J Network programing trends

Popularity of show types in competitive markets
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Average ratings in 20 markets
Program type 1959 Rating 1958 Rating Program type 1959 Rating 1958 Rating

News shows and special features 6.8 Mystery, crime, police drama 17.1 17.0

Drama, half hour

Drama, hour or more

Special programs

J ariety shows, comedy, music

19.7

20.3

16.8

18.5

18.3

27.3

15.9

Sports spectacles

Western drama

Quiz and panel shows

12.5

20.8

20.7

10.1

22.2

19.8

Situation comedies 19.2 17.0
Children's shows 17.6 15.4

Adventure series 16.3 13.8 Interview shows 25.8 14.0

m

*SOURCE: Trendex, Inc., (average ratings include only those programs which appear in both February and March 1958 and 19.j9 reports).
' Unable to report because of insufficient data.

llllllllllllllllllIIIIIH

Audience composition of show types in competitive markets
II !l!l!l!!ll!llll!ll!l!llllllll!l!l!i:ill!lflllllllllllllllll^

Viewers per set in 20 markets

II Variety, I

Drama I comedy. I Sit. I Adven-
hr.-more I music I comedy I ture

Myst.,

crime, Quiz, I Child. I Inter-

police Sports I Westerns I panel
|

shows | view

MEN 0.89 0.84 0.80 0.63 0.79 0.82 1.15 0.86 0.77 0.58 0.88

WOMEN 1.07 1.03 1.11 0.97 0.67 0.98 0.72 0.92 1.07 0.70 1.09

CHILDREN 0.54 0.31 0.58 1.01 1.14 0.53 0.22 0.80 0.36 1.46 0.32

TOTAL 2.50 2.18 2.49 2.61 2.60 2.33 2.09 2.58 2.20 2.74 2.29

SOURCE: Trendex. February-March 1959. Children include all below 18.
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Television football audiences are increasing

piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^

Football audiences for major games

Came Network 1958-59 homes 1957-58 homes

Rose Bowl NBC TV 21,956,000 20,528,000

Sugar Bowl NBC TV 17,776,000 13,515,000

Pro Championship NBC TV 15,488,000* 16,023,000

Orange Bowl CBS TV 15,048,000 17,043,000

East-West NBC TV 14,573,000 13,060,000

Cotton Bowl CBS TV 14,168,000 12,198,000

Senior Bowl NBC TV 10,736,000 9,265,000

Total 109,745,000** 101,632,000

SOURCE: NTI. "New York, which broadly accounts for 10% of the audience, was blacked out. **The increase in audiences for all games was around S%.

m g
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J Network programing trends

Some interesting facts about westerns

.iJiililillliPllllilliilillllllllllllllllllll!!!^

A. Western audiences are stable

No. viewers per 100 tv homes

OCTOBER 1957 OCTOBER 1958

Men 92 90

Women 93 93

ADULTS 1 85 1 83

Children 82 79

TOTAL 267 262

B. Growing western audiences top the critics favorite

NO.*
1956
AA RATINC NO.

1957
AA RATINC NO.

1958
AA RATINC

Avg. Eve. Show 135 19.9 127 20.4 129 20.1

Hour Drama 11 20.8 10 19.5 6 18.9

Western 7 20.9 in 25.1 18 27."

No. denotes half-hour periods

C» Westerns tend to be less popular among better-educated households

EDUCATIONAL STATUS
OF HOUSEHOLD HEAD WESTERNS (10) HOUR VARIETY (U) HOUR DRAMATIC (6)

3 yrs. of high or less 30.2 23.1 I7.(.

High school graduate 32.2 24.1 19.5

Attended college 25.6 24.1 21.2

National rating avg. 29.6 23.8 !<>.!

D. But westerns get stiff competition from other kid daytime shows

PROGRAM TYPE LENCTH HOMES MEN WOMEN TEENS CHILDREN TOTALWOMEN TEENS

In millions

Western 30 min. 1.1 2.2 2.4 1.5 1.(1 10.1

Other programs 15 min. 3.2 .5 1.1 .7 4.3 6.6

Other programs 30 min. 4.7 .7 1.4 1.3 6.6 10.0

All the charts ahove are based on Nielsen figures, and appeared at various times

during the past year in SPONSOR-SCOPE. First three charts were worked up 1>\

NBC. The top chart shows audience composition for nine westerns thai were on lli«'

air during both dates. The second chart, using the January-June period each year as a

base, shows a jump in western audiences of 33' < and a decline in the hour drama of

9'
i during two-year period. Chart No. 3 is based on Jan.-Feb. 1958 data. Bottom

chart, covering daytime children's programs, shows millions of homes and viewers

per average minute during two periods: 9-22 November and 7-20 December 1958.
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COLOR TV

COLOR TELEVISION STATUS REPORT
lllllillllllllllllllllllllilllllllllllllllllllllllll Illllllllllllllllllllllllllllllllllllllllllllllllllillllllllllllllllill Illlllll Illllllllllllll Illlllllll P I!llll!ll!ll!>lll!!!lllll!l!lll!l!lll!l!lllll!l!llllllllllllllllllllllll!lli:illl

» There are an estimated 435,000 color sets in circulation, and NBC estimates

20% of these are in the New York City area. (Neither RCA, Sylvania nor
the Electronics Industries Assn. releases actual color tv set production figures.

RCA reportedly produces 90% of them.) Average price of a color set is $500.

2. NBC TV is the most enthusiastic broadcast supporter of color. Last year, for

example, it telecast 668 hours of color programing. CBS TV carried only six

and one-half hours, ABC TV none. NBC TV's color hours have grown from
68 in 1954, 216 in 1955, 486 in 1956 and 647 in 1957. CBS plans to add
more color shows next season but ABC has no color equipment and has no
starting date set for its color debut. Color shows far outnumber color movies.

Illll!lllllll!llllllll!!llil!!!llllll!lllllllllllllllllllllli;i^

3. Of 520 tv stations in operation, 350 or some 67% have color equipment for

transmission. Of these, an estimated 154, or about half, are NBC affiliates.

!!lll|||||||l!ll!lll!ll!i!!llllllllll!!llllllllllllll!lllllllil!lllllllli!!llll!!!!lllllll!!!ra

4.

State— City

ALABAMA
Birmingham

Dothan

Mobile

Montgomery

ARIZONA

Mesa

Phoenix

Tuscon

ARKANSAS
El Dorado

Little Rock

CALIFORNIA

Bakersfield

Chico

Fresno

Los Angeles

Redding

Sacramento

Salinas

San Diego

San Francisco

San Jose

Santa Barbara

COLOR TV STATIONS*

By state and city, with network affiliation (if any)

NBC CBS ABC Ind. State— City NBC CBS

WABT WBRC WABT
WTVY WTVY

WALA WKRG WALA
WSFA WCOV

KVAR
KOOL KTVK KPHO

KVOA KOLD KGUN

KTVE

KARK KTHV KATV

KERO
KHSL KHSL

KMJ KFRE KJEO
KRCA KNXT KTLA

KHJ
KTTV
KCOP

KVIP KVIP

KRCA KBET

KSBW KSBW KSBW
KFSD KFMB
KRON KPIX KTVU

KNTV

KEYT KEYT KEYT

COLORADO
Denver

CONNECTICUT
Hartford

New Britain

New Haven

D.C.

Washington

FLORIDA

Daytona Beach

Jacksonville

Miami

Orlando

Tampa

W. Palm Beach

GEORGIA
Albany

Atlanta

Augusta

Columbus

Macon
Savannah

Thomasville

ABC Ind.

KOA KLZ

WNBC

WRC WTOP

WESH
WFGA
WCKT

WFLA
WPTV

WALB
WSB
WJBF
WTVM
WMAZ
WSAV

WJXT
WTVJ
WDBO
WTVT
WPTV

WAGA
WRDW
WRBL
WMAZ
WTOC

WCTV

WNHC

WJXT
WPST

WALB
WLWA
WJBF
WRBL
WMAZ
WSAV
WTOC
WCTV

KTVR

WTIC

WTTG

"Xiunhcr of tv stations which have a transmitter equipped for color. Of 520 tv stations it

WCTV

(Continued)

the U.S., 350 are color- equipped, according to NBC in a report issued in May 1959.
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.fate — City NBC CBS

COLOR TV STATIONS {Continued)

ABC Ind. State— City

LL1NOIS

Jiampaign

ihicago

'eoria

luinc)

lock ford

lock Island

prin afield

INDIANA

llkhart

Ivansville

l. Wayne

ndianapolis

luncie

• ml li Bend

Yrre Haute

OVA
line*

>dar Rapids

)avenport

tea Moines

t. Dodge

ioux City

\ aterloo

LANSAS

ireat Bend

lutchinson

'illsliurg

•opeka

\ icliita

KENTUCKY

-exington

ouisville

'aducah

.OUISIANA

Saton Rouge

afayette

•lonroe

M-w Orleans

ihreveport

»IAINE

Sangor

'ortland

'resque Isle

MARYLAND

laltimore

MASSACHUSETTS

ioston

'pringfield

MICHIGAN

(ay City

•droit

rand Rapids

aekson

WCIA
WNBQ

WEEK
WGEM
WTVO

WICS

WCIA
WBBM

WMBD

WREX
WHBF

WTVH
WGEM
WREX
WHBF
WICS

WSJV
WFIE WEHT WTVW
WKJG WANE
WFBM WISH WLWI
WLBC WLBC WLBC
WNDU WSBT
WTHI WTHI WTHI

WO I

WMT
woe
WHO KRNT

KQTV
KTIV KTIV KTIV

KWWL

KCKT
KTVH

KCKT

KOAM KOAM
WIBW WIBW

KARD

WLEX WLEX
WAVE WHAS WAVE
WPSD

WBRZ WBRZ
KLFY

KNOE KNOE KNOE
WDSU WWL
KTBS KSLA KSLA

WABI WABI

WCSH WGAN WCSH
WAGM WAGM

WBAL WMAR WJZ

WBZ WNAC WHDH
WWLP WHYN WWLP

WNEM
WWJ WJBK
WOOD
WILX

WNEM

WOOD

NBC CBS ABC Ind.

Kalamazoo WKZO WKZO
Lansing WJIM WJIM WJIM

WGN Traverse City WPBN
WTTW

MINNESOTA
Alexandria KCMT KCMT KCMT
Duluth WDSM KDAL KDAL

WDSM
Minneapolis KSTP WCCO KTCA

KMSP
Rochester KROC

MISSISSIPPI

Hattieshurg WDAM WDAM
Jackson WLBT WJTV WJTV
Meridian WTOK WTOK WTOK

MISSOURI

Cape Girardeau KFVS

Hannibal KHOA
Joplin KODE KODE
Kansas City WDAF KCMO KMBC
Kirksville KTVO KTVO
Springfield KYTV KTTS KYTV
St. Louis KSD KMOX KTVI

NEBRASKA
Hastings KHAS
Kearney KHOL KHOL
Omaha KMTV WOW

NEVADA
Henderson KLRJ KLRJ

Las Vegas KLAS

Reno KOLO KOLO KOLO

NEW MEXICO
Albuquerque KOB KGGM
Rosewell KSWS KSWS KSWS

NEW YORK
Alhany-Schenectady-Troy WRGB WTEN
Binghamton WINR

WNBF WNBF WNBF
Buffalo WGR WBEN WKBW
Lake Placid WPTZ WPTZ

New York WRCA WCBS WABD
WOR
WPIX
WNTA

Rochester WROC WVET WVET
WROC

Syracuse WSYR WHEN WHEN
Utica-Ronic WKTV WKTV WKTV

NORTH CAROLINA

Chapel Hill WUNC
Charlotte WSOC WBTV

Durham WTVD
Greensboro WFMY WFMY
Greenville WNCT WNCT
Raleigh WRAL
Washington WITN

Wilmington WECT
\\ inston-Salem WSJS
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State— City NBC CBS ABC

NORTH DAKOTA
Bismarck KFYR KFYR

Fargo WDAY WDAY
Grand Forks KNOX
Minot KCJB KCJB KCJB

Valley City KXJB

OHIO
Cincinnati WLWT WKRC WCPO
Cleveland KYW WJW WEWS
Columbus WLWC WBNS
Dayton WLWD WHIO WLWD
Lima WIMA WIMA WIMA
Toledo WSPD/

WTOL
WSPD,
WTOL

WSPD

Youngstown WFMJ WKBN WKST
Steubenville WSTV
Zanesville WHIZ WHIZ WHIZ

OKLAHOMA
Ada KTEN KTEN KTEN

Ardmore KVSO

Enid KOCO
Oklahoma City WKY KWTV
Tulsa KVOO KOTV KTUL

OREGON
Eugene KVAL

Medford KBES KBES KBES

Portland KPTV KOIN KGW

PENNSYLVANIA

Altoona WFBG WFBG

Erie WICU WSEE WICU
WSEE

Harrisburg WHP WTPA

Johnstown WJAC
Lancaster WGAL WGAL
Lebanon WLBR

Philadelphia WRCV WCAU WFIL

Pittsburgh WIIC KDKA WTAE
Scranton WDAU
Wilkes-Barre WBRE WILK

RHODE ISLAND

Providence WJAR WPRO WJAR

SOUTH CAROLINA

Anderson WAIM WAIM
Charleston WUSN WCSC WCSC
Columbia WIS WNOK
Florence WBTW WBTW WBTW
Greenville WFBC
Spartanburg WSPA

SOUTH DAKOTA
Aberdeen KXAB KXAB

Sioux Falls KELO KELO KELO

Watertown KDLO KDLO KDLO

TENNESSEE

Bristol WCYB WCYB
Chattanooga WRGP WDEF WDEF

COLOR TV STATIONS (Continued)

Ind. Stats — City NBC CBS ABC Ind.

Jackson WDXI
Johnson City WJHL WJHL
Knoxville WATE WBIR WTVK
Memphis WMCT WREC WHBQ
Nashville WSM WLAC

TEXAS

Amarillo KGNC
Austin KTBC KTBC KTBC

Beaumont-Port Arthur KPAC KFDM KFDM

Corpus Christi KRIS KRIS

Dallas KRLD WFAA
El Paso KTSM KROD

Ft. Worth WBAP
Houston WPRC KGUL KTRK

Lubbock KCBD KDUB KCBD

Midland KMID KMID

San Antonio WOAI KENS KONO
Sweetwater KPAR

Temple KCEN
Texarkana KCMC KCMC
Tyler KLTV KLTV KLTV

Waco KWTV KWTV
Wichita Falls KFDX KSYD KFDX

UTAH
Provo KLOR

Salt Lake City KTVT KSL KUTV

VIRGINIA

Lynchburg WLVA
Norfolk WTAR WAVY
Petersburg WXEX
Richmond WRVA WTVR
Roanoke WSLS WDBJ WSLS

WASHINGTON
Seattle KOMO KIRO KING

Spokane KHQ KXLY KREM

Tacoma KTNT

\akima KIMA KIMA KIMA

WEST VIRGINIA

Bluefield WHIS

Charleston WGHS
Clarksburg WBOY WBOY WBOY
Huntington WSAZ WHTN
Parkersburg WTAP WTAP WTAP
Wheeling WTRF WTRF

WISCONSIN

Eau Claire WEAU WEAU
Green Bay WBAY
Madison WMTV wise WKOW
Marinette WMBV
Milwaukee WTMJ WXIX WISN WITI

Wausau WSAU WSAU WSAU

WYOMING
Cheyenne KFBC KFBC KFBC

HAWAII

Honolulu KONA KGMB KHVH
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WTIC-TV

SELLS

RICH, RICH

SOUTHERN
NEW ENGLAND

REPRESENTED BY

HARRINGTON, RIGHTER

AND PARSONS INC.

HARTFORD, CONN.
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Color tv

Here's a list of advertisers who have used color on network tv

^- i'

1
'

'I'"
.11'-

:!^ ,l|: :!i II'
!!

Mi' il! II ill M I' !l: I : II: !M - i, I' :
." r ;. 'M !!

! I" M li. !!
!l

',! 'I, il. in, I: II, !l Ill!!llll|i||l||||l!llll||||||||||||!|||||||||||||||||||||||||||||||i|||

Network advertisers with color tv experience

Company
Years when

color used

Handling of

commercials* Company
Years when

color used

Handling of

commercials*

AUTOMOTIVE, OIL HOUSEHOLD APPLIANCES, INDUSTRIAL-
INSTITUTIONAL, ETC.

Chrysler 1955-1958 LC-FC-TC
General Motors 1956-1959 LC-FC Alumininum Ltd. 1958 FC
Ford 1956-1957 LC-FC Aluminum Co. of Am. 1955-1957 FC
Standard Oil, N. J. 1957 LC-FC AT&T 1956-1958 LC-FC
Texas Co. 1957-1958 LC Bulova 1957 LC

DuPont 1957-1959 LC-FC
Eastman Kodak

Florists" Telegraph Service

1955
1957-1958

FC
LC

CIGARETTE COMPANIES Goodyear

Greyhound

1956-1957

1958-1959

FC
FB

American Tobacco 1956-1958 FB Hallmark 1954-1959 LC-FC

Liggett & Myers 1957-1958 LC-FB Kaiser 1956-1957 N.A.

Lorillard 1957 LC Polaroid 1957-1958 LC-FB

R. J. Reynolds 1957 LC-FB RCA 1956-1959 LC-FC
Reynolds Aluminum 1954 LC
Sunbeam

Timken

1954-1959

1957

LC-FC
FC

FOOD PRODUCTS, SOAPS & CLEANERS
Union Carbide

U. S. Steel

1958

1957

FC
FC

American Dairy

Armour & Co.

Breck

1957-1959

1957
1957-1958

LC-FC
LC-FB
FB

U. S. Time

Westinghouse

Whirlpool

1957-1958

N.A.

1956-1958

LC-FB-LB
LC
FC

Brillo

Carnation

1957-1959

1955-1956

FB
LC

Colgate 1955 FC
Corn Products 1957-1958 FB TOILETRIES, DRUGS AND
General Mills 1955 FC-LB PROPRIETARY MEDICINES
Hills Bros. 1958 FB
Kellogg 1957 LC-FC Alberto-Culver 1958 FB
Knomark 1957-1958 LC-FC Chesebrough-Ponds 1957-1959 FB
Lever Bros. 1957-1959 LC-FB Gillette 1957-1958 FB
Libby, McNeill, Libby 1958 LC Helene Curtis 1956 FB
Minute Maid 1957-1958 LC Kimberley-Clark 1956-1959 FB
National Dairy 1954-1959 LC Max Factor 1956-1957 FB
Pepsi-Cola 1957 LC-FC Mennen 1957 FB
Pet Milk 1956-1958 LC-FC Miles Labs 1956 LC-FB

Pillsbury 1957 LC-FB Noxzema 1957-1959 FC-FB

Procter & Gamble 1958 LC-FB Pharmacraft 1957-1958 LC-FB

Purex 1956-1957 FB Revlon 1955-1958 FB
S. C. Johnson 1956-1958 FC-BiC-LB Scott Paper 1955 FC

Swift & Co. 1957 LC-FC Smith, Kline & French 1956-1958 FC

Van Camp 1958 N.A. Warner-Lambert 1956-1958 FB

SOURCE: From NBC TV, The top 111" National Advertisers' Attitude Toward Color Television, preliminary report. January 19.19. * Commercial coding: LC,

live color; FC. Him color; N.A., no answer; TC. tape color; FB. film, black and white; FBo, film, both black and white and color; Bi-C. billboard with color;

LB, live, black and white.

Illlillllllllllllllllllllllllllllllli I Illlllllllllllllllllilllllllllllllllll
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WFRV-TV

GreenBay —

»

Channel 5^

delivers

BEST

COST PER

MILLION

•uly 1959 127



DIMENSIONS

Television homes have passed the 44 million mark
PIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIU

Per cent and number of U. S. homes owning tv

A. C. Nielsen Co. is source of data

below, which show tv ownership
during March each year.

% U.S.

homes
with tv

m 35%

1
=
=
=
= 15.8
=

=
Millions

== of homes

1952 1953 1954 1955 1956 1957 1958 1958

iiuii

Urban counties average 92% television saturation

Tv saturation by region and county size

Figures at right are from A. C. Nielsen,

show tv homes and set saturation figures as

of 1 March this year. Though West Cen-

tral and Pacific regions show the same

saturation, the latter shows faster growth.

Region Homes S^turitisn

Northeast 12,102,000 (91%)

East Central 7,815,000 (89% )

West Central 8,432,000 (86% )

South 9,390.000 (77%)

Pacific 6,261.000 (86%

)

County Size Homes Saturation

"A" 17.423,000 (92% )

"B" 12.623,000 (89% )

"C" 8,148,000 (81%)

I)" 5,797,000 (71%)

Illllllllilllllllllllll III. I Illlllllllllllllllllllllllllllllllllll Illllllllllllllllllllliillllllllll II Illl! il'll. J: III' , J.il ,!
. .1 ,11 II J,l':l' lilllim

About $600 million is invested in television broadcast property

FCC annual summaries up throus

1957 are the source of figures at right. Tl

1958 figure is an AMST estimate. Exclude

Original cost of tangible tv broadcast property

Year Original cost

1958 $600,000,000 lest.)

1957 546,406,000

1956 429,680,000

1955 364,748,000

1954 315,009,000

Year Original cost

1953 $233,134,000

1952 124,129,000

1951 92,982.000

1950 70,260,000

1949 55,875.000

are costs of translators. Replacement \a\(

of broadcast property is much high(

llllllllllllllllllllllllllllill!llillllllllll«

128 AIR MEDIA BASI



WKRC-TV
Cincinnati/ O. \AJU DC- RADI °W IVKV and FM

Cincinnati, O.

this is

Growth
THE TAFT STATIONS ... in only ten

years, have experienced tremendous

growth. At present, nine Taft Radio and

television stations are reaching over

8,000,000 people in rich Mid-West and

Southern markets. This growth is a re-

sult of community acceptance gained

through integrity of programming and

management . . . through gainful results

produced for an ever increasing number

of advertisers.

If you are interested in having your

advertising dollars earn more . . .now

is the time to invest them in growing

Taft Stations.

WBIR-TV
Knoxville, Tenn.

WBRC-TV
Birmingham, Ala.

W D I fV and FM

Knoxville, Tenn.

wbrc- :::;:

Birmingham, Ala.

on stations

WBRC-TV

Sales Representatives: The Katz Agency, Inc., *The Young Television Corp.J^ Sales Office: Radio Cincinnati
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Number of tv stations as of 21 February, 1959
Nearly 1,000

Channels 2-13 Channels 14-83 Total

video stations Sta,ions °n the Air:

Commercial 414 68 482

Of ail typeS Educational 29 8 37

Commercial Satellite 20 7 27

are aUthOriZed Translator 162 162

Total On the Air 463 245 708

Authorized, Not on A: --

Commercial 32 111 143

Educational 8 16 24

Commercial Satellite 6 2 8

Tv station growth has been fast, figures Translator . 41 41

gathered by Association of Maximum Sen- Total Authorized 46 170 216
ice Telecasters show. After 14 years there "~™—'^^"""-—^^""-"^——
are 11 authorized tv stations per channel. Total 509 415 924
It took standard broadcasting 26 years to

reach that high level of frequency loading
|||||||||||!||||||||||||M

pillllllllllllllllllllllH

Television broadcast employment, 1952-1957
AJ, i <%Q AAA Full-Time Part-Time Total

f\\ IC9SI JOiVVV ^ear Employees Employees Employees

. . . .. 1957 32.639 5.519 37,797
people work in the —-—r r 1956 30.169 5,541 35,710

television industry 1954 25,324 4,088 29,412

1953 16,108 2,103 18,211

at the latest count 1952 12,412 i,687 14,099

SOURCE: Association of Maximum Service Telecasters via FCC. Includes both networks and stations.

^ 1955 'lata not available. 19.".7 is latest year available.

llllllll![||||||l!ll!lll!lllllllll!llllllllllllllllllllillH

4 out of 5 homes can view 4 or more stations

pilli!llllllllllllllllllllll!ll[||l!lllllllll[[|lll!^

n , , . , . 1 station I 2-3 stations I 4 or more
Fer cent tv homes which can receive I I

2% j 17% [ 81%
g Source: A. C. Nielsen, fall 1958.

IIIIIIIIIIlllllllIlllllllllllllllllllllllllillllM

1959 began with nearly 500 commercial stations

IIIII[|l!l!lllll!ll!llll!llll[|JIII!lll!l!ll!l!lllllim

Number of stations 1950 1952 i 1954

98 I 109 I 357
Source: A. ('. Nielsen. January, each year.

illlllllllllillllllllllllllllllllllllllllllllllllM III!!IIIIIIIIII|I!IIIIIIIIIIIIIIIIIIIIIIIIIII!IIIIIIIIIIIII!IM

11956 E

428 |

1956 | 1958 I

428 | 481 ! 491
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SET PRODUCTION

>C million television sets are now in use in the U. S.

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

Television set production and use—1946-1959

YEAR ENDINC NO. OF SETS PRODUCED CUMULATIVE NO. OF SETS PRODUCED TOTAL SETS IN USE

1958 4,920,428 64,130,789 50,300,000

1957 6,399,345 59,210,361 47,000,000

1956 7,387,029 52,811,016 42,700,000

1955 7,756,521 45,423,987 37,600,000

1954 7,346,715 37,667,466 32,500,000

1953 7,215,827 30,320,751 27,300,000

1952 6,096,279 23,104,924 21,200,000

1951 5,384,798 17,008,645 15,800,000

1950 7,463,800 11,623,847 10,600,000

1949 3,000,000 4,160,047 4,000,000

1948 975,000 1,160,047 1,000,000

1947 178,571 185,047 190,000

1946 6,476 6,476

SOURCE: Sets produced and cumulative number of sets produced from EIA, sets in use estimated by NBC

ll|]|||lllllllll!lllllllllilllllllll!ll!l:llll!llllllll!J!:iiH
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Production of factory-equipped uhf sets

Jhf set production

;eeps declining

et production figures at right are

om EIA (Electronic Industries Associa-

}n), do not cover converted vhf tv sets

YEAR NUMBER OF SETS

1954 1,383,000

1955 1,182,000

1956 1,035,236

1957 779,800

'ublic has invested

25 billion in tv

ets and servicing

1958 418,256

§j SOUB.CE: EIA

llllllllllllllllllllllllllllllllllllllllllllllli

|lllllll!!llllllllllllll!l!llllllill!IIIIU

Estimated public expenditure for tv

nsumer spending data for tv re-

ivers, parts and repairs includes sets of

1 kinds, including color. Sources of data

elude Electrical Merchandising, Tv Digest

d Sylvania Electric*s F. W. Mansfield

S ULY 1959

Year

Retail value

of receivers (0001

Antennas, components,

servicing, etc. (000*

Total public

expenditures ' 000

1946-54 $10,684,500 S4.453.500 S15.138.000

1955 1.788.800 1,050.000 2.838.800

1956 1.457,100 1.200,000 2.657.100

1957 1,304,100 1,300.000 2.604.100

1958 1.150.300 1.350.000 2.500,300

Total

1946-1958 $16,384,800 $9,353,500 $25,738,300

LSI



TELEVISION

TELEVISION STATIONS AND REPRESENTATIVES
Timebuyers will find useful this list of video outlets and their reps

Liike the list in the preceding Radio Basics section,

this roster of video stations with their national repre-

sentatives was designed to aid the timebuyer who has to

place a lot of time in a hurry. It is. of course, just

as useful for looking up one station.

In designing these lists, it was decided to trim the in-

formation they would contain down to bare essentials so

that no time would be wasted by buyers in using it. For

this reason only four kinds of information are in them

(1) state, (2) city, (3) call letters, (4) name of rep.

Practically all U.S. tv stations are included here, uhj

and vhf. For obvious reasons satellites and the like art

not included. Because of the complexity of the job ir

assembling such a list and because of such problems as

reps not answering or an unreported switch in reps, then

may be a few errors—for which sponsor apologizes

U. S. TV STATIONS AND THEIR NATIONAL REPS, 1 JULY 1959

ALABAMA
Birmingham
WAPI-TV h. r. & p.

WBRC-TV katz

Decatur
WMSL-TV _ masla

Dothan
WTVY o'connell

Florence

WOWLTV r. v. h.

Mobile
WALA-TV h-r
WKRG -TV avery-knodel

Montgomery
WCOV-TV _ - young
WSFA-TV katz

ARIZONA
Phoenix
KOOL-TV hollingbery
K PHO-TV -. katz
KTVK blair

KVAK avery-knodel

Tucson
KGUN-TV .... headley-reed
KOLD-TV hollingbery

KVOA-TV branham

Yuma
KIVA hollingbery

ARKANSAS
El Dorado
KTVE _ weed

Fort Smith
KXAC-TV v. r. & m.

Little Rock
KARK-TV vetry
KATV ... avery-knodel
KTHV branham

Texarkana
KCMC-TV v. r. & m.

CALIFORNIA
Bakersfield

KBAK-TV _ weed
KERO-TV petry

KICU hollingbery

Chico
KHSL-TV _ avery-knodel

El Centro (Mexicali, Mex.)
XEM-TV national time sis.

Eureka
KIEM-TV - ...hollingbery

KVIQ-TV mcgavren

Fresno

KFRE-TV blair

KJEO-TV h-r

KM.J-TV ... katz

Los Angeles
KABC-TV katz

KCOP petry

KHJ-TV _ h-r

KXXT cbs tv spot

KRCA nbc spot

KTLA ...... — p. g. w.

KTTV ... blair

Oakland
KTVU h-r

Redding
KVIP-TV hollingbery

Sacramento
KCCC-TV gill-perna

KCKA-TV petry

KXTV :_ h-r

Salinas

KSBW-TV h-r

San Diego (Tijuana, Mex.)
K I'M B-TV petry

KFSD-TV katz
XETV blair

San Francisco

KGO-TV blair

KPIX TvAR
KRON-TV p. g. w.

San Jose

KXTV weed

San Luis Obispo
KSBY-TV h-r

Santa Barbara
KEY-T headley-reed

Stockton

KOVR-TV blair

COLORADO
Colorado Springs

KKTV boiling

KRDO-TV _ pearson

Denver
KBTV p. g. VI

KLZTV _ kat:

KOA-TV nbc spo

KTVR blai

Grand Junction

KREX-TV holma

Pueblo
KCSJ-TV pearson; meekc

CONNECTICUT

Bridgeport

WICC-TV _... --. youn

Hartford

WHCT
WTIC-TV

youn
h. r. & [

New Britain

WNBC - - nbc sp

New Haven
WXHC-TV bla

Waterbury
WATR-TV - mcgavre

DISTRICT OF COLUMBIA
WMAL-TV h

WRC-TV __ .-. nbc sp(

WTOP-TV cbs tv sp.

WTTG P- g- V

FLORIDA

Daytono Beach
WESH-TV ...._ - avery-knod

Fort Myers
WINK-TV walker-raws

Jacksonville

WFGA-TV p. g- '

WJXT - — cbs tv sp

Miami
WCKT - nbc sp

WPST-TV pet

WTVJ p. g

Orlando
WDBO-TV bl;

WLOF-TV you
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anama City

W.IDMTV

ensacola

I i iR-TV _.

t. Petersburg

WSUN-TV __

allahassec

WCTV

hollingbery

:eorcia

Vlbany
WALB-TV .

Atlanta

WAGA-TV
Wl.WA ....

WSB-TV -

ampa
WFLA-TV ...

\VT\'T - _

Vest Palm Beach
\VK LT-TV
WPTV

hollingbery; blur

v. r. & m.

bljir

bl.lir

katz

weed
blair

v. r. & m.

katz
crosley

... perry

Augusta

WJBP
WRDW-TV

olumbus
WRBL-TV
WTVM

hollingbery
branham

hollingbery

__ young

Vlacon

WMAZ-TV

iavannah

WSAV-TV
WTOC-TV

IDAHO
Boise

KBOI-TV .

KTVB

avery-knodel

blair

avery-knodel

P- g. w.
blair

Idaho Falls

KID-TV

Lewiston

KLEW-TV

Nampa
KCIX-TV ...

Pocatello

KTI.E

Twin Falls

KLIX-TV

ILLINOIS

Champaign
WCIA

gill-perna

hollingbery

weed

forjoe

gill-perna

hollingbery

Chicago

WBBM-TV _ cbs tv spot
\V ]'. K B . blair

WGNTV
WXBQ

Danville

WDAN-TV

Decatur

WTVP

< Harrisburg

WSIL-TV ..

Peoria

W E E K-TV
WMBD-TV
WTVH

petry
nbc spot

everett-mckinney

gill-perna

walker-rawalt

Quincy

WGEM-TV

headley-reed
p. g. w.

petry

young

Rockford

WREX-TV
WTVO

h-r

headley-reed

Rock Island

WHBF-TV

Springfield

UK'S .

avery-knodel

young

INDIANA

Bloomington

WTTV

Evansville

WFIE-TV
WTVW

Fort Wayne
WANE-TV
WKJG-TV
WI'TA

Indianapolis

WPBM-TV
WISH-TV .

WLW-I

meeker

raymer
hollingbery

petry
h-r

young

katz
boiling

crosley

Lafayette

WFAM-TV

Muncie
WLBC-TV

r. v. h.

holman

South Bend
WNDIT-TV
WSBT-TV
WSJV-TV _

Terre Haute
WTHI-TV

petry
raymer

h-r

IOWA
Ames
WOI-TV

Cedar Rapids

KCRG-TV ..

WMTTV _..

boiling

h-r

Davenport
WOC-TV

branham; weed
katz

p. g. w.

Des Moines
KR NT-TV
WHO-TV ..

Fort Dodge
KQTV .

katz
p. g. w.

Mason City

KGLO-TV weed

Ottumwa
KTVO _ hollingbery

Sioux City

KTIV hollingbery
KVTV katz

Waterloo
KWWL-TV avery-knodel

KANSAS

Ensign

KTVC katz

Great Bend
Kl'KTTV boiling

Hays
KAYS-TV

Hutchinson
KTVII ...

Pittsburg

KOAM-TV

katz

blair

Topeka
WIBW-TV

Wichita
K A K E T V
KARD-TV

KENTUCKY
Henderson

avery-knodel

katz
petry

Lexington

_ young

WKVT .

WLEX-TV boiling

Louisville

WAVE-TV
WHAS-TV

Paducah
WPSD-TV pearson

LOUISIANA

Alexandria
K ALB-TV

Baton Rouge
WAPB-TV
WBRZ

Lafayette
KLFV-TV

Lake Charles

KPLC-TV
KTAG-TV

Monroe
KNOE-TV

New Orleans

WDSU-TV
WVTJEWW I.-TV

Shreveport
KSLA TV
KTBS-TV

weed

blair

hollingbery

- o'connell

weed
pearson

h-r

blair

weed
katz

h. r. & p.

petry

MAINE

Bangor
WABI-TV
WLBZ-TV

Poland Spring

WMTW-TV .

Portland

WISH-TV
WGAN-TV

Presque Isle

WAGM-TV

MARYLAND
Baltimore

WBAL-TV
WJZ-TV
WMAB TV

hollingbery
weed

h. r. & p.

weed
avery-knodel

hollingbery

petry
TvAR
katz

Salisbury

WBOC-TV

MASSACHUSETTS

katz

Boston

WBZ-TV
WHDH-TV
WNAC T\

Greenfield

WRLP

Springfield—Holyoke
WHYN TV
\\ \\ I . I

'

headley-reed

p. g. w.
blair

h-r

hollingbery

branham
hollingbery
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Worcester
WWOS hollingbery

MICHIGAN
Bay City

WNEM-TV petry

Cadillac

WWTV ...hollingbery

Cheboygan
WTOM-TV _

Detroit

beckjorden

CKLW-TV .__ __ young
WJBK-TV katz

WWJ-TV p. g. w.
WXYZ-TV blair

Flint

WJRT h. r. & p.

Grand Rapids

WOOD-TV - karz

Kalamazoo
WKZO-TV avery-knodel

Lansing

WJIM-TV ' p. g. w.

Onondaga
WILX-TV v. r. & m.

Marquette
WDMJ-TV weed

Saginaw
WKNX-TV gill-perna

Traverse City

WPBN-TV beckjorden

MINNESOTA
Alexandria
KCMT

Austin
KMMT _

avery-knodel

avery-knodel

Duluth
KDAL TV avery-knodel

Minneapolis
KMSP-TV young
WCOO-TV p. g. w.

WTCN-TV ... katz

Rochester

KROC-TV meeker; beckjorden

St. Paul
KSTP-TV petry

MISSISSIPPI

Columbus
WCBI-TV . everett-mckinney

Hattiesburg
WDAM-TV pearson

MISSOURI
Cape Girardeau

KFVS-TV _...

Hannibal
KHQATV weed

headley-reed

Columbia
KOMU-TV

Jefferson City

KRCG-TV _

Joplin

KODE-TV ..

Kansas City

KCMO-TV .

KMBC-TV ...

WDAF-TV _

blair

avery-knodel

katz
...p. g. w.
h. r. & p.

St. Joseph
KFEQ-TV blair

St. Louis

KMOX-TV _ cbs tv spot
KPLR-TV p. g. w.
KSD-TV _ nbc spot

KTVI blair

Sedalia

KMOS-TV

Springfield

KTTS-TV
KVTV _....

pearson

weed
hollingbery

MONTANA
Billings

KGHL-TV _.... young
KOOK-TV

Butte

KXLF-TV

Glendive

KXGN-TV

Great Falls

KFBB-TV
KRTV

Helena
KXLJ-TV

Kalispell

KULR

gill-perna

gill-perna

forjoe

gill-perna

forjoe

gill-perna

cooke

Missoula

KMSO-TV

NEBRASKA

Hastings
KHAS-TV

Kearney
KHOL-TV

torjoe

weed

meeker

Lincoln

KOLN-TV avery-knodel

North Platte

KNOP-TV ...

Omaha
KETV
KMTV
WOW-TV .....

halman

..h-r

petry
blair

Jackson
WJTV katz

NEVADA
WLBT hollingbery Henderson

Meridian KLRJ-TV

WTOK-TV headley-reed Las Vegas

Tupelo
WTWV masla

KLAS-TV
KSHO-TV

avery-knodel

weed
forjoe

Reno
KOLO-TV headley-reed

h-r

NEW HAMPSHIRE

Manchester
WMUR-TV _

NEW MEXICO
Albuquerque

HOB'

KGGM-TV branham
KOAT-TV boiling

KOB-TV Petry

Carlsbad
KAVE-TV branham

Clovis

KICA-TV branham

Roswell

KSWS-TV meeker

NEW YORK
Albany
WAST
W-TEN ....

j
(HO'

. v. r. & m.
blair

everett-mckinney
blair

Binghampton
WINR-TV
WNBF-TV

Buffalo

WBEN-TV h. r. & p.

WGR-TV petry

WKBW-TV avery-knodel

Carthage
WCNY-TV weed

New York City

WABC-TV blair

WCBS-TV cbs tv spot
WNEW-TV ...._ _ weed
WNTA-TV ...young
WOR-TV _ wor-tv
WPIX p. g. w.
WRCA TV .._ nbc spot

In

Pittsburgh
WPTZ-TV .

Rochester

blair

WHEC-TV everett-mckinney; boiling

WROC-TV petry
WVET-TV boiling; everett-mckinney

Schenectady
WRGB nbc spot

.1

Syracuse

WHEN-TV
WSYR-TV

Utica

WKTV ....

...katx

h. r. & p.

h-r

NORTH CAROLINA
Asheville

WISE-TV broadcast time sis.

WLOS-TV p. g. w.

Charlotte

WBTV cbs tv spot

WSOC-TV .. h-r

Durham
WTVD

Greensboro
WFMY-TY

petry

h. r. 6 p.

Greenville

WNCT hollingbery

Raleigh

WRAL-TV h-r

Washington
WITN headley-reed

Wilmington
WECT weed

weed

Winston-Salem
WSJS-TV headley-reed
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MORTH DAKOTA
Bismarck

f
KB.MBTV
KFYR-TV

Dickinson

KDIXTV

Fargo

WDAY-TV

jrand Forks

KNOX-TV

V\inot

KXMt TV

Galley City

KXJB-TV

OHIO

Akron
WAKK-TV

weed
blair

holm3n

p. g- w.

r. v. h.

weed

weed

mcgavren

Cincinnati

w i l-o-TV blair

WKRC-TV ka,z

WLW-T ...- crosley

Cleveland
KVW TV TvAR
WEWS — blair

WJW-TV -. k3tz

Columbus
!
WBNS-TV
WLW-C
WTVN-TV

blair

crosley

katz

Dayton
WHIO-TV — hollingbery

Wl.W-D __~ crosley

Lima
W I.MA-TV .

Steubenville

WSTV

beckjorden

avery-knodel

Toledo

WSPD-TV — katz

\VT( I LTV - h-r

Youngstown
WFMJ-TV headley-reed

WKBX-TV raymer

Zanesville

WHIZ-TV

OKLAHOMA
Ada
KTliX

Ardmore
KXI1

Enid

KOCO-TV

Lawton
KSWO-TV

pearson

v. r. 6 m.

pearson

blair

pearson

Oklahoma City

KWTV petry

V7KY-TV ___ katz

Tulsa

KOTV _ __ petry

KTUL-TV -— avery-knodel

KVOO-TV blair

ORECON
Eugene
KYAL-TV

Klamath Falls

KOTI

hollingbery

hollingbery

Medford
KBES-TV

Portland

KGW-TV
KOIX TV
KI'TV

hollingbery

blair

cbs tv spot
katz

Roseburg

K PIC-TV hollingbery

PENNSYLVANIA

Altoona
WFBCi-TV blair

Erie

WICTJ-TV
WSEB-TV

blair

young

Harrisburg

WHP-TV boiling

WTPA h. r. & p.

Johnstown
WARD-TV weed
WJAC-TV ... h. r. & p.

Lancaster

WGALTV meeker

Lebanon
WLYH-TV blair

Lock Haven
WBPZ-TV _ devney

New Castle

WKST-TV weed

Philadelphia

WCAU-TV —
WFIL-TV
WRCV-TV

_ cbs tv spot

__ blair

nbc spot

Pittsburgh

KDKA-TV
WIIC
WTAE

TvAR
blair

katz

Scranton

WDATJ-TV h-r

Wilkes-Barre
WBRE-TV
WXEP-TV

headley-reed
avery-knodel; petry

York
WSBA-TV _. masla

RHODE ISLAND
Providence
WJAR-TV
WPRO-TV

petry
blair

SOUTH CAROLINA
Anderson
WAIM-TV devney, headley-reed

Charleston
WCSC-TV _ P- g- w.

WTJSN-TV select

Columbia
WIS-TV _..

WXOK-TV

Florence

WBTW

Greenville

WFBC-TV

p. g. w.
raymer

_ cbs tv spot

weed

Spartanburg
WSPA TV hollingbery

SOUTH DAKOTA
Aberdeen
KXAB TV weed

If you haven't tied up
the biggest TV coverage
in Oklahoma's richest

market, your Advertising
Campaign has a loose end!

Tie up that loose end
with KOCO-TV's perfect
advertising package . .

.

the greatest coverage
in Oklahoma at the
lowest cost per thousand!

KOCO-TV CHANNEL]

OKLAHOMA CITY

Charlie Keys, General Manager

BLAIR TELEVISION ASSOCIATE
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Florence

KDLO-TV

Rapid City

KOTA-TV
KRSD-TV

Reliance

KPLO-TY

Sioux Falls

KELO-TV

h-r

headley-reed
meeker

TENNESSEE
Chattanooga
WDEF-TV _

WRGP-TV .

AVTVC

h-r

beckjorden

branham
h-r—young

Jackson
WDXI-TV _

Johnson City

WJHL-TV _

Knoxville

WATE-TV _
WBIR-TV _
WTVK

Memphis
WHBQ-TV _
WMCT _
\VK EC-TV ..

Nashville

WLAC-TV _

WSIX-TV _

WSM-TV

TEXAS
Abilene
KRBC-TV

Amarillo
KFDA-TV
KGNC-TV
KVII-TV

Austin

KTBC TV

Beaumont
KFDM -TV

Big Spring

KEDY-TV

Bryan
KBTX-TV

v. r. & m.

avery-knodel
_ katz

pearson

h-r
blair

katz

katz
h-r

petry

raymer

.blair

katz
boiling

raymer

p. g. w.

branham

Corpus Chrisii

KRIS-TV
KZTV

p. g. w.
branham

Dallas

KRLD-TV branham
WFAA-TV _ _ petry

El Paso (Ciudad Juarez, Mex.)
KELP-TV _ _ young
KROD-TV branham
KTSM-TV .._ _. hollingbery
XEJ-TV ...national time sis.

Fort Worth
KFJZ-TV blair
WBAP-TV p. g. w .

Harlingen

KGBT-TV

Houston
KHOU-TV
KPRC-TV
KTRK-TV ...._

Laredo
KGNS-TV

Lubbock

h-r

cbs tv spot
petry

hollingbery

v. r. Cr m.

KCBD-TV raymer
KDUB-TV _ ... branham
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Lufkin

KTRE-TV .

Midland
KMID-TV .

Monahans
KVKM-TV

Odessa
KOSA-TV ..

Port Arthur
KPAC-TV .

San Angelo
KCTV _.

v. r. & m.

_V. r. & m.

everett-mckinney

— boiling

raymer; headley-reed

— — v. r. & m.

San Antonio
KCOR-TV o'connell
KENS-TV _._ p. E w

katz
petry

branham

blair

KONO-TV
WOAI-TV

Sweetwater
KPAR-TV

Temple
KCEN-TV .

Texarkana
KCMC-TV

Tyler

KLTV __

Waco
KWTX-TV raymer

Weslaco
KRGV-TV raymer

Wichita Falls

KFDX-TV
KSYD-TV

r. & m.

h-r

raymer— blair

UTAH
Provo

KLOR-TV .

Salt Lake City

KSL-TV
KTVT .... _
KUTV

raymer

cbs tv spot
katz

avery-knodel

VERMONT
Burlington

WCAX-TV weed

VIRGINIA

Bristol

WCYB-TV weed; headley-reed

Hampton
WVEC-TV _. avery-knodel

Harrisonburg

WSVA-TV petry

Lynchburg
WLVA-TV -- - hollingbery

Norfolk

WTAR-TV - petry

Portsmouth
WAVY-TV
WTOV-TV mcgavren

Richmond
WRVA-TV h. r. & p.
WTVR blair
WXEX-TV (Petersburg) select; mcgavren

Roanoke
WDBJ-TV
WSLS-TV

p. g. w.
blair

WASHINGTON
Bellingham
KVOS-TV __

Ephrata
KBAS-TV

Pasco

KEPR-TV

Seattle

KING-TV _ __
KIRO-TV
KOMO-TV

Spokane
KHQ-TV ..

KREM-TV
KXLY-TV

— forjoe

hollingbery

hollingbery

blair

p. g. w.
katz

katz
petry

h-r

Tacoma
KTNT-TV
KTVW ....

Yakima
KIMA-TV

weed
hollingbery

— hollingbery

WEST VIRGINIA
Bluefield

WHIS-TV

Charleston

WCHS-TV

Clarksburg
WBOY-TV

Fairmont
WJPB-TV

Huntington
WHTN-TV
WSAZ-TV

Oak Hill

WOAY-TV

Parkersburg

WTAP
Wheeling
WTRF-TV

WISCONSIN
Eau Claire

— katz

branham

avery-knodel

— gill-perna

petry

katz

pearson

pearson

hollingbery

WEAU-TV hollingbery

Green Bay
WBAY-TV
WFRV

weed; katz

.— ...headley-reed

La Crosse

WKPT ... .. h-r

Madison
WTSP-TV p. g. w.
WKOW-TV
W1ITV

headley-reed
weed

Marinette
W.MBV-TV - hollingbery

Milwaukee
WISN-TV
WTJIJ-TV

Superior

WDSM-TV

Wausau
WSAU-TV

Whitefish Bay
WITI-TV

Petry

..... h. r. & p.

p. g. w.

meeker

blair

h-r WYOMING
Casper
KSPR-TV
KTWO-TV

Cheyenne
KPBC-TV

Riverton

KWRB-TV

walker-rawalt
meeker

_ hollingbery

- gill-perna
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TELEVISION

U. S. HOMES WITH TELEVISION, BY COUNTY, 1959

Nielsen estimates of number, percent of tv homes are updated from 1958

i Below are Nielsens estimates of the number and per-

[cent of tv homes in each U.S. county as of this Spring.

The figures are updated from those of Spring 1958.

The latter were put out under the auspices of Nielsen

—

'which at that time supplied data gathered for NCS No.

3—and the Advertising Research Foundation.

Unlike last year's county totals, based on field work by

both Nielsen and the Census Bureau, the Spring 1959

data are "practical estimates" based on average growth

[rates for counties of similar characteristics. In listing the

data Nielsen applied saturation percentages against total

homes figures supplied by Sales Management.

In explaining the method of making the estimates, the

research firm said. "Growth in tv ownership, observed in

the maintenance and recruiting of thousands of homes for

Nielsen research operations, has been applied to former

non-owners of tv, county by county."

The Nielsen totals show a U.S. tv saturation figure of

86%, representing 44 million tv households out of a total

of 51,350,000 U.S. households. On a state basis, the

saturation ranges from a low of 58% in Wyoming to a

high of 92% in Connecticut, Massachusetts. Rhode Island,

New Jersey and Ohio.

A dozen states registered a 90%-or-above tv household

figure. These are primarily in the northeastern sector

of the United States.

NIELSEN TV HOME TOTALS BY COUNTIES AS OF SPRING, 1959

STATE & COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBER

ALABAMA

AUTAUGA
BALDWIN
BARBOUR
BIBB
BLOUNT

831.700
4.100

12.000

6.400

3.700

74 616,560
54 2.210

80 9,570

52 3,320

62 2.280

73 4,770

BULLOCK 3.500 57 1.980
BUTLER 6,300 58 3,660
CALHOUN 24.900 78 19,370

CHAMBERS 9,600 67 6.420
CHEROKEE 3,600 68 2,460

CHILTON 6.300 63 3.980

CHOCTAW 4,100 51 2.110
CLARKE 6.000 53 3,200
(LAY 3.000 59 1,770

CLEBURNE 2.700 68 1,840

COFFEE 7.200 57 4,120
COLBERT 12.000 55 6,540
CONECUH 4.200 54 2,250
COOSA 2.500 59 1,480

pOVINGTON 9,100 57 5.190

CRENSHAW 4.300 60 2.600

CI I.I.MAN 10.800 86 9.270
DALE 5.200 58 3,040
DALLAS 14,800 63 9.370
DE KALB 10,900 61 6,680

ELMORE 7,400 66 4.890

ESCAMBIA 7.400 66 4,900

ETOWAH 28.000 77 22,100

FAYETTE 4.000 60 2,400

FRANKLIN 5.900 60 3,530

GENEVA 5,800 51 2.930

GREENE 3.300 49 1,630

HALE 4.600 50 2.290

HENRY 3.000 54 1.960

HOUSTON- 13.800 68 9.360

JACKSON S.r.DII 63 5,340

JEFFERSON 180.000 89 159.700

LAMAR 3.400 64 2.160
LAI DEBDALE 16.400 55 9,070

LAWRENCE 'i. 62 3.710

LEE 11.300 66 7.410
LIMESTONE 8.400 63 5 320
LOWNDES 3.400 54 1.830

MACON- 6.200 60 3.690
MADISON 2:1. 2»n 64 14.890

MARENGO 6,700 55 3,680
MARION- -, villi 56 3.270
MARSHALL 12.100 67 8.160
MOBILE 77.600 87 67.430
MONROE 5.300 51 2.720

MONTGOMERY 46.100 85 39.330
MORGAN 15.000 76 11.470

TOTAL TV HOUSEHOLDS
STATE a COUNTY HOUSEHOLDS PER CENT NUMBER

PERRY- 4,000 62 2,470

PICKENS 5.000 55 2,760

PIKE 7.100 60 4,270

RANDOLPH 4,900 62 3,020
RUSSELL 11.000 71 7.850

ST. CLAIR 6. 200 73 4.550

SHELBY 7.700 85 6,520

SUMTER 5.100 55 2.800

TALLADEGA 17.100 79 13.720

TALLAPOOSA 8.900 66 5,910

TUSCALOOSA
WALKER
WASHINGTON-
WILCOX
WINSTON

ARIZONA

APACHE
COCHISE
COCONINO
GILA
GRAHAM

21. Mm
14.500

3.400
i. 7(10

3.500

331.900

6.000

12.900

8.900

7 Tdll

3.300

81

43

59

50

63

19,310

12,540

1.740

2.410

2.040

70.070

2.580

7,560

4.410

4,880

1.830

GREENLEE 3.500 55 1.940

MARICOPA 164.400 90 147,450

MOHAVE 2.400 43 1.030

NAVAJO 8,000 43 3,740

PIMA 73.7(10 89 65.500

PINAL 16,500 85 13.960

CANTA CRUZ 3 2110 58 1.870

YAVAPAI 7.1(1(1 50 3.560

YUMA 13.7011 71 9.760

ARKANSAS
485.80O 69 337,020

ARKANSAS 6.800 72 4.880

ASHLEY 5.100 63 3.230

BAXTER 2.000 50 990

BENTON 9,900 60 5.980

BOONE 3,900 60 2.350

BRADLEY .111 60 1.980

CALHOUN 1.300 60 780
CARROLL 3.100 56 1,740

CHICOT 5 300 63 3.350
CLARK 5,200 64 3.320

CLAY- 5.400 61 3.270

CLEBURNE 1 000 50 950
CLEVELAND 1.300 60 900

COLUMBIA r, son 63 4.290

CONWAY 61 2.230

CRAIGHEAD 12 -.mi 79 9.880

(RAW FORD 5.S00 58 3.380

CRITTENDEN 12.0110 ;-, 9.680

CROSS 67 3.820
DALI. \S 2.900 hi 1.860

TOTAL TV HOUSEHOLDS
STATE & COUNTY HOUSEHOLDS PER CENT NUMBER

DESHA 5.900 59 3.470
DREW :i mm 62 2.220
FAULKNER 5. 800 66 3.810
FRANKLIN- 2.300 57 1.300
FULTON 1.500 58 870

GARLAND 15.600 75 11.750
GRANT 2,200 62 1.360
GREENE 6.500 60 3.930
HEMPSTEAD 5.400 59 3.170
HOT SPRING 6.400 62 3,970

HOWARD 2.300 68 1.560

INDEPENDENCE 5.30O 64 3.380

[ZARD 1.400 50 700

JACKSON 7.300 64 4.650

.1EFFERSON 21.500 71 17.44(1

JOHNSON 3.500 57 2.010

LAFAYETTE 2.700 59 1.590

LAWRENCE 4,000 66 2.640

LEE 6.000 66 3.930

LINCOLN 2.800 61 1.720

LITTLE RIVER 2.400 68 1.620

LOG \N 3.700 56 2.090

LONOKE 6,000 72 4.320

MADISON 2.000 56 1.120

MARION- 1.200 54 650

MILLER '.I. Kill 83 7.830

MISSISSIPPI 17.600 77 13.480

MONROE 4.600 66 3.020

MONTGOMERY 1.200 59 710

NEVADA 2.700 64 1.730

NEWTON 1.300 56 730

OUACHITA 9.300 64 5.980

PERKY 900 620
PHILLIPS 12, 'Kin 67 8.650

PIKE 1.700 58 990

POINSETT 7.500 76 5.670

POLK 3.000 it 1.750

POPE 5.100 57 2.920

PRAIRIE 2.700 72 1.940

PULASKI 78.400 80 62.940

RANDOLPH 2. -mi 58 1.610

ST FRANCIS 9.000 71 6.400

SALINE 6.600 68 4.490

SCOTT 1.400 56 790

si iRCI 2.300 53 1.220

SEBASTIAN- IS 300 83 15.160

SEVIER 2.000 68 1.350

SHARP 1.500 50 750
STONE 1.300 50 650

UNION- 14.800 70 10.430

VAN BVREN 1.600 63 1,010

WASHINGTON 11,900 65 9.730

WHITE 9.500 67 6.350

WOODRUFF 3.60' «7 2.410

YELL 2.800 56 1.580
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TV SET COUNT {continued from page 137)
TOTAL TV HOUSEHOLDS

STATE » COUNTY HOUSEHOLDS PER CENT NUMBER

CALIFORNIA
4,929,000 89 4,368,640

ALAMEDA 305,500 89 271,040
ALPINE 100 60 60
AMADOR 2.900 69 1,990

BUTTE 25,600 79 20,280
CALAVERAS 3,100 69 2,140

COLUSA 3,300 69 2,290
CONTRA COSTA 112,100 90 100,980
DEL, NORTE 5,900 59 3,480
ELDORADO 7,000 69 4,820
FRESNO 104,600 85 89,210

GLENN 4,700 69 3,250
HUMBOLDT 30,800 83 25,460

IMPERIAL 19,100 72 13.820

INTO 4,100 52 2,150

KERN 84,700 87 73,370

KINGS 14,000
LAKE 4,100

LASSEN 4,700

LOS ANGELES 2,040,100

MADERA 11,500

54

91

87

12,340

2.840

2,550

1,866,460

10,020

TOTAL TV HOUSEHOLDS
STATE a COUNTY HOUSEHOLDS PER CENT NUMBER

MARIN 41,300 87 36.030

MARIPOSA 1,300 69 900
MENDOCINO 15.900 63 10,050

MERCED 25,300 82 20,620

MODOC 2,600 54 1,410

MONO 700 69 480
MONTEREY 57,000 85 48,660
NAPA 19,200 70 13,350

NEVADA 6,000 66 3.940
ORANGE 214.100 91 194.620

PLACER 15.400 81 12.490

PLUMAS 3,500 69 2,400
RIVERSIDE 91,700 84 76,800
SACRAMENTO 143,000 88 126,140
SAN BENITO 4.300 75 3,210

SAN BERNARDINO 153.400 88 134.260

SAN DIEGO 281,300 90 253,850

SAN FRANCISCO 284,300 89 253,850

SAN JOAQUIN 74,500 87 64,950

SAN LUIS OBISPO 22,400 75 16,810

SAN MATEO
SANTA BARBARA

129.000

47,500

91
85

117,260

40,370

me

YOU

CAN'T

COVER

GROWING

JACKSONVILLE MARKET

WITHOUT WFGA-TV!
Top NBC-ABC Programming Proves It

• Maverick • Dinah Shore

• Wagon Train • Lorerra Young

For The Best NBC and ABC Availabilities—Contact

Peters, Griffin, Woodward, Inc.

£ii!iiiiiiiiiii:!iiiii;iii]iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiH

WFGA — TV
Channel 12

Jacksonville, Florida

[IDA'S COLORFUL STATION

fl!!!l!ll!llll!!l>>illl!!!![[|l!llt[l!lll!lillll!llllllll!llll!ll^

TOTAL TV HOUSEHOLDS
STATE a COUNTY HOUSEHOLDS PER CENT NUMBER

SANTA CLARA 176,800 88 156.290
SANTA CRUZ 28,400 85 24,220
SHASTA 17.100 67 11,410

SIERRA 600 65 390
SISKIYOU 9,300 61 5,660
SOLANO 35,900 87 31,250
SONOMA 48,200 85 40.900
STANISLAUS 46,500 82 38.330

SUTTER 9.700 71 6,850
TEHAMA 7.200 73 5.250
TRINITY 3,400 73 2.480
TULARE 44.000 86 37.920
TUOLUMNE 4,200 69 2,890

VENTURA 51,700 90 46,450
YOLO 17.200 73 12,530

YUBA 7,200 67 4,820

COLORADO
511,900 81 412,690

ADAMS 19.200 93 17,920

ALAMOSA 2.900 44 1.290

ARAPAHOE 27,700 88 24,430
ARCHULETA 700 50 350
BACA 2.40O 48 1,150

WELD
YUMA

21,900

3,400

90

49

19,650

1,650

CONNECTICUT

FAIRFIELD
HARTFORD
LITCHFIELD
MIDDLESEX
NEW HAVEN

699,900
179,700

189,100

34,600

22,800

185,700

92
92

92

92

92

92

642,330
165,020

173,350

31.760

20,920

170.830

NEW LONDON
TOLLAND
WINDHAM

50,400

16,200

21,400

91

91

92

46,040

14,820

19.590

DELAWARE

KENT
NEW CASTLE
SUSSEX

128,700
19.600

84,200

24,900

91

90
92

90

117,290
17.620

77,210

22,460

DIST. OF COLUMBIA
241,60O 91 219,640

BENT 2.300 48 1,100
BOULDER 17,800 89 15,820
CHAFFEE 2.40O 60 1,450

CHEYENNE 1,100 47 520
CLEAR CREEK 1.000 68 680

CONKTOS 2.500 44 1,110
COSTILLA 1.200 51 610
CROWLEY 1.300 68 890
CUSTER 400 63 250
DELTA 5,500 58 3,210

DENVER 173,600 92 159,020

DOLORES 500 52 260

DOUGLAS 1.100 64 700
EAGLE 1,300 57 740
ELBERT 1,100 63 690

EL PASO 35,900 82 29,350
FREMONT 5,500 64 3,510
GARFIELD 3.800 42 1,600

GILPIN 200 70 140

GRAND 1,300 57 740

GUNNISON 1,700 44 750
HINSDALE 100 50 50
HUERFANO 2,900 51 1,470

JACKSON 700 57 400
JEFFERSON 29,400 91 26,620

KIOWA 800 48 380

KIT CARSON 2,500 47 1,180

LAKE 2,500 61 1,520

LA PLATA 5,300 51 2,710

LARIMER 15,700 86 13,450

LAS ANIMAS 7,700 51 3,930

LINCOLN 1.800 63 1,130

LOGAN 6.200 73 4,510

MESA 15,900 72 11.520

MINERAL 200 50 100

MOFFAT 2,000 45 890

MONTEZUMA 3,400 51 1.740

MONTROSE 5,000 56 2.820

MORGAN 6.400 75 4,830

OTERO 8.000 68 5,450

OURAY 700 57 400

PARK 500 60 300

PHILLIPS 1,300 48 630

PITKIN 700 44 310

PROWERS 4,400 48 2.120

PUEBLO 33,000 82 26,980

RIO BLANCO 1,600 42 670

RIO GRANDE 3,100 45 1,380

ROUTT 2,700 44 1,200

SAGUACHE 1,400 45 630

SAN JUAN 400 53 210

SAN MIGUEL 800 5S 460
SEDGWICK 1,500 49 730

SUMMIT 400 58 230

TELLER 900 61 550

WASHINGTON 2,300 70 1,610
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STATE & COUNTY

FLORIDA

ALACHUA
ISA K Kit

BAY
Mil \ I 'FORD
BREVARD

TOTAL
HOUSEHOLDS

1,344,700

18.100

1.400

16.700

2.900

20.200

TV HOUSEHOLDS
PERCENT NUMBER

WALTON
\\ \slllNGTON

GEORGIA

Al'I'LlNG
ATKINSON
BACON
BAKER
BALDWIN

3,700
2.600

1,011,600

3,000

1.700

2,200

1,100

5.600

80
66

78

74

78

71

1,074,160

11,980

1.090

12.430

2,250

18.590

BROWARD 92,000 89 81.840
. M IIOI'N 1,800 50 1,070
CHARLOTTE 2.000 70 1.390
cirrus 1.700 55 940
CLAY 4.600 76 3.480

COLLIER 4.600 70 3.220
COLUMBIA 5,200 62 3.220
DADE 271,500 90 243.050
DE SOTO 2.500 56 1.400
DIXIE 900 59 530

DUVAL 125.200 86 107.680
ESCAMBIA 11.700 81 36.010
FLAGLER 1,400 71 990
FRANKLIN 1,500 43 650
Q IDSDEN 8,700 56 4.910

GILCHRIST 600 60 360
Blades 700 61 430
bulf 2,700 60 1.610
HAMILTON 2,200 02 1,360
HARDEE 3.500 56 1,960

HENDRY 1,800 61 1.090
HERNANDO 2,600 56 1.450
HIGHLANDS 5,200 60 3.140
HILLSBOROUGH 116,100 87 100,510
HOLMES 2,800 54 1,520

INDIAN RIVER 5.600 58 3.270
JACKSON 8.700 55 4,780
JEFFERSON 2,400 51 1,290
LAFAYETTE 700 60 420
LAKE 14.300 71 10.130

LEE 12.200 70 8,490
LEON 16.000 53 8.440
LEVY 2.500 56 1,390
LIBERTY 700 41 290
MADISON 3,400 51 1.850

MANATEE 16,600 78 12,950
MARION 14.000 64 8.900
MARTIN 4,100 59 2,400
MONROE 16,000 73 11,680
NASSAU 4,000 79 3,160

OKALOOSA 15.900 67 10,640
OKEECHOBEE 1,200 67 800
ORANGE 76.800 84 64.710
OSCEOLA 5,100 66 3.360
PALM BEACH 67,300 84 56,730

PASCO 8,900 59 5,250
PINELLAS 102,400 83 85.380
POLK 54,500 70 41.670
PUTNAM 9,500 71 6,700
ST. JOHNS 9,800 75 7,390

ST. LUCIE 8,800 59 5,160
SANTA ROSA 5.900 67 3,950
SARASOTA 20.300 64 12,920
SEMINOLE 11.500 63 7,200
SUMTER 3.000 59 1,760

SUWANNEE 3,700 62 2,280
TAYLOR 3.600 51 1.950
UNION- 900 78 700
MI!. | SIA 35,100 63 22.230
WAKULLA 1,200 44 530

77
54

54

72

54

59

2,000

1,260

780,990
1,610

920

1.580

590
3.330

RANKS 1.400 73 1.020
BARROW 3.400 74 2.510
B \ KTOW 7,100 87 6.210
BEN HILL 3.800 54 2.040
BERRIEN 3.000 55 1.640

BIBB 40,000 77 30.930
BLECKLEY 2,100 04 1 .340
BRANTLEY 1.400 56 780
BROOKS 3,500 18 1.600
BRYAN 1.400 61 860

BULLOCH 5.800 58 3,370
BURKE 5.300 58 3.06O
I'.l TTS 2.200 79 1.740
CALHOUN 2.000 55 1.090
CAMDEN 2.500 70 1.760

CANDLER 1.800 57 1,020
CARROLL 8.400 86 7,210
• 1 IIMISA 4.600 79 3,620
CHARLTON 1.100 71 780
CHATHAM 53,100 85 45.200

CHATTAHOOCHEE 2,700 73 1,970
CHATTOOGA 5.400 77 4.170
CHEROKEE 5.200 82 4.250
CLARKE 11.400 75 8.560
CLAY 1.300 60 780

STATE ft COUNTY HOUSEHOLDS PER CENT NUMBER

CLAYTON 9.000 89 8.030

CLINCH 1,500 58 870

COBB 27,400 111 24.980

COFFEE 6.200 55 3.380

COLQUITT 9.400 62 5.820

COLUMBIA 2.2(111 78 1,710

COOK 2.900 46 1.320

COWETA 7.000 75 5.910

CRAWFORD 1.200 65 780
CRISP I.THll 64 3.010

DADE 1.700 77 1.310

DAWSON 700 80 560

DECATUR 7,400 51 3,760

DE KALI! 59,500 90 53,690

DODGE 3,700 64 2.370

DOOLY 3,000 64 1.920

DOUGHERTY 16,800 76 12.730

DOUGLAS 3,100 86 2.680

EARLY 4.000 51 2,030
ECHOLS 500 58 290

EFFINGHAM 2,200 58 1.280

ELBERT 4,200 73 3.07O

EMANUEL 4,100 52 2.140
EVANS 1,400 61 860
FANNIN 3.500 61 2.130

FAYETTE 1.900 89 1.700

FLOYD 19.000 SO 15.270
FORSYTH 2.700 81 2.200
FRANKLIN 3.000 73 2,180
FULTON 159,700 90 143,470

GILMER 2.20O 79 1,730

GLASCOCK 600 70 420
GLYNN 11.800 73 8.590
GORDON 4.700 79 3.70O
GRADY 4.000 51 2,330

GREENE 2.900 62 1.790

Gwinnett 8.500 79 6.710
HABERSHAM 4.200 70 2.920
HALL 12.200 90 10,950
HANCOCK 2.100 60 1.250

HARALSON 3,700 86 3,200

HARRIS 2.70O 70 1,890

HART 3.200 73 2,350

HEARD 1.500 75 1,130

HENRY 3.800 85 3.230

HOUSTON 7.000 77 5.370
IRWIN- 2.300 54 1,250

JACKSON 4.200 74 3,100
JASPER 1,600 73 1,160

JEFF DAVIS 2.400 53 1,280

JEFFERSON 4,200 70 2.920

JENKINS 2,300 58 1.330

JOHNSON 2,100 56 1,170

JONES 1.600 59 950

LAMAR 2.400 79 1,900

LANIER 1.300 58 750
LAURENS 7.600 71 5,390

LEE 1.400 61 860
LIBERTY 2.200 62 1.360

LINCOLN- 1.300 72 930

LONG 900 54 490

LOWNDES 12.800 59 7.580

LUMPKIN 1.500 61 910
McDUFFIE 3.000 77 2,320

MnlNTOSH 1.000 62 990

MACON 3,100 64 1.990

MADISON- 2.500 73 1.820

MARION 1.400 61 900
MERIWETHER 5.100 72 3.670
MILLER -.mill 51 1.0 10

MITCHELL 5.200 51 2,640
MONROE 2.500 79 1.980

MONTGOMERY' 1.600 53 840
MORGAN 2.500 72 1,800

MURRAY 2.500 79 1.970

MUSCOGEE 43.800 89 39.120

NEWTON 5,000 85 4.260

OCONEE 1.000 73 1.160

OGLETHORPE 2.100 62 1.300

PAULDING 2,700 86 2.330

PEACH 3.000 64 1.930

PICKENS 2,100 81 1.710

PIERCE- 2.400 55 1.330

PIKE 1.800 72 1.300

POLK 8.300 86 7,170

PULASKI 2.000 64 1.280

PUTNAM 1.600 59 950
QUITMAN 700 61 430
RABUN 1.700 70 1.190

RANDOLPH 2.800 60 1,680

RICHMOND 44.400 82 36,400
ROCKDALE 2.200 85 1.880

SCHLEY 800 65 520

SCREVEN 4.100 • 2.360

SEMINOLE 1,900 51 970

SPAULDING s.'.mn 90 8.050
STEPHENS 5.000 70 3.490
STEWART 2.100 1 1,350

SUMTER 6.200 62 3,840

TALBOT 1.800 70 1.260

TALIAFERRO 900 71 640
TATTNALL 3.400 56 1.920

TAYLOR 2.100 64 1.350

TELFAIR 2.600 54 1.400

AIR

MEDIA

BASICS

IS

SIX

BOOKS

IN

ONE
Extra copies of

AIR MEDIA BASICS in

its entirety are

available at $2 each

while our supply

lasts. Reprints of

four hooks within

AIR MEDIA BASICS are

each available in

single copies or in quantity.

Use the coupon below.

Please send me:
.... Copies AIR MEDIA BASICS <<i $2 each

Copies TIMEBUYINC
BASICS

Copies RADIO BASICS

Copies TV & FILM
BASICS

Copies MARKETINC
BASICS

Name
Address

1 to 10 40«

10 to 50 30C

50 to 100 25<

100 to 500 20c

over 500 15*

Prices Inc ude

Postage
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'"''Where Mid-America

Lives and Buys . .
."

• SPRINGFIELD

• DECATUR

• CHAMPAIGN

• URBANA

AMERICA'S

METROPOLITAN
MARKET *(SRDSAug. '59)

NOW
• GRADE "A" SIGNAL

• TOP RATINGS

• EXCLUSIVE NBC-TV

• LOWEST COST PER
1,000

ONLY BY

• WICS-TV
SPRINGFIELD - DECATUR

• WCHC-TV
CHAMPAIGN - URBANA

AVAILABILITIES

YOUNG TELEVISION

TV SET COUNT [continued from page 139)

STATE a COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBER STATE ft COUNTY
TOTAL

HOUSEHOLDS
TV HOUSEHOLDS

PER CENT NUMBE•

TERRELL 2.000 62 1.800 FORD 4.900 88 4.330

THOMAS 9, ' 62 5,940 FRANKLIN- 14.300 80 11.410

TIFT 6.700 55 3.670 FULTON 15,700 90 14.130

TOOMBS 1.201) 56 2,370 GALLATIN 2.200 74 1.620

TOWNS 1.000

1.400

61

52

610

730

GREENE 6.000 88 5.270

TREUTLEN GRUNDY 7,800 91 7,070

TROUP 11.800 79 11.750 HAMILTON- 3.500 73 2.570

TURNER 2,500 55 1,370 HANCOCK 8,800 86 7.540

TWIGGS 1.7011 56 950 HARDIN 1.900 75 1.430

UNION- 1.700 61 1.030 HENDERSON
HENRY

2.100

15.800

96

93

2.160

14.680UPSON 7.100 70 4,960
WALKER 12 000 73 9,320 IROQUOIS 10.600 85 8.980

WALTON 1,900 72 3.510 JACKSON 12.500 86 10,770

WAKE 9.100 74 6,720 JASPER 4.100 84 3.430
WARREN 2.000 70 1,400 JEFFERSON-

JERSEY
11.500

4.800

83

88

9.490

4.220WASHINGTON 4,500 56 2,510
WAYNE 3.:">oo -.1 1,890 JO DAVIESS 6.5O0 87 5.640

WEBSTER 800 65 520 JOHNSON 2.500 77 1,930

WHEELER 1.100 51 760 KANE 52.800 93 49,350

WHITE 1.400 00 840 KANKAKEE 23.700 92 21.780

WHITFIELD 10.500 8S 9.240 KENDALL 4.000 91 3.630

WILCOX 2.000 61 1,280 KNOX 18.700 92 17.120

WILKES 2 700 71 1.920 LAKE 74.500 94 70.220

WILKINSON 2.200 56 1.230 LA SALLE 35.000 84 29,510

WORTH 4.200 55 2.290 LAWRENCE 6.100 80 4.870

LEE 10.200 86 8,760

LIVINGSTON 11.300 85 9,630

IDAHO LOGAN 8.500 91 7.720

McDONOUGH 9.400 86 8,050
184,300 7o 137,360 MolIENRY 20,000 92 18.410

ADA 25.900 88 22.770 McLEAN 28,400 86 24,339ADAMS 900 61 550 MACON 36,400 89 32,480BANNOCK 12.700 80 10.110 MACOUPIN- 14,100 90 12.690BEAR LAKE 1.7(10 .;-, 1,110 MADISON 69,500 91 63.320BENEWAH 1.400 84 1.170 MARION 13.400 89 11,940

BINGHAM 7.200 78 5.580 MARSHALL 4.200 84 3,540
BLAINE 1.400 64 890 MASON 5.200 82 4.260
BOISE liOO 67 400 MASSAC 5.900 77 4,540BONNER 4.300 81 3.500 MENARD 2.700 82 2.210
BONNEVILLE 11.100 86 9.500 MERCER 5.700 90 5.120

BOUNDARY 1,600 ?1 1.290 MONROE 4.400 91 3.990
BUTTE 800 6 4 510 MONTGOMERY 10.200 85 8.700
CAMAS 300 63 190 MORGAN 10.500 87 9.090
CANTON IS 200 74 13.500 MOULTRIE 4.200 85 3.560
CARIBOU 2.200

3.900

65

65

1.440

2,520
OGLE 11.300 85 9.660

CASSIA PEORIA 60.600 92 55.650
CLARK 200 <H 160 PERRY 6.300 85 5.330
CLEARWATER 2.100 73 1.530 PIATT 4.700 85 4.0IO
CUSTER 900 49 440 PIKE 6.900 88 6,050
ELMORE 2.900 75 2.180 POPE

PULASKI
1.600

3.700

77

80

1.230

FRANKLIN 2.400 65 1.560 2.950
FREMONT 2 2' 80 1,770 PUTNAM 1.200 84 1,010
GEM 2.100 67 1.600 RANDOLPH 8.600 91 7.850
GOODING 3.200 61 2.060 RICHLAND 5,800 75 4,360
IDAHO 3.100

2. -.00

01

SO

1,760

2,010

ROCK ISLAND 46,800 93 43,540

JEFFERSON ST. CLAIR 74.800 92 69.060
JEROME 64 2.320 9 000 85 7,670
KOOTENAI 9.000 84 7.520 SANGAMON 45.600 88 39.950
LATAH 7. mm 67 4,690 SCHUYLER 3.000 88 2.630
LEMHI 1.800 48 860 SCOTT

SHELBY
2.100

7 900

88

85

1,840

LEWIS 1 200 67 800 6.700
LINCOLN 1.100 .,-. 710 STARK 2.400 85 2,030
MADISON 2.300 81 1,860 STEPHENSON- 15.500 91 14.110
MINIDOKA 2.300 65 1.490 TAZEWELL 27.100 93 25.420
NEZ PERCE 7 500 67 5.010 UNION 5.300 80 4.220

ONEIDA 900 64 580 VERMILION 29.700 86 25,650
OWYHEE 1.700 , i 1.280 WABASH 4.300 80 3.430
PAYETTE 3.700 .;.; 2.460 WARREN 8.200 90 7.340
POWER Sll 1 65 520 WASHINGTON 4.500 84 3,800
SHOSHONE 6.700

700

70

80

4,690

560

WAYNE 6.000 74 4,430

TETON WHITE 6.500 74 4.780
TWIN FALLS 11.1110 67 9,440 WHITESIDE 16.900 92 15,630
VALLEY 1.1 on 62 680 WILL 49.500 92 45.600
WASHINGTON 2.700 66 1.790 WILLIAMSON- 15.300 84 12,820

WINNEBAGO 61.000 90 55,170

WOODFORD 7.300 85 6,170

ILLINOIS
.i. 10.500 91 2,760.030

ADAMS 21.200 ,,o 19,420 INDIANA
ALEXANDER .1.71") SO 5.340 1.401,700 90 1,263,900
BOND 3.900 '.in 3.500 ADAMS 6.800 87 5.930
BOONE 5.500 S3 4,570 ALLEN 70.800 92 65.020
BROWN 2.200 Sn 1.940 BARTHOLOMEW 14.100 92 13.020

BUREAU
CALHOUN
CARROLL
CASS
CHAMT A IGN-

IS. 400

2.000

6.200

1.1)00

;:::,::in)

12.050

1,770

5,380

3.510

30,010

BENTON
BLACKFORD

3.200

4.400

CHRISTIAN- 12.500 89 11,070

CLARK .-...-, no B3 4.590

CLAY 5.600 71 4.140

CLINTON 6.300 •in 5.660

COLES 13.600 86 11.640

COOK 1.575.200 92 1.455.480

CRAWFORD 6.800 si 5.690

CUMBERLAND 2.900 83 2.420

DE KALB 15.900 92 14.590

DE WITT 5.600 85 4,770

DOUGLAS 5.700 84 4.780

DU PAGE 77.800 9.1 72.030

EDGAR 7.700 81 6.450

EDWARDS 2.800 75 2.110

EFFINGHAM 6.600 S4 5,570

FAYETTE 7.100 84 5.990

BOONE 9.000 92 8.270

BROWN 1,700 84 1,430

CARROLL 5.300 84 4,470

CASS 12.200 91 11.130

CLARK 17.900 92 16.400

CLAY 8.200 83 6.810

CLINTON 10,500 90 9.490

CRAWFORD 2.400 83 1.990

DAVIESS 8.200 84 6.870

DEARBORN 8.400 92 7.750

DECATUR 5.700 89 5,050

DE KALB 9.000 91 8.150

DELAWARE 34,400 91 31,340

DUBOIS 7,000 81 5,690

ELKHART 31.300 86 27,020

FAYETTE 7.800 88 6,850

FLOYD 16.400 92 15,160

FOUNTAIN- 6.100 87 5.330

FRANKLIN 4,600 88 4.040

2,830

3.620
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TOTAL TV HOUSEHOLDS
STATE a COUNTY H OUSEHOLDS PER CENT NUMBER

• ulton 5.100 88 4,480

JIBSON 10,300 84 8,660

IBANT 23.200 91 21.150

JREENE S.700 90 7,850

11 \ MILTON 11.100 92 10,240

HANCOCK 8,400 91 7,640

HARRISON 5,400 85 4,570

HENDRICKS 10.700 90 9,600

HENRY 15,800 88 13,890

HOWA III) 20.100 92 18.560

HUNTINGTON 11.100 85 9,480

JACKSON 9,300 84 7.850

JASPER 5,300 89 4,710

J \\ 7,400 82 6.100

JEFFERSON 0.800 90 6.120

JENNINGS 4.700 89 4,190

JOHNSON 12.000 90 10.850

KNOX 13,500 91 12,350

KOSCIUSKO 12,100 86 10,430

LAGRANGE 4.500 83 3.750

LAKE 145,000 93 134,210

i.a I'ORTH 27,100 92 24,880

LAWRENCE 11,300 91 10,300

M MIISON 38,700 93 36,010

MA 11 ION 208.800 93 194,290

MARSHALL 9.800 88 8.600

MARTIN 3,200 84 2,680

MIAMI 11.000 83 9,090

MONROE 15,200 91 13,870

MONTGOMERY 10,300 92 9,430

MOHGAN 10,600 92 9,730

NEWTON 3,400 89 3,010

noble 8.600 91 7,800

OHIO 1.100 93 1.020

OKANGE 5,100 82 4.190

OWEN 3.400 90 3.070

PARKE 4.700 87 4,070

PERRY 5.200 82 4.270

PIKE 4.500 81 3,660

PORTER 15,500 93 14.420

POSEY 5.800 88 5,130

PULASKI 3.800 88 3.330

PUTNAM 7.800 83 6.480

RANDOLPH 9,500 90 8.550

RIl'LEY 6.400 89 5,710

BUSH 6.400 89 5.680
ST. .IOSETH 72.300 92 66,570
SCOTT 4,700 90 4,220
SHELBY 10.700 91 9.750
SPENCER 4.400 81 3.570

BTARKE 5.900 88 5.170
STEUBEN 5.300 83 4.420

SULLIVAN 6,700 86 5,740

SWITZERLAND 2.200 93 2,040

TIPPECANOE 25,300 87 21,910

TIPTON 5.300 86 4,580
UNION 1.700 88 1.500

VANDERBURGH 56,100 88 49.470
VERMILLION 5,700 87 4.940
VIGO 34.500 92 31.870

WABASH 9.900 82 8,140
WARREN 2.600 87 2.270

WARRICK 7,500 81 6,100

WASHINGTON 5.300 85 4.490

WAYNE 23.400 89 20,820

WELLS
WHITE
WHITLEY

IOWA

ADAIR
AHAMS
ALLAMAKEE
APPANOOSE
AUDUBON

0,300

0,100

6,700

843.20O
3.600

2.300

4,400

5,900

3.400

89
78

78

74

73

94

5.490

5,150

6,080

753,940
2,790

1,790

3,260

4.300

3,190

BENTON 7,000 94 6,560

BLACK HAWK 37,200 96 35.530

BOONE 7,800 91 7.060

BREMER 5,700 86 4,900

BUCHANAN 6.000 96 5,730

BUENA VISTA 7.200 79 5,690

BUTLER 5,200 85 4,410

( AI.HOUN 5.100 76 3.890

CARROLL 6,500 92 5,980

CASS 0,100 93 5,700

CEDAR 5.500 96 5.30O

1 EURO GORDO 16,600 95 15.810

CHEROKEE 5.200 93 4.810

CHICKASAW 4.300 78 3.340

CLARKE 3,000 66 1,990

CLAY 0.100 74 4,510

CLAYTON 6.100 74 4,510

CLINTON 17.600 97 17.020

CRAWFORD 5.400 92 4.970

DALLAS 7.400 91 6.730

puis 2.800 80 2,240

DECATUR 3,000 71 2.570

DELAWARE 4.90O 96 4.690

DES MOINES 15,600 95 14,850

DICKINSON 4.000 74 2,960

DUBUQUE 22.000 92 20.290

EMMET 4,300 67 2.880

FAYETTE 7,900 80 6.320

4k% •

i

KbX • • •

On the Go,

Setting the Pace

...in TOP

Results

WREX-TV IS KING IN THE RICH AGRICULTURAL

AND INDUSTRIAL HEARTLAND

OF MID-AMERICA

SERVING 386,000 HOMES IN A

BILLION DOLLAR PLUS MARKET

ONLY VHF STATION
COVERING THIS MILLION DOLLAR

MARKET . . .

NEW! G. E. VIDICON
EQUIPMENT
ASSURING TOP QUALITY IN ALL

SYNDICATED AND FEATURE FILM

PRESENTATION

V^RBX-TV
"Foremost in Friendly Service"

J. M. BAISCH
General Mgr.

•

represented by

H. R. TELEVISION
INC.

july 1959
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Agriculture is big business in the market on the move!

TAMPA - ST. PETERSBURG
Plump, juicy, red-ripe symbols of Florida pro-

ductivity—60,200 acres of tomatoes grown last

season and valued at $45,984,000! Hub of the

tomato belt is the Tampa Bay area, where

growers harvested thousands of acres, worth

millions of dollars, in the same period.

Out of this rich agricultural area continues

to come the market figures that establish Tampa-

St. Petersburg as this nation's MARKET ON
THE MOVE . . . now 26th in retail sales, 26th

in automotive sales, 27th in drug sales.

Dynamically productive . . . dynamically prof-

itable as a buy for you . . . is the STATION ON
THE MOVE, WTVT. WTVT— first in total

share of audience* with 38 of the top 50 pro-

grams . . .with highest rated CBS and local shows.

•Latest ARB

station on the move . .

.

WTVT
TAMPA - ST. PETERSBURG

Channel 13

THE WKV TELEVISION SYSTEM, INC.

WKY-TV Oklahoma City WKY-RADIO Oklahoma City

142

wsfa-tv Montgomery Represented by the Katz Agency
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TV SET COUNT {continued from page 1-11

TOTAL TV HOUSEHOLDS
STATE a COUNTY HOUSEHOLDS PER CENT NUMBER

tri.OYD 7,200 78 5,580

1 It ANK1.IN 5,000 87 4.340

Ifremont 3.200 '.13 2,980

qbeene 4,500 mi 4.070

|sni ;Ni>Y 4,200 90 3.760

GUTHRIE 4,100 91 3,730

II IMILTON 6,400 85 6.070

hAM'iic'K 4.100 88 3.360

ii uiniN 7,300 95 6.S20

(harrison 5,100 96 4.90O

Ihenky 5,000 81 4,530

now Aid) 3.700 71 2,630

iHMi'.iii.iii 3.800 72 2,750

in A 3.200 02 2,950

|lO\YA 4.GOO 83 3,800

llACKSON 5.400 91 4,930

i \sri:u 10.200 85 9.730

h:ifi:kmi\ 5,500 81 4,440

I0IINSON 14.300 84 1 1 .960

JONES 5.000 91 5,110

KEOKUK 5.200 83 4,290

KOSSl'TH 7,400 73 5.370

I.KK 13,600 81 10,980

LINN 40.900 96 39.420

LOUISA 3.200 83 2.640

LUCAS 3.300 66 2.190

LYON 4.000 92 3.680

MADISON- 3.800 90 3.410

MAHASKA 7.700 78 5,970

MARION 7.200 94 6,760

MARSHALL 11.700 95 11,070

MILLS 3.300 91 3.0(0

MITCHELL 4.000 84 3,360

MONONA 4.700 96 4,520

MONROE 2.800 73 2,030

MONTGOMERY 5.100 91 4,660

MUSCATINE 10.500 97 10.140

ORRIEN 5,900 80 4,710

OSCEOLA 2,800 80 2.240

PAGE 7,400 93 6,890

PALO ALTO 4.100 67 2,730
I'l.Y MOUTH 6,900 92 6.340

POCAHONTAS 4,200 71 2,980

POLK 85,900 96 82.420
POTTAWATTAMIE 23.000 95 21,780

POWESHINK 5,700 78 4.420
RINGGOLD 2,700 79 2.140
SAC 5,200 79 4,100

' SCOTT 36,900 97 35.690

SHELRY 4.400 94 4.140

SIOUX 6,800 92 6,250

8TOKY 13.900 95 13.150

TAMA 6,500 89 5.800

TAYLOR 3.700 79 2.930

UNION- 5.600 78 4.340

VAN BUREN 3.400 so 2.710

WAPELLO 16,500 80 13.250
1 WARREN 5.400 90 4.860

WASHINGTON 6.400 83 5.290

WAYNE :i.c;on 72 2,580

1 WEBSTER 14,100 96 13,540

WINNEBAGO 3.700 82 3.030

WINNESHIEK 6.300 71 4.490

WOODBURY 35.900 96 34.610
i WORTH 3.100 84 2.610

WRIGHT 6,100 87 5,310

KANSAS
678,100 81 549,630

ALLEN- 5,400 71 3.840

ANDERSON 3.100 64 1.990

ATCHISON 6,400 87 5.570

BARHBR 2,800 75 2.100
BARTON 10,800 93 10,070

BOURBON 6.000 71 4.270

BROWN 4.900 78 3.(10

BUTLER 12.800 83 10,640

CHASE 1.300 74 960
CHAUTAUQUA 2.100 63 1,320

CHEROKEE 7.500 73 5,490
CHEYENNE 1,400 45 630

CLARK 1,100 64 700
CLAY 3,600 61 2.310
CLOUD 4,800 58 2,780

COFFEY 2.600 65 1,680

COMANCHE 1.000 76 760
COW I, ICY- 12,500 79 9.910
CRAWFORD 14.200 79 11,260

DECATUR 2.000 59 1,170

DICKINSON 7.300 58 4,260

DONIPHAN 3.300 87 2,870

DOl GLAS 10.300 76 7.830
LI 'WARDS 1.800 81 1.450
LLK 1.800 63 1.130

ELLIS 5.300 73 3,860
EIXSWORTH 2,500 67 1,680
FINNEY 4.300 67 2,440
FORI) 6.300 64 4,060
FRANKLIN- 6.600 82 5,390

GEARY 7.200 58 1,200
GOVE 1.000 53 530
GRAHAM 1.300 58 750
GRANT 1 400 49 mo

STATE & COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBFfl

GRAY 1.200 65 780

GREELEY 600 17 280

GREENWOOD 3.700 7.', 2.760

HAMILTON 800 H 320

HARPER 3.000 75 2.240

HARVEY ; : 81 6.380
HASKELL 700 18 340
HODGEMAN 900 SO 720
.1 \' K80N 3,300 7^ 2.570

JEFFERSON 3.600 78 2.790

JEWELL 2.500 58 1.450

JOHNSON 41,900 95 39.610

KEARNY 900 49 440
KINGMAN- 3.300 7.-) 2.470
KIOWA 1.400 7."i 1.050

LABETTE H.20ll i'.7 6.170

LANE 900 53 480
LEAVENWORTH 11.300 ll'i 10.750

LINCOLN 1.900 68 1,290

LINN- 2,800 80 2,240

LOGAN 1,100 44 480
LYON 7.900 fifi 5.190

MoPHERSON 7.500 79 5.930

TOTAL TV HOUSE HOLDS
STATE a COUNTY HOUSEHOLDS PER CENT NUMBER

MARION 5.000 71 3.710

MARSHALL 3,220

MEADE 1,600 11 1.030

MIAMI .; 200 80 4.950

MITCHELL 2,700 58 1.560

MONTGOMERY 16.700 78 13.030
MORRIS 2.400 71 1.780

MORTON 1,000 40 400
NEMAHA 4.000 78 3.110
NEOSHO 6.500 73 4.770

NESS 1.700 53 900
NORTON 2.700 58 1.570

OSAGE 4.400 82 3.590
OSBORNE 2.300 62 1.420
OTTAWA 2,800 67 1.550

PAWNEE 2,800 80 2,250
PHILLIPS 3,400 62 2.110
POTTAWATOMIE 3,700 '12 2.300
PRATT 3.900 75 2.930
RAWLINS 1..- 41 660

RENO 19,800 94 1 8.1.21)

REPUBLIC 3,500 64 2.250
RICE 4.600 79 3.640
RILEY 6,400 65 4.160

FOR BEST COVERAGE IN THE
NATION'S 47th TV MARKET
(Davenport, Iowa — Rock Island Moline, Illinois)

A comparison of coverage of TV stations in or overlap-

ping the Davenport — Rock Island market area as

reported in the Nielson Coverage Service No. 3 —
Spring, 1958.

Station

WOC-TV
Station A
Station B

Station C
Station D

TV Homes

438,480
398,600
340,240
274,990
229,260

Monthly
Coverage

308,150
278,900
275,160
208,300
156,340

Weekly
Daytime

263,430
226,020
229,710
153,540
127,240

irculation

Nightime

288,750
258,860
260,190
191,010
146,620

Col. B. J, Palmer
President

WOC-TV is No. 1 in the

nation's 47th TV market—lead-

ing in TV homes (4i8,480),
monthly coverage and weekly
circulation — day and night —
as reported in the Nielson
Coverage Service No. 3, Spring.

1958. For further facts and lat-

est availabilities, call your PGW
Colonel . . . NOW!

ROCK ISLAND

MOLINE
EAST MOLINF

WOC-TV Davenport, Iowa is port of Centrol
Broadcasting Co., which also owns and operotes
WHO-TV ond WHO Radio, Des Moines, lowo
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jus!

will

ministers time 10 ««^^vprnments.

TOPEKR AREA &

Central Kansas

Gathers Bumper

Wheat Harvest
,rd Yearof

Excellent Crops

Bo^Its Bank Deposes to

New Record Heights

TOPEKA^( Special) --

Irosperity extends through-

^S

a
P
ll Central Kansas and

the Topeka area as 195^
Ir-record wheat crop*

tf

to

TOPEKA
Has 1 TV Station

WIBW-TV
hit!

All Day- Every Day
Survey- Proved

WIBW-TV
Tops Competition
. . . serving a total of

38 Kansas Counties

As A Bonus
WIBW-TV
Is The ONLY

TV Station Available
to 100,000

WHEAT-RICH
TV HOMES

in Central Kansas

WIBW-TV
CBS • NBC • ABC

Channel 13
TOPEKA, KANSAS

(Division Stouffer-Capper Publications)

Represented by Avery-Knodel, Inc.

TV SET COUNT {continued from page 143)

STATE & COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBER

ROOKS
RUSH
RUSSELL
SALINE
SCOTT

3.000

1.900

3.800

13.500

1.300

WITCHITA
WILSON
WOODSON
WYANDOTTE

KENTUCKY

ADAIR
ALLEN
ANDERSON
BALLARD
BARREN

700
4,700

2,000

61.500

824,000

3,800

3.400

2,400

2,900

8,200

73
60

58

72

59

58

1,870

1,390

2,760

10,430

680

SEDGWICK 110,200 94 103,350
SEWARD 4,100 49 1,990
SHAWNEE 43.300 94 40,770
SHERIDAN 1.100 57 630
SHERMAN 1,800 46 820

SMITH 2,600 62 1.610
STAFFORD 2,300 80 1,840
STANTON 600 40 240
STEVENS 1.200 40 480
SUMNER 9.000 75 6,730

THOMAS 2.200 44 970
TREGO 1,500 54 810
WABAUNSEE 2.200 66 1,450

WALLACE 700 46 320
WASHINGTON 3.600 64 2,310

310

3,450

1,290

58,500

603,010
2,290

1,960

1,720

1,710

4,750

BATH 2,500 51 1,280

BELL 8,300 62 5,160

BOONE 6,000 89 5,340

BOURBON 4,900 65 3,190

BOYD 14,800 92 13,650

BOYLE 5.500 63 3,450

BRACKEN 2,200 82 1,810

BREATHITT 3.600 49 1,780

BRECKINRIDGE 3,800 77 2,920

BULLITT 4,500 90 4,050

BUTLER 2,200 55 1,210

CALDWELL 3.500 49 1,730

CALLOWAY 5,800 55 3,210

CAMPBELL 28.900 93 26.830

CARLISLE 1.700 59 1,010

CARROLL 2,500 89 2,230

CARTER 4,700 82 3,840

CASEY 3,600 57 2,050

CHRISTIAN 10,100 68 6,850

CLARK 5,400 52 2,790

CLAY 4.400 42 1,840

CLINTON 2,000 42 830

CRITTENDEN 2,700 50 1,340

CUMBERLAND 2,500 55 1,380

DAVIESS 19,600 77 15,150

EDMONSON 1,700 58 990

ELLIOTT 1,200 82 980

ESTILL 3,300 42 1,400

FAYETTE 35,700 66 23,610

FLEMING 2.600 62 1,600

FLOYD 9,500 78 7,420

FRANKLIN 8,300 73 6.020

FULTON 3,200 55 1,770

GALLATIN 1,100 89 980

GARRARD 2,700 63 1,690

GRANT 2,700 • 89 2,410

GRAVES 9,700 55 5,370

GRAYSON 4,600 58 2,660

GREEN 2,900 60 1.750

GREENUP 7,000 82 5,710

HANCOCK 1,400 76 1,070

HARDIN 14.000 83 11,660

HARLAN 13.400 66 8,790

HARRISON 4,200 73 3,080

HART 3,700 58 2,140

HENDERSON 10,600 75 7,900

HENRY 3,100 75 2,330

HICKMAN 2,000 59 1,180

HOPKINS 12,200 59 7,180

JACKSON 2,900 41 1,190

JEFFERSON 177,200 92 163,590

JESSAMINE 3.500 63 2,190

JOHNSON 5,000 71 3,550

KENTON 41,700 95 39,490

KNOTT 3.700 49 1,830

KNOX 6,300 52 3,290

LARUE 2,800 60 1,680

LAUREL 6.500 41 2,660

LAWRENCE 3.10O 71 2,200

LEE 1,800 47 840

LESLIE 3,200 42 1,340

LETCHER 6.500 55 3,580

LEWIS 3,000 62 1,850

LINCOLN 4.300 57 2,450

LIVINGSTON 1,900 54 1,030

LOGAN 5,600 69 3,870

LYON 1.500 55 820

Mccracken 19.400 63 12,270

McCREARY 2.800 51 1,440

McLEAN 2,500 55 1,380

TOTAL TV HOUSEHOLDS
STATE a COUNTY HOUSEHOLDS PER CENT NUMBER

MADISON 9,200 52 4,800
MAGOFFIN 2,200 50 1,100
MARION 3,900 72 2,790
MARSHALL 5,100 59 3,020
MARTIN 1,800 72 1,290

MASON 5.400 82 4,450
MEADE 2,000 77 1,540

MENIFEE 800 44 350
MERCER 4,000 63 2,510

METCALFE 2.30O 56 1,280

MONROE 3,100 55 1,710

MONTGOMERY 2,800 52 1,450

MORGAN 2,500 47 1,170

MUHLENBERG 7,400 61 4.510
NELSON 4.90O 90 4,410

NICHOLAS 2,100 65 1.370
OHIO 4,400 55 2.410
OLDHAM 3.100 75 2,330
OWEN 2,600 73 1,890
OWSLEY 1,400 41 580

PENDLETON 3.000 82 2,460
PERRY 8,100 56 4,540
PIKE 16,100 67 10,820
POWELL 1,500 43 640
PULASKI 9,400 53 4,990

ROBERTSON 500 82 410
ROCKCASTLE 2,700 41 1,110

ROWAN 2,500 62 1,540

RUSSELL 2,800 57 1.600

SCOTT 3.800 73 2,780

SHELBY 5,000 75 3,740
SIMPSON 3,000 69 2,070
SPENCER 1.500 90 1.350

TAYLOR 4.900 60 2,960
TODD 3,200 69 2.210

TRIGG 2,100 56 1,170

TRIMBLE 1,400 75 1,050
UNION 4,000 53 2,120
WARREN 12,700 67 8.480
WASHINGTON 2,900 72 2.080

WAYNE
WEBSTER
WHITLEY
WOLFE
WOODFORD

LOUISIANA

ACADIA
ALLEN
ASCENSION
ASSUMPTION
AVOYELLES

3,800

4.500

6,600

1.500

3,100

855,50O
13,100

5,500

6,000

3,900
10,500

77
63

63

66

60

65

1,590

2,380

3.410

70O
2,270

661,600
8.310

3.460

3.980

2.350

6,790

BEAUREGARD 5.80O 63 3,650

BIENVILLE 4,200 61 2,570

BOSSIER 11,200 79 8,860

CADDO 62,400 85 53,010

CALCASIEU 38,800 75 29,250

CALDWELL 2,700 66 1,770

CAMERON 1.200 64 770

CATAHOULA 2.700 61 1,650

CLAIBORNE 6,000 61 3,670

CONCORDIA 3,700 61 2,260

DE SOTO 5,600 73 4,070

EAST BATON ROUGE 66,100 84 55,350

EAST CARROLL 3,800 67 2,540

EAST FELICIANA 3,400 60 2,030

EVANGELINE 8,900 62 5,510

FRANKLIN 7,100 69 4,870

GRANT 3,300 68 2,240

IBERIA 12,100 69 8.350

IBERVILLE 6,800 62 4.210

JACKSON 3,600 68 2,450

JEFFERSON 50,000 86 43.190

JEFFERSON DAVIS 8,100 64 5.150

LAFAYETTE 19,000 71 13,540

LAFOURCHE 11,500 80 9,230

LA SALLE 3,900 66 2.560

LINCOLN 6,900 64 4,410

LIVINGSTON 5,700 66 3,790

MADISON 4,300 67 2,880

MOREHOUSE 9,600 66 6,370

NATCHITOCHES 9,300 66 6,110

ORLEANS 195,600 87 169,660

OUACHITA 25,800 79 20,320

PLAQUEMINES 3,700 82 3,020

POINTE COUPEE 5.200 60 3,100

RAPIDES 30,500 77 23,350

RED RIVER 2,500 72 1,810

RICHLAND 6,300 77 4,870

SABINE 5,100 57 2.910

ST. BERNARD 8,000 86 6,870

ST. CHARLES :;. urn 76 2,570

ST. HELENA 2,400 59 1,420

ST. JAMES 3,300 76 2,500

ST. JOHN BAPTIST 3,500 76 2,650

ST. LANDRY 20,800 63 13.070

ST. MARTIN 6,100 60 3.670

ST. MARY 10,600 69 7.330

ST. TAJDIANY 8,400 76 6,360

TANGIPAHOA 16,300 84 13.690

TENSAS 3.200 67 2.140

TERREBONNE 12,600 83 10.510
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KAKE-TV, WICHITA
and
the goldenK network
serves

70%
of the TV homes
in Kansas
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KJEO-TV . . .

Home of 6 of

the top 11 shows

in this 3 sta-

tion market
(Source: Cur-

rent ARB)

FRESNO,
California

Top of the lad-

der way to reach

this nation's No.

2 retail sales

market among

150,000 popula-

tion cities

(Source: Sales

Management)

kjeo-tv . . .

Home of the

best spot buys

with daily quar-

ter hour lead-

ership noon
to sign o ff

(Source: Cur-

rent Nielsen)

KJEO-TV . . .

Home of the

lowest base
rates in Cen-

tral California

(Source: your

SRDS!)

The top of the ladder station in

Fresno, California is

J. E. O'Neill — President

Joe Drilling — Vice President
and General Manager

W.O. Edholm— Commercial Manager

See your H-R re presentati\e ||'n4$$\

(continued from page 144)
TOTAL TV HOUSEHOLDS

STATE ft COUNTY HOUSEHOLDS PER CENT NUMBER

UNION 4,700 01 3,010
VERMILION 10.200 G2 6.360

VERNON 6.200 57 3.540
WASHINGTON 11,300 Sl 9.100

WEBSTER 10.40O 70 7,930

WEST BATON ROUGE 3,200 62 1.980

WEST CARROLL 3.600 77 2.780

WEST FELICIANA i,6oe 60 960

WINN 4.300 68 2,920

MAINE
259,300 89 230,540

ANDROSCOGGIN 24.400 92 22,480

AROOSTOOK 24,200 80 19,300

CUMBERLAND 51,500 91 46.660

FRANKLIN 5,400 86 4,630

HANCOCK 10,000 87 8,700

KENNEBEC 23,700 92 21,690

KNOX 8,700 88 7.640

LINCOLN 5,400 90 4.880

OXFORD 11,400 90 10,220

PENOBSCOT 30,900 91 28.090

PISCATAQUIS 4,700 87 4,070

SAGADAHOC 5,700 90 5,150

SOMERSET 11,000 83 9.090

WALDO 5,900 88 5,180

WASHINGTON 9,200 8G 7,940

24,820

MARYLAND
845,900 89 748,920

ALLEGANY 27.200 75 20.330

ANNE ARUNDEL 47.300 91 42.810

BALTIMORE 412,000 90 370.350

CALVERT 3.600 85 3,060

CAROLINE 5.600 87 4,890

CARROLL 14.400 91 13,070

CECIL 11,900 87 10,390

CHARLES 7,100 85 6,040

DORCHESTER 8.200 86 7,040

FREDERICK 18,100 88 16.130

GARRETT 4,700 61 2.890

HARFORD 18,500 90 16.610

HOWARD 7.700 87 6.680

KENT 4.400 87 3.830

MONTGOMERY 88.000 92 80,720

PRINCE GEORGES 91.500 91 86,340

QUEEN ANNES 4.300 87 3,740

ST. MARYS 8.800 85 7,460

SOMERSET 5.700 58 3,330

TALBOT 6.100 86 5.240

WASHINGTON 25.500 83 21,090

WICOMICO 14.600 86 12.570

WORCESTER 7.400 58 4,310

MASSACHUSETTS
1,455,600 92 1,339,770

BARNSTABLE 16.600 91 15,170

BERKSHIRE 41,900 92 38,420

BRISTOL 120.700 92 111,380

DUKES 1,800 89 1,610

ESSEX 169.800 92 156.810

FRANKLIN 17.400 89 15.490

HAMPDEN 119,300 93 110.450

HAMPSHIRE 23,000 90 20.590

MIDDLESEX 328,600 92 301,330
NANTUCKET 1,000 90 900

NORFOLK 135.900 92 125,260

PLYMOUTH 68.700 92 63,440

SUFFOLK 239,100 92 220,590

WORCESTER 171,800 92 158,330

MICHIGAN
2,296,400 91 2,095,690

ALCONA 900 83 750
ALGER 2,600 73 1,900

ALLEGAN 15,400 91 14,080

ALPENA 7.300 70 5,110

ANTRIM 2,900 80 2.320

ARENAC 2,700 86 2,310

BARAGA 1,800 74 1.340

BARRY 10,200 90 9.220

BAY 29,400 92 27,020

BENZIE 2,300 81 1,870

BERRIEN 46,700 92 42,990

BRANCH 11,500 86 9.910

CALHOUN 41,400 92 38.060

CASS 11,400 89 10,180

CHARLEVOIX- 3.900 i o 2,920

CHEBOYGAN 3.600 75 2,700

CHIPPEWA 9.100 75 6.830

CLARE 3.500 88 3.070

CLINTON 9.800 92 9,000

CRAWFORD 1.100 83 910

DELTA 9.300 80 7,440

DICKINSON 7,000 83 5,840

EATON 14.900 90 13.370

EMMET 4.400 75 3.300

feA

KEL0-

WHIP

SALES

STORM
ft!

Ill

THE

UPPER

MIDWEST

BUY

JOE FLOYD'S

m
Sioux Falls and boosters HOOKUP

THE FERTILE

TEST MARKET
OF MAJOR
INDUSTRIES

Represented nationally by H-R
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IN RICH
MONROE
MARKET

JUST LDDK AT THIS MARKET DATA!

And you get more impact and circulation per Population 1,520,100
dollar in radio on

Households 423,600

\\ MIIMliiiliii
50,000 watts

1060 KC
Consumer Spendable Income $1,761,169,000

New Orleans
Food Sales

Drug Sales

$ 300,486,000

S 40,355,000

MOE-Radio
5,000 watts

1390 KC Automotive Sales $ 299,539,000

Monroe General Merchandise $ 148,789,000

Edd Routt, Vice-Pres. & Gen. Mgr. Total Retail Sales $1,286,255,000

KNOE-TV
Noe Enterprises, Inc.

James A. Noe, Jr., President

july 1959

Channel 8 * Monroe, La.

A James A. Noe Station

CBS • ABC
Paul H. Goldman—Executne Vice President

and General Manager
Represented by H-R Television. Inc.
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The customer's interest must come first.

We make no service charges of any kind.

We charge only the standard commissions of the New York Stock

Exchange, or those of any other exchange on which an order is

executed.

Our account executives are compensated on a salary and bonus

basis rather than commission.

We are prepared to help investors, large and small. We welcome

their requests for opinion or advice, and we offer the help of our

Research Department, without cost.

Our officers and managers are available for consultation with all

customers.

If the firm or its officers have an interest in the securities of a

company, we disclose that interest and indicate its general size

in any printed report we issue on that company.

No officer or employee is permitted to gain personal benefit from

advance knowledge of any information that we publish about

securities.

Before we sell a security owned by the firm, we disclose to the

buyer that we are acting as a principal and not as a broker or agent.

Whenever we have a public offering of securities, no officer or

employee can buy until customers' orders are filled.

To assure financial soundness, our capital will always exceed any

requirements imposed on the firm.

We publish an annual report in which the facts about our opera-

tion are made public.

We aim to provide the most efficient physical facilities possible to

assure fast and accurate handling of all orders.

Because we believe it is in the public interest for more people to

own securities, we maintain a broad program of public education

about share-ownership.

Merrill Lynch, Pierce, Fenner & Smith Inc.

Members New York Stock Exchange and all other Principal Exchanges

70 Pine Street, New York 5, N. Y.

Offices in 112 Cities

I continued from page 146)

STATE a COUNTY HOUSEHOLDS PER CENT NUMBED

GENESEE 108,400 90 98,000
GLADWIN 2.600 88 2.290
GOGEBIC 7.900 76 6.020
GRAND TRAVERSE 81 7.370
GRATIOT 10.300 91 9.410

HILLSDALE 10,000 84 8.410
HOl*GHTOX 9.900 71 7.020

HURON 9.500 91 8.660

INGHAM 64,800 92 59.690
IONIA 11.700 91 10.680

IOSCO 4.600 86 3.950

IRON 5.700 74 4.220
ISABELLA 8.200 88 7.220

JACKSON 38,400 92 35.290
KALAMAZOO 48.200 93 44.720

KALKASKA 1.100 81 890 .

KENT 106.500 92 98,090
KEWEENAW 600 73 440
LAKE 1.400 88 1.230

LAPEER 12,200 91 11.130

LEELLANAU 2.500 81 2.020
LENAWEE 24.900 92 22.820
LIVINGSTON 10.400 91 9.450
LUCE 1.500 73 1.100

MACKINAC 2.700 76 2.040

MACOMB 103.600 94 97.060

MANISTEE 6.100 82 4,990

MARQUETTE 14.600 75 11.000

MASON 6,900 81 5,580

MECOSTA 5,500 90 4,94*

MENOMINEE 7.500 84 6,270

MIDLAND 13.200 89 11.710

MISSAUKEE 1,900 80 1.520

MONROE 27.800 93 25.720

MONTCALM 11.500 92 10.580

MONTMORENCY 1.100 70 770

MUSKEGON 44.000 93 40.960

NEWAYGO 7,300 88 6.410

OAKLAND 186.300 93 172.740

OCEANA 4.500 81 3.630

OGEMAW 2.500 83 2,08*

ONTONAGON 3,000 76 2.280

OSCEOLA 3,600 90 3.230

OSCODA 800 84 670

OTSEGO 1,800 83 1.500

OTTAWA 27,800 91 25.400

PRESQUE ISLE 2.900 70 2,030

ROSCOMMON - 2.200
.

83 1.820

SAGINAW 54,100 92 49.680

ST. CLAIR 30.300 92 27.850

ST. JOSEPH 15.600 92 14.3(0

SANILAC 9,700 88 8.580

SCHOOLCRAFT 2,300 73 1.680

SHIAWASSEE 16.600 92 15,270

TUSCOLA 13.100 90 11.850

VAN BIIREN 17,900 91 16.370

WASHTENAW 43.500 92 39.980

WAYNE 835,300 93 778,250

WEXFORD 5,400 82 4,420

MINNESOTA
967,900 86 830,820

AITKIN 3.600 76 2.720

ANOKA 16.200 97 15,690

BECKER 6,400 67 4.290

BELTRAMI 6.800 45 3.060

BENTON 4,600 64 2,950

BIG STONE 2.400 61 1,460

BLUE EARTH 12,000 92 11.090

BROWN 8.200 83 6.820

CARLTON- 7,100 75 5.320

CARVER 5.40O 94 5.05O

OASS 4,900 50 2,430

CHIPPEWA 4.800 59 2.810

CHISAGO 4,200 93 3.890

CLAY 10,300 90 9.220

CLEARWATER 2,700 45 1.210

COOK 1,200 72 860

COTTONWOOD 4.800 75 3.580

CROW WING 9.600 63 6.040

DAKOTA 18.500 96 17.730

DODGE 3.600 83 2.990

DOUGLAS 6.600 55 3,640

FARIBAULT 7.400 75 5,570

FILLMORE 7.300 75 5.470

FREEBORN 10,800 90 9.770

GOODHUE 10.300 95 9.740

GRANT 2.700 57 1.540

HENNEPIN 247,700 97 239,580

HOUSTON 4,500 75 3.370

HUBBARD 2.800 50 1.390

ISANTI 2.800 92 2,580

ITASCA 11,300 77 8.650

JACKSON 4.400 84 3.700

KANABEC 2,300 76 1,740

KANDIYOHI 8,400 80 6.700

KITTSON 2.600 56 1.450

KOOCHICHING 4,900 47 2.310

LAC QUI PARLE 3.900 62 2.420

LAKE 4.900 72 3.510

LAKE OF THE WOODS 1.200 48 570
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Sunvecf, Cloven f

THE ONE DOMINANT FORCE

IS FIVE, OF COURSE!

NIELSEN gives WNEM-
TV 76% of all quarter-

hours measured
of every 4 com
quarter-hours
WNEM-TV hands

3 out

petitive

go to

down!

WN EM-TV
Station "F"
Station "I"
Competitive

quarter-hours
*NSI, February, 1959

355
69
42

466

WNEM-TV Covers* and
SELLS a 25-County East-

ern Michigan Market.

Population 1,144,200

Families 327,000

TV Homes 299,600**

Effective Buying Income

$1,861,366,000

Gross Farm

Income 253,424,000

Retail Sales 1,274,732,000

Food Sales 309,480,000

Drug Sales 47,554,000

Automotive Sales 276,727,000

Gas Station Sales 123,816,000

Copyright, 1959, Sales Man-
agement Survey of Buying

Power; further reproduction
not licensed.

**Television Magazine, May,
1959

In the Great Saginaw Valley and the Metropol-
itan Hub off Flint-Saginaw-Bay City- Midland

WNEM-TV
See your Petryman

CENTRAL STUDIOS A OFFICES NATIONAL SALES OFFICE A STUDIOS
5700 Becker • Saginaw, Mich. Bishop Airport • Flint, Mich.

july 1959
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This four-leaf clover

is worth looking over!

Missouri's

3rd TV Market

151,400 TV HOMES*

Lucky KODE-TV, Joplin, Mo.,

is 28 % taller, 29% more pow-

erful than the nearest competi-

tion. And KODE-TV covers: •

a 4 state area • 151,400 TV

Homes • 669,800 people with

$776,919,000 buying power.

KODE-TV
JOPLIN, MISSOURI

CHANNEL 12

CBS-ABC

Hep. by Avery-Knodel • A member of the Friendly Group

.

FK6 *TV Mag., June '59

TV SET COUNT (continued from page 148)

STATE & COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PER CENT NUMBER

LE SUEUR 6.000 81 4.870
LINCOLN 3,000 67 2.000

LYON 6.700 63 4,240

MCLEOD 7,500 88 6.600
MAHNOMEN 1,500 67 1.010

MARSHALL 4.000 56 2.220

MARTIN 8,300 75 6.240
MEEKER 5,500 80 4,390
MILLE LACS 5,100 64 3,280
MORRISON 7,200 58 4,150

MOWER 13,600 91 12,340

MURRAY 3,900 78 3,040
NICOLLET 5.600 83 4,650
NOBLES 6,600 84 5,540
NORMAN 3.000 67 2,000

OLMSTED
OTTER TAIL
PENNINGTON
PINE
PIPESTONE

14.200

13.000

3.700

4.800

4,200

95

65

63

75

78

13,520

8,490

2.320

3,590

3,270

POLK 10,000 66 7,020
POPE 3,600 55 1,990
RAMSEY 126,700 96 121.730
RED LAKE 1.400 63 880
REDWOOD 6.500 76 4,940

RENVILLE 7,200 76 5,480
RICE 9,600 94 9,070
ROCK 3,000 78 2,340
ROSEAU 3,700 55 2,050
ST. LOUIS 71,100 90 64,190

SCOTT 5.000 93 4,670
SHERBURNE 2,700 87 2,350
SIBLEY 3,800 88 3,350
STEARNS 20,200 89 17,910

STEELE 7.200 83 5,990

STEVENS 2,800 61 1.710
SWIFT 4,400 62 2,730
TODD 6,800 58 3,920
TRAVERSE 2,000 61 1,220

WABASHA 5,500 87 4.810

WADENA 3.900 50 1,940

WASECA 4.900 81 3,970

WASHINGTON 11,700 96 11,190
WATONWAN 4,300 74 3,200
WILKIN 2,600 •90 2,330

WINONA 11,600 71 8.290
WRIGHT 8,800 87 7,680
YELLOW MEDICINE 4.800 67 3,200

MISSISSIPPI
557,600 61 339.340

ADAMS 10.300 57 5,910
ALCORN 7,200 57 4,110
AMITE 4,200 47 1,970

ATTALA 5,800 56 3,220
BENTON 1.900 57 1,090

BOLIVAR 15,400 53 8,220
CALHOUN 3,900 47 1,820

CARROLL 2,900 48 I.40O

CHICKASAW 4,200 47 1,980

CHOCTAW 2,300 43 990

CLAIBORNE 2,700 56 1,520

CLARKE 4,300 57 2.450
CLAY 4,100 50 2.040
COAHOMA 13,800 55 7,610
COPIAH 7,400 59 4,390

COVINGTON 3,600 59 2,120

DE SOTO 5,700 68 3,880

FORREST 13,700 57 7,830

FRANKLIN 2,400 57 1,370

GEORGE 2.500 54 1.340

GREENE 1,800 53 960

GRENADA 4,700 48 2,270

HANCOCK 3,100 77 2,400

HARRISON 29,300 73 21,520

HINDS 46.300 81 37,350

HOLMES 7,000 60 4,180

HUMPHREYS 4.900 58 2,830

ISSAQUENA 1,000 58 580

ITAWAMBA 3.700 56 2,060

JACKSON 12.200 85 10,330

JASPER 4,100 64 2,620

JEFFERSON 2.600 57 1,480

JEFFERSON DAVIS 3.600 55 1,970

JONES 16,400 65 10,600

KEMPER 2,900 54 1,580

LAFAYETTE 4,700 48 2,270

LAMAR 3,300 56 1,840

LAUDERDALE 19,600 76 14,840

LAWRENCE 2,800 55 1,530

LEAKE 4.600 55 2,550

LEE 10,700 66 7.090

LEFLORE 12,500 52 6.540

LINCOLN 7,200 56 4,020

LOWNDES 10.300 47 4,830

MADISON 7.100 62 4,410

MARION 5.900 51 3.030

MARSHALL 5,200 51 2.790

MONROE 8,600 55 4,700

MONTGOMERY 3,500 48 1.680

NESHOBA 5,600 54 3,050

NEWTON 5,000 64 3,190

STATE a COUNTY
TOTAL TV HOUSEHOLD

HOUSEHOLDS PER CENT NUMB

NOXUBEE
OKTIBBEHA
PANOLA
PEARL RIVER
PERRY

3,900

5,900

7.900

5,600

2,100

PIKE
PONTOTOC
PRENTISS
QUITMAN
RANKIN

8,900
4,700

4,700

6,000
5,900

SCOTT
SHARKEY
SIMPSON
SMITH
STONE

4,900

2,700

5,100

3,500

1.600

SUNFLOWER
TALLAHATCHIE
TATE
TIPPAH
TISHOMINGO

12,900

6,900

4,200

4,000

3.500

TUNICA
UNION
WALTHALL
WARREN
WASHINGTON

5.700

5.400

3.300

12.800
20,600

WAYNE
WEBSTER
WILKINSON
WINSTON
YALOBUSHA

3.600

2.600

3.000

5,100

3.500

YAZOO

MISSOURI

ADAIR
ANDREW
ATCHISON
AUDRAIN
BARRY

8.600

6.700

3.500

2.900

8.500

6,400

BARTON
BATES
BENTON
BOLLINGER
BOONE

3,700

5,800

2,700

2.500

13,700

BUCHANAN
BUTLER
CALDWELL
CAULAWAY
CAMDEN

32,500

10,700

3.200

6,100

2.000

CAPE GIRARDEAU
CARROLL
CARTER
CASS
CEDAR

11,500

4.600

1.300

0.500

3,200

CHARITON
CHRISTIAN
CLARK
CLAY
CLINTON

4,400

3,600

2,600

26,900

3,600

FRANKLIN
GASCONADE
GENTRY
GREENE
GRUNDY

11,900

4.000

3.100

40,400

4,000

HARRISON
HENRY
HICKORY
HOLT
HOWARD

4.100

6,400

1.600

2,500

3.40O

HOWELL
IRON
JACKSON
JASPER
JEFFERSON

5,400

1,900

204,800

28,500

20,100

JOHNSON
KNOX
LACLEDE
LAFAYETTE
LAWRENCE

8,000

2,600

5,900

7,900

7,100

LEWIS
LINCOLN
LINN
livingston
Mcdonald

3,400

5.700

6,200

5,100

4,100

MACON
MADISON
MARIES
MARION
MERCER

7.000

2,800

2.000

9,700

1,900

MILLER
MISSISSIPPI
MONITEAU
MONROE

4.300

5.400

3.200

3.000

55

50

70

78
53

58

54
56

58
55

55

58

55
5.',

54

58
57

88
64

81

68
75

66

COLE 11,300 87 9.1

COOPER 4,700 73 3,'

CRAWFORD 3,000 61 1,1

DADE 2,600 66 I.J

DALLAS 2,700 74 1,!

DAVIESS 3,200 81
?;

DE KALB 2,300 80 i.i

DENT 3.100 68 2,

DOUGLAS 2,700 64 1.'.

DUNKLIN 10,900 73 7,!

73

74

95
78

73

77

78
68

72

61

78

73

2.

I,

197,1

24,

18,

6.

2,1

4,

6.

i,\~
2.1

4.

3.
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All television is good in Minneapolis-St. Paul. Four sharp stations fight for

zvery viewer. Competition is keen and constant. But the difference between

good and great shows up like this: Of the 50 station breaks with the most

viewers on all Twin City television*, WCCO Television has 50% more than

ill the three competing stations combined. Of the top 100 spots, WCCO
Television again has more than all competition put together. @

THE DIFFERENCE
BETWEEN GOOD & GreAT
IN MINNEAPOLIS-ST. PAUL

TELEVISION is...

• Nielsen Station T«tt>*«
dience.AP'"-

1989

JULY 1959

REPRESENTED BY PETERS. GRIFFIN. WOODWARD. INC.
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TV SET COUNT (continued from page 150)

STATE A COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBER STATE ft COUNTY
TOTAL

HOUSEHOLDS
TV HOUSEHOLDS

PER CENT NUMBER STATE ft COUNTY
TOTAL

HOUSEHOLDS
TV HOUSEHOLDS

PER CENT NUMBER

MONTGOMERY
MORGAN
NEW MADRID
NEWTON
N&DAWAY

3.300

2,800

8.800

9.100

7.400

86

73

70

73

68

2,840

2,040

6.140

6.670

5,030

NEBRASKA

ADAMS
ANTELOPE
ARTHUR
BANNER
BLAINE

437,700
9,600

3.300

200
400
200

83
85

67

45

60

55

362,120
8,190

2.20O

90

240
110

EUREKA
HUMBOLDT
LANDER
LINCOLN
LYON

200

1,300

400
900

1,000

40

43

45

46

58

80

560

180

410

580
OREGON
OSAGE
OZARK

2.800

2.900

2.000

11.300

3.300

12.700

7.500

5,900

6.700

4.700

46

72

61

78
80

81

68

81

90

74

1.300

2,100

1.280

8.790

2.650

10.310

5,090

4,790

6.010

3,470

MINERAL
NYE
ORMSBY
PERSHING
STOREY

1,800

800
1,700

1.000

100

41

46

59

41

50

740

370
i.ooo

410

50

PEMISCOT
PERRY
PETTIS
PHELPS
PIKE
PLATTE
POLK

BOONE
BOX BUTTE
BOYD
BROWN
BUFFALO
BURT
BUTLER
CASS
CEDAR
CHASE

2,900

3,700

1.400

1.600

8.200

3.300

3.400

5,600

3,600

1,400

62
49

45

45

80

86

81

93

93

53

1,790

1.820

630
720

6.580

2,830

2,740

5.230

3,360
740

WASHOE 27,600

WHITE PINE 4,100

NEW HAMPSHIRE
166,80O

BELKNAP 8,500

CARROLL 4.900

CHESHIRE 13.000

COOS 10,500

GRAFTON 12.900

HILLSBORO 49.700

MERRIMACK 18.900

ROCKINGHAM 24,200

STRAFFORD 15,500

SULLIVAN 8.700

NEW JERSEY
1,723,600

ATLANTIC 47.600

BERGEN 227,800

BURLINGTON 47,900

CAMDEN 106,500

CAPE MAY 14.500

88

45

90

89

90
90
88

86

91

90
92

91

87

92
93
92

92

92
92

24.170

1.840

PULASKI
PUTNAM
RALLS

4,200

2. GOO
2,200

7,900

5,400

76

64
82
72

83

3,200

1.670

I.80O

5,680
4,470

150,420

7,530
RANDOLPH
RAY

CHERRY
CHEYENNE
CLAY
COLFAX
CUMING

2.500

5,200

3,100

3,400

3.600

48

57

75

80

86

1,200

2.940

2,320

2,730

3.090

4.400

11,740

REYNOLDS
RIPLEY
ST. CHARLES

1.400

2,900

11,300

2,900

11,200

51

51

93
77

85

760

1,580

10.560

2.240

9,500

9.280

11.100

45.410
ST. CLAIR
ST. FRANCOIS

CUSTER
DAKOTA
DAWES
DAWSON
DEUEL
DIXON
DODGE
DOUGLAS
DUNDY
FILLMORE

5.400

3.500

2.700

6.500

1,000

2,700

9.800

102,000
1.100

3,000

61

94

42

80

52

93

95

97

54

75

3.320

3,280

1.130

5.230

520

2.510

9.340

98,500

590
2.240

17.060

22.190

ST. LOUIS
STE. GENEVIEVE
SALINE
SCHUYLER
SCOTLAND

460.800
3.100

7,900
1,500

2.400

97
81

74

64

78

444.990
2.500

5.870
960

1.880

14.100

7.610

SCOTT
SHANNON
SHELBY

8.800

1.600

3.100

8,200

2.500

3.20O

2,900

5,400

6.500

2,300

77

46

75

78
71

61
71

51

72

86

6.800

730
2,330

6.370

1.780

2,060

2,060

2.750

4.670

1.980

1,587,620
44.350

208.640
STODDARD
STONE
SULLIVAN

FRANKLIN
FRONTIER
FURNAS
GAGE
GARDEN
GARFIELD
GOSPER
GRANT
GREELEY
HALL

2.000

1,400

3.000

8.000

1,100

800
700
200

1,600

12.300

83

61

82

86

55

55

83

50

64

88

1.650

850
2.470

6,870
610

440

580
100

1.020

10,770

44,170

97.970

13.320

TANEY
TEXAS
VERNON
WARREN

CUMBERLAND
ESSEX
GLOUCESTER
HUDSON
HUNTERDON

31.800

298.700
36,000

196,800
14,500

92
91

92

93

92

29,160

272.740

33.030

183.160

WASHINGTON 3.700

2.100

4.200

1.500

4,100

212,100
2.700

2,400

2.500

800
2,600

61

73

74

73

63

62
51

48

48

51

57

2.260

1.760

3.090

1,100

2,600

131,280
1.380

1,140

1,190

410
1,470

H.mn
WAYNE
WEBSTER

MERCER
MIDDLESEX
MONMOUTH
MORRIS
OCEAN
PASSAIC
SALEM
SOMERSET
SUSSEX
UNION

72.900

102.800

98.200

60.500

24.700

117,100
17.500

35,000

11.800
142.100

93

92

94

92
92

92

93

91
91

93

67.540

94.210
WORTH
WRIGHT

MONTANA

HAMILTON
HARLAN
HAYES
HITCHCOCK
HOLT

2.900

1.700

500
1.500

4.20O

82

82

60

53

45

2.380
1,400

300
790

1,890

91.930

55.650

22.770

107,870

16.199

BEAVERHEAD
BIG HORN

HOOKER
HOWARD
JEFFERSON
JOHNSON
KEARNEY

300

2.200

4.400

1.900

2,000

43

64

77

86

83

130

1,400

3,400

1,630

1,650

31.930

10.730

131.930

BLAINE
BROADWATER

WARREN 18.600

NEW MEXICO
234,100

BERNALILLO 67,500

CATRON 500

CHAVES 15.700

COLFAX 3.400

CURRY 8.000

91

72
91

60

79

45

60

16.930

CARBON KEITH
KEYA PAHA
KIMBALL
KNOX
LANCASTER

2.600

400

1.70O

4,200

46.300

60

50

61

67

94

1.550

200
1.030

2.810

43,400

CARTER
CASCADE
CHOUTEAU
CUSTER

700

22,100

2,500

4.200

900

41

75

64
41

42

290
16.530

1,600

1,740

380

168.790
61,240

300

12,450
DANIELS LINCOLN

LOGAN
LOUP
Mcpherson
MADISON
MERRICK
MORRILL
NANCE
NEMAHA
NUCKOLLS

9.400

400
400
200

8,000

2.600

2.200

1.700

3.300

2.800

60

43

58

45

90

62

60

62
80

75

5,650
170

230
90

7,200

1.600

1.330

1.050

2.640

2.090

DAWSON
DEER LODGE

3,500

5,900

1,000

4.900

10,800

49

50

42
51

65

1,720

2,970

420
2,480

6,990

1.540

4.810

FALLON
FERGUS
FLATHEAD

DE BACA
DONA ANA
EDDY
GRANT
GUADALUPE

800
10.200

14,000

5.400

1.300

58

85

72

59

65

460

8.670

10.130

GALLATIN
GARFIELD
GLACIER
GOLDEN VALLEY

7,800

600
3,000

300
1,000

47

42

55

53

50

3,670

250
1.660

160

50G

3.210

840

HARDING
HIDALGO
LEA
LINCOLN
LOS ALAMOS
LUNA
McKINLEY
MORA
OTERO
QUAY
RIO ARRIBA
ROOSEVELT
SANDOVAL
SAN JUAN
SAN MIGUEL

300
1.400

16.400

2.000

3.600

3.200

8.300

1.400

10.200

3.700

5.700

4,300

2.400

12.300

5.100

47

59

62
63

77

63
49

51

66

60

56

57

61

51

50

140

GRANITE OTOE
PAWNEE
PERKINS
PHELPS
PIERCE

5,700

2.000

1.200

3,200

2.600

93
80

59

82

67

5.310

1.600

710
2.610

1.740

830

10.160

HILL
JEFFERSON
JUDITH BASIN
LAKE

5,100

1.000

700
3.300

: 10,100

48
48
51

59

51

2,440

480
360

1,940

5.160

1.250

2,770

2,020

LEWIS AND CLARP PLATTE
POLK
REDWILLOW
RICHARDSON
ROCK
SAUINE
SARPY
SAUNDERS
SCOTTS BLUFF
SEWARD

7.200

2.600

4.000

4.800

900

4,500

6.800

5,500

10,600

Lino

90
83

61

79

46

77

96

96

63

78

6.480
2.150

2.420

3.780 '

410

3.480

6,500

5,280

6,690

3.180

4.060

710
LIBERTY
LINCOLN
McCONE
MADISON
MEAGHER

500

3.600
1,000

1,800

800

48

57

50

47

51

240
2.040

500
840

410

6.730

2,220

3.210

2.450

MINERAL
MISSOULA
MUSSELSHELL
PARK

900
14,400

1,600

4,500

300

51

67

51

57

53

460
9,640

820
2,550

160

6.590

2.550

SANTA FE
SIERRA
SOCORRO
TAOS
TORRANCE

in. 700

1.600

2.300

3.000

1.400

72

65

61

56

66

7,740

PETROLEUM SHERIDAN
SHERMAN
SIOUX
STANTON
THAYER

2.800

1.800

800

1.800

3.000

49

61

50

81

75

1.380

1,100

400
1.450

2.240

1.040

1.400

1.690

920

PHILLIPS
PONDERA

1,700

1.900

800
2.000

700

42
66

41

50

49

710

1,260

330
1,000

340
POWELL UNION

VALENCIA

NEW YORK

ALBANY
ALLEGANY
BRONX
BROOME
CATTARAUGUS

1.700

6.300

5,079,900

90.000

13.700

434,100

62,400
25.200

45

70

91
92

80

91

91

92

760

PRAIRIE THOMAS
THURSTON
VALLEY
WASHINGTON
WAYNE

400

2.400
2.000

3.700

2,900

43

86

62

03

91

170

2.060

1.230

3.530

2.720

4.430

RAVALLI
RICHLAND
ROOSEVELT
ROSEBUD

3.700

2,700
3.200

2,000

2,500

51

50

50

48
51

1,890

1.350

1,610

950
1,270

4,643,92»
SANDERS WEBSTER

WHEELER
YORK

NEVADA

CHURCHILL
CLARK
DOUGLAS
ELKO
ESMERALDA

2.200

300
4.700

88,400
1,900

40,900
500

4.000

200

85

53

83

75
41

81

58

45

45

1.880

160

3.880

66,400
780

33,060
290

1.790

90

82,580
SHERIDAN
SILVER BOW
STILLWATER
SWEET GRASS
TETON

1.900

21,500

1,700

900
2,100

50
84

57

56

67

950
17,980

970
500

1,400

10.920

393.250

56.550

23.130

CAYUGA
CHAUTAUQUA
CHEMUNG
CHENANGO
CLINTON

22.000
47.700

31,300

12.700

14.500

92
91

88

89

92

20.190

43,330

27.520

11.360

13.400

TOOLE
TREASURE
VALLEY
WHEATLAND
WIBAUX

2.500

300

3.300

900
400

49

50
42
51

50

1,220

150

1,370

460
200

YELLOWSTONE 25.600 80 20.380 COLUMBIA 14.300 92 13.210
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ST. LOUIS' TOP TELEVISION BUY

MEASURED COVERAGE CONTOURS
KSDTV

Now better than ever.

.

.

KSD-TV has added 7,000 square miles to its service area and an increased potential of

100,000 television homes with its new million dollar tower and transmitter. The tower,

1152 feet above ground (1649 feet above sea level) went on the air April 21, 1958.

St. Louis' FIRST* Television Station has many FIRSTS** audience- wise; is FIRST t choice

in St. Louis among most National Advertisers, has now added a PLUS that puts it far out

front as St. Louis' Top Television Value.

NOTE: KSD-TV CONTINUES the SINGLE RATE policy it has had since the station began in 1947.

*0n the air February 8, 1947. 'ARB reports. 1958. 1959- \Rorabaugh Reports. i95«, 1959

|ig
Affiliate

ST. LOUIS POST-DISPATCH TELEVISION STATION
REPRESENTED NATIONALLY BY NBC SPOT SALES
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TV SET COUNT {continued from page 152)

STATE & COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBER STATE & COUNTY
TOTAL

HOUSEHOLDS
TV HOUSEHOLDS

PER CENT NUMBER

CORTLAND
DELAWARE
DUTCHESS
ERIE
ESSEX

12.900

14.400

45.(100

327,100
io.soo

91

84

90
92
81

11.730

12.090

41.260

302.240

8.730

JACKSON
JOHNSTON
JONES
LEE
LENOIR

4 300
15.700

2.300

G.000

13.500

FRANKLIN
FULTON
GENESEE
GREENE
HAMILTON

12,700
17.9(10

15.100

9.200

1,300

77

89

93

9,720
16.010

14.070

8.160
1,170

LINCOLN
Mcdowell
MACON
MADISON
MARTIN

6.900

6.900

3.900

4,300

6,100

HERKIMER
JEFFERSON
KINGS
LEWIS
LIVINGSTON

19,800

27,300

784.300

6,700

11.600

18.120

22,270

729.630

5,610

10.300

MECKLENBURG
'MITCHELL
MONTGOMERY
MOORE
NASH

74,100

3.400

4,300

8,200

14.400

MADISON
MONROE
MONTGOMERY
NASSAU
NEW YORK

15.200

183.900

19.300

392.700

589.100

91
92

90
94

89

13.820

169.000

17,360

368.230

526,710

NEW HANOVER
NORTHAMPTON
ONSLOW
ORANGE
PAMLICO .

21,500

5.900

6.000

9.200

2,500

NIAGARA
ONEIDA
ONONDAGA
ONTARIO
ORANGE

68,000

72.300

122,100

18,700

53.500

63,270

67.330

112,520

16.920

48.810

PASQUOTANK
PENDER
PERQUIMANS
PERSON
PITT

7.100

4,300

2.500

5.400

14,700

ORLEANS
OSWEGO
OTSEGO
PUTNAM
QUEENS

10,100

24,600
17.300

7,100

567,800

9,200

22.710

15.550

6.130

522.660

POLK
RANDOLPH
RICHMOND
ROBESON
ROCKINGHAM

3,000

14.100

10,100

20,100

17,800

RENSSELAER
RICHMOND
ROCKLAND
ST, LAWRENCE
SARATOGA

44,100

61,000

30,600

32,300

25,800

40.460
56,490

28,370

24.930

23,290

ROWAN
RUTHERFORD
SAMPSON
SCOTLAND
STANLY

22,400

11,300

11,500

C.200

10,900

SCHENECTADY
SCHOHARIE
SCHUYLER
SENECA
STEUBEN

52,900

7,500

4,700

6,900

29.700

48,300

6.540

4.190

6,190

24.660

STOKES
SURRY
SWAIN
TRANSYLVANIA
TYRRELL

4.800

12.000

2.100

3.800

1.200

SUFFOLK
SULLIVAN
TIOGA
TOMPKINS
ULSTER

165.500

13,700

10.900

19,800

34,600

91

90
90

149.930

12.390

9.840

16.990

31,240

UNION
VANCE
WAKE
WARREN
WASHINGTON

10.900

8,500

41.100

4.900

3,000

WARREN
WASHINGTON
WAYNE
WESTCHESTER
WYOMING

13,500

14,100

18.000

232,700

9,200

90
91

91

94

91

12,210

12,770

16,410

218.200
8.340

WATAUGA
WAYNE
WILKES
WILSON
YADKIN

4,100

16,900

10.900

14,100

5,600

YATES 6.100 5,410 YANCEY 3.500

154

82

67

86

83

81

63

58

90

2,570

10,300

1,420

4,410

10,040

5,140

4,900

2,330
2,440

4,260

65.040

2.080

3,140

5,530

9,760

16.090

4.320

4.070

7,550

1,540

5,290

2,540

1,860

3,870

12.940

2,500

11,760

8,290

13,510

15,220

18.640

9,160

7.190

3,620

9,760

~37730

9,960

1,010

2,270

760

8.340

6,240

33,140
2,820

1,880

2,640

13.140

7.560

10,910

4,400

1,990

NORTH CAROLINA
1,107,200 77 850,30O NORTH DAKOTA

l", 2,500 71 122,410
ALAMANCE 21,600 90 19.370

ALEXANDER 3.500 86 3.010 ADAMS 1,200 53 640

ALLEGHANY 2,100 69 1,440 BARNES 4,800 88 4,220

ANSON- 6,000 72 4.320 BENSON 2.100 64 1,350

ASHE 5.000 69 3,440 BILLINGS 500 48 240

BOTTINEAU 2,700 62 1,680
AVERY 3.100 65 2,000

BEAUFORT 9.500 86 8.160 BOWMAN 1.000 49 490

BERTIE 5,900 70 4,130 BURKE 1.700 66 1,120

BLADEN 6,600 53 3.530 BURLEIGH 9.800 80 7,840

BRUNSWICK 4,500 59 2,640 CASS 19,900 91 18,080

CAVALIER 2,400 55 1,310
BUNCOMBE
BURKE

36,700
11,900

75

80

27,390

9,570 DICKEY 2,500 67 1.680

CABARRUS 18.100 90 16,210 DIVIDE 1,300 48 620

CALDWELL 11,300 78 8,780 DUNN 1,600. 61 980

CAMDEN 1.400 75 1,050 EDDY 1,200 64 770

CARTERET
CASWELL

6.900

4.300

62
72

4,260

3,090 FOSTER 1,500 64 960

CATAWBA 18.700 89 16,680 GOLDEN VALLEY 800 49 390

CHATHAM 6.100 67 4,070 GRAND FORKS 13.200 79 10,410

CHEROKEE 4.200 48 2.030
GRANT 1.600 84 1,340

GRIGGS 1.300 88 1.140
CHOWAN
CLAY

2,900

1,300

63

48

1,820

630 HETTINGER 1,800 54 980

CLEVELAND 16.400 78 12.830
KIDDER 1.500 76 1,140

COLUMBUS
CRAVEN

12,600

14.300

57

81

7.130

11.550

LA MOURE
LOGAN
McHENRY

2,000

1,200

2 700

67

68

62

1,340

810

1,680
CUMBERLAND 30.500 60 18.340

CURRITUCK 1.800 74 1.340 McINTOSH 1,700 66 1,130

DARE 1,300 63 820 McKENZIE 1,800 48 860

DAVIDSON 17,200 87 15,010 MCLEAN 5.200 58 2,990

DAVIE 3,900 79 3.070 MERCER 2,000 61 1,220

MORTON 5,600 83 4,670
DUPLIN
DURHAM

9 600 62 5,910

25,24029,900 84 MOUNTRAIL 2,500 48 1,190

EDGECOMBE 12.200 79 9,590 NELSON 1,600 81 1.300

FORSYTH 49.600 88 43,630 OLIVER 500 58 290

FRANKLIN 7.000 58 4,040 PEMBINA 3,400

1,900

60

63

2.040

1.200
GASTON 33.200 81 27,050

PIERCE

GATES 2,300 73 1,690 RAMSEY 3.100 54 1,680

GRAHAM 1,700 49 830 RANSOM 1.900 77 1.460

GRANVILLE 6,800 70 4,760 RENVILLE 1,400 63 880

GREENE 3.600 69 2.50O RICHLAND 5,500

2.200

77

54

4,230

1,190
GUILFORD 61,500 89 54,730

HALIFAX 13,200 68 9.010 SARGENT 1.800 77 1,390

HARNETT 13.200 59 7,730 SHERIDAN 1,100 63 690

HAYWOOD 10.300 66 6.800 SIOUX 600 83 500

HENDERSON 9.600 66 6.360 SLOPE 500 48 240

STARK 4,000 54 2,170
HERTFORD 4.800 73 3,510

HOKE 3,300 58 1,920 STEELE 1.200 88 1,060

HYDE 1,400 62 870 STUTSMAN 6.800 74 5.040

IREDELL 15.600 80 12,550 TOWNER 1.200 55 660

STATE & COUNTY

TRAILL
WALSH
WARD
WELLS
WILLIAMS

OHIO

ADAMS
ALLEN
ASHLAND
ASHTABULA
ATHENS

TOTAL TV HOUSEHOLDS
HOUSEHOLDS PERCENT NUMBER

2,800 88 2.470

4.600 60 2.740

12.300 80 9.790

2,600 63 1.640

10,400 48 4.960

2,851.8O0

6,600

31.100
11.900

29,300

12,800

AUGLAIZE
BELMONT
BROWN
BUTLER
CARROLL
CHAMPAIGN
CLARK
CLERMONT
CLINTON
COLUMBIANA
COSHOCTON
CRAWFORD
CUYAHOGA
DARKE
DEFIANCE
DELAWARE
ERIE
FAIRFIELD
FAYETTE
FRANKLIN
FULTON
GALLIA
GEAUGA
GREENE
GUERNSEY
HAMILTON
HANCOCK
HARDIN
HARRISON
HENRY

10.500

26.400

7,300

53.100

5.600

9.200

39,600

20,800

9,200

32,800

10,000

14.200

491,900

13.400

9.000

9.500

19.600

18,700

7,800
l'.lll.SOO

8,700

7.200

10.200

22.500

11.500

269,200
17.000

9,400

5,800

7.000

92 2,635,890
89 5.89

28.18

10.940

26.990

11.300

91

92
92

92

92

89

93

90

92

92

92

90

92

90

S3

11

93

37

92

91

91

90
91

9.620

24.180

6.520

49,290

5.0

8.44<

36.580

19.230

8.310

30.120

8.670

12.8

458.700

12.240

8.180

8.840

17.800

17,380

6.920

184.600

7.810

6.340

9.310

20.940

10.050

248,930

15.430

8.570

5.230

6.370

HIGHLAND 9.600 89 8.500

HOCKING 5,700 91 5,190

HOLMES 5,200 89 4.640

HURON 13.400 92 12.320

JACKSON 9.100 90 8.168

JEFFERSON 29.000 92 26.570

KNOX 12,500 92 11.490

LA ICE 38.200 93 35.580

LAWRENCE 15,200 92 13.990

LICKING 25.400 91 23.080

LOGAN 11,000 91 10.060

LORAIN 58,400 93 54.350

LUCAS 145,000 93 134.920

MADISON 7,800 90 7,050

MAHONING 82,400 93 76.440

MARION 18,100 92 16.670

MEDINA 16,100 94 I5.07O

MEIGS - 6,800 89 6,070

MERCER 9,200 90 8.280

MIAMI 21,800 94 20.390

MONROE 4,100 89 3,640

MONTGOMERY 159.300 95 150.600

MORGAN 3.500 89 3.100

MORROW 5,600 91 5.090

MUSKINGUM 24,300 88 21.320

NOBLE 3.300 88 2.920

OTTAWA 10.900 91 9.910

PAULDING 5.100 89 4.540

PERRY 7,700 92 7.050

PICKAWAY 8,500 92 7.820

PIKE 7.600 90 6.820

PORTAGE 22.200 92 20.350

PREBLE 9,600 92 8.870

PUTNAM 7,900 89 7.020

RICHLAND 32,500 92 29.840

ROSS 18,100 92 16.710

SANDUSKY 19,300 92 17.790

SCIOTO 30.600 92 28.100

SENECA 17.800 91 16.120

SHELBY 9.400 91 8.550

STARK 97,000 92 89,550

SUMMIT 154,900 93 144,820

TRUMBULL 56,500 92 51.950

TUSCARAWAS 23,300 91 21,160

UNION 6,700 90 6.050

VAN WERT 9,700 90 8.730

VINTON 2,800 91 2.540

WARREN 17,000 92 15.670

WASHINGTON 14.900 S9 13.300

WAY"NE 19.500 91 17.730

WILLIAMS 9.600 90 8.670

WOOD 20.600 93 I'l 120

WYANDOT 6.500 89 5,790

OKLAHOMA
678,400 80 545,010 !l

ADAIR 3.000 63 1.890

ALFALFA 2.500 73 1.830

ATOKA 2.700 71 1 .930

1
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TOTAL TV HOUSEHOLDS
TATE A COUNTY HOUSEHOLDS PER CENT NUMBER

E.lYER 1.800 50 1.010

Keckham 5,800 59 3.420

LAINE 3.000 70 2,830

BYAN 7.500 70 5.260

| ADDO 7.000 78 5.940

kNADlAN 0,7011 81 5.640

MiTKK 1 1.500 71 10.360

HEROKEE 3.300 71 2.340

IHOCTAW 3.800 51 1.920

[MARRON 1.100 52 570

LEY ELAND 11.51)0 80 9.940

OA I. 1.400 71 990

OMANCI1E 18.800 SI 15,830

OTTON 2.000 71 1.930

rau; 4.100 75 3.060

it i i iv 12.500 80 10.740

[STF.lt 5.400 66 3.590

ELAWARE 2,900 75 2.170

>EWEY 1.700 67 1.140
I, I.LI S 2.100 61 1.290

| ARF1ELD 15.300 SI 12.410

Barvin 9.400 78 7,290

BADY 9.500 SI 8,000

BAN r 2.200 73 1.610

in I i, 2.400 61 1.460

HARMON 1.000 61 970

1 IARPER 1.300 05 840

llASKELL 2.500 57 1,420

[TJGHES 4.300 67 2.880

Hackson 8.000 01 4.860

BFFERSON 2.500 74 1,860

OHNSTON 2.200 71 1,570

AY 15.800 82 12,990

.INGTISHER 2.900 79 2.280

IOW A 4.200 73 3,070

Latimer 1.800 57 1,020

I IE FLORE 0,900 lil 4.190

Lincoln 5.500 81 4,470

OOAN 5,600 74 4,120

| kOVE 1,600 70 1.120

IjlcCLAIN 4,100 76 3.100

Ml KTAIN 5.20O 63 3,260

IcINTOSH 3.100 07 2.070

[A.TOR 2.400 73 1.750

| MARSHALL 1.900 70 1,330

[AYES
II III; \V

4.800

3,300

3.580

2,350

STATE * COUNTY

MUSKOGEE
NOBLE
NOWATA
OKFUSKEE
OKLAHOMA

TOTAL
HOUSEHOLDS

17.000

2.900

3,400

3.000

136,400

TV HOUSEHOLDS
PER CENT NUMBER

OKMULGEE
OSAGE
OTTAWA
PAWNEE
PAYNE

11,000

10.100

8.600

3.700

11.900

1'ITTSBURG
PONTOTOC
POTTAWATOMIE
PUSHMATAHA
ROGER MILLS
ROGERS
SEMINOLE
SEQUOYAH
STEPHENS
TEXAS
TILLMAN
TULSA
WAGONER
WASHINGTON
WASHITA
WOODS
WOODWARD

OREGON

BAKER
BENTON
CLACKAMAS
CLATSOP
COLUMBIA

COOS
CROOK
CURRY
DESCHUTES
DOUGLAS
GILLIAM
GRANT
HARNEY
HOOD RIVER
JACKSON

9.100

9.600

14,200

2.400

1,400

4.900

11.500

3.900

11.800

3.500

4.300

108,500

3.700

12.400

4,000

3.800

3,600

579,800
5,700

11,500

34,900

9.500

6.600

20,400

2.400

0.400

6.700

20,700

1,100

2,400

1,900

3,400

23,500

84

78
82

71

87

79

80

78

78

75

71

81

76

50

82

78

63

79

51

74

91

71

85

73

78
58

60

54

60

54

67

63

51

48
61

78

14.350

2.260

2,780

2,550

118,930

8.660

8.690

6,700

2,880

8.940

6.490

7,760

10.850

1.210

930

4,000

8.960

2,460

9,350

1,780

3,200

99.220
2.630

10,490

2,910

2.330

2,210

449,580
3.300

7,840
29,590

6.580

4.370

12.230

1,290

3.810

3.590

13.770

690
1,220

920
2,090

18,330

STATE ft COUNTY

JEFFERSON
JOSEPHINE
KLAMATH
LAKE-
LANE

TOTAL TV HOUSEHOLDS
HOUSEHOLDS PERCENT NUMBER

2,500

10.300

11.700

2,000

47,300

LINCOLN-
LINN
MALHEUR
MARION
MORROW

8.700

17.000

0.200

30.000
1.200

MULTNOMAH
POLK
S II F.KM AN
TILLAMOOK
UMATILLA

194,800

6.900
700

6.100

14.200

UNION
WALLOWA
WASCO
WASHINGTON
WHEELER

4.900

2.100

8,200

29.200

800

YAMHILL 8.900

PENNSYLVANIA

ADAMS
ALLEGHENY
ARMSTRONG
BEAVER
BEDFORD

3,241,300

12.700

470,600
22.400

57.200

10,700

BERKS
BLAIR
BRADFORD
BUCKS
BUTLER

80,600

39,900
15,100

80,800

27,900

CAMBRIA
CAMERON
CARBON
CENTRE
CHESTER

50,900

1.900

14.900

16.500

52,500

CLARION
CLEARFIELD
CLINTON
COLUMBIA
CRAWFORD

10.200

22,000

10,800

15.400

23,200

62
07

65

55

83

1,550

6.910

9.570

1.090

39.470

61

69
70

so

64

5,320

11,680

4,340

28,810

770

71

63

65

170.980

4,870

440
3.950

9.360

118

58
02
S7

51

2.830

1.220

5.050

25,300
410

91
85

93

92
93

6,040

2,938,400

10.830

443.670

20.550

53.220

9.830

91

91

89
03

93

92
72

89

91

92

78
81

73.200

36.440
13.700

80.850
25,980

52,210

1.370

13.320

14.690

48,640

9.250

20.300

8.450

12.450

20,320
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TV SET COUNT [continued from page 155)
TOTAL TV HOUSEHOLDS

COUNTY HOUSEHOLDS PERCENT NUMBER S r ATE ft COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBER

CUMBERLAND
DAUPHIN
DELAWARE
ELK
ERIE

33 31)0

66,400

154,900
H. 100

69,400

86

91

93

74

93

28.750

60.300

143.440

6.970

64.220

-MERCER
MIFFLIN
MONROE
MONTGOMERY
MONTOUR

33.400
11,600

10.300

134,200
3.500

30.340

10.480

9,250

125.260

2.940

FAYETTE 49.800 93 46.150

FOREST 1,100 71 780

FRANKLIN 22,200 88 19,530

PULTON 2,500 78 1,960

GREENE 12.000 85 10,180

NORTHAMPTON
NORTHUMBERLAND
PERRY
PHILADELPHIA
PIKE

54.200

31.700

0.500

645.700

3.000

HUNTINGDON
INDIANA
JEFFERSON
.1UN I ATA
LACKAWANNA

10,800

20,200

13.500

4.000

72,300

90

91

91
69

90

9.700

18.340

12,280

2,770

65,290

POTTER
SCHUYLKILL
SNYDER
SOMERSET
SULLIVAN

4.500

52.900

6.000

21.200

1.500

50.500

24.020

4.500

584.946

2,360

3.220

46.930

4.200
17.810

1.270

LANCASTER
LAWRENCE
LEBANON
LEHIGH
LUZERNE

09.700

30,800

24,400

59,300
102.800

63,970

28,150

22.240

55,250

91.910

LYCOMING
Mi-KEAN

31,200

15,900

23,510

12,646

SUSQUEHANNA
TIOGA
UNION
VENANGO
WARREN
WASHINGTON
WAYNE

8.100

10,400

5.900

1.8,600

12.000

63.200

7.100

7,210

8,610

4.130

14.670

9.810

59.720

5,620

Get full Coverage
u/ffifo

WJAC-TV
in the Johnstown- Altoona area

Why settle for WFBG-TV's 28.1 share of audience when WJAC-TV
covers the market like a circus tent with a 71.9, sign-on to sign-

off, all week long? You get ALL the audience you're paying for

when you buy WJAC-TV.
Figures from ARB, November, 1958

TOP 30 SHOWS ON WJAC-TV
Johnstown- Altoona Trendex, Feb., 1959

........:......+.

TVAtie/lMa.

VENAN0O

25%c*»tou coveiaye.

The competition just can't touch

WJAC-TV. Leading its nearest

competitor by nearly 3 to 1, it's

easy to see that WJAC-TV is the

one to buy—the one that delivers

the audience.

SERVING MfLLIONS FROM
.ATOP THE ALLEGHENIES

Ask for Ml details horn HARRINGTON, RIGHTER & PARSONS, INC.

TOTAL
STATE a COUNTY HOUSEHOLDS

TV HOUSEHOLDS
PER CENT NUMBER

WESTMORELAND
WYOMING
YORK

RHODE ISLAND

95,000

1,600

65,800

BRISTOL
KENT
NEWPORT
PROVIDENCE
WASHINGTON

246.900
9.100

26.300

18,800

176,400

16.300

SOUTH CAROLINA

ABBEVILLE
AIKEN
ALLENDALE
ANDERSON
BAMBERG

583,70O
5.600

21,700

3.800
23.800

1.000

BARNWELL
BEAUFORT
BERKELEY
CALHOUN
CHARLESTON

6.700

7.1110

7.100

3.300

55,500

CHEROKEE
CHESTER
CHESTERFIELD
CLARENDON
COLLETON

9,900

S.100

8.100

6.600

7.200

DARLINGTON
DILLON
DORCHESTER
EDGEFIELD
FAIRFIELD

12.000

6,700

5,600

3.700

4.800

FLORENCE
GEORGETOWN
GREENVILLE
GREENWOOD
HAMPTON

21,100

8.200

56,800

13.300

4,400

HORRY
JASPER
KERSHAW
LANCASTER
LAURENS

16.500

2.600

7.500

9,400

11.700

LEE
LEXINGTON
McCORMICK
MARION
MARLBORO

4.70O
13,200

2.100

S.000

6,900

NEWBERRY
OCONEE
ORANGEBURG
PICKENS
RICHLAND

8,200

9.200

16.700

10.300

41.900

SALUDA
SPARTANBURG
SUMTER
UNION
WILLIAMSBURG

3.700

42.000

11,000

7,600

9,100

YORK 22.100

SOUTH DAKOTA

AURORA
BEADLE
BENNETT
BON HOMME
BROOKINGS

200,200
1.200

6,800

800

2,200

5,500

JERAULD
JONES

1,000

600

94

85

9 2

92
93

93
92

92

92

75
73

73

57

T6

57

79

76

70

61

73

55
71

77

76

63

61

79

69
71

76

66
48

54

51

75

70

89.350

3.900

60.360

BROWN- 10,000 65 6,861

BRULE 1.900 53 1,011

BUFFALO 400 58 231

BUTTE 2,300 45 1.031

CAMPBELL 800 45 361

CHARLES MIX 3.500 53 1.871

CLARK 2,200 65 1.421

CLAY 3.000 87 2,621

CODINGTON 6,100 64 3.9H

CORSON 1,500 44 661

CUSTER 1,600 44 71

DAVISON 5, GOO 63 3,51'

DAY 3.300 65 2,16

DEUEL 1,500 64 96

DEWEY 1.100 45 49

DOUGLAS 1,200 48 57

EDMUNDS 1.700 45 76

FALL RIVER 3.300 51 1.69

FAULK 1.200 53 63

GRANT 2.S00 66 1.84

GREGORY 2.300 50 1.14

HAAKON 700 41 29

HAMLIN 1.900 61 1.22

HAND 1.800 54 97|

HANSON 1,300 63 82

HARDING 500 44 22,

HUGHES 3,500 60 2.09

HUTCHINSON 3,400 75 2,55

HYDE 700 59 4!

JACKSON 500 40 211
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TOTAL TV HOUSEHOLDS
TATE tfa COUNTY HOUSEHOLDS PER CENT NUMBER

[NGSBURY 2 ! 70 2.04O

IKE 3,000 81 2.420

\\\ RENCE 5.600 43 2,420

BJCOLN 3.700 87 3.220

VMAX 1,100 55 610

IcCOOK 2.400 80 1.930

ePHERSON 1,700 11 750
AIISHALL 2,100 66 1,390

BADE 2,300 43 990

tte 000 52 310

1NER 1,700 66 1,120

INNEHAHA 27.400 94 25.750

OOI'Y 2,700 80 2,170

BNNINGTON 20,000 64 12.810

KRK1NS 1.700 45 760

OTTKH 1.300 44 570
OHI.'lt 1 S 3.400 66 2,240

lANBORN 1,400 04 890

RANNON 1,800 51 920
PINK 3.100 54 1.680

TANLEY sun 49 390
I'LI.Y 700 44 310
Ol .1 . 1.300 51 660
iupp _'.7nn 56 1,510

I'RNER 3.300 87 2,860

NION 3.200 87 2.780

U.WORTH 2.400 4.1 1,080

ASHAHAIGII 200 45 90

lANKTON 4. SOU 75 3.610

tEBACH COO 43 260

fNNfSSff

NDERSON
EDFORD
SNTON
I.EDSOE
iLOl'NT

LADLEY
fipBELL
NNON
JHOLL
RTEH

HEATI1AM
'HESTER
LAIBORNE
l.A \

936,100
15,500

o.ono
2.5011

1.500

10.400

9.400

7,500

2.000

6,900

11,200
~~
2Tl0F
2.100

4.700

1.700

76
73

73

53

715,570
12,080

4.350

1.320

1,040

13,930

7.050

4.810

1.470

3.910

8.340

1.620

1.200

2.430

960

TOTAL TV HOUSEHOLDS
STATE ft COUNTY HOUSEHOLDS PER CENT NUMBER

COCKE 5.300 ."1". 2.930

COFFEE . ,00 73 6.230

CROCKETT 1.71)11 69 3.230

CUMBERLAND 4,700 50 2.370
DAVIDSON 107.000 89 94,740

DECATUR 1.500 53 790

DE Kami 2.300 69 1.580

DICKSON 4.700 69 3.220

DYER 7,900 77 6.100

FAY'ETTE 6.100 72 4.380

FENTRSS 3.111111 52 1,550

FRANKLIN 6.100 48 2.930

oibson 14,500 65 9.410

GILES 6.700 52 3,500

GRAINGER 2,900 51 1,490

GREENE 11,100 60 6,680

ORUNDY 2,400 59 1.410

HAMBLEN 8,200 55 4,530
HAMILTON 74,000 34 62,090
HANCOCK 1,900 51 970

HARDEMAN 1,9(10 64 3,140

HARDIN 1.100 57 2,330

HAWKINS 8.000 55 4.380

HAYWOOD 5.900 69 4.050

HENDERSON 3.200 53 1.680

HENRY 5.700 54 3.100

HICKMAN 2,700 69 1,850

HOUSTON 1.100 72 790

HUMPHREYS 2.700 71 1.920

JACKSON 2.100 56 1,180

JEFFERSON 5.100 56 2,860
JOHNSON 2.700 61 1,640

KNOX 68,800 89 61.220
LAKE 3,100 58 1.810

LAUDERDALE 6.100 72 4,400

LAWRENCE 8,400 56 3.610
LEWIS 1.500 68 1.020

LINCOLN G.300 43 3.020

LOUDON 6,500 70 4.580
McMINN 8.S00 59 5,230

McNAIRY 4.700 57 2,680

MACON 3.000 68 2.050

MADISON 17.800 71 12,560

MARION .
5.000 69 3.470

MARSHALL 4. GOO 72 3,330

MAURY
MEIGS
MONROE
MONTGOMERY

11.700

1 .300

5.900
10,600

8,620

780
4.220

8.590

TOTAL TV HOUSEHOLDS
STATE a COUNTY HOUSEHOLDS PER CENT NUMBER

MOORE 1,000 18 480
MORGAN 2 600 1.340

OBION 7,500 4.370
OVERTON 1.920
PERRY 1 -1111 48 580

PICKETT 1. linn 52 52(1

POLK 3.000 72 2.150
PUTNAM 7.500 61 4.560

RHEA 4,200 60 2.510
ROANE Ki.mm 78 8.250

ROBERTSON 7.400 77 5.680
III I'll BRFORD 11.800 81 9.520
SCOTl' 3.800 52 1.970

SEQUATCHIE 1,300 69 900
SEVIER 6.300 3.550

SHELBY 102.800 90 145.890
SMITH 2,600 68 1.780

STEWART 1.800 70 1.290

SULLIVAN 29.300 71 21.600

SUMNER 8.900 88 7,820

TIPTON 7.(1(111 74 5.630
TROUSDALE 1.000 - 680
UNICOI 3,700 2.070

UNION- 2.100 52 1.090

VAN BUREN 6.000 70 420

WARREN 6.900 59 4.040

WASHINGTON 10.900 7
1

' 13.340

WAYNE 2.800 49 1.360

WEAKLEY- 5,800 53 3.090

WHITE 3.700 51 1.870

WILLIAMSON 6,100 84 5.140

WILSON 7.600 71 5,400

TEXAS
2,723,100 80 2,166.000

ANDERSON 7,900 f.4 5.040

ANDREWS 3.100 67 2.080

ANGELINA 11.500 67 7.700

ARKANSAS 1.100 58 640

ARCHER 1.700 7J 1.240

ARMSTRONG 400 80 320

ATASCOSA 4. 700 76 3.590

AUSTIN 3.800 67 2.560

BAILEY 2,200 80 1,750

BANDERA 1,200 7S 930

BASTROP
BAYLOR

4.S00

1.600

3.040

1.170

February, 1959, Florence,

S. C. ARB "A-Z" shows

these WIS-TV percentages

89% able to receive

75% view more than 3 times per week

51% average daily circulation before 6 p. m

J9% average daily circulation after 6 p. m.

A NEW 1526' TALL TOWER
Represented Nationally by

—

PETERS, GRIFFIN b WOODWARD, INC
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TV SET COUNT {continued from page 157)

STATE ft COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBER STATE & COUNTY
TOTAL

HOUSEHOLDS
TV HOUSEHOLDS

PER CENT NUMBER
TOTAL TV HOUSEHOLDS

STATE & COUNTY HOUSEHOLDS PER CENT NUMBER

BEE 6.000 67 3.990 IRION 300 67 200 TERRELL 800 53 420

BELL 25.200 80 20.040 JACK 1,800 79 1.420 TERRY 4.800 76 3.640
BEXAR 176.400 86 151.210 JACKSON 3,600 07 2,410 THROCKMORTON 800 73 580
BLANCO 1,100 73 800 JASPER 5,300 61 3,210 TITUS 5.100 57 2.930
BORDEN 200

2.800

75

07

150

1.870

JEFF DAVIS 300 60 180 TOM GREEN 22.200 76 16,890

B0S01

E

JEFFERSON 70.000 83 58.290 TRAVIS 59.200 81 47,920 !

BOWIE 20.200 76 15.320 JIM HOGG 1.100 53 580 TRINITY 2.200 67 1.480

BRAZORIA 18.300 86 15.790 JIM WELLS 7.900 59 4.680 TYLER 2.800 64 1.780

BRAZOS 13.000 66 8,550 JOHNSON 11.300 86 9,690 UPSHUR 4.700 63 2.980

BREWSTER 1,600

900

49

59

780

530

JONES 5.8O0 71 4,110 UPTON
UVALDE

1.600

4.900

65

60

1.040
|

2.920BRISCOE KARNES 3.900 60 2,590
BROOKS 2.500 61 1.520 KAUFMAN 7,000 80 5,620 VAL VERDE 5.000 50 2.490

BROWN 8.800 63 5,530 KENDALL 1,600 78 1,240 VAN ZANDT 5.000 80 4.020

BURLESON 2.800 66 1.850 KENEDY 100 60 60 VICTORIA 16,200 62 10.060

BURNET 2.700 73 1.970 KENT 400 60 240 WALKER 4,100 72 2.970

CALDWELL 4.500 72 3.250 KERR 4,300 60 2,590 WALLER 3.000 78 2.330

CALHOUN 3.300 59 1,940 KIMBLE 1,200 60 720 WARD 4.500 62 2.770

CALLAHAN 2.100 65 1,360 KING 2on 60 120 WASHINGTON 4,900 70 3.420

CAMERON 41,700 70 29.010 KINNEY 500 56 280 WEB'S 15. son 60 9.550

CAMP 2,300 63 1.460 KLEBERG 7,100 60 4,260 WHARTON 9.800 75 7.390

CARSON 1.800 79 1.430 KNOX 2.100 66 1,390 WHEELER 2.200 56 1.240

CASS 5,800 73 4,210 LAMAR 12.900 51 6,550 WICHITA 35.500 83 29.290

CASTRO 1.400 69 960 LAMB 6,000 79 4,760 WILBARGER 5.400 73 3.940

CHAMBERS 2,200 84 1,840 LAMPAS IS 2,900 73 2.120 WILLACY 5.400 61 3.270

CHEROKEE 0,300 64 5,930 LA SALLE 1.800 62 1.120 WILLIAMSON
WILSON

10.500

3.100

78

79

8.170'

2.440CHILDRESS 2,900 57 1,640 LAVACA 5.300 65 3,470
CLAY 2.200 80 1,770 LEE 2.200 64 1,400 WINKLER 3.500 61 2.150

COCHRAN 1.400 79 1,110 LEON 2.500 63 1.580 WISE 4.100 78 3.210

COKE 1.000 71 710 LIBERTY 7.900 83 6.590 WOOD 4.800 63 3,040

COLEMAN 3.300 68 2.240 LIMESTONE 5.300 66 3.490 YOAKUM 1.000 76 76(1

COLLIN 13,000 84 10.910 LIPSCOMB 1,000 58 580 YOUNG 4,500 72 3.240

COLLINGSWORTH 2.100 57 1.190 LIVE OAK 1.900 62 1.180 ZAPATA 1,000 54 54f:

COLORADO 4.1)00 64 3.140 LLANO 1.600 56 890 ZAVALA 2,800 60 1.670

COMAL 6.100 73 4.440 LOVING 100 50 50
COMANCHE 3.500 58 2,030 LUBBOCK 49.800 SI 40.170

UTAHCONCHO 1.200 59 710 LYNN 2.800 74 2.060
COOKE 7.100 80 5.700 McCULLOCII 2.600 59 1,540 241.500 88 211.830CORYELL 4,100 74 3,030 McCLENNAN 43.300 84 36,550
COTTLE 1,300 55 720 McMULLEN 300 60 180

BEAVER 1,000 43 431

CRANE 1.700 61 1,040 MADISON 1.600 63 1,000
BOX ELDER
CACHE
CARBON

6.000

10.000

7.400

91

88

59

5.45( i

8.841

4,341
CROCKETT 1,2011 53 630 MARION 2,200 73 1,600
CROSBY 2.500 76 1.910 MARTIN 1,400 67 940 DAGGETT 100 40 4, I

CULBERSON 500 66 330 MASON 1,300 720 1
DALLAM 2.300 82 1.880 MATAGORDA 7.60O 67 5,090

DAVIS 14.800 93 13.791 1

DALLAS 277,700 90 248.960 MAVERICK 3.000 57 1,700
DUCHESNE
EMERY
GARFIELD

1.700

1,400

700

49

59

43

831 j

821

301
DAWSON 4,700 67 3.140 MEDINA 4.700 77 3,640
DEAF SMITH 3.800 68 2.580 MENARD 1.000 59 590 GRAND 1,600 63 1.001
DELTA
DENTON

1.700

12.700

61

84

1.030

10,730

MIDLAND
MILAM

18.000

6.600
82

64 4,240
IRON 2,800 41

''inDE WITT 6,100 65 3.990 MILLS 1.400 73 1,020
JUAB
KANE
MILLARD

1.400

700
2,100

65

41

65

911

2SI

DICKENS 1.700 61 1.040 MITCHELL 3.900 72 2.810 1.361!

DIMMIT
DONLEY

2,400

1,500

57

73

1.360

1,100

MONTAGUE
MONTGOMERY

4.400

7,000
80 3,530 MORGAN 700 80 561

43

I02.52H J

DUVAL 2,900 62 1.810 MOORE 5,400 82 4,410
EASTLAND 6.400 65 4,l r

il) MORRIS 2,400 72 1,730
RICH
SALT LAKE 108.200 95

ECTOR 24,600 78 19.110 MOTLEY 1.000 57 570 SAN JUAN 1.400 49 65

EDWARDS
ELLIS
EL PASO

800
12.400

79,900

50

81

84

400
10.090

67,160

NACOGDOCHES
NAVARRO
NEWTON

7.900 62 4.890 SANPETE 3.200 64 2.C6

2.300

82

60
8,720

1,390
SEVIER 2.900 64 1.87 |

4^33 |

ERATH 4,700 67 3.140 NOLAN 6.000 71 4.250
SUMMIT
TOOELE

1,400

5.100 85
FALLS 6,400 66 4,210 NUECES 69.100 79 54.910 UINTAH 2.600 48 1.26

FANNIN
FAYETTE
FISHER
FLOYD

7,100

5.600

2.200

2.800

65

64

71

76

4,590

3,580

1.560

2.120

OCHILTREE 2.000 60 1.190 UTAH 27.500 93 25.47 !

OLDHAM
ORANGE
PALO PINTO

400
17.400

7.000

68

77

79

270
13.470

5,560

WASATCH
WASHINGTON
WAYNE
WEBER

1.300

2.700

300
31.800

81

42

43

93

1.05

1,13

13

29,62FOARD 900 66 590 PANOLA 4,100 52 2,140
FORT BEND 8.700 82 7,130 PARKER 7,500 79 5,950FRANKLIN 1,200 61 730 PARMER 1.800 68 1.220
FREESTONE
FRIO

3.400

2,700

60

76

2.050

2.060
PECOS
POLK
POTTER

2.700

3,600

42,100

52

68

88

1.400

2,430

37,000

VERMONT
103,000 86 90,81GAINES 2.400 67 1.610

GALVESTON 38,800 84 32.700 PRESIDIO 1,400 48 670 ADDISON 4.900 86 4.1?

GARZA 1.800 73 1.320 RAINS 600 SO 480 BENNINGTON 7.300 88 6.46

GILLESPIE 3.100 60 1,870 RANDALL 7,200 82 5,870 CALEDONIA 6,700 S3 5.5/

GLASSCOCK 200 . 70 140 REAGAN 900 64 580 CHITTENDEN 18,200 92 16.6;

GOLIAD 1,300

5,400

67

72

870
3.910

REAL
RED RIVER

700
4 900

61

57

430
2.810

ESSEX 1.500 89 1.33

GONZALES FRANKLIN 8.100 87 7,0;

GRAY
GRAYSON
GREGG

9,300
25.400

22.200

74

78

75

6.850

19.820

16.730

REEVES
REFUGIO
ROBERTS

4,900

2,600

300

57

59

60

2.800

1,530

180

GRAND ISLE
LAMOILLE
ORANGE
ORLEANS

800

2.800

4.300

5,300

88

87

83

88

7(

2.4;

3.51

4.61GRIMES 3,300 72 2,380
GUADALUPE
HALE
HALL

7.400

11.000

2,800

7!)

7S

60

5.850

8,570

1.670

ROBERTSON
ROCKWALL
RUNNELS

4,600

1.400

4.200

64

78

6S

2.950

1.090

2.850

RUTLAND
WASHINGTON
WINDHAM

12,700

12.100

8.300

88

89

78

ii, i:

10,7;

6.4:

HAMILTON 2.700 67 1.810
RUSK 12,100 6S 8,210

1 020
WINDSOR 12.000 82 9.8:

HANSFORD 1.200 83 1,000

HARDEMAN 2,000 67 1,930 SAN AUGUSTINE 1,600 0( 910

HARDIN
HARRIS

5.800

367,600

02

89

3,620

325,580

SAN JACINTO
SAN PATRICIO

1,600

10,100

68

72

1,080

7,290 VIRGINIA
HARRISON 14,000 70 9,860 SAN SABA

SCHLEICHER
2,200

700

55

53

1.220

370
1,016,400 80 816,24

HARTLEY 500 82 410 ACCOMACK 10.000 66
f-5!HASKELL 3.000 72 2,170 SCURRY 8,000 70 5,580 ALBEMARLE 14,900 66 9.71

HAYS 5.200 73 3,790 SHACKELFORD 1,100 65 720 ALLEGHANY 7,200 77
?•?;

HEMPHILL 1.200 59 710 SHELBY 5,300 53 2,790 AMELIA 1,700 70 !
HENDERSON 5.600 59 3,300 SHERMAN 700 80 560

18,230

AMHERST 4,700 73 3,4,

HIDALGO 47.200 72 33.890
SMITH APPOMATTOX 1,900 73 1.31

HILL 7.900 87 6.890 SOMERVELL 800 68 540 ARLINGTON 74,800 90 67.2;

HOCKLEY 6,100 80 4,850 STARR 3.100 54 1,670 AUGUSTA 19.800 66 13,01:

HOOD 1.300 79 1.030 STEPHENS 3.100 65 2,010 BATH 1.500 60 9<

HOPKINS 5,900 61 3.600 STERLING
STONEWALL

200

900

65

70

130

630

BEDFORD S.000 65 5,2.

HOUSTON 5,000 59 2,960 BUND 1.400 61 «

HOWARD 9.800 74 7,240 SUTTON 900 53 480 BOTETOURT 4,100 77 3.1

HUDSPETH 700 63 440 SWISHER 2,400 68 1,640 BRUNSWICK 4,200 61 2.5

HUNT 12.900 85 10,910 TARRANT 178.900 88 156.540 BUCHANAN 8,100 59 4.7

HUTCHINSON 10.800 89 •1 Mil TAYT on 25.300 79 20.030 BUCKINGHAM 2.600 64 1,6
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TOTAL TV HOUSEHOLDS
.TATE a COUNTY HOUSEHOLDS PER CENT NUMBER

IAMPBELL 22.S0O 80 18.210

IABOLINE 2,800 78 2.170

ARROLL 7.800 58 4.550

HARLOTTE 3.600 70 2,520

11 WILES CITY 1.000 78 780

III S IKK! 1 II |l 1 1,71111 88 12.900

'LARKE 1.900 77 1.470

B vl'- 800 76 610

DLPBPER 3.500 72 2,530

TMBERLAND 1.600 63 1.010

UCKENSON :,,1I>H 57 2.920

ItNWIDDIE 14.100 sn 12.550

IS8EX 1.600 78 1.240

'A1RFAX 57.700 92 53.270

'AUQUIER 6.100 77 4,720

i i.'. 2.600 58 1.510

I.I \ ANNA 1.900 64 1.220

11ANKLIN 6.400 65 4.190

BEDBRICK 10,100 83 8.420
,11,1- 1.800 76 3.650

;loicester 3.100 79 2.440
OIK II LAND 1.800 76 1.370

IBATSON 4.600 G3 2.910
JREENE 1.200 64 770
|SREENSVILLE 4,100 70 2.860

HALIFAX 9.800 77 7,550
[ANOVER 6,600 76 5,040
IKNRICO 94,800 89 84.220
IENRY 13.900 78 10.850

HOHLAND 800 61 490

RLE OF WIGHT 4.000 66 2.630

AMES CITY 2.900 79 2.280

.im; AND QUEEN 1.500 78 1,170

;INC, C.EORGE 1,600 74 1,180

;i\C. WILLIAM 1,900 78 1.480

ANCASTER 2.500 74 1.860

BE 6,600 61 4.040
.01 IxiUN 5,800 88 5,080
.oi'isa 3.400 76 2,590
.UNENBURG 3,500 61 2.120

[ADISON 2.100 64 1.340

IAT1IEWS 1.800 79 1.420

IECKLENBURG 7.900 69 5.490
iiddlesex 1.900 78 1.490

MONTGOMERY 10..-.IMI 87 S.I30

ANSEMOND 11.000 80 8,800
•'ELSON 3.300 73 2.410

new kent 1,100 77 850

Obwpobt news 50,000 89 44,700
Norfolk 138.000 90 123,920

HAMPTON 4,600 65 3.000
VOBTHUMBEBLAXD 2.500 74 1.850

tOTTOWAY 3.800 70 2,650
Hi INGE 3.400 72 2,450

'AGE 3.900 69 2.700

Patrick 3.800 58 2.220

PITTSYLVANIA 27,900 74 20,540

OWHATAN 1.200 76 910
•RIM E EDWARD 3.800 70 2.660

'RIME GEORGE 13.000 78 10,080

•RINCESS ANNE 26.100 84 21.910
RIME WILLIAM 7.800 87 6,820

NULASKI 7.700 76 5.850

"UPPAIIANNOCK 1.300 64 830
UCHMOND 1.500 74 1.110

IOANOKE 43.000 89 38.130
IOCKBRIDGE 7.700 60 4.630
IOCKTNGHAM 13,700 70 10,450
IU8SELL 6.400 57 3,670
ICOTT 6.800 62 4.240

HI.N \NDOAH 5.S00 69 4,020
;\iyth 7.100 63 4,490
SOUTHAMPTON 6,300 65 4.120
SPOTSYLVANIA 7.000 76 5.300
STAFFORD 3.700 76 2.810

(OBRY 1.500 79 1.180
IU8SEX 3.000 70 2.100
TAZEWELL 11.400 62 7,030
VARREN 4.000 78 3.100
WASHINGTON 13.200 60 7.950

VKSTMORELAND 2.700 74 2.010
12.300 63 7.730

VYTHE 5.500 61 3.360
rORK 5.200 79 4,090

WASHINGTON
907,200 83 757,190

DAMS 3.500 80 2,790
L80TIN 4.200 70 2,940
IBKTON 22.800 68 15.460

[BELAN 14.600 69 10.020
I.A1.1.AM 9.600 82 7.890

'LARK •ji;,'.ioo 86 23.200
OLI MBIA 1.600 69 1,110
'OWLITZ 19.100 73 13.860

(LAS 4.600 01 2.810
bERRY 1.100 69 760

KLIN 6.400 72 4.610
Garfield 900 70 630
BRANT 15,100 69 10.380
IRAYS HARBOR 19.300 71 13.790

1 BLAND 5.000 85 4.260

KSON 2 200 S3 1.830

TOTAL TV HOUSE HOLDS
STATE ft COUNTY HOUSEHOLDS PER CENT NUMBER

KING 300.200 88 263.370

KITSAP 26,300 90 23,620

KITTITAS 8,100 64 3.880

KLICKITAT 4.200 63 2.640

LEWIS 14.400 75 10,800

LINCOLN .: Mill 79 2.780

MASON 5.000 83 4.170

OKANOGAN 8.800 61 5.400

PACIFIC 5,400 65 3,490

PEND OREILLE 2,300 70 1.600

PIERCE 95,600 89 85,360

SAN JUAN 1,100 85 930

SKAGIT 16,600 77 12.770

SKAMANIA 1.800 76 1.370

SNOHOMISH 47.500 89 42.220

SPOKANE 93,900 89 83.710

STEVENS 6,400 69 4.440

THURSTON 16,500 85 13,960

WAHKIAKUM l.ooo 64 640
WALLA WALLA 13.300 i;s 9.020

TOTAL TV HOUSEHOLDS
STATE (COUNTY HOUSEHOLDS PERCENT NUMBER

WHITMAN g too 73 6.610

YAKIMA 10,700 85 39,490

WEST VIRGINIA
512,300 77 394,890

BABBOUB MOO 59 2.580

BERKELEY 7.800 81 6.340

BOONE 7,600 77 5.870

BRAXTON 55 1.910

BROOKE 6.700 93 6,230

CABELL 34,400 92 31.540

CALHOUN 1.900 63 1.200

(LAY 3.200 65 2.080

DODDRIDGE 1.900 56 1,070

FAYETTE 20,100 75 15.120

18.580

GILMER 1,800 52 930

GRANT 2.000 58 1.150

CltEKNBRIER 8.900 75 6.660

HAMPSHIRE 2.800 59 1.640

HANCOCK in. ioo 91 9,240

BIG THINGS
ARE HAPPENING IN THE

SEATTLE -TAC0MA
TV PICTURE

Before you firm fall and winter

schedules, get the story from

your KATZ man!

KOMO TV
Oil

LnJ

Represented Nationally by the KATZ AGENCY, Inc.
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TV SET COUNT (continued from page 159)

STATE & COUNTY
TOTAL TV HOUSEHOLDS

HOUSEHOLDS PERCENT NUMBER STATE a COUNTY
TOTAL

HOUSEHOLDS
TV HOUSEHOLDS

PER CENT NUMBER

HARDY
HARRISON
JACKSON
JEFFERSON
KANAWHA

2.000

22,000

3.300

4.200

70,900

58

63
fi3

1,150

13.830

2.090

3,610

62,750

PENDLETON
PLEASANTS
POCAHONTAS
PRESTON
PUTNAM

2.000

1.300

2.600

7,400

5.000

58

72

57

67

LEWIS
LINCOLN
LOGAN
Mcdowell
MARION

4,400

4,600

17,800

20,000

19.600

MARSHALL
MASON-
MERCER
MINERAL
MINGO

8.800

5.900

20.300

5.500

11,000

2,560

3,890
14,310

15,250

15.770
~~
7.800

4,980

15.310

3.240

8.870

RAX.EIGH
RANDOLPH
RITCHIE
ROANE
SUMMERS

23,100

7,100

2.700

3.600

4,100

69

60

52

63
64

1.150

930
1.490

4,960

4,220

75,900
4,250

1,400

2,270

2,620

TAYLOR
TUCKER
TYLER
UPSHUR
WAYNE

4,200

2,100

2,300

4.700

8.500

67

58

71

59

SI

2,810
1,210

1,640

2,760

6,880

MONONGALIA
MONROE
MORGAN
NICHOLAS
OHIO

16,200

2.900

2,000

6,500

22,700

83

64

59

65
92

13,490

1.850

1.180

4,220

20,890

WEBSTER
WETZEL
WIRT
WOOD
WYOMING

3.800

4,500

1,100

25,300

9,200

2,190

3,210

710
17,250

6.440

with the

BBG CHEESE in Wisconsin

Not only % million people

Aa±±i

but 2 million cows.
A A. aIA A. a A* A k . A A At.

WEAU-TV
lAiiAii* * i.Ai

EAU CLAIRE, WISCONSIN
SEE YOUR HOLLINCBERY MAN IN MINNEAPOLIS, SEE BILL HURLEY

STATE a COUNTY
TOTAL

HOUSEHOLDS
TV HOUSEHOLDS

PER CENT NUMBER ;

WISCONSIN

ADAMS
ASHLAND
BARRON
BAY'FIELD
BROWN

1,134,900

2.200

5.400

10.300

3,300

32.400

FOREST
GRANT
GREEN
GREEN LAKE
IOWA
IRON
JACKSON
JEFFERSON
JUNEAU
KENOSHA
KEWAUNEE
LA CROSSE
LAFAYETTE
LANGLADE
LINCOLN
MANITOWOC
MARATHON
MARINETTE
MARQUETTE
MILWAUKEE
MONROE
OCONTO
ONEIDA
OUTAGAMIE
OZAUKEE

PEPIN
PIERCE
POLK
rOUTAGE
TRICE

RACINE
RICHLAND
ROCK
RUSK
ST. CROIX

SAUK
SAWYER
SHAWANO
SHEBOYGAN
TAYLOR
TREMPEALEAU
VERNON
VILAS
WALWORTH
WASHBURN
WASHINGTON
WAUKESHA
WAUPACA
WAUSHARA
WINNEBAGO
WOOD

WYOMING

ALBANY
BIG HORN
CAMPBELL
CARBON
CONVERSE

CROOK
FREMONT
GOSHEN
HOT SPRINGS
JOHNSON

LARAMIE
LINCOLN
NATRONA
NIOBRARA
PARK
PLATTE
SHERIDAN
SUBLETTE
SWEETWATER
TETON

1.500

12.500

7.400

4.800

5.500

2.500

4,100

1G.200

5.000

30,500

4,900

21.200

5,100

6,100

0,700

21,200

24,700

10,500

2,400

311.100

s.roo

0.500

6,700

26.300

9,400

2,500

6,600

7.700

9.400

3.000

39,500

5,200

35.700

4.300

7.200

11,100

3,000

9,000

28,200

1,000

7,400

7.300

2,300

15.S00

3.300

12.000

38,700

11.200

3,700

30,900

15.S00

100.000

7. Illll)

3.700

1.300

5.200

1,600

1,200

0.300

3.700
1.800

1,400

17.200

2.300

15,400

1.200

7.000

2.400

6,300

900
0,600

800

89 1,008.620

80

81

92
72

92

90

85
82

81

81

92

84

83

90
75

92

92

84

90
84

75

92

75

81

76

75

91

77

93

92

91

76

90

1.580

4,320

8.570

2.480

29.810

BUFFALO 3.700 84 3.100
BURNETT 2.100 77 1.610
CALUMET 4.900 90 4.400
CHIPPEWA 12.400 84 10,450
CLARK 8.900 79 7,010

COLUMBIA 12,200 83 10.130
CRAWFORD 4,200 76 3.180
DANE 60,700 88 53.530
DODGE 17.200 92 15.740
DOOR 6,100 90 5.500

DOUGLAS 14,400 86 12.350
DUNN 7,100 84 5,990
EAU CLAIRE 17,900 90 16.180
FLORENCE 800 75 600
FOND DU LAC 21,200 90 19,030

1.140

10.330

6.050

3,670

4,160

2,010

3,330

14.840

3.580

28.150

4.410

18.110

4.410

4,920

5.400

19,480

20.860

9.000

1.850

290.380

7.230

5,830

5.000

24.160

8.640

2,100

5.540

6.930

7.870

2.250

36.640

3.920

31.230

3.230

6,520

9.700

2,270

7,730

25.830

3.450

6,010
5,540

'

1.720

14.450

2.540!

11,150

35,650

10. 190

2.830

27.660

13,170

57,960

3.900

1.820

560

3.110

920

520

3.120

2.09O

880

640

14.400

1,290

8.980

610

3.590

1.200

3,120

380

3.240

410

UINTA 1,700 56 960

WASHAKIE 2.600 46 1.190

WESTON 2,300 43 980

VEL. NATL. PARK 100 50 50
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A salute to
the stations...
who have given the U. S. Steel Hour

such wonderful promotional support

this year. Your interest has

created more interest in the show.

WCDC . . .Adams, Mass.

W-TEN. . .Albany, N. Y.

KGGM-TV
Albuquerque, N. M.

WFBG-TV . .Altoona, Pa.

KFDA-TV .Amarillo, Tex.

WAGA-TV . .Atlanta, Ga.

KTBC-TV . .Austin, Tex.

KBAK-TV
Bakersfield, Calif.

WMAR-TV Baltimore, Md.

WAFB-TV
Baton Rouge, La.

KEDY-TV Big Spring, Tex.

WBRC-TV
Birmingham, Ala.

KBMB-TV Bismarck, N. D.

KBOI-TV . .Boise, Idaho

WNAC-TV .Boston, Mass.

WBEN-TV .Buffalo, N. Y.

WCAX-TV Burlington, Vt.

WWTV . .Cadillac, Mich.

KFVS-TV
Cape Girardeau, Mo.

WMT-TV
Cedar Rapids, Iowa

WCIA . .Champaign, III.

WCSC-TV
Charleston, S. C.

WBTV . .Charlotte, N. C.

WDEF-TV
Chattanooga, Tenn.

KFBC-TV
Cheyenne, Wyo.

WBBM-TV .Chicago, III.

WKRC-TV
Cincinnati, Ohio

WJW-TV Cleveland, Ohio

WRBL-TV Columbus, Ga.

WBNS-TV Columbus, Ohio

KRLD-TV . . .Dallas, Tex.

WHIO-TV .Dayton, Ohio

KLZ-TV . . .Denver, Colo.

KRNT-TV
Des Moines, Iowa

WJBK-TV .Detroit, Mich.

WTVY Dothan, Ala.

KDAL-TV .Duluth, Minn.

WTVD . . .Durham, N. C.

KROD-TV . .El Paso, Tex.

KIEM-TV .Eureka, Calif.

KDLO-TV Florence, S. D.

WANE-TV
Fort Wayne, Ind.

KFRE-TV . .Fresno, Calif.

WBAY-TV
Green Bay, Wise.

WFMY-TV . .Greensboro-
Winston-Salem, N. C.

WHP-TV Harrisburg, Pa.

WTIC-TV Hartford, Conn.

WEHT . .Henderson, Ky.-

Evansville, Ind.

KHOU-TV Houston-
Galveston, Tex.

WHTN-TV . . Huntington-
Charleston, W. Va.

WISH-TV
Indianapolis, Ind.

WJTV . . Jackson, Miss.

WJXT Jacksonville, Fla.

KRCG-TV
Jefferson City, Mo.

KODE-TV . . Joplin, Mo.
WKZO-TV . . .Kalamazoo-

Grand Rapids, Mich.
KCMO-TV

Kansas City, Mo.
KOTI-TV

Klamath Falls, Ore.

WBIR-TV Knoxville, Tenn.

KTAG-TV
Lake Charles, La.

WJIM-TV .Lansing, Mich.

KLAS-TV Las Vegas, Nev.

KOLN-TV . .Lincoln, Neb.

KTHV Little Rock-
Pine Bluff, Ark.

KNXT Los Angeles, Calif.

WHAS-TV Louisville, Ky.

KDUB-TV .Lubbock, Tex.

WMAZ-TV . . .Macon, Ga.

WISC-TV Madison, Wise.

WDMJ-TV
Marquette, Mich.

KGLO-TV
Mason City, Iowa

KBES-TV .Medford, Ore.

WREC-TV Memphis, Tenn.

WTVJ Miami, Fla.

WITI-TV
Milwaukee, Wise.

WCCO-TV
Minneapolis, Minn.

KMSO-TV
Missoula, Mont.

WKRG-TV . .Mobile, Ala.

KNOE-TV . .Monroe, La.

WCOV-TV
Montgomery, Ala.

WLAC-TV
Nashville, Tenn.

WWL-TV
New Orleans, La.

WCBS-TV New York, N. Y.

WTAR-TV . .Norfolk, Va.

KOSA-TV . .Odessa, Tex.

KWTV
Oklahoma City, Okla.

WOW-TV . .Omaha, Neb.

KTVO . . .Ottumwa, Iowa

WMBD-TV . .Peoria, III.

WCAU-TV
Philadelphia, Pa.

KOOL-TV .Phoenix, Ariz.

KDKA-TV Pittsburgh, Pa.

WGAN-TV
Portland, Maine

KOIN-TV .Portland, Ore

WPRO-TV
Providence, R. I

KHQA-TV
Quincy-Hannibal, Mo

KPLO-TV Reliance, S. D

WRVA-TV .Richmond, Va
WDBJ-TV . .Roanoke, Va
WVET-TV

Rochester, N. Y

WREX-TV .Rockford, III

WHBF-TV . .Rock Island

Davenport, Iowa

KXTV Sacramento, Calif

WKNX-TV Saginaw, Mich
KMOX-TV St. Louis, Mo
KSL-TV

Salt Lake City, Utah

KENS-TV
San Antonio, Tex.

KFMB-TV
San Diego, Calif.

KPIX
San Francisco, Calif.

WTOC-TV .Savannah, Ga.

KSTF .Scottsbluff, Neb.

WDAU-TV .Scranton, Pa.

KIRO-TV .Seattle, Wash.
KELO-TV

Sioux Falls, S. D.

KSLA-TV Shreveport, La.

WSBT-TV
South Bend, Ind.

WSPA-TV . .Spartanburg-
Greenville, S. C.

KXLY-TV. Spokane, Wash.
KTTS-TV. Springfield, Mo.
KPAR-TV . . Sweetwater-

Abilene, Tex.

WHEN-TV Syracuse, N. Y.

WTVT Tampa, Fla.

KCMC-TV Texarkana, Tex.

WTOL-TV . .Toledo, Ohio
KOLD-TV . .Tucson, Ariz.

KOTV Tulsa, Okla.

KXJB-TV
Valley City, N. D.

WTOP-TV
Washington, D. C.

KTVH Wichita-

Hutchinson, Kans.

WKBN-TV
Youngstown, Ohio

U.S. STEEL HOUR
produced by THE THEATRE GUILD
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A ' A
WORLD *: v va
DIFFERENCE
that makes for superior programming

International Detective

The Adventures of Robin Hood

Police Station

What Are the Odds?

The Invisible Man
The Adventures of Sir Lancelot

Decoy

The Big Story

Trouble With Father

The Buccaneers

My Little Margie

Willy

Star Performance

The Hunter

My Hero

The American Legend

Overseas Adventure

Dateline Europe

Cross Current

The Star and The Story

Rocky Jones, Space Ranger

The Adventures of the Scarlet Pimpernel

Colonel March of Scotland Yard

Sword of Freedom

Cai-toon Library

FOFFICIAL FILMS, INC.

25 West 45th Street • New York 36, New York • PLaza 7-0100
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Facts & Figures: ms

section comes in three parts:

syndication, commercials and

tape. Cost and program data

are here and some tools, too

UlOSSSry! Here are terms,

technical and otherwise, used

in the film and tape fields.

The new language of tape is

handled in a separate listing

ILM&.TAPE
BASICS
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Let "Our Qenie"- us

solve your

film problems

LIVE AND

ANIMATED

ICTIOIMS, IMC.
1600 Broadway, NEW YORK 19, N. Y. JUdson 2-5730

films



4
UM & TAPE

'
FILM & TAPE BASICS

INDEX

SYNDICATION BASICS

High and low half-hour time and program costs in top markets page 166

What major national and regional syndication clients buy page 167

COMMERCIALS BASICS

What it costs to make a commercial; copy timing guide page 168

How to convert film footage to time and vice versa page 170

APE BASICS

Growth of tape coverage in U.S., list of syndicated tape shows page 171

List of stations with tape facilities, by market page 172

GLOSSARY

A list of film terms ; the new language of tape, starts on page 1 74
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1[FILM & TAPE J

SYNDICATION BASICS

High and low time and program costs in 50 top markets
|lillllllllllllllllllllllllllllll!illlllllllll|||||||||||!llllllllll|||||y

Half-hour nighttime costs and gross first-run syndication prices

Market

Albany-Schenectady-Troy, N.

Atlanta, Ga.

Baltimore, Md
Birmingham, Ala

Boston, Mass.-Manchester, N.

Buffalo, N. Y
Champaign-Urbana, 111.

Charlotte, N. C
Chicago, 111.

Cincinnati, Ohio

Cleveland, Ohio

Columbus, Ohio

Dallas-Ft. Worth, Tex

H.

Davenport, Iowa-Rock Island-Moline, 111.

Dayton, Ohio

Denver, Colorado

Detroit, Mich.

Flint-Saginaw-Bay City, Mich.

Grand Rapids-Kalamazoo, Mich

Greensboro-Winston-Salem, N. C.

Greenville, S. C.-Asheville, N. C.

Hartford-New Haven-New Britain, Conn.

Houston, Tex

Huntington-Charleston, W. Va.

Indianapolis-Bloomington, Ind.

Johnstown-Altoona, Pa

Kansas City, Mo
Lancaster-York-Harrisburg, Pa

Lansing-Onondaga, Mich.

Los Angeles, Calif

Louisville, Ky
Memphis, Tenn.

Miami, Fla

Milwaukee, Wise

Minneapolis-St. Paul, Minn.

Nashville, Tenn.

New Orleans, La.

New York, N. Y.-Newark, N.

Philadelphia, Pa.

Pittsburgh, Pa.

Portland, Ore

Providence, R. I

Sacramento-Stockton, Calif. .

St. Louis, Mo.

San Francisco-Oakland, Calif.

Seattle-Tacoma, Wash. ..

Syracuse-Elmira, N. Y.

Toledo, Ohio

Washington, D. C.

J.

Wheeling, W. Va.-Steubenville, 0.

Time Cost
High Low

750 $ 660
660 480
900 480
510 195

1,800 1,320

750 660
600 365

750 450
2,700 1,350

900 450
1,287 924
720 468
660 315
540 240
660 360
480 240

1,620 1.080

480 408
780 690

480 390
390 250
960 720

720 360

500 360

780 510
600 540
810 450
720 600
600 540

2,280 1,380

660 480
540 315
720 575
870 750
970 550
500 240

600 400
5,520 3,120

2,100 1,500

1,440 1,200

530 360
780 510
660 480

1,140 630
1,175 850
700 570
660 420
600 600

1,080 450
375 300

High
Program Cost

Low

400 $ 275

415 235

600 350
250 175

900 650
475 300

190 135

350 235

2,250 1,400

700 460
700 460
400 235

525 365

225 150

375 250
350 235

1,200 825

300 200
175 115

225 150

100 60
300 200
450 335

225 150
500 350
175 90
425 300
350 250
170 115

2,350 1,900

380 260
450 325

400 275
500 380

600 440
450 235
450 300

4,250 3,000

1,500 900
1,200 950
450 325
450 300
150 100

800 500
850 590
450 325
400 280
375 300
425 300
200 130

Note: Time costs are based on card rates listed in SRDS.
Film costs given are gross; deduct usual 15% to obtain net

price. Film prices fluctuate widely, occasionally exceeding

time costs, and sometimes falling 50% under "low" given in

case of sale to station rather than to advertiser. Film prices

are based on sampling only and should not be used as guide

except for estimating purposes; figures are based on newly

produced programs, 39 episodes plus 13 weeks of repeat films.
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11 FILM & TAPE Jfilm & tape J Syndication basics

What the major users of syndicated film buy
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A. These are the Big Five national spot film buyers

Advertiser Agency Program No. of Syndicator

Markets

Kellogg's Burnett .....Huckleberry Hound . 190 Screen Gems

Woody Woodpecker 150 Screen Gems

Quick Draw McGraw ... 125 Screen Gems
Nabisco McC-E Sky King 108 McCann-Erickson

Nestle McC-E Roy Rogers 88 Roy Rogers

Borax McC-E ...Death Valley Days ..._ .._ 80 _... McCann-Erickson

Continental Baking Bates Annie Oakley 75 CBS Films

B. Regional syndication spenders: four important product categories

BEER

Budweiser D'Arcy U. S. Marshall 90 NTA
Falstaff D-F-S .....Coronada 9 72 MCA
Carling B & B _Phil Silvers 63 CBS Films

Ballantine Esty Shotgun Slade 28 MCA
Bold Venture 22 Ziv

Schlitz JWT Flight 20 CNP
MacKenzie's Raiders 15 -Ziv

Olympia Botsford, Constantine &

Gardner Target 30 Ziv

Drewry's MacFarland, Aveyard & Co. ..New York Confidential 15 ITC
Rheingold F, C & B ..Rendezvous 5 CBS Films

Pabst N, C & K ..various*

GASOLINE

Standard-Chevron BBDO Sea Hunt _..._ 63 Ziv

Conoco B&B... Whirlybirds 59. ...CBS Films

Amoco Jos. Katz _.U. S. Border Patrol 59 CBS Films

D X Sunray Esty N. Y. Confidential 45 ...ITC

TOBACCO
Lucky Strike BBDO .. JLock-Up 25 Ziv

Tareyton Gumbiner .... Secret Agent 7 _ 15 _...MCA
Raleigh K, M & J .....MacKenzie's Raiders 19 ....- Ziv

Camels Esty various*

FOOD AND SUPERMARKETS
Pillsbury Burnett Dial 999

Blue Plate Foods Fitzgerald Glencannon
Colonial Stores Liller, Neal & Battle Sgt. Preston

Armour Ayer Bold Venture .....

Rival Dog Food McC-E If You Had A Million

Kroger Stores C-E; C-M various*

A & P Stores Gardner various* _

•Indicates advertise! uses several shows or buys only participations.

30 Ziv

23 .....NTA

22 ITC

10 Zh

10 MCA

iilMIIIIMIIIIIHIilllllllllllllllllilMllllil;'! 1
'^:^^

JLY 1959 lo;



r
4 1

I FILM & TAPE
J
COMMERCIALS BASICS

Here's how much commercials cost to make
pl!JIIII!!llll!l!!lllllllllllll!lllll!l!lllll!!lllll!lllli

A. What film commercials cost to produce: 1959 and five years ago

1939 1954

OVERALL RANGE ...$ 3,000-$15,000 $2,000-$12,000

ANIMATION
(One character)

$ 6,500-$ 7,500 $6,200-$ 6,500

SIMPLE LIVE-ACTION $ 3,000-$ 4,500 $2,500-$ 3,800
(One actor)

MEDIUM LIVE-ACTION .... ...$ 6,000-$ 7,500 $5,000$ 6,000

ELABORATE COMMERCIAL
(Large scale production)

$10,000-$1 5,000 $8,000-$12,000

USUAL RANGE

How much tv tape commercials cost

...$ 1,000$ 5,000

"AVERAGE" TAPE COMM]ERCIAL ...$ 2,000-$ 2,500

Five-year rise in commercials production costs

Item
Percentage increase,

1959 over 1954

Overall budget 15-20%

Animation 5-10

Live-Action 10-25

Processing; 20-50

Talent 60-ft5

Producer profits 0-2

Agency commission 2-3

Source: Trade estimates.

!llllllllllllllllll!!llllilli::i!i!:!i'!;:llliliiilllllllll!illllllllllllllll!!llllilllliillllllll^illllllllllllllllllllllM

How to calculate time for the spoken word
|IIIIIIII!IIIIIII!IIIIIIII!IIIIIIIIIIIIIIIIIIIIIIIIIIM

Timing guide for narration (commercials and programs)

Based on rate of 2 words-per-second Minute and More

Time: seconds No. of words Time: seconds

1 2

2 4

3 7

4 9

5 11

6 13

7 16

8 18

9 20
10 22

No. of words

15 33

20 44

25 55

30 65

35 77

40 88

45 99

50 110

Time: minutes No. of words

1 130

1W 195

2 260

3 390

4 520

5 650

10 1300

20 2600
55 120 30 3900

Source: Chirix \v Curran, Screen Writing and Production Techniques (Hastings House, New York, 1958).

ill
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PRODUCE
PRODUCTK
.Jt Ivi I J* U v.y X XC *IN {^^

PRODUCTIONS,
PRODUCTIONS,
PRODUCTIONS,

C.
C.

INC.
INC.
INC.
INC.

> 3 O NINTH AVENUE, NEW YORK 36, N.Y. PLAZA 7-0760
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1L film & tapeJ Commercials basics

How to convert film minutes to footage (and vice versa)

'.* <** £* 3 «e £s i a «s £8 fa fa £ fa

Vx 00 00 .33 Vz 00 00 .80 00 00 .33 8 8
1 00 00 ,67 1 00 01 .67 00 00 .50 12 12
2 00 01 .33 2 10a Hill .33 KiUM .67 16 16
3 00 02 .00 3 00 05 .00 00 01 .00 1 8 24
4
S
6

00

00

00

02

03

04

.67

.33

.00

4
5
6

06

08

10

.67

.33

.00

W$M 3
4 8
6

1

1

2

8

32
16

7 00 04 .67 7 00 11 .67 00 05 .00. 7 8 3
8 00 .05 .33 8 00 13 .33 00 06 .00 9 3 24
9 00 06 ,00 9 00 15 .00 00 07 .00 10 8 4 8
m 00 06 .67 10 00 16 .67 00 08 .00 12 4 32
20 00 13 .33 20 00 33 .33 00 09 .00 13 8 5 16
30 00 20 .00 30 00 50 .00 00 10 .00 15 6
40 00 26 .67 40 01 06 .67 GO 20 .00 30 12
50 00 33 .33 W„*£ 50 torn 23 .33 00 30 .00 45 18
60 00 40 .00 01 40 .00 00 40 .00 60 24

BSEIJ1Em 46 WmwM 70 BfwW51 .67 00 50 .00 75 30
80 00 53 .33 80 02 13 .33 01 00 .00 90 36
90 01 00 .00 90 02 MKlJlWtomI 00 .00 180 72
100 01 06 100 02 46 .67 03 00 .00 270 108
200 02 13 •33 200 05 33 .33 04 00 .00 360 144
500 05 33 .33 500 13 53 .33 05 00 .00 450 180
600 06 40 .00 600 16 40 .00 06 00 .00 540 216
700 07 46 .67 700 19 26 .67 07 00 .00 630 252
800 08 53 M 800 22 13 .33 08 00 .00 720 288
900 10 00 .00 900 25 00 .00 09 00 .00 810 324
1000 11 06 .67 1000 27 46 .67 10 00 .00 900 360
2000 22 13 .33 2000 55 33 .33 20 00 .00 1800 720
3000 33 20 .00 30 00 .00 2700 1080

COPYRIGHT 1955 SCREEN GEMS, INC
1

=
Do you know how much 35 mm. footage a 90 second sp

1

ot needs? The answer is below
1

|

1 A common jroblem for men who aren't technical spe- Gems, with the footage units, tens , hundreds and

n cialists> in film ed iting is to calculate how muc:h 16 or thousands, ar d the 1timing seconds and minutes al-

jj 35 mm. footage will be needed tc fill out a given ready broken down. To solve time-to-footage ques-

g quantity of air time. Ec ually common is the reverse tions, see chai t at right : 90 seconds c f 35 mm. is con-

= of this problem, namely, figuring how many minutes verted to tim e by reading the next smallest unit of

1 and seconds a fillTi of known length will need to play. time (

1

miniite, 90 feet ) and then adding th e re-

= The basis of all time-footage ca Iculations is this mainder (30 seconds , 45 feet), giving an answer of

I formu a: one minute of film measures 36 feet in 16 135 feel . Film editors themselves regard footage

n mm. and 90 feet in 35 mm. But to save you the time counts as mo re accurate guides to timing than stop

1 of div ding. multiplying and addin
I,

sponsor repro- watches since screening projector speeds often vary

1
duces a chart developed by Peter Keane of Screen enough to cause serious errors in program timings.

Ill!l!l!l!ll!lllllllllllllllll!lllll!ll!lllll!l!!!!!lill!lll||l!llll!llllll!llll[y llllllllllllllllllllllll ll!llllllllilillllll!!lll!IIII!llllll!il!!llll!llll l!lll!l!llll!l!ll!lllll!!lll!IIIIIII
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l FILM & TAPE J

kZ-J TAPE BASICS

List of syndicated shows now or soon to be on tape

TV tape programs in syndication and planned

Title Producer Distributor

Theater For A Story CBS Films

Ding Dong School ITC

Divorce Court KTTV, Los Angeles/Guild Films

People's Court KCOP, Los Angeles/Guild Films

Jai Alai XETV, Tijuana/Guild Films

Pro Wrestling WHDH-TV, Boston/Guild Films

Peter Potter Show KTTV, Los Angeles/NTA

Juke Box Jury KTTV/NTA

Bishop Sheen NTA-Telestudios

Alexander King* NTA-Telestudios

Xavier Cugat NTA-Telestudios

D. Susskind-Open End NTA-Telestudios

Mike Wallace Interview NTA-Telestudios

Henry Morgan NTA-Telestudios

Paul Coates Show- KTTV, Los Angeles

Town Hall Party * KTTV

Title Producer Distributor

Juvenile Court* KTT\

Courtmartial* KTTV

Mark Brand* KTLA, Los Angeles

Guy Mitchell Show* KTLA

Municipal Court* KTLA

Bill of Indictment* KTLA

Emergency Ward* KTLA

The Happy Time* KTLA

Youth Wants To Know Westinghouse Broadcasting Co.

Amer. Forum of the Air Westinghouse Broadcasting Co.

Gourmet Club WPIX, New York

George Jessel Show* KCOP, Los Angeles

Traffic Court KABC-TV, Los Angeles

Winter Baseball Max Cooper, Chicago

Atomic Submarine* Jonathan Yost, Hollywood

Out of the West* Jonathan Yost

Luncheon in Las Vegas* Jonathan Yost

it does not show many local tv tape programs avail-Note: While this listing includes shows both presently in syndication and those planned for syndicatii

able from stations on an exchange or sale basis with other stations. "Indicates series is planned.

Mi!;:;
!:

'i: in ''M. :in : !!. 'im. ;|:
:

' !: in- Mr :!ii.
,;i:

i: ^'ii!" .hi
1

. ii

1 "
,,.ii' , :.i!

:
--

: :i!

:

. : .i': :,iiM
:

: .:.iin:;:i :.::,iIim: ;i :,::: !i: : Miiir : .iiMir: .:iii:ii' :,, ViiiMih. .:i: jj';. ::. lii-Miiii - i;!i; :m ..r?5:

lere's how many tv

lomes are covered

y tape-equipped

ideo stations

^iii^ Mi!
1 '

.!!: .ii'
1

-ii
:

i

:

..:
.,!-.

.iii:

1

mi:
:

i;!ii' in ::i!' : . 1 1 1

^
: .

1
1

: iiM': i
: i ! !

!

:

: ; ! ! 1 1 M r i.
'

'Mi
1

1
1

1 1 1 i M r m : [[i i i

!

' . , i i i ;
; ; i

? ; i i 1 1 1 :
;

;
'

j 1 1
1 i

i
: : I !

! i I ,

:

Growth of local tv tape coverage

U. S. tv homes covered by lap< '-equipped stations

57%

70%
74%

85%

60%

88%

Uverage estimates based on 44 million

mes and include local station cover-

e only." Prototype machines delivered

networks by January 1958 in New
irk. Chicago and Hollywood would

|ve accomplished 22% coverage (not

(awn here) had they been considered

I local facilities. Source: Ampex Corp.

NONE
December

1951

March June September December March June

19.i8 1959
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L film & tape J Tape basics

These are the stations that now have tape facilities
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^li«l i<»ti^ and networks with tv tape facilities as of July 1959

ARIZONA

KOOL-TY, Phoenix

CALIFORNIA

KHJ-TV, Los Angeles: 2

KTTV, Los Angeles: 3

KCOP, Los Angeles: 2

KTLA, Los Angeles: 3

ABC, Los Angeles: 6
CBS, Los Angeles: 11 (2 are C)
NBC, Los Angeles: 14*

KTVU, Oakland: 2

KCRA-TV, Sacramento
KFMB-TV, San Diego
KRON-TV, San Francisco: 2

KPIX, San Francisco

KQED-TV, San Francisco

COLORADO
KLZ-TV,
KOA-TV,

Denver
Denver

CONNECTICUT
WTIC-TV, Hartford
WNHC-TV, New Haven: 2

FLORIDA

WEAR-TV, Pensacola: 2 (M)
WFLA-TV, Tampa: 2 (M)

GEORGIA
WAGA-TY. Atlanta

HAWAII
KONA-TV, Honolulu
KHVH-TV, Honolulu

ILLINOIS

WBKB-TV, Chicago: 3

WGN-TV, Chicago
ABC, Chicago: 6

WBBM-TV, Chicago: 2 (C)
WNBQ-TV, Chicago: 2 (C)

INDIANA

WISH-TV, Indianapolis

KENTUCKY
WHAS-TV, Louisville

LOUISIANA

WDSU-TV, New Orleans

WWL-TV, New Orleans

MARYLAND
WJZ-TV. Baltimore: 2

MASSACHUSETTS
WHDH-TV. Boston
WBZ-TV, Boston
WGHB-TV, Cambridge

MICHIGAN

WJBK-TV, Detroit: 2

WJRT-TV. Flint

WXYZ-TV, Detroit

MINNESOTA
WCCO-TV, Minneapolis
KMSP-TV, Minneapolis

MISSOURI

KCMO-TV, Kansas City: 2

WDAF-TV, Kansas City: 2
KYTV, Springfield, (M)
KPLR-TV, St. Louis: 2 (M)

NEBRASKA
WOW-TV, Omaha

NEW YORK
WCBS-TV, New York: 2
WOR-TV, New York
WNEW-TV, New York: 2

ABC, New York: 7

CBS, New York: 16

NBC, New York: 15 (C) *

WPIX, New York
WNTA-TV, Newark-New York
WGR-TV, Buffalo

WRGB-TV, Schenectady
WSYR-TV, Syracuse

NORTH CAROLINA
WRAL-TV, Raleigh
WBTV, Charlotte: (O*

OHIO
WLW-TV, Cincinnati

KYW-TV, Cleveland

WJW-TV, Cleveland
WEWS-TV, Cleveland: 2

OKLAHOMA
KTEN-TV, Ada
WKY-TV. Oklahoma City

KOTV, Tulsa

KYOO-TV, Tulsa

OREGON
KGW-TV. Portland

KOIN-TV, Portland

PENNSYLVANIA
WGAL-TV, Lancaster
WFIL-TV, Philadelphia: 2

WRCV-TV, Philadelphia: 2
WCAU-TV, Philadelphia

KDKA-TV, Pittsburgh

WIIC-TV, Pittsburgh

WTAE-TV, Pittsburgh

RHODE ISLAND

WJAR-TV, Providence
WPRO-TV, Providence

SOUTH CAROLINA

WUSN-TV, Charleston

(C)

TEXAS
KFDA-TV,
KRLD-TV,
WFAA-TV,
KFJZ-TV,
KGUL-TV,
KGBT-TV,
KPRC-TV,
KTRK-TV,
KDUB-TV,
KENS-TV,
WOAI-TV,
KONO-TV,
KSYD-TV,

Amarillo

Dallas

Dallas

Ft. Worth
Galveston
Harlingen
Houston : 2

Houston
Lubbock
San Antonio
San Antonio: 2

San Anto*nio: 2
Wichita Falls

UTAH
KLOR-TV, Provo
KSL-TV, Salt Lake City

VIRGINIA

WTAR-TV, Norfolk: 2

WSLS-TV, Roanoke
WRVA-TV, Richmond

WASHINGTON
KTNT-TV, Tacoma
KING-TV, Seattle

KOMO-TV, Seattle"

WEST VIRGINIA

WSAZ-TV, Huntington

WISCONSIN

WITI-TV, Milwaukee

WASHINGTON, D. C.

WTTG-TV

CANADA:

CBC. Calgary, Alberta: 13

CHCH-TV, Hamilton: 2

CKCO-TV, Kitchener

Numerals Indlcatt

RCA machines al

if mure than one recorder is in operation. M denotes mobile equipment and C denotes color. * denotes RCA tape recorder; there are six

NBC in New York and Hollywood and one at WBTV, Charlotte. N. C. All other equipment listed here is Ampex.

Pllllllllllllllllllllllllllllllllillllllllllllll
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NEW
INFORMATION SERVICE

ON TV TAPE

FOR AGENCIES

AND ADVERTISERS

-FROM AMPEX
To help you keep up-to-date on fast moving Videotape*

Television Recording, Ampex now offers a new Information

Service, ready to answer such questions as . . .

How much does KTTV charge for TV tape production

of commercials?

What stations in Dallas have tape facilities?

What are talent costs on TV tape?

Where are mobile units located?

Whatever you want to know about TV tape, you can find-out from

Ampex. Six reports and studies are already available . . .

1. Station rates for TV tape recording

2. TV tape production companies (program and commercials)

3. Stations equipped with TV tape recorders

4. Foreign installations of TV tape recorders

5. Nine companies equipped with mobile TV tape recorders

6. Duplication services (tape to tape, tape to film,

film to tape)

Write for any or all of these now. And if you'd

like to be on our permanent mailing list

to receive the newest reports as they are issued,

just let us know.

VIDEOTAPE
AMPEX
< O R P O R A T I O N

professional

producls division

Ampex Tape Information Services, Dept. 304-2

934 Charter Street, Redwood City, California

TM 4MPEX COO?

I
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FILM & TAPE

GLOSSARY

A HANDY LIST OF FILM AND TAPE TERMS

I ere are some commonly used film terms defined for

the non-technical reader, plus a special section of tv tape

terms that have newly sprung up to importance along with

the magnetic technique.

This simple guide will cover a great number of ordinary

situations where basic information on film or tape is re-

quired. Technical information has been omitted in most

cases to provide the clearest and most convenient defin

tions and descriptions.

For those who require more detailed explanations, keej

in mind that a surprising number of up-to-date books hav

been appearing each year to cover new developments a

they occur. These are often available at general bookstore

and may be loaned from public libraries.

IHIIIIIil!IIII!llllllllllll!l!!ll!!lll IlililllilllllllllllllillilillilllllillllllJIiillllllillilllllii

FILM

General nomenclature of tv

film, including production,

syndication and commercials

Above-the-line : Costs for talent,

writer, director and producer, but not

including studio, technical and labo-

ratory expenses.

Academy leader: A cueing film that

flashes off each second down to three

seconds before the start of actual film

material.

Acetate: Safety film in common use.

Action : Physical movement filmed

by the camera: also, the director's

command for actor's movements to

begin.

A.D. : Assistant director.

Adaptation: Use of a story origin-

ally intended for another medium.

Ad lib: Improvised speeches not

written into the script.

Angle shot : A change in camera po-

sition to provide variety in long

scenes.

Animatic: Inexpensive way of show-

ing stills on film.

Animation: Cartoons and other an-

alyses of motion using drawings for

each one or two frames that are pho-

tographed.

Audio: The sound portion, called

audio track.

Background music: Mood music

to establish emotional response. Ei-

ther specially composed or ordered

from stock music libraries.

Back timing: To calculate time

from the finish to assure coordination

of the close of a commercial or scene.

Barter: The exchange of tv film for

174

air time. Generally an interested ad-

vertiser will pay the distributor to do

this, the distributor will give the film

containing the commercials to a sta-

tion on credit, and the station will

share proceeds from the unsold spots

with the distributor.

Bicycling: A method by which sev-

eral stations rotate use of the same

film print before returning it to the

distributor.

Billboard: Identification of spon-

sors, often at start and finish of film

programs. Also refers to talent and

production credits.

Blimp: Camera housing to isolate

its sound from microphones.

Bloop: Deadening of audio portion

to prevent noise from spots where

editing is done, or to eliminate a few

words from the audio track.

Boom: Mechanical structure to move
cameras or to suspend microphones,

and to move either in relation to the

action.

Bridge: Brief or minor material

used in transition between sequences,

such as music, visuals or dialogue.

In drama, called transition.

Business: Actors' motion, panto-

mime and use of props and sets.

Busy: An overly complicated or dis-

tracting background.

Canned music: Music purchased

from a library pre-recorded and ap-

plied as needed.

Cell: Sheet of transparent plastic;

used in multiple layers in animation

work, with separate sequences of

drawings on each layer.

Clip : A film segment inserted into a

program.

Cover shot: Additional photography

in anticipation of unforeseen needs.

(Please turn to page 176)

The special new terminology
of tv tape, plus key fact!

and specifications of tap

a
I

Audio lead: The tape audio sign

9% inches (3/5ths of a second I

j

ahead of the video signal.

Blips: Indications each V4 inch o:l

tape to assist in editing.

Field pulse: Gives vertical blanking]

I

signal on control tracks.

Glitch: Expression for a momentary II

picture aberration, such as that oc II

casionally accompanying a splice.

Matte: To divide picture area to reJ

ceive simultaneous but separate im||

ages from different sources. This is II

done electronically by means of all

matting and special effects amplifier
j

Mobile unit: Self-contained systerrl

of cameras, control center and tv tapel

recorders mounted on a vehicle.

Operating time: For tv tape tcl

reach operating speeds, 5 seconds! I

from start are needed. Stopping re'l

quires 3 inches (l/5th second).

Pigeons: Drop outs from picture.

Playback: Immediately available exjl

animation of recorded audio-visual!

signals.

Reel: A tape reel 12% inches in di I

ameter holding 4,800 feet of tapfll'

records 64 minutes.

Speed: Tape moves at 15 inches per

second, and the four-head Ampex rej

cording disc rotates 14,000 times per

minute.

Wipe: Electronic substitution of new

picture for old scene in one of sever-

al possible geometric movements.

AIR MEDIA BASICS U
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GLOSSARY [continued from page 174)

. . . have never jailed

in building sales for

all kinds of products

from A to Z . . .

\. rlontic Gas

I eneficial Finance

i arling Black Label Beer

I odge Trucks

E lectricity—Columbus & So.

I alstaff Beer

43 illette Razors

I ills Brothers Coffee

I pana Toothpaste

J ohnson's Wax
I cllogg's Sugar Frosted Flakes

I ucky Lager Beer

,V4 aola Dairy Products

N ationwide Auto Insurance

i hio Bell Telephone

I ost Grape-Nut Flakes

4 uaker Company

12 adio Corporation of America

5 chiitz

I exaco

U nited Red Feather

> -8 Vegetable Juice

>V ilson's Hams

X -tane

"y ellow Pages

Z est

The same creative thinking

and production know-how is

ready to go to work for you.

phil davijt
MUSICAL ENTERPRISES

Inc.

MUrray Hill 8-3950

59 East 54 Street New York 22
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Cue marks: Usually in the upper

right hand portion of the picture,

they appear approximately 10 and

2 seconds before the end of a film to

alert control personnel.

Definition: The degree of film qual-

ity and clarity.

Dissolve: Melting of one scene into

another. Also lap dissolve.

Double exposure: In syndication,

a term referring to two time slots on

different stations for the same pro-

gram during one week.

Double system: The usual method

of recording sight and sound sepa-

rately. A cheaper and quicker meth-

od is single system, where both go

on the same film together.

Dub: To fit recorded sound to lip

motions. Also called lip-sync. Dub-

bing also refers to adding recorded

sound in other languages.

Dupe negative: Additional nega-

tives made for duplicating purposes.

E.T. : Electrical transcription; any

recording disc.

Editing: The process of assembling

film and sound sequences into a com-

pleted whole. Also, the process of

making specific changes or omissions

in a film.

Fade: To gradually diminish picture

to blackness or sound to silence; also

called fade-out. A fade-in is to

build up the image from zero. A
cross-fade is to do both simultane-

ously, or to dissolve.

Format: The general structure of a

show, usually repeated each week.

Frame: One individual image in a

motion picture film. There are 24

frames-per-second in sound film.

Freeze frame: A single frame re-

peatedly printed to provide a special

effect.

Hiatus: A pause in a syndication,

telecast schedule.

High key: Brilliant illumination

method borrowed from magazine

fashion photography. The opposite,

low key, uses dim illumination for

dramatic effects.

Insert: A short film sequence made

after the principal photography is

over.

Kinescope: A film copy of a live

program made by photographing the

tv tube image. Also a film copy of a

tv tape show made for stations with-

out tv tape facilities.

Location: Site for production other

than a film studio.

Loop: Continuous projection of

film that has beginning and en

spliced together.

Magnetic recording: An electronv

sound track on a film. Most fi

sound tracks use optical recording

Mask: Used for multiple exposure

and trick photography.

Matte: Method to prevent separat

exposures from mixing. Commercial

use infra-red systems for "automa

ic" matting and rotoscope for manu
al matting.

Miniature sets: Used to save core

struction costs and in trick photog

raphy.

Mixing: Combining several sount

sources on one audio track.

Montage: A juxtaposition of diffe

ent images either simultaneously o

in rapid sequence for special dramati

effect.

Optical printer: A mechanism fo

special visual effects, which are callei

opticals.

Original : Story written expressly fo

form in which it appears.

P.D. : Public domain properties no

entitled to royalty payments.

Pencil test: In animation, the equiv

alent of a "rough" in print media

Pilot film: A sample film to sho^

what the series will be like. Unsok
pilot films often end up in antholog)

programs, and sometimes indiv

episodes from anthologies are used a:

pilots of projected series.

Playback: Photography done whili

previously recorded sound is heard b

the performers. Also, a check of re

corded sound.

Pre-empt : To remove a regularlf

scheduled program so that anothe

program may be presented. Syndica

tion contracts allow for pre-emptions

Pre-recording : To produce th(

sound track first and the video later

Standard practice with jingle-anima

tions and other special commercials.

Quick kine: Rapid film recordin

of a program for delay broadcast

This process has been largely re

placed by tv tape.

Raw stock: Film or tape before i

has ever received an image. Tap

need not be raw stock, since it car

be re-used.

Reduction print: A copy on 16 mrr

from a 35 mm negative.

Re-recording : Combining severa

sound sources into a single one.
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When

The

Right

Idea

brought to life by the right studio,

tures get back to the retina and

rds get under the skin.

Television Commercial that says

nething makes people say:

"n>e could use it"

"wish I had that'

"I bought it"

r's do.

work for the following Advertising

ncies.

Fitzgerald & Sample Ted Bates

Jompany, BBD&O Doherty, Clifford,

ers \ shenfield, Street & Finney,

•emus & Company, Kudner Advertis-

, Geyer, Morey, Madden & Ballard,

Kim Advertising, Inc.

homas Craven
Ilm corporation

$0 E. 56 St. NYC 22

I ,i 1959

Residuals: Talent repayments for

additional uses of tv film.

Runs: The number of times a film

episode has been telecast in a given

area. Also, the number of plays for

which the buyer leases the film. Re-

runs are programs available that

have been telecast before, and also

designate the number of repeats of

such programs. First-runs refer to

programs never seen before in a given

area. First-run off-network and

off-network re-runs are terms to

describe a program seen before as a

network offering, but never before

telecast in syndication by a local

sponsor or station.

Screening print: A print of a tv

film or tape show designed for small

showings on a 16 mm projector. Such

prints are harsher in contrast than air

prints.

Slide film: A motion picture film

made of stills, without action. A cheap

process still used in some commer-
cials. Can also contain sound, usu-

ally narration.

Special openings: In syndication,

a specially produced set openings

(and closings) which identify the ad-

vertisers with the program.

Squeeze-motion: Commercials tech-

nique which treats specially posed

photographs with animated effects as

though the photographs were draw-

ings.

Star commercials: Commercials

made by the star of a show for use

within the program.

Stop motion: A method of photo-

graphing puppets frame-by-frame to

obtain an animated effect. European

producers have made stop motion

commercials for many U. S. adver-

tisers.

Super: Literally, a superimposition,

generally of titles over a scene.

Sync: Abbreviation of synchroniza-

tion, referring to picture and sound.

Pronounced "sink."

Voice over: Method of narration

where the speaker is not seen.

Wild: Wild sound is recorded with-

out simultaneous photography: wild

picture has no related sound.

XCU: Extreme close up. One step

beyond big close up.

Zoom: Rapid camera motion to-

wards or away from the subject. The
effect is also accomplished without

camera motion by means of zoomar

lenses. ^

ANIMATE
ME *

(for big prizes !)

.

GENE DEITCH

ASSOCIATES, INC.

CIRCLE 7-1970

43 west 61 street New York

Actually we'd be happy to
animate you-or anything.
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Recognized now in every major world television

market.. . the television productions of the CBC.

Unique, exciting, major drama series, specials,

all with an enviable record of exposure in the

U.S., the United Kingdom as well as Australia.

from Canada ...

CBC
for the world . . . quality television programs!

Here is quality television programming at a

reasonable cost that is the talk of the industry!

For all the facts and figures call CBC.

CANADIAN BROADCASTING CORPORATION
Television Sales — Toronto, Canada
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Here

is helpful background for the

tv/radio buyer. Key sectors

in marketing covered include

population trends, spending

by consumers, some retailing

basics. The important field

of vending is also touched on
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..yes, mother.

yes,

Fm going

mother. . .

.

to doit...

The American people are like

small boys : Unless you keep

telling them and telling them

do nothing—for you.

With SPOT, you can tell the

over and over again.

With SPOT, you can tell thei

and over again ... in the mar;

of your choice . . at the precis'

that impact is needed . . . witlj

the frequency your sales dem)

The KATi
Agency, In
STATION REPRESENTAT1

666 Fifth Avenue, New York 19

CHICAGO • DETROIT • ST. LOUIS -A 1

DALLAS • SAN FRANCISCO • LOS A*
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'
MARKETING BASICS

INDEX

"100 MILLION MORE CONSUMERS IN 20 YEARS"

What the coming population explosion means to tv and radio page 182

POPULATION BASICS

Total U.S. population; projected population, family size trends page 186

Population by age groups, age group trends projected page 187

Regional population trends, aggregate income by age groups page 188

Negro population statistics for a group of top markets page 192

CONSUMER SPENDING BASICS

How U.S. consumer spends his money, by products page 194

Annual spending for selected categories by family income page 196

What consumers spend on appliances Page 197

RETAILING BASICS

Some major trends in the food store field page 198

What consumers spend in food stores, dollar totals by category page 200

Some major trends in the drug store field Page 201

What consumers spend in drug stores, dollar totals by category page 202

Growth in vending volume; vending volume by product category.... page 203
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1l MARKETING

100 MILLION MORE CONSUMERS IN 20 YEARS
Coming population explosion will create vast new markets for today's advertiser.

Here's what this means to broadcast media, a proven mover of goods in the mass

I he coming market for consumer goods is staggering

to the imagination.

A young man fresh out of college and standing on the

brink of an advertising career can look forward—barring

a war—to one of the greatest economic surges this coun-

try has ever experienced. And it will happen even before

he reaches middle age.

Within about two decades he may see another 80 to

100 million more consumers peopling the ad landscape.

In anticipating their urges and their dreams, he cannot

think in terms of 1959. He must shift his mental gears

to think in terms of a mass middle class society—more

families with more income than ever before.

If he is ambitious he must start looking ahead even

now. For this growth will be gradual (if 100 million

additional consumers in 20 years can be called gradual).

Some of the symptoms of this affluent society may be close

to the surface even now—waiting for him to pounce on.

If his career target is air media, this great burst of

population has some special meanings. During the past

three decades, first radio, then tv, earned enviable repu-

tations as powerful mass movers of goods. Their effec-

tiveness will likely be relied on as never before in the

coming 60's and 70's as the mass market gets bigger

and bigger.

What will happen to air media themselves in the next

20 years? Radio stations are already multiplying like

rabbits—come boom or recession. The rate at which

new am outlets have been popping up have a lot of

people worried. Many observers have predicted a level

of super station saturation at which, presumably, a great

shakeout will take place leaving a trim residue of strong,

firmly-established stations.

Maybe. But current signs point in the other direction.

The great swaths of interurbia now forming may provide

a base for additional swarms of am stations—though it is

also possible the concentrations in metropolitan areas

may redound to the benefit of existing outlets. At any

rate, it is a situation that will bear watching.

As for tv, the problems of channel allocation may
have to be looked at differently. For example, areas that

cannot support more tv may soon be able to. With the

decline of farm and rural populations and the increasing

density of suburban populations, efforts to provide sheer

coverage may become meaningless. Even uhf may get a

new lease on life. Tv stations may yet multiply some-

what like their opposite numbers on the am band.

If the problem of too many radio and tv stations be-

comes critical, some broadcasters may have to give up

the battle whereby everybody goes after the same mass

audience. Already, fm is pointing the way.

While consumer tastes are becoming more homogeneous
under the impact of mass communications, they may,
oddly, become more fickle, too. The rise in discretionary

incomes will provide the U.S. family with wider choices.

Perhaps, out of this may come numerous, selective mar-

kets of semi-luxury goods which can help support sizeable

numbers of stations. This is providing, of course, that

programing formats are found to attract specific types

of audiences.

There are other "ifs" in this picture. Aside from the

imponderables of war and economics, maybe, for exam-

ple, people will decide to have smaller families. Maybe
there will be (only) 50 million more people in 20 years.

(There certainly won't be less.)

If what's happening during the past few years is any

indication, the odds are good that bumper baby crops are

on the way. On one of the pages in Marketing Basics is

a comparison of population projections made by the

Census Bureau in 1955 and 1958. The latter projection

was made a scant three years after the first as it became

clear that the first was already being outdated.

For example, out of four projected population esti-

mates made in 1955, the one looking toward the biggest

increase predicted 179.4 million people in the U.S. as

of 1 July 1960. It is almost certain that the actual figure

will be nearly a million more.

The maximum population estimated in the 1958 pro-

jections comes to 272 million by 1980 or about 95 mil-

lion more people than at present. This assumes a birth

rate 10% above the 1955-57 level. If the 1955-57 birth

rate continues through 1980, the increase will be 80 mil-

lion. While there is no solid reason to assume a rise in

the birth rate, remember that the 1955 projections have

already turned out to be conservative. Even assuming a

steady birth rate, 80 million additional people is no mean
increase. It's equivalent to 50% of the U.S. population

during the mid-50's.

In addition to the fact that each year presents a higher

base of families upon which to turn out more and more

babies, there's the fact that bigger families are coming

into fashion. A smaller percent of families are having

no children or only one child and a larger percentage are

having two, three or four or more. The percent of fami-

lies with three children under 18 at home came to 7.3

in 1948; in 1958 it was 10.4%. The percent of families

with four or more children was 6.6; in 1958 it was 9.1%.

All this will naturally affect the age composition of

the population. So far as the next decade or so is con-

cerned, the effect will not be merely a matter of more

young people. It's a little more complicated than that.

(Please turn to page 184)
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You can

profit from

Canada's

"GROWING BOY"
appetite

Although mature in many ways, Canada

still has a "growing boy" appetite for goods

and services. Total retail sales moved from

$12,128,034,000 in 1953 to $15,252,003,000

in 1958.

Gross national product—the total value

of all goods and services—increased 28.6%

in the same five-year period. And with em-

ployment, wages and sales all moving up-

ward in 1959, GNP will reach a new peak

this year.

Annual imports from the U.S. of more

than $3.5 billion supplement Canada's

domestic production, and make her the

States' No. 1 customer. Obviously, right

NOW IS A GOOD TIME TO EXAMINE THE

Canadian market . . . and to reach it with

the spoken word.

Not only do 96% of all Canadian homes

have one or more radio sets, but there are

1,783,000 car radios. TV receivers are in

80% of all Canadian homes, and are found

in over 90% of the homes in nine of

Canada's top fifteen cities.

Using radio and TV, your product is sold

by salesmen in thousands of places at once,

even in the most remote areas.

Whatever you wish to sell, investigate the

advantages of using some of the 149 C.A.B.

member radio stations and 38 member TV
stations that reach all Canadians. Give your

sales message impact and the warmth of

the spoken word.

^ ,0N%^

C. A. B.

Canadian Association

of Broadcasters

108 Sparks St., Ottawa 4, Canada

200 St. Clair West, Toronto, Ontario
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WCTV Solves

Another Problem
for an account executive

Hal was burning.

The competition copied his

every move, rode his coattails

into every market.

Freeze 'em out in one-station

bonanza markets such as that

served by WCTV, suggested

Blair TV Associates.

Hal moved fast, got choice time,

and locked those #*%&*'s out!

He's less tense, putts better

now.

WCTV
Tallahassee

ThomasWile

for North Fla. and South Ga.

John H. Phipps

Broadcasting Stations

lOO MILLION
( continued from page 182)

Since 1940 there have been in-

creases in percent of young people

(below 10) and older people. This

will continue but not to the same ex-

tent. Also since 1940, there have been

declines in percent of adults (be-

tween 20 and 64 1 and in teen-agers.

During the next 15 years, the percent

of teen-agers will rise back to the

1940 level I 18.2% of the population)

and percent of adults will continue

to fall.

In other words, both young and

old will increase percentage-wise

while people of working age will de-

cline (in share of population but not

in numbers). So that each working

person will be supporting more peo-

ple, either directly or through taxes.

Part of this problem will undoubt-

edly be met by greater mechaniza-

tion together with higher wages. In

addition, there may be a further in-

crease in the percent of working wives,

a trend that has already revolution-

ized family patterns and marketing

strategies.

At any rate, there does not seem

to be any reason to worry about

Americans being able to pay for the

increasing flow of products from U.S.

factories.

Where will the new markets of the

1960's and 1970's pop up? Certain-

ly, the current major categories of

broadcast advertisers will continue to

enjoy consistent sales boosts—per-

haps, even boom sales.

Take food, for example; consumers

have already shown a taste for up-

grading their diets. They are not

following the patterns sociologists

predicted two decades ago in saying

that once a family gets above sub-

sistence level it does not spend much
more money for food.

Drugs have a great future with

laboratories continuing to turn out

new brands, both ethical and pro-

prietary. Cosmetics? There is no
reason to believe this category will

suffer under the impact of more peo-

ple and a greater share of teen-agers.

Autos? The two-car family may soon

be commonplace. There are about

57 million cars now registered and

one estimate puts the total in 1968

at more than 73 million.

All in all, there are great oppor-

tunities for marketing ahead. And
that goes for radio and tv, too. ^

I PAC
52.6%

SHARE OF AUDIENCE
IN A COMPETITIVE,

3-STATION MARKET*

For the fifth consecutive ARB
(^February 1959), KROD-TV has captured an

overwhelming share of audience

in El Paso — Texas' fifth market.

See your Branham man for full details

EL PASO, TEXAS

Dorrance D. Roderick, Pres.

Vol Lawrence. V.-Pres. and Gen. Mgr

REPRESENTED NATIONALLY
BY THE BRANHAM COMPANY
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IN INLAND CALIFORNIA (.nd We, tern N.v.d.)

"BEELINE
RADIO

deiu>e/ts fume

Long famed as the nation's leading agri-

cultural market, the Inland Valley of Cali-

fornia has recently grown as an industrial

center. Thousands of new families, earning

new millions of dollars have added to the

economic strength of this already -rich

market. For example, effective buying in-

come is more than Maine, Vermont and

New Hampshire*. And, all through this

area, hundreds of thousands of people are

buying the products they hear about on

Beeline radio. Shouldn't your message be

there?

As a group, the Beeline stations give

you more radio homes than any combina-

tion of competitors . .

.

at by far the lowest

cost per thousand.

(Nielsen & SR&D)

Sales Management's 1959

Survey of Buying Power

KOH o f

KFBK ° SACRAMENTO

w \
KBEE° MODESTO

Static firing test of a rocket engine at Aerojet-General plant in Sacramento

flAc ClatcJUAf &tu>adco4tAMq &ytop<xA**f
SACRAMENTO, CALIFORNIA PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE
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POPULATION BASICS
illlllllllllllllllllllllllllllllQlHiiilllM

Total U. S. population is now about 177 million

Total U. S.

population is

now about

177 million

Total

U.S. excluding armed

forces overseas Civilian

1 Mar. 1959 176,213,000 174,844,000* 173,633,000

1 Mar. 1958 173,153,000 172,301,000 170,633,000

1 Apr. 1950 151,132,000 150,697,361 149,634,000

SOURCE: Census Bureau estimates. '1 Jan. 195

rHiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

There may be nearly 100 million more U. S. consumers in 20 years
pilllllillllllllilllllllllllllllll! Illllll!llllllllllll!l!!lii!ll!l!lllll!!llllllili

Comparison between revised and earlier series of population projections:
1960 to 1980 (In millions)

Year
(July 1)

1958

Series 1

revised projections

Series II

of total population

Series III Series IV Series AA

1955 projections of total population

Series A Series B Series C

1960 181.2 180.1 179.8 179.4 179.4 177.8 177.8 176.5

1965 199.0 195.7 193.6 191.5 193.3 190.3 190.3 186.3

1970 219.5 213.8 208.2 202.5 209.4 204.6 203.0 196.4

1975 243.9 235.2 225.6 215.8 228.5 221.5 214.6 206.9

1980 272.6 260.0 245.4 230.8

SOURCE: Census Bureau. Series I assumes 1958-80 fertility 10% above 1955-57 level. Series II—1955-57 level continues to 1980. Series III—1955-57 level

declines to 1919-51 level by 1965-70, continues at that level to 1980. Series IV—1955-57 level declines to 1912-44 level by 1965-70, continues at that level to

1980.

illlllllllllllllllllilllllllllllllllllllilllllllllllllll^

Bigger families are coming into fashion
Lii||||!iiill!iiii!lii:i!ll||||!;l|||||||||||||illlll!lll!IIIIW

Families with own children under 18 at home

1958 1948 1948-58

No.
'millions %

No.
(millions) °0

10-yr.

increase

No children 19.2 43.8 18.0 48.3 7%

One child 8.1 18.6 8.1 21.7

Two children 7.9 18.0 6.0 16.1 32%

Three children 4.6 10.4 2.7 7.3 70%

Four or more children 4.0 9.1 2.5 6.6 60%

All families 43.7 100.0 37.3 100.0 17%

SOURCE: Census Bureau. 10-year increase refers to numbers of families in each group.

lyilllllllllllllllllllllllllllllllllli
I!!!lllllllll!lllll!llllllllllllll!llllllllllllllllllllllllllllllllllilllllllllllllll
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MARKETING Population basics

22% of the U. S. population is under 10 years of age

I illlllllllllllllllilil Il!lllllllll!lllllll!l!lll!!illll!lilillll!ll
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Composition of U. S. population by age groups and sex, 1950 and 1958

Census Bureau. Figures do not add to 1009c because of rounding.

Illllllllll!lillll!!llllllll!!!lllll!illlllll!lllllllill

ACE CROUP MALE FEMALE TOTAL

1958 1950 1958 1950 1958 1950

Percenl under 5 years M.K 11.0 10.9 10.5 11.4 10.7

Percent 5 to 9 years 11.2 9.0 10.2 8.6 10.7 9.8

Percent 10 to 14 years 9.3 7.6 8.7 7.2 9.1 7.4

Percent 15 to 19 years 7.0 7.1 7.0 7.0 7.0 7.1

Percent 20 to 24 years 5.3 7.5 6.2 7.7 5.7 7.6

Percent 25 to 29 years 6.2 8.0 6.4 8.3 6.3 8.1

Percent 30 to 34 years 6.8 7.5 7.1 7.8 7.0 7.6

Percent 35 to 39 years 6.9 7.4 7.1 7.6 7.0 7.5

Percent 40 to 44 years 6.5 6.8 6.6 6.8 6.6 6.8

Percent 45 to 49 years 6.3 6.1 6.2 6.0 6.2 6.0

Percent 50 to 54 years 5.5 5.5 5.4 5.5 5.5 5.5

Percent 55 to 59 years 4.7 4.9 4.8 4.8 4.7 4.8

Percent 60 to 64 years 4.0 4.1 4.2 4.0 4.1 4.1

Percent 65 to 69 years 3.2 3.2 3.4 3.3 3.3 3.3

Percent 70 to 74 years 2.3 2.2 2.6 2.4 2.5 2.3

Percent 75 to 79 years 1.5 1.3 1.8 1.5 1.7 1.4

Percent 80 to 84 years 0.7 0.7 0.9 0.8 0.9 0.8

Percent 85 year? and over 0.4 0.3 0.6 0.5 0.5 0.4

!!!lliilllllllllll!ll llli::illllll!IIIIIIIO!!!lllll!!l!!l!l!l!l!!!lflllll!l!lll!l!llllllllll!!lllliy^

Old and young

people both are

increasing

proportionately

Tlie elderly and the children in the

U.S. population will increase in share

during the next two decades, Census

Bureau projections made in 1955 show.

Later projections have increased popu-

lation totals hut the percentage figures

shown here are still generally applicable

IlilililllllllllllllllllllllllllllllllllllllllllM

Domestic population trends by age groups

TOTAL PAST
DOMESTIC

POPULATION
(MILLIONS) 131-7

4yrs. 6.8^5

20-64 58.9%

10-19 18.2%

0-9 16.1%

luly 1st 1940

Ill!!ll!l!lllll!llllllll!lllllll!llllllllllllllllll!llllllll!!llllltl!ll1lll!ll!l!|li!lllllll

PRESENT

173.3

8.7%

53.9%

15.6%

21.8%

1958

FUTURE

228.5

9.0%

50.6%

18.2%

22.2<7r(

1975
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West will show biggest population jump in next decade

llllllllllllllllllllllllllllilllllllllll!

Estimated population growth 1955 through 1970

= Source: Census Bureau, 1953 projection

illllllillllllllllllllllillllllllilllllllllllllllllllllllllllllllllllllllllllllllli

Age

A. Estimated aggregate income by age of persons 14 years and over

14-19 20-24 25-34 35-44 45-54 55-64 65 & over I Total

Percent 2% 6% 23% 25% 23% 14% 7% 100%

B. Total money income for families and unrelated individuals by age
Age of family head Age of unrelated indiv duals

Total money income 14-24 25-34 35-44 45-54 55-64 65 & over 14-24 25-34 35-44 45-54 55-64 55 & over

Under f500 2.9 2.0 2.3 3.3 3.9 4.7 26.5 8.4 13.2 12.5 16.7 20.3

$500 to $999 2.3 1.4 2.2 2.8 3.9 10.3 15.8 10.6 9.6 12.5 16.2 35.5

$1000 to $1499 4.7 2.2 2.0 2.8 4.1 12.7 11.1 8.4 8.6 10.2 12.7 17.2

$1500 to $1999 6.2 2.4 2.4 3.5 5.0 12.1 8.4 6.3 6.8 9.0 8.8 9.6

$2000 to $2499 8.1 3.8 3.3 4.4 5.9 10.4 9.8 9.1 9.4 9.3 7.6 4.9

$2500 to $2999 7.3 3.8 2.9 3.9 5.0 7.5 9.2 5.7 8.0 4.6 6.8 3.1

$3000 to $3499 10.7 6.1 5.1 4.8 5.6 5.9 5.9 8.9 6.3 8.4 7.0 2.0

$3500 to $3999 10.0 6.9 6.0 5.3 5.5 5.3 7.0 9.0 6.7 6.2 5.0 2.0

$4000 to $4499 10.8 9.6 7.1 5.6 7.5 4.7 3.0 8.3 8.4 7.4 5.2 1.2

$4500 to $4999 8.1 8.5 7.7 5.4 6.6 4.1 1.2 6.7 5.3 4.8 2.8 1.1

$5000 to $5999 14.2 19.4 16.2 14.3 11.7 6.7 1.7 7.6 10.0 7.0 4.7 1.0

$6000 to $6999 8.1 12.3 12.2 10.6 9.6 4.6 0.3 4.3 3.3 3.6 2.7 0.5

$7000 to $9999 6.1 16.7 20.7 20.3 15.2 6.3 5.2 3.1 2.6 2.2 0.8

$10,000 to $14,999 0.7 4.3 7.7 9.6 8.1 3.6 1.0 0.7 1.7 1.3 0.6

$15,000 to $24,999 0.5 1.5 2.6 1.8 0.7 0.4 0.5 0.2 0.2 0.1

$25,000 and over 0.7 0.9 0.6 0.3 0.2 0.1

Percent 100 100 100 100 100 100 100 100 100 100 100 100

i|llllllllll!l!lllllllillllll!!llllllll!llllll!lllllllllllllllllllllllll Illlllllll IIIIIIIIIIIIIIIII11IIIIIIIIIIIII i!!l!!:!:!ll!llillllll!ll!ll!lllllll!llllllllll!!llll!l!l!!!!l!!!!ll!:!![|l Illllllilllllllllllllllllllllllllllllllllllllllllllllllllli

Here's where the consumer's money is—by age groups

= Source: This Census Bureau material, the latest available, was collected by WBT, Charlotte, N. C.

illlllllllll!illll!lll!ll!lllllllllil!i:i[!llllli
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SELL "The FamilyBoard ofdirectors"

With Tour LocalMeredith Station

Yes T. . this situation, one of many, offers advertisers immediate considera-

tion by the family board of directors. Acceptance of the well-established

Meredith Station by discriminating advertisers results from creative selling

and merchandising, sound rate structures, and programming designed for

total audience appeal. The Meredith Station manager or the rep welcome

your requests for the latest market data . . . and will give you the facts on

audience loyalty, coverage area and low cost circulation.

i MLRLDIM ST1T10JS ART "OIL OF THE FAMILY
9'

KANSAS CITY
SYRACUSE
PHOENIX
OMAHA
TULSA

KCMO
WHEN
KPHO
WOW
KRMG

KCMO-TV
WHEN-TV
KPHO-TV
WOW-TV

The Katz Agency

The Katz Agency

The Katz Agency

John Blair & Co.

—

Blair TV
John Blair & Co.

Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines
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52% of all reported sponsored

hours in network radio

«w^NBC RADIQ
NETWORK
. . .the leadership radio network which,

in the last 18 months, has attracted

137 different national advertisers!
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Here are some up-to-date Negro population figures

% OF U. S. NEGRO

Negro population in 30 major markets

1958 Population Percent Population C-owth, 1950-58

Metropolitan
Markets

Total
(000)

Negro
(000) % Negro White Negro

N. Y.-NE. New
Jersey 14,330 1,400 9.8% + io% + 38%

Chicago 6,266 827 13.2 10 41

Philadelphia 4,349 570 13.1 18 19

Los Angeles-
Long Beach 6,109 390 6.4 36 78

Detroit 3,843 477 12.4 26 33

Washington, D.C. 1,915 500 26.3 26 48

Baltimore 1,577 p34 21.3 16 26

St. Louis 1,965 235 12.0 18 9

San Francisco-
Oakland 2,702 240 8.9 15 63

Houston 1,180 218 18.5 46 46

New Orleans 845 243 28.8 24 22 '

.$

Birmingham 629 233 37.0 13 12
J?

Atlanta 866 200 23.1 32 21

Memphis 550 200
%

'\ 36.4 16 11

Norfolk-
Portsmouth 589 145 24.6 37 19

Cleveland 1,720 219 12.8 14 44

Dallas-Ft. Worth 1,419 177 12.5 46 44

Pittsburgh 2,408 161 6.7 8 18

Cincinnati 1,057 125 11.8 15 32

Jacksonville 418 112 26.8 38 37

Kansas City 1,009 105 10.4 24 21

Miami 800 104 13.0 62 60

Mobile 276 101 36.6 13 33

Richmond 381 107 28.1 14 23

Charleston, S. C. 198 78 39 24 15

Jackson, Miss. 168 72 43 16 13

Nashville, Tenn. 370 71 19 23 11

Savannah 187 69 37 27 19

Montgomery 163 65 40 26 7

San Antonio 620 40 19 20 21

TOTALS IN ABOVE
MARKETS 58,909 7,818 13.3

% OF U. S. 34.2

43.4

Total population figures for the markets above are based on "Sales Management" data for 1958. The Negro population

figures are estimates from federal (Census Bureau) and local governments.

illlll!lllllll!lllll!l!!lllll!lllllll!llllllllll!lllll!!llil!!llllllllllllll!lllll!!lli
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"What makes the difference between man and man is real

performance, and not genius or conception."

Thomas Gainsborough (1727-1788). English painter remembered

through the years for his "The Blue Boy."

At WWJ, it's performance

that gives lasting

value to your radio

schedule— performance

born of hard work and

follow-through from traffic

board to transmitter.

Ask your PGW Colonel

for the complete WWJ

performance story: facilities,

coverage, merchandising,

and personality roster.

It makes good listening

—and good buying

for lasting impressions.

% A#% A# I AM and FMW W«J RADIO
Detroit's Basic Radio Station

NBC Affiliate

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. • OWNED AND OPERATED BY THE DETROIT NEWS
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CONSUMER SPENDING BASICS

How the U. S. consumer spends his money

Average annual expenditures per household

Dollars Percent Dollars Percent

Food, Beverages &
Tobacco—Total $1,203 100%

Medical & Personal
Care—Total

Drugs, remedies

Medical equipment, supplies

$222

50

5

100%

Baby foods 5 * 23

Beverages (soft, carbonated) 22

21

2

2

2

Butter, margarine
Cosmetics, beauty aids

Dental supplies

11

4

5

8 1
2

Hair preparations

Shaving supplies, equipment

6

6

Cheese, cheese products 17 1
3

2
Coffee

Confections, nuts

32

18

3

2

Tissues (toilet, facial)

Other medical & personal care

8

132

3

60
Desserts, ice cream 19 2

Home Operation &
Improvement—Total

Basic materials

$763

59

Fruits, vegetables, juices (total)

Canned, jarred

142

39

82

14

7

24

12

3

7

1

1

2

100%

8

Fresh Communications 39 5

Frozen

Other, unspecified**

Home decoration materials

Home heating, utilities

18

153

2

20

Ingredients (baking, cooking, salad) Housing

Other home operation & improvement

442

52

58

Meat, fowl, seafood 271

5

22

*

7

Meat sauces Clothing &
Accessories—Total

All clothing & footwear (total)

Men's & boys' clothing

Men's & boys' footwear

Women's & girls clothing

$494

430

123

25

210

Prepared mixes 4 * 100%

Soups 7 1
87

Other food, food beverages 440 36
25

Beer, ale 22 2
5

Wine, liquor 25 2
43

Women's & girls' footwear

Infants' clothing & footwear

Clothing (unspecified*)

Footwear (unspecified*)

Accessories & clothing care (total)

Jewelry, watches

Other accessories & clothing care

32

16

12

12

64

19

45

Tobacco, tobacco products 121 10
7

•Less than 0.5%. "Unspecified whether frozet i, canned, jarred, fresh, etc. 3

Home Furnishings &
Equipment—Total

Appliances (major)

$346

84

100%

24

2

2

13

Appliances (smaller)

Bedding, linens

13

22

7

4

6

2

4

9

Dining equipment
•Unspecified whether for male or female and/or infants, children or adults.

29 8Floor coverings (removable) Recreation &
Recreation Equipment—Total

Games, toys

Pet foods

$215

19

7

Furniture

Household waxes, polishes, cleaners

62

5

18

2

100%

9

Laundry soaps & detergents 17 5 3

Tools, hardware 23 7 Photographic equipment

Radios, TV sets, phonographs

Spectator fees

Sport goods, equipment

Other recreation & equipment

11

42

28

16

92

5

Other home furnishings & equipment 84 24 20

Automotive—Total

Automobiles

$591

299

100%

51

13

7

Batteries, oil filters, spark plugs 8 1
43

Gasoline, oil 154 26 Other Goods & Services—Total

Writing equipment

Other goods & services

$276

18

258

100%

Passenger car tires, tubes 21 4 7

Other automotive 109 18 93

= SOURCE: "Life" Study of Consumer Expenditures. Copyright 1957, Time, Inc. Average expenditures per household.

piiiiiiiiiiiiiiiiiiiiiiiiiiiiii
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Nobody could ever make a dollargo farther
(until ABC Radio came along)

Perhaps your pitch is falling short . . . not

enough impressions getting across. Sounds like

a good time to reappraise your media lineup . .

.

find out where you can best add more muscle

and momentum-without adding more dollars

to your budget. And that sounds like the ABC
Radio Network.

Look what ABC delivers:

1. Millions of additional advertising impressions

at one of the lowest costs per thousand avail-

able in any media today.

2. Exciting, smart-selling personalities who go

all out to help with your merchandising efforts.

3. Thorough coverage of nationwide distributor

areas, with more opportunities for dealer-

distributor tie-ins on local affiliates.

4. Astounding, continuing growth. More than

2,600,000 homes added to ABC's (and your)

potential audience since last year—the equiva-

lent of 5 major markets.

Best of all, when you realign your schedule to

include ABC (and the many advantages it of-

fers), you can keep your budget at its present

level ... or even reduce it a bit.

And, especially these days, that's an awful lot

of distance for a dollar.

ABC RADIO NETWORK
JULY 1959 195
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Average annual expenditures by household income

Other med. & personal care 77 79

Source: "Life" Study of Consumer Expenditures, Copyright 1957, Time, Inc.

124 139 158 172

1
Annual earnings

Under
$2,000

$2,000-

$2,999

' $3,000-

$3,999

$4,000-

$4,999

$5,000-

$6,999

$7,000-

$9,999

$10,000

or more

§§ Percent of U.S. households n.i%---- >14.4%. 15.3% 18.8%. 19.7% 9.5% 4.7%

g Avg. persons per household 2.7 3.2 i '3.4 3.4 3.6 3.7 3.8

1 Food, Tobacco^Total $689 $976 $1,167 $1,271 $1,417 $1,622 $1,913

n Baby foods 2 3 6 6 6
.

5 4

g Beverages (soft, carbonated) 13 20 - ,^>24« 25 26 25 29

1 ' Butter, margarine 14 18 21 22 I 23 27 25

g Cereals 7 8 -.t v9 -^ 10 9 10 8

= Cheese, cheese products 10 14 17 17 19 21 24

I Coffee 24 32 32 32 35 38 37

m Confections, nuts 9 13 16 20 25 27 25

g Desserts, ice cream 11 14 19 18 24 26 29

g Fruits, veg., juices (total) 90 119 138 152 167 171 210

g Canned, jarred 25 34 38 45 47 42 49

g Fresh 53 68 82 85 95 101 124

1 Frozen 6 11 12 15 18 21 31

~ Other (unspecified

>

6 6 6 7 7 7 6

| Ingred. (bak'g.cook'g, salad) ^ 28 27 26 23 22 20 23

5 Meat, fowl, seafood ^ J 59 223 274 287 314 363 390

B Meat sauces *? 2 3 4 5 5 5 6

1 Prepared mixes 3 4 5 6 5 6 5

g Soups 4 6 8 8 10 9 10

i Other food, food beverages 230 324 412 465 524 628 818

g
Beer, ale 10 14 20 27 29 32 29

1 Wine, liquor 7 30 19 16 29 36 89

1 Tobacco, tobacco products 66 104 117 132 145 173 152

1 Automotive

—

Total $206 $375 $554 $621 $797 $925 $1,156
g Automobiles 72 171 29o 309 417 479 642

m Batt'rs, oil filters, spk. plugs 4 7 8 9 10 11 14

g Gasoline, oil 79 124 147 168 190 205 236

g Passenger car tires, tubes 10 16 22 24 25 30 38

g Other automotive 41 57 81 111 155 200 226

1 Furnish'gs, Equip.—Total $132 $229 $286 • $354 $458 $523 $809
g Appliances (major) 36 61 • 77 89 106 114 181

g Appliances (smaller) 4 9 12 15 ' 16 16 23

g Bedding, linens 10 17 21
;

22 26 37 34

g Dining equipment

Floor coverings (removable)

2

7

4 8 6 • 8 11 20

12 15 25 37 41 156

g Furniture 15 40 47 62 85 119 150

1 Hs'hold waxes, pol., cleaners 2 4 6 6 6 8 8

g Laundry soaps & detergents 10 12 15 17 26 17 21

| Tools, hardware 12 18 13 21 39 34 32

1 Other, furnish'gs & equip. 31 52 72 91 109 126 184

1 Med. & Pers. Care

—

Total $139 $153 $209 $225 $262 $286 $444
=

Drugs, remedies 40 45 46 48 57 62 78

I Medical equip., supplies 5 3 4 4 5 5 7

g Cosmetics, beauty aids 6 10 11 10 15 13 21

g Dental supplies 2 3 4 4 5 6 6

g Hair preparations 3 4 7 6 6 8 10

= Shaving supplies, equipment 2 3 5 6 7 10 11

1 Tissues (toilet, facial) 4 6 8 8 9 10 10

301
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Consumers may spend $8 billion on appliances this year

IIIIIHIBillllllllllll
'
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A. Consumer spending on electrical appliances

Year

Billions of $

1950 1951 1952 1953 1954 1955 1956 1957 1958 1959

S7.4 $6.1 $6.2 $7.2 $7.1 $8.3 $8.4 $8.0

Source: Dollar figures and 1959 estimate by "Electrical Merchandising."

B. Appliance sales ami saturation

$7.4 $8.0

PRODUCT % wired

homes with

appliances

1957 1958

NUMBER
SOLD

RETAIL
VALUE

NUMBER
SOLD

RETAIL
VALUE

AIR CONDITIONERS, Room 11.7 1,586,000 $491,660,000 1,550,000 $472,750,000

BED COVERINGS, Electric 17.9 2,200,000 57,200,000 2,410,000 60,129,000

CLEANERS, VACUUM, Floor Type
CLOCKS
COFFEE MAKERS, Automatic

70.9
76.4
47.7

3,190,000

8,400,000

4,365,000

269,140,000
54,600,000
85,100,000

3,200,000

8,100,000

4,200,000

283,520,000
53,000,000
79,590,000

DEHUMIDIFIERS
DISHWASHERS, Motor-Driven
DRYERS, Clothes, Total

Electric

Gas

2.2
5.8

15.6

225,000

390,000

1,294,000

894,000

400,000

26,100,000
104,250,000
295,998,000
193,998,000
102,000,000

210,000

400,000

1,21 1,000

826,000

385,000

22,050,000
110,000,000
273,840,000
177,590,000
96,250,000

FOOD WASTE DISPOSERS
FREEZERS, Home
FRYPAN—SKILLETS

8.5
21.0
36.3

550,000

925,000

5,200,000

49,473,000
346,875,000
98,500,000

620,000

1,100,000

3,750,000

55,769,000
385,000,000
71,062,000

HEATERS
Fan-Forced & Fan-Htr. Portable
Non-Fan Forced Portable

HEATING PADS

27.7

37.8

925,000

295,000

2,055,000

20,305,000
6,932,000

12,535,000

985,000

270,000

1,920,000

21,621,000
6,399,000

11,994,000

IRONERS
AUTOMATIC IRONS
STEAM IRONS

8.8
89.1
52.6

44,000

1,650,000

5,425,000

9,592,000
16,417,000
91,950,000

35,000

1,100,000

3,975,000

7,525,000
10,945,000
71,351,000

MIXERS, Food
Standard

Portable

50.0

1,200,000

2,400,000

52,800,000
44,400,000

770,000

1,995,000

30,415,000
36,907,000

PHONOGRAPHS—RECORD PLAYERS
Sinqle Players

Combination Units

Record Player Attachements

56.7

3,717,000

1,048,000

213,000

334,620,000
282,960,000

8,520,000

3,300,000

750,000

100,000

330,000,000
236,250,000

4,000,000

STANDARD RANGES
BUILT-IN RANGES
REFRIGERATORS

29.8
4.0

97.7

940,000

425,000

3,350,000

239,700,000
121,975.000

1,072,000,000

800,000

535,000

3,050,000

204,000,000
150,870,000
976,000,000

SHAVERS 62.8 6,650,000 132,667,000 6,400,000 124,800,000

TOASTERS, Automatic & Non-Auto. 79.9 4,000,000 71,874,000 3,400,000 61,290,000

WAFFLE IRONS—SAND. GRILLS
WASHING MACHINES

Automatic & Semi-Automatic
Wringer & Spinner

WATER HEATERS, Storage

34.4
90.9

18.2

895,000

2,814,000

977,000

800,000

17,855,000

787,920,000
151,435,000
84,000,000

775,000

2,744,000

948,000

820,000

15,460,000

768,320,000
146,940,000
86,100,000

SOURCE : "Electrical Merchandising " Saturatli
gas-heated types. J\>tal Includes exports.

JULY 1959

11 figure i- at "t I Ian 1959 All appliances listed are electrical except thai clothes dryers' total Includes

mini
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Here are the major food store trends
plllllllllllllllllllllllllllllllllllllllllllllIIIH

$43.94

ANNUAL FOOD
STORE DOLLAR
SALES TRENDS

Billions of dollars

Total U. S.

< i it :u\

$24.84Total

All Stores
$28.03

$23.29

Independent
$17.91

Stores

$19.10
$17.51

Chain Stores $10.12

MARKET SHARES
OF CHAINS AND
LARGE INDIE
SUPERMARKETS

12 months through

April 1958

+ 7.7%

+ 6.7%

+9.1%

1 957 vs.

1956

1950 1956 1957

Total New New Mid. East Chgo. West S.E. s.w. Pac.

U.S. Eng. York A+l. Cent. Cent.

Number of Stores 32,646 2,180 2,591 3,855 5,412 1,194 5,045 4,496 3,137 4,736

°/ Total Store Count 9% 10% 11% 9% 9% 11% 10% 5% 7% 16%

71% m

ESTIMATED FOOD STORE COUNTS BY TYPE AND SIZE
Total U. S. as of April 1958

Total Number 370,298

Independents 349,820

94%

Chains 20,478 6%

Independents by Size

66,492

44,966

12,168

Over $300M $100M to $300M $50M to $100M Under $50M

226,194

Nielsen Food Index data charts growing sales, high market shares for chains and indie

S supers. Middle chart covers stores of $300,000 volume plus. "Four or more stores

llllillllllllllllllllllllllM IIIII1IIIII1IIIIIIIIIIH IIHIIIH
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In the big eight years, 1950-195S, Food Sales in this big 26-county market

jumped an amazing 146%! Now, more than' a third of Florida's total Food Sales

are made in the area delivered by WFLA-TY

—

the Land of Profitunity!

Use the blanket coverage of WFLA-TV to cash in on the sales opportunity

—

and profit opportunity— in America's 26th Retail Sales Market plus 26 counties packed
with year 'round buying power from rocketing industrial and agricultural expansion.

Write us, or consult your BLAIR -TV man for top rated availabilities on
WFLA-TV— sales powerhouse in the Land of Profitunity.

Figures from Sales Management 1959 Survey of Buying Power.

wfta-
TAMPA- ST PETERSBURG

NATIONAL REPRESENTATIVES, BLAIR-TV
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What consumers spend in grocery stores

I Ill Illlllllllllllllllllll Illlllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll 1111:111 1 II IlllllilllllllllllllllllllllllllUIIIIIllllilllllllllllililll II Ill I II
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Share of grocery store sales of items sold in grocery stores

|

I

DEPARTMENTS

Food Products

Fresh & Cured Meat, Fish

& Poultry _

Frozen Foods _ -

Dairy Products -

Produce
Baked Goods
Cereals, Flour, Macaroni —
Baking Supplies

Fats & Shortening

Canned Foods
Dried Foods
Prepared Beverages

Soft Drinks
Alcoholic Beverages

Condiments, Dressings,

Spreads, Relishes

Sweeteners, Flavors

Jams, Jellies, Preserves

Desserts

Confectionery —
Other Foods —

Total Foods Consumed __

Other Grocery Products

Household Supplies -

Pet Foods
Tobacco Products

Sub-Total for Other
Grocery Products

Total Foods & Grocery
Products

Non-Foods

Health & Beauty Aids
Greeting Cards -

Magazines & Newspapers -

Toys -

Phonograph Records

Sub-Total for Non-foods
Individually Listed Above

Housewares
Other Non-Foods

Total Non-Foods and
Other Grocery Products

GRAND TOTAL

1957 1956
Value of Total Amount Value of Total Amount

Domestic Spent in % Croc. Domestic Spent in % Croc.
Consumption Grocery Stores to Total Consumption Grocery Stores to Total

(000) (000) Consump. (000) <000) Consump.

$18,796,320 $10,909,270 58 $16,954,190 $ 9,363,550 55
2,171,710 1.703,400 78 1.981,490 1,546,850 78
12,314,070 3,876,810 31 12.297,050 3,837,040 31
7,741,940 4,864,200 63 7,609.810 4,535,840 60
6,282.510 3,268,000 52 5.974,290 3,130,500 52
1.540,420 1,251,450 81 1,494,340 1,214,730 81

48.240 42,160 87 49,780 43,770 88
1,183.560 747,110 63 1.081.820 676,480 63
4,438.850 3,467.690 78 4,277,620 3,332,520 78
967,750 496,390 51 1,007,760 517,830 51

3,048.270 2,015.000 66 2,958.760 1,940,320 66
1,862.790 477,380 26 1,794,260 452,920 25

10,425,610 841,370 8 10,580,750 809,230 8

1,183,210 828.330 70 1,117,070 780,870 70
810,510 604,250 75 766,140 608,810 79
230,780 196,160 85 225,580 190,850 85
118,440 100,470 85 122,240 103,700 85

2,228.960 481,110 22 2.128,880 453,580 21

919,300 487,280 53 634,370 326,360 51

$76,313,240 $36,657,830 48 $73,056,200 $33,865,750 46

$ 2,992.980 $ 2,106,690 70 $ 2,789,240 $ 1,948,220 70
447,180 325,860 73 415,360 305,070 73

5.727.740 1,683,310 29 5,469,520 1,592,940 29

$ 9,167,900 $ 4,115,860 45 $ 8,674,120 $ 3,846,230 44

$85,481,140 $40,773,690 48 $81,730,320 $37,711,980 46

$ 4,465,060 $ 846,500 19 $ 4,142,300 $ 735,080 18

341,460 9,230 3 316,170 8,700 3

1,780,830 55,300 3 1,746.630 53,640 3
1,487,770 20,070 1 1,293,670 18,670 1

400,000 45,500 11 313,000 19,530 6

$ 8,475,120 $ 976,600 12 $ 7,811770 $ 835,620 11

nd $ 231.550 nd nd $ 211,460 nd
nd 1,058,160 nd nd 581,940 nd

nd $ 6,382,170 nd nd $ 5,475,250 nd

$43,040,000 $39,341,000

These widely-used figures are prepared by "Food Topics"

and "Food Field Reporter" under the supervision of Dr. Paul

C. Olsen, market research director. Domestic consumption

figures are in terms of retail store valuation no matter how
distributed. Grocery store totals exclude specialty food stores.

Frozen meat, fish, poultry are included under Frozen Foods.

Olive oil included with salad dressings. Alcoholic beverage

figures cover spending in all retail outlets, including restau-

rants. Total magazine figures cover newsstand sales of week-

ly and monthly periodicals, comics, etc. Newspaper figures

cover newsstand, delivery, subscription sales. Toys exclude

sporting goods, bicycles, tricycles, "nd" means no data.
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marketing j Retailing basics

The major drug store trends as charted by Nielsen

viiiiiiiPiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiii^ iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

DIVISION OF

INDEPENDENT DRUG

AND PROPRIETARY

STORE SALES

BY STORE SIZE

Total U. S.—dollar basis

Share of

Large Stores

(over $150M)

Medium Stores

($75M-$150M)

Small Stores

(Under $75M)

33.4% 39.0%

35.9%

39.0%

36.7%
36,2%

24.8%29.9%
25.1 %

1954 1957 6Mos. 1958

llllllll!i!illll!!l!ll!ll!liilllillllll!llllllllllllllllllllll!lllllllll^

$5,740

ANNUAL DRUG AND

PROPRIETARY STORE

DOLLAR SALES TRENDS

Millions of dollars

Total U. S.

Total

All Stores

Independent

Stores

'Chain Stores

$4,040

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIH

$6,282 +9.4% \

1957 vs.

+ 8 -2%
f* 1956

$1,204 +15.0% /

*4 or more stores.

liiiiiiiiiiiiiiiiiiiiNiiiiiiniiiiiiiiiiiiiiiiiiiii

SALES GROWTH OF 10 HEALTH AND BEAUTY COMMODITIES
Drug and Food Stores by Area in Millions of Dollars

Total Sales

I Millions)

Drug Store

$664.8
$723.2

8<tS «
$39.5 tino $129.3 «117« $126.2

$341.6

^

$18.7

v

$74.9

w

$58.8
$325.3 $17.6 $70.5

$59.3

f§

Share

Food Store

49%
47%

49% 47%
59%

58% 50% 47%

$339.5
$381.6

$18.2
$20.8 $54.4 $58.5 $67.4

$48.4

I

Share 51% 53% 51% 53% 41% 42% 50% 53%
Total U.S. New Eng. Mid. Atl. East Cen.

1956 1957 1956 1957 1956 1957 1956 1957

Total Sales

( Millions)

Drug Store

Share

Food Store

$127.5
$138.9

(RQ O
$98.9 «73 5

$81.0 $109.7

$71.6

52%

•VKlS.i.

$39.4

40%

v "

$28.0

35%$68.6

54%

$37.3

42%

$25.1

34%

3>OO.y

$50.3

46%
$42.6

48%
$53.0

$59.5

$48.4

$67.3
$51.9 $59.4

$58.9 $46.3

Share 46% 48% 58% 60% 66% 65% 52% r> r

,

West Cen. Southeast Southwest Pacific

1956 1957 1956 1957 1956 1957 1956 1957

llllll lllllllllllllllllllllllllllllllll lllllllllllllllllllllllllllllllllll Illllllllllllllllll! lillllllllllll Illlllllllllllllllllllll
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marketing J Retailing basics

What consumers spend in drug stores

Share of drug stores' sales of items sold in drug stores

DEPARTMENTS

Civilian
spending

in all

outlets

1957
Spending
in drug
stores

only

% Drug
store to

total

spending

Civilian
spending

in all

outlets

1956
Spending
in drug
stores

only

% Drug
store to

total

spending

Drugs; other health aids:

Prescriptions .

Packaged medication ...

Prescription accessories

First aid

Foot products
Baby needs ... .

Feminine needs
Veterinary

11,728,000

1,487,730

203,390

144,290

50,280

457,500

225,930

223,590

56,370

$1,693,240

1,015,760

89,740

89,580

29,420

110,210

89,920

75,320

46,520

98
68
44
62
59
24
40
34
83

$1,491,000

1,348,620

194,300

140,850

46,000

428,700

217,730

211,140

51,130

$1,461,200

925,150

85,580

88,710

27,090

105,580

87,130

72.120

42,540

98
69
44
63
59
25
40
34

Dieting aids ..... 83
Sub-total

Duplication

$4,577,080

385,000

$3,239,710

375.000

$4,129,470

416,000
$2,895,100

405,000

Sub-total for drugs, other health aids

Toiletries:

Oral hygiene
Hair products

$4,192,080

344,180

613,710

410,940

110,240

420,590

943,720

$2,864,710

119,350

230,510

132,780

37,650

127,780

133,020

68

35
38
32
34
30
14

$3,713,470

296,450

578,860

391,740

102,740

406,930

852,750

$2,490,100

106,400

220,760

129,370

35,770

123,920

127,970

67

36
38

Shaving products 33
Hand products

Cosmetics
Other toiletries

35
30
15

Sub-total for toiletries $2,843,380 $ 781,090 27 $2,629,470 $ 744,190 28
Total for drugs, other health aids,

toiletries .. $7,035,460

170,080

296,400

963,210

1,771,420

723,040

2,235,760

$3,645,800

38,020

25,410

157,830

196,640

240,690

198,080

52

22
9
16
11
33
9

$6,342,940

162,370

280.260

921,870

1,737,080

651,560

2,006,310

$5,759,450

$1,743,300

$ 706,200

$2,128,880

5,560,790

$3,234,290

37,470

24,990

152,440

193,640

210,690

184,750

$ 803,980

$ 609,400

$ 91,810

$ 172,350

578,880

51

Other products:

Home sanitation 23
Household supplies _ 9
Stationery 17
Magazines & newspapers .. ..

Photographic .. .

11
32

Sundries 9

Sub-total for other products

Fountain & luncheonette

Packaged ice cream

$6,159,910

$1,795,000

$ 693,400

$2,228,960

5,830,620

$ 856,670

$ 605,000

$ 84,110

$ 177,350

606,950

14

34

12

8
10

14

35

13

Candy, tohacco:

Confectionery

Tobacco

8
10

Sub-total for confectionery, tobacco

Alcoholic beverages

$8,059,580

$10,425,610

$ 784,300

$ 87,960

10

1

$7,689,670

$10,580,750

$32,822,310

nd

$ 751,230

$ 89,940

$5,580,650

$ 269,350

10

1

Sub-total for drug store products and
services individually listed above

Unclassified _.

$34,168,960

nd

$6,063,840

$ 396,160

18

nd

17

nd

GRAND TOTAL $6,460,000 $5,850,000

This 11th annual study of drug store and drug product sales

is prepared by "Drug Topics" and "Drug Trade News" under

the supervision of Dr. Paul C. Olsen, market research director.

Packaged medication includes prescription items. "Duplica-

tion" is estimated amount for packaged medication and other

health aids supplied as prescriptions. Total magazine figures

cover newsstand sales of weekly and monthly periodicals, com-

ics, etc. Newspaper figures cover newsstand, delivery and sub-

scription sales. Alcoholic beverage figures (at the bottom of

chart) cover spending in all retail outlets, including restaurants.

Ii.,,11 i
,
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Vended dollar volume: 1946-1958

Vending machine

sales continue

their steady rise,

are now more than

triple the '46 level

Despite the recession and a few soft spots

in the industry, vending sales continued

rising last year, according to figures from

Vend magazine's 1959 data book. The

number of new machines moving into the

ttarket, however, went down compared with

the record level that was hit in 1957

Cigarettes are the

biggest vending item

by a wide margin

Cigarettes are not only the top vending

item but showed the best progress of all

rending items last year, reports Vend

magazine's 1959 data book. The share of

domestic cigarette sales going to vending

machines rose in 1958 as new high-capacity

machines appeared to handle the many
brands that have appeared on the market

$2,132,576,000

$2,052,000,000

$2,250,000,000

$2,000,000,000

$1,750,000,000

$1,500,000,000

$1,250,000,000

$1,000,000,000

1946 1952 1954 1955 1956 1957 1958

iliiiiiiiiaiiH

Analysis of 1958 vending sales volume

|
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1959 Air Media Basics Advertisers

ABC Radio ._... 195
Ampex 173
Audio Productions - 169
Canadian Assoc. Broadcasters 183
Ba rtell 3

BM1 __ __ _. 8

Charles Bernard . .... _ 77
Cascade _ _ 105
CBC __ 1 78
CKLW-TV 92
Craven Film Company 177
Crosley 97
Phil Davis 176
Gene Deitch ] 77
Flamingo ... 2 17, 228
Forioe, Inc. 1H
H-R 103
Institute of Radio Engineers 36
Katz Agency ____ __ 180
Klaeger Film ... .. 164
McCann Erickson _ 6, 7
McClatchy Broadcasting 185
Meredith Publishing Co. _ .. 189
Merrill Lynch, Pierce, Fenner & Smith 148
NBC Radio Network .. 190, 191

Official Films 162
Petry 55
Al Petker _ 207
RCA IFC
RCA Thesaurus 61

Storer __ 18, 1

9

Storz . pc
Taf t .__ „_1 1 29
U. S. Steel 161

Ziv __ 1 2, 1

3

KAKE-TV _ 145
KBTV 155
K.CRA 89
KDAY 10

KELO-TV 146
K.FAC __. 6 3

K.FMB 57
K.FWB _ 84
KJEO-TV ._ _ 146
KMBC BC
KMJ-TV 5

KNOE-TV 147
KNUZ 86
KOBV 9

1

K.OCO-TV 135
KODE-TV 150
KOMO-TV ]59
KONO _ 90
KPQ 88
KROD-TV _ _ 188
KSD 78
KSD-TV 153
KSO .._ 76
K.TBS-TV j 1

1

KTOP _. 7 5

KTRH 34

KV LC _ 7

1

KWKW 71

WANN 69
WBBF 81

WBML 53

WBT 82
WCBM

i

WCCO-TV
J 5

1

WCMI 45
WCTV 184
WDGY 59
WEAU-TV 160

WFAA ._. 8 5

WFAA-TV 115

WFBM-TV 94
WFGA-TV 138

WFLA-TV .

WFLN
WFRV-TV
WGH
WGY
WHB
WIBW-TV . 1

WICS-TV 1

WIIC-TV 1

WILK.
WINF ...

WIS
WIS-TV 1

wise I
WJAC-TV 1

WJBK-TV 1

WLI B
WLS
WMAQ .....

WMCA . _

WNCT ... 1

WNEM-TV 1

WOC-TV 1

WQAM
WQXR
WRC
WREX-TV - 1

WRGB
WROV
WSGN
WSJS-TV
WTAR 108. 1

WTIC-TV
WTVT 1

WWJ ..._._ 1

WWRL , .

WXLW

order reprints of

TIMEBUYING BASICS

TV & FILM BASICS

RADIO BASICS

MARKETING BASICS

1 to 10

10 to 50

50 to 100

00 to 500

1.500 or more
.

40 cents each

30 cents each

25 cents each

20 cents each

15 cents each

To Readers' Service, SPONSOR, 40 E. 49th St. N. Y. 17

Please send me the following:

AIR MEDIA BASICS

TIMEBUYING BASICS

TV & FILM BASICS

RADIO BASICS

MARKETING BASICS

Name

Firm

Address.
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NEW YORK
Networks * Groups

American Broadcasting Co., 7 W. 66th SU 7-5000

Columbia Broadcasting System, 485 Madison at 52nd.PL 1-2345

Corinthian Broadcasting Corp., 630 Fifth at 50th PL 7-0500

Crosley Broadcasting Corp., 3 E. 54th PL 1-5353

Founders Corp., 420 Lexington at 43rd MU 6-4686

Keystone Broadcasting System, 527 Madison at 54th.... EL 5-3720

Metropolitan Broadcasting Corp., 205 E. 67th LE 5-1000

Mutual Broadcasting System, 1440 Bdwy at 40th BR 9-7600

National Broadcasting Co., 30 Rock. Piaza at 49th CI 7-8300

NTA Film Network, 10 Columbus Ci. at 59th JU 2-7300

RKO Teleradio Pictures, 1440 Bdwy at 40th LO 4-8000

Storer Broadcasting Co., 625 Madison at 59th PL 1-3940

Telebroadcasters, Inc., 41 E. 42nd MU 7-8436

TLF Broadcasters Inc., 9 Rock. Plaza JU 6-1212

Transcontinent TV Corp., 15 E. 47th PL 1-3030

Triangle Publ.—Radio & TV Div., 485 Lexington at 46th OX 7-9736

Westinghouse, 122 E. 42nd MU 7-0808

The Friendly Group, 60 E. 42nd OX 7-0306

Representatives

Alaska Radio Sales, 579 Fifth at 47th PL 9-4700

AM Radio Sales, 666 Fifth at 52nd PL 7-4567

Avery-Knodel, 720 Fifth at 56th JU 6-5536

Elizabeth M. Beckjorden, 235 E. 46th St PL 5-4262

Charles Bernard, 730 Fifth at 56th CI 6-7242

Hil F. Best, 101 Park at 40th LE 2-3783

John Blair, 717 Fifth at 56th PL 2-0400

Blair TV, 717 Fifth at 56th PL 2-0400

Blair Television Associates, 717 Fifth at 56th PL 2-0400

Bogner & Martin, 295 Madison at 41st MU 9-2586

Boiling, 247 Park at 46th YU 6-4545

Branham, 99 Park at 40th MU 2-4606

Broadcast Times Sales, 509 Madison at 53rd MU 8-1910

Burn-Smith, 19 W. 44th MU 2-3124

Caribbean Networks, 200 W. 57th CI 7-8224

CBS Radio Spot Sales, 460 Park at 57th PL 1-2345

CBS TV Spot Sales, 485 Madison at 52nd PL 1-2345

Henry I. Christal, 579 Fifth at 47th MU 8-4414

Thomas F. Clark, 608 Fifth at 49th JU 2-1622

College Radio, 405 Lexington at 42nd OX 7-0890

Continental Radio Sales, 545 Fifth at 45th MU 7-6865

Donald Cooke, 666 Fifth at 52nd JU 2-2727

Devney Incorporated, 535 Fifth at 44th YU 6-4390

Bob Dore Associates, 420 Madison at 49th PL 3-8370

Robt. E. Eastman & Co., Inc., 527 Madison at 54th PL 9-7760

Everett-McKinney, 40 E. 49th PL 3-9332

Fine Music Hi-Fi Brdcstrs. 17 W. 44th MU 7-7040

Forjoe Co., Inc., 580 Fifth at 47th JU 6-3100

Gill-Perna, 654 Madison at 60th TE 8-4740

Good Music Broadcasters, 51 Vanderbilt at 45th MU 3-2295

W. S. Grant, 7 E. 48th PL 3-1433

Melchor Guzman, 9 Rock. Plaza at 51st CI 7-0624

Arthur H. Hagg, 366 Madison at 45th MU 2-8865

Harrington, Righter & Parsons, 589 Fifth at 48th MU 8-7050

Headley-Reed, 750 Third at 46th YU 6-5800

George P. Hollingbery, 500 Fifth at 42nd OX 5-5560

Hal Holman, 366 Madison at 46th MU 7-5365

Geo. T. Hopewell, Inc., 101 Park at 40th LE 2-3783

Bernard Howard & Co., 20 E. 46 St OX 7-3750

H-R Reps, 375 Park at 52nd PL 9-6800

Indie Sales, 60 E. 42nd MU 2-4813

Inter-American Publ., 41 E. 42nd MU 2-0884

Interstate, 545 Fifth at 45th MU 2-5452

Katz Agency, 666 Fifth at 52nd JU 2-9200

Robert S. Keller, 72 Barrow WA 4-6599

Long Island Network 550 Fifth at 45th CI 7-3132

Jack Masla Co., Inc., 40 E. 49th St PL 3-8571

Daren F. McGavren Co., 60 E. 56th PL 1-4649

Media Representatives, 120 E. 56th MU 8-4777

The Meeker Co., Inc., 521 Fifth at 43rd MU 2-2170

National Time Sales, 122 E. 42nd MU 2-4500

National TV Stations Reps, 375 Park at 52nd PL 3-6216

206

NBC Spot Sales, 30 Rock. Plaza at 49th CI 7-8300

Richard O'Connell, 527 Madison at 54th PL 5-7161

Pan-American Broadcasting, 370 Lexington at 40th MU 5-1300

John E. Pearson, 405 Park at 54th PL 1-3366

Peters, Griffin, Woodward, Inc., 250 Park at 46th YU 6-7900

Edward Petry, 3 E. 45th MU 8-0200

Radio TV Reps, 7 E. 47th MU 8-4340

Rambeau, Vance, Hopple, Inc., 405 Lexington at 42nd..0X 7-0890

Paul H. Raymer, 444 Madison at 49th PL 9-5570

Select Station Reps, 400 Madison at 47th PL 8-1850

Roy V. Smith Associates, 579 Fifth at 47th PL 9-4700

Stars National, 400 Madison at 47th PL 8-0555

Television Advertising Reps, Inc., 666 Fifth at 42nd ...JU 2-3456

United Broadcasting, 420 Madison at 48th PL 5-9145

Venard, Rintoul & McConnell, 579 Fifth at 47th MU 8-1088

Walker-Rawalt Co., Inc., 347 Madison at 45th MU 3-5830

WCKY, 52 E. 51st EL 5-1127

Grant Webb, 509 Madison at 53rd MU 8-7550

Weed TV Corp., 579 Fifth at 47th PL 9-4700

WGN, WGN-TV, 220 E. 42nd MU 2-7545

Adam Young, Inc., 3 E. 54th PL 1-4848

Agencies

Adams, Burke Dowling, 3 E. 54th PL 1-5630

Advertising Guild, Inc., 258 Fifth at 29th MU 9-7870

Advertising International, Ltd., 1400 Bdwy at 40th LA 4-1887

Robert Allum Co., 34 E. 51st MU 8-6485

Anderson & Cairns, 130 E. 59th MU 8-5800

N. W. Ayer & Son, 30 Rock. Plaza at 49th PL 7-5700

Sydney S. Baron & Co. Inc., 515 Madison at 53rd PL 1-7100

Ted Bates, 666 Fifth at 53rd JU 6-0600

BBDO, 383 Madison at 46th EL 5-5800

Victor A. Bennett, 6 E. 45th MU 7-2186

Benton & Bowles, 666 Fifth at 53rd JU 2-6200

Berm'ham, Castlem'n & Pierce, 234 E. 46th JU 6-8220

Blaine-Thompson, 234 W. 44th LO 4-0800

Bozell & Jacobs, 2 W. 45th MU 7-6210

Brooke, Smith, French & Dorrance,

52 Vanderbilt at 44th MU 6-1800

Brown & Butcher, Inc., 630 Fifth at 50th PL 7-4610

Heineman, Kleinfeld, Shaw & Joseph Inc.,

1270 Sixth at 50th CI 7-7660

Buchanan, 1501 Bdwy at 43rd BR 9-7900

Leo Burnett, 677 Fifth at 53rd MU 8-9480

Caples, 10 E. 40th MU 4-6800

Campbell-Ewald Co. Inc., 488 Madison at 51st MU 8-3400

Campbell-Mithun, 420 Lexington at 44th OR 9-8744

Cayton Inc., 9 E. 40th LE 2-1711

Frederick Clinton, 545 Fifth at 45th MU 2-7433

Cohen, Dowd & Aleshire, 41 E. 42nd OX 7-0660

Herbert W. Cohon Co., 565 Fifth at 47th OX 7-9277

Compton, 625 Madison at 58th PL 4-1100

Robert Conahay, 261 Madison at 39th MU 2-5645

Cromwell Adv. Agency, 300 W. 43rd PL 7-1900

Cunningham & Walsh, 620 Madison at 39th MU 3-4900

Dancer-Fitzergerald-Sample, 347 Madison at 44th OR 9-0600

D'Arcy, 430 Park at 55th PL 8-2600

DeGarmo Inc., 122 E. 38th OR 9-3885

Herschel Z. Deutsch, 30 E. 60th PL 3-1788

Doherty, Clifford, Steers & Shenfield, 530 Fifth at 44th YU 6-6500

Donahue & Coe Inc., 1270 Sixth at 50th CO 5-2772

Donall & Harman, 666 Fifth at 52nd JU 2-6016

Dorrance & Co., 126 E. 37th MU 3-7851

Dowd, Redfield & Johnstone, 501 Madison at 52nd MU 8-1275

Doyle Dane Bernbach Inc., 20 W. 43rd LO 5-7878

Dunnan & Jeffrey Adv. Agency, 49 Edison Place,

Newark, N. J MA 4-8855

Roy S. Durstine, 655 Madison at 60th TE 8-4600

Ellington, 535 Fifth at 44th MU 7-4300

Erwin Wasey, Ruthrauff & Ryan Inc., 711 Third at 44th OX 7-4500

William Esty, 100 E. 42nd OX 7-1600

Foote, Cone & Belding, 247 Park at 46th YU 6-8000

Albert Frank-Guenther Law, 131 Cedar St CO 7-5060

Friend-Reiss Adv., 211 W. 57th PL 7-8030

Fuller & Smith & Ross, 666 Fifth at 52nd JU 2-9000

Galland Advertising, 18 E. 48th PL 5-9141
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NEW YORK
Agencies

Gardner Adv. Agency, 9 Rockefeller Plaza CO 5-2000

Fred Gardner Co., 50 E. 42nd MU 7-4784

Gaynor & Ducas Inc., 400 Madison at 47th PL 5-5750

Art Gelb, 19 W. 44th YU 6-5444

Geoffrey Wade Adv., 6 E. 45th St OX 7-9261

Getschal, 342 Madison at 43rd MU 7-2200

Geyer, Morey, Madden & Ballard, Inc., 595 Madison PL 1-3300

Gibraltar, 17 E. 45th MU 7-7896

Gotham Vladimir, 342 Madison at 43rd OX 7-4300

Grant, 711 Third at 44th OX 7-5800

Monroe Greenthal Co. Inc., 595 Madison at 57th PL 9-8640

Grey, 430 Park at 55th PL 1-3500

Lawrence C. Gumbinner, 655 Madison at 60th TE 8-1717

L. H. Hartman Co. Inc., 50 Rock. Plaza at 50th CI 5-4664

Hicks & Greist, 555 Fifth at 46th MU 7-5600

Hilton & Riggio, 400 Madison PL 1-1400

Hockaday Associates, Inc., 201 E. 57th MU 8-9250

Huber Hoge, 565 Fifth at 47th MU 2-5037

Bryan Houston, 730 Fifth at 57th PL 7-6400

Charles W. Hoyt, 380 Madison at 46th MU 2-2000

H. B. Humphrey, Alley & Richards, Inc., 505 Park LE 2-3020

Lawrence Kane & Artley, 405 Park at 54th PL 1-4120

Kastor, Farrel, Chesley, Clifford & Atherton,

575 Lexington at 50th PL 1-1400

Katz Agency, 666 Fifth at 52nd JU 2-9200

Joseph Katz, 555 Fifth at 46th MU 7-0250

Kenyon & Eckhardt, 247 Park at 46th YU 6-9000

Ketchum, McLeod & Grove Inc., 155 E. 44th MU 7-5640

Keyes, Madden & Jones, 1270 Sixth at 50th CO 5-5814

Koehl, Landis & Landon, 17 E. 45th MU 2-6600

Kudner, 575 Madison at 56th MU 8-6700

LaFond, 655 Madison at 60th TE 8-3884

Lambert & Feasley, 430 Park at 55th MU 8-6464

C. J. LaRoche, 575 Lexington at 50th PL 5-7711

Leeds Adv. Inc., 19 W. 44th MU 7-4075

Al Paul Lefton, 71 Vanderbilt at 45th MU 9-7470

Lennen & Newell, 380 Madison at 46th MU 2-5400

MacManus, John & Adams, 444 Madison at 49th PL 9-5600

Richard K. Manoff Inc., 40 E. 49th PL 1-1730

Mark, Simeon & Renard, Inc., 330 Fifth at 33rd LO 5-6462

Marschalk & Pratt (Div. of McCann-Erickson),

460 Park at 57th OX 7-4250

J. M. Mathes, 260 Madison at 39th LE 2-7450

Maxon, 12 E. 53rd PL 9-7676

McCann-Erickson, 485 Lexington at 46th OX 7-6000

The McCarty Co., 122 E. 42nd OX 7-6090

Mogul, Lewin, Williams & Saylor,

625 Madison at 59th TE 8-7100

Morey, Humm & Warwick, 595 Madison at 57th PL 1-3300

Morse International, 122 E. 42nd OX 7-2100

Moselle & Eisen, 522 Fifth at 43rd MU 2-4939

Moss Associates, 415 Lexington at 43rd MU 7-7377

Needham, Louis & Brorby, 730 Fifth at 57th PL 7-0333

Norman, Craig & Kummel, 488 Madison at 51st PL 1-0900

North Adv. Inc., 16 E. 40th OR 9-3100

Ogilvy, Benson & Mather, 589 Fifth at 47th MU 8-6100

Oliver, Beckman, Inc., 120 E. 56th PL 3-7820

Paris & Peart, 370 Lexington at 41st MU 9-2424

Parkson Agency, 400 Park at 54th PL 1-S400

Peck, 400 Madison at 47th PL 3-0900

Pike & Becker, Inc., 519 Madison at 53rd PL 3-0310

J. E. Proctor Co. Inc., 250 Park at 46th YU 6-7725

Product Services, 17 E. 45th MU 7-0204

Reach, McClinton & Co. Inc., 505 Park at 59th PL 1-7300

Fletcher D. Richards, Calkins & Holden,

10 Rock. Plaza at 49th JU 6-5400

Ross Roy, Inc., 214 E. 31st MU 5-1439

Ben Sackheim, 2 W. 59th PL 1-2200

St. George & Keyes, Inc., 250 Park at 46th YU 6-7575

Seymour Salzman, Inc., 119 W. 57th JU 6-4188

Frank B. Sawdon, Inc., 60 E. 56th PL 1-4646

Schuyler-Hopper Co., 12 E. 41st LE 2-3135

Silberstein-Goldsmith, 16 E. 40th OR 9-3100

Raymond Spector, 445 Park at 56th MU 8-4407

Street & Finney, 45 W. 45th CI 6-1700

SSC&B, 575 Lexington at 50th MU 8-1600

Thomas & Douglas, 119 W. 57th CI 6-6543

J. Walter Thompson, 420 Lexington at 43rd MU 6-7000

Jay Victor & Assoc, 515 Madison at 53rd BA 7-6474

Geoffrey Wade Adv., 6 E. 45th OX 7-9261

Walker-Rawalt Co., 347 Madison at 44th MU 3-5830

Warren, Jackson & Delaney, 45 W. 45th JU 6-0350

Warwick & Legler, 375 Park at 52nd PL 1-4700

Webb Assocs. Inc., 330 Fifth at 33rd LO 5-6462

Edward Weiss & Co., 460 Park at 57th PL 8-0992

Weiss & Geller, 400 Madison at 47th PL 3-4070

E. Taylor Wertheim, 347 Madison at 44th MU 4-7545

Wesley Associates Inc., 630 Fifth at 50th EL 5-2680

Wexton Co., 444 Madison at 49th MU 8-4050

Young & Rubicam, 285 Madison at 40th MU 9-5000

The Zakin Co., 27 E. 37th MU 4-0630

Pete Zanphir, 565 Fifth at 47th OX 7-6996

Advertisers

American Airlines, 100 Park at 40th MU 3-9000

American Chicle, Long Island City ST 4-8900

American Home Products, 22 E. 40th LE 2-8000

American Safety Razor, 380 Madison at 47th OX 7-3030

American Tel. & Tel., 195 Broadway EX 3-9800

American Tobacco, 150 E. 42nd OX 7-5000

B. T. Babbitt, 625 Madison at 59th PL 3-4266

Bayer Co., 1450 Bdway at 41st LA 4-6400

Benrus Watch Co., 50 W. 44th MU 2-2700

Best Foods, 1 E. 43rd MU 7-8400

Hazel Bishop, 445 Park at 56th MU 8-7370

Bon Ami, 445 Park at 56th PL 1-5757

Bond Stores, 3 W. 35th Wl 7-6550

The Borden Co., 350 Madison at 44th VA 6-4100

Breakstone Foods, 111 Fifth at 18th OR 7-1600

Bristol-Myers, 630 Fifth at 50th PL 7-8500

Bulova, 630 Fifth at 50th CI 5-7720

Bymart-Tintair, 15 W. 44th MU 2-3530

Canada Dry Ginger Ale, 100 Park at 40th LE 2-4300

Carter Products, 2 Park at 32nd MU 3-8700

Celanese Corp. of America, 180 Madison at 34th MU 9-6000

Chesebrough, 485 Lexington at 46th OX 7-4900

Cities Service, 70 Pine HA 2-1600

Cluett, Peabody, 2 Park at 32nd MU 3-1730

Coca-Cola, 515 Madison at 53rd EL 5-5475

Colgate-Palmolive, 300 Park at 49th PL 1-1200

Corn Products Refining, 17 Battery Place WH 4-0880

Doeskin, 41 E. 42nd MU 7-8484

Dolcin, 683 Fifth at 54th MU 8-3100

Esso Standard Oil, 15 W. 51st PL 7-1200

Ethyl, 100 Park at 40th OR 9-2000

General Cigar, 485 Lexington at 46th MU 7-7575

General Electric Co., 570 Lexington at 51st PL 1-1311

Hudnut, Morris Plain, N. J JE 9-4400

Hudson Pulp & Paper, 477 Madison at 51st PL 9-7733

International Latex, 350 Fifth at 34th LO 3-5000

International Business Machines, 724 Fifth at 55th PL 3-1900

THE VICTOR REISEL STORY- In exposing labj

racketeers, Reisel lost his sight but gave
'

all Americans greater vision to see the trut— The New York Daily Mirn

ONE OF 39 EXCITING EPISODES!
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Lehn & Fink, 445 Park at 56th PL 5-6100

Lever Bros., 390 Park at 53rd MU 8-6000

Liggett & Myers, 630 Fifth at 50th CI 6-0500

Longines-Wittnauer, 580 Fifth at 47th PL 7-8200

P. Lorillard, 119 W. 40th LO 3-7000

Melville Shoe, 25 W. 43rd LO 5-6500

Minute-Maid, 420 Lexington at 43rd OR 9-8755

Philip Morris, 100 Park at 40th OR 9-1800

National Biscuit, 425 Park at 55th PL 1-5000

National Dairy, 260 Madison at 39th MU 6-6100

National Shoes, 595 Gerard, Bronx MO 5-9000

Oakite, 19 Rector WH 3-0940

Pacific Coast Borax, 50 Rock. Plaza at 50th JU 2-6262

Pan American World Airways, 135 E. 42nd OX 7-6300

Paper-Mate, 303 Fifth at 31st MU 6-7793

Penick & Ford, 750 Third Ave YU 6-4700

Pepsi-Cola, 3 W. 57th MU 8-4500

RCA, 30 Rock. Plaza at 49th CO 5-5900

Revere Copper & Brass, 230 Park at 46th MU 9-6800

Revlon, 666 Fifth at 52nd CI 5-3300

Richfield Oil, 708 Third at 44th YU 6-5353

Ronzoni Macaroni, 50-02 Northern (L. I. C.) AS 8-3500

Jacob Ruppert, 1639 Third at 93rd TR 6-5000

Seeman Bros., 40 W. 225th LO 2-8000

Serutan, 711 Fifth at 55th PL 3-1610

Shell Oil, 50 W. 50th JU 6-5000

Sinclair Refining Co., 600 Fifth at 48th CI 6-3600

Singer Sewing, 149 Broadway Dl 9-1200

Standard Brands, 625 Madison at 59th PL 9-4400

Standard Oil, 30 Rock. Plaza at 49th PL 7-3000

Sterling Drug, 1450 Bdway at 41st LA 4-6400

Sylvania Electric, 1740 Bdway at 56th JU 6-2424

The Texas Company, 135 E. 42nd OX 7-8000

Tidewater Oil, 17 Battery Place WH 4-6000

United Fruit, Pier 3, North River WH 4-1700

U. S. Rubber, 1230 Sixth at 48th CI 7-5000

Vick Chemical, 122 E. 42nd OX 7-3800

Vitamin Corp. of America, 71 W. 23rd WA 4-8250

Whitehall Pharmacal, 22 E. 40th LE 2-8000

BROOKLYN
Brillo, 60 John St UL 2,4700

Ehler's Coffee, 1300 Flushing Ave EV 6-2000

Ex-Lax, 423 Atlantic Ave TR 5-9040

Fred Fear & Co., Foot of Joralemon St MA 4-7320

Good Humor Corp., 46-81 Metropolitan Ave EV 6-4600

Griffin Shoe Polish, 410 Willoughby Ave UL 5-3232

Howard Clothes, 40 Flatbush Ave. Ext TR 5-5000

La Rosa Macaroni, 473 Kent Ave EV 7-7484

Liebmann Breweries, 36 Forrest St EV 6-6600

Monarch Wine, 4500 Second Ave ST 8-2340

White Rock, Foot of Van Dyke St MA 5-0300

WHITE PLAINS
General Foods, 250 North WH 6-2500

Nestle, 2 William WH 6-6400

HOBOKEN
Lipton Tea, 1500 Hudson BA 7-4050

JERSEY CITY

Block Drug, 257 Cornelison HE 4-3000

NEWARK
Ballantine, 57 Freeman Ml 3-3000

Pharmaceuticals Inc., 290 Jelliffe Bl 8-1005

Ronson Corp., 31 Fulton St MA 2-0608

Film-Tape Commercials

American Film Producers, 1600 Bdway at 48th PL 7-5915

J. Armstrong & Co., 28 W. 44th LO 3-0056

Audio Prodns., 630 Ninth at 44th PL 7-0760

John Bransby Productions, 1860 Broadway JU 6-2600

Lars Calonius Productions, 45 W. 45th PL 7-0350

Caravel Films, 20 West End Ave CI 7-6110

Charter Oak, 423 E. 90th TR 6-6800

Cineffects, 115 W. 45th CI 6-0951

Cousens-Blair, 1600 Bdway at 48th CO 5-7380

Cravens Film Corp., 330 E. 56th MU 8-1585

Robert Davis Productions, 21 E. 63rd JU 6-5704

Gene Deitch Associates, 43 W. 61st CI 7-1970

Depicto Films, 254 W. 54th CO 5-7621

Dynamic Films, 405 Park at 54th PL 1-7447

Electra Films, 33 W. 46th JU 2-3606

Peter Elgar, 75 W. 45th JU 6-1870

Elliot, Unger & Elliot (Screen Gems) 414 W. 54th JU 6-5582

Walter Engel Prodns., 20 W. 47th JU 2-3170

Filmways, 18 E. 50th PL 1-2500

FCI Productions, 66 Fifth at 13th CI 6-4127

Fordel Films, 1079 Nelson Ave WY 2-5000

Gerald Productions, 421 W. 54th PL 7-2125

Gifford Animation, 165 W. 46th JU 2-1591

Harry S. Goodman, 19 E. 53rd PL 5-6131

Goulding-Elliott-Graham, 420 Lexington at 46th LE 2-9014

Gray-O'Reilly, 480 Lexington at 46th YU 6-4070

HFH Productions, 38 W. 48th JU 2-5055

Jam Handy, 1775 Bdway at 57th JU 2-4060

Hankinson Studios, 15 W. 46th JU 6-0133

Hartley Productions, 339 E. 48th EL 5-7762

Kenco Film Inc., 621 W. 54th PL 7-8466

Herbert Kerkow, 480 Lexington at 46th YU 6-4266

Klaeger Film Prodns., 1600 Bdwy at 49th JU 2-5730

Robert Lawrence, 418 W. 54th JU 2-5242

McConnachie Productions, 730 Fifth at 56 JU 2-0123

Loucks & Norling, 418 W. 54th JU 2-5242

James Love Prodns., 115 W. 45th JU 2-4633

MGM-TV, 1540 Bdwy at 45th JU 2-2000

MPO-TV Films Inc., 15 E. 53rd MU 8-7830

Owen Murphy, 723 Seventh at 48th PL 7-8144

National Screen Svce., 1600 Bdwy at 48th CI 6-5700

National Telefilm Assoc, 10 Columbus Circle JU 2-7300

On Film, Inc., Princeton, N. J WA 1-1700

Pathescope, 10 Columbus Circle PL 7-5200

Pelican Films, 46 W. 46th CI 6-1751

David Piel Productions, 562 Fifth at 47 CO 5-3382

Pintoff Productions, 64 E. 55th EL 5-1431

Robert Richie Productions, 666 Fifth at 52nd CI 6-0191

Hal Roach Studios, 729 Seventh at 49th CI 5-4135

Sarra, 200 E. 56th MU 8-0085

Screen Gems, 711 Fifth at 55th PL 1-4432

Fletcher Smith, 319 E. 44th MU 5-9010

Sound Masters, 165 W. 46th PL 7-6600

Storyboard Inc., 10 W. 74th TR 3-7207

Wilbur Streech, 135 W. 52nd JU 2-3816

Bill Sturm Studios, 49 W. 45th JU 6-1650

Telamerica, 527 Madison at 54th EL 5-1422

Telestudios (NTA), 1481 Broadway at 42nd LO 3-1122

Termini Video Tape, 1440 Broadway PE 6-6323

Terrytoons (CBS), 501 Madison at 53rd PL 1-2345

Transfilm, 35 W. 45th JU 2-1400

TV Screen Prodns., 17 E. 45th MU 2-8877

Unifilms, 6 E 46th YU 6-5720

UPA Pictures, Inc., 60 E. 56th PL 8-1405

Van Praag, 1600 Bdway at 48th PL 7-2687

Videotape Productions, 205 W. 58th JU 2-3300

PICK-UP! Behind the mask of an affable book
salesman was a killer! — The Cheyenne Eagle

ONE OF 39 EXCITING EPISODES!
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Film-Tape Commercials

VPI Productions, 321 W. 44th JU 2-8082

Roger Wade Productions, 15 W. 46th CI 5-3040

Warner Bros., 666 Fifth at 52nd CI 6-1000

Wilding TV Pictures, 405 Park at 54th PL 9-0854

Wondsel, Carlisle & Dunphy, 1600 Broadway CI 7-1600

TV Film-Tape Program Sources

ABC Film Syndication, 1501 Bdway LA 4-5050

Animated Prods. Inc., 1600 Bdway at 48th CO 5-2942

Arco Film Prodns., 580 Fifth at 47th CO 5-6968

Associated Films, 347 Madison at 43rd MU 5-2242

Associated Program Service, 229 Fourth at 18th OR 4-7400

Atlas Television Films, 225 E. 46th EL 5-7943

Basch Radio & TV Products, Inc., 17 E. 45th MU 2-8877

Zach Baym, 60 E. 42nd MU 2-4813

British Information Svce., 45 Rockefeller Plaza CI 6-5100

CBS-TV Film Sales, 545 Madison at 55th PL 1-2345

C & C Television, 445 Park at 57th PL 1-6800

Cinema Svce., 106 W. End at 46th TR 3-1411

CNP Inc. (Merchandising Div.) NBC

30 Rockefeller Plaza CI 7-8300

Comet TV Films, 60 W. 55th JU 2-7300

Commonwealth Films, 723 Seventh at 48th CI 5-6456

Cousens-Blair, 1600 Bdway at 48th CO 5-7380

Demby Prodns., 1 W. 58th PL 9-2495

Dynamic Films, 405 Park at 54th PL 1-7447

Economee Television, 488 Madison at 51st MU 8-4700

Flamingo Films, 221 W. 57th MU 2-8686

Fortune Features, 1501 Bdway at 43rd LO 4-5592

Allen A. Funt, Mt. Airy Rd., Croton on the Hudson CR 1-8847

General Teleradio, 1440 Bdway at 40th LO 4-8000

Harry S. Goodman, 19 E. 53rd PL 5-6131

Goodson-Todman Prodns., 375 Park at 52nd PL 1-0600

Governor Television Attractions, Inc., 151 W. 46th JU 6-3675

Guild Films Co., Inc., 460 Park at 57th MU 8-5362

Hoffberg Prodns., 362 W. 44th CI 6-9031

Hollywood TV Svce., 10 Columbus Circle JU 6-1700

INS Telenews, 220 E. 42nd MU 2-0400

Interstate TV, 445 Park at 56th MU 8-2545

Bernard E. Karlen, 17 E. 48th PL 9-3107

Lakeside TV, 1465 Bdway at 41st LO 5-4582

Major TV Prodns., 1270 Sixth at 50th PL 7-6990

Marathon TV Newsreel, 10 E. 49th MU 8-6043

MCA-TV, 598 Madison at 57th PL 9-7500

MGM-TV, 1540 Bdway at 45th JU 2-2000

Charles Michelson, 45 W. 45th PL 7-0695

William Morris Agency, 1740 Bdway at 55th JU 6-5100

Motion Pictures for TV, 400 Park at 54th PL 3-5600

MPO Prodns., 15 E. 53rd MU 8-7830

National Telefilm Assoc, 10 Columbus Circle JU 2-7300

NBC-TV Film Division, 30 Rock. Plaza CI 7-8300

Ted Nemeth, 729 Seventh at 49th CI 5-5147

NTA-Telestudios Inc., 1481 Bdway at 42nd LO 3-1122

Official Films, 25 W. 45th PL 7-0100

Paramount TV Prodns., 1501 Bdway at 43rd BR 9-8700

Pintoff Prodns., 64 E. 55th EL 5-1431

RCA Recorded & TV Films, 155 E. 24th MU 9-7200

RKO Teleradio Pictures, 1440 Bdway LO 4-8000

Hal Roach Studios, 729 Seventh at 49th CI 5-4135

Walter Schwimmer, 527 Madison at 54th EL 5-4616

Screen Craft Pictures, Inc., 11 W. 42nd LO 3-6240

Screen Gems, 711 Fifth at 55th PL 1-4432

Station Distributors, 1407 Bdway at 38th Wl 7-2055

Sterling, 6 E. 39th MU 3-6300

Telecast Films, 87-28 57th Ave., Elmhurst, L. I BO 8-6570

Telefilm Enterprises, 15 W. 46th PL 7-6105

Teleprompter, 311 W. 43rd JU 2-3800

Telescene, 287 Tenth at 27th CH 4-0122

Terrytoons, 501 Madison at 53rd PL 1-2345

J. Walter Thompson, 420 Lexington at 43rd MU 6-7000

TV-Film Graphics, 369 Lexington at 39th MU 6-5255

TV Programs of America, 488 Madison at 51st PL 5-2101

TV Screen Prodns., 17 E. 45th MU 2-8877

Twentieth Century-Fox TV, 444 W. 56th CO 5-3320

Richard H. Ullman, Inc., 64 E. 80th YU 8-0370

Unifilm, 6 E. 46th YU 6-5720

United Artists Associated, 345 Madison at 43rd MU 6-2323

United Artists TV, 729 Seventh at 49th CI 5-6000

United Press Movietone, 220 E. 42nd MU 2-0400

United World, 10 E. 106th PL 9-8000

Universal Pictures, 445 Park at 56th PL 9-8000

Vitapix, 509 Madison at 53rd PL 8-3013

Winik Film, 250 W. 57th CI 6-7360

Ziv TV Programs, 488 Madison at 51st MU 8-4700

Zouary TV-Film Productions, 333 W. 52nd CI 6-4821

Misc. Film-Tape Services

Bonded TV Film Service, 630 Ninth at 44th JU 6-1030

Filmvideo Releasing Corp., 333 W. 52nd CI 6-4821

Miles Library, 333 W. 52nd CI 6-4821

Modern Teleservice Inc., 219 E. 44th OX 7-2753

Peerless Film Processing Corp., 165 W. 46th PL 7-3630

SOS Cinema Supply Corp., 602 W. 52nd PL 7-0440

FILM EQUIPMENT

E. J. Barnes Company, Inc., 480 Lexington at 46th YU 6-8400

FILM LABORATORIES

Consolidated Film Industries, 525 W. 57th CI 6-0210

DeLuxe Labs, Inc. (20th Century-Fox)

850 Tenth at 56th CI 7-3220

DU-Art Film Laboratories, Inc., 245 W. 55th PL 7-4580

Mecca Film Laboratories, Inc., 630 Ninth at 43rd CO 5-7676

Movielab Film Laboratories, Inc., 619 W. 54th JU 6-0360

Pathe Laboratories, Inc., 105 E. 106th TR 6-1120

Precision Film Laboratories, 21 W. 46th JU 2-3970

Tri Art Color Corp., 245 W. 55th PL 7-4580

FILM OPTICALS

B & Film Specialists, 619 W. 54th CI 6-9390

C & G Film Effects Co., 1600 Bdway at 49th PL 7-2098

Cineffects, 115 W. 45th CI 6-0951

Eastern Effects, 333 W. 52nd CI 5-5280

Film Opticals Inc., 421 W. 54th PL 7-7120

K & W Film Service Corp., 1657 Bdway at 51st CI 5-8081

John Lewis Film Service, 619 W. 54th CO 5-4460

Movieoptic Services Inc., 45 W. 45th CI 7-1676

SOUND RECORDING STUDIOS

Audio-Video, 730 Fifth at 56th JU 6-5095

Gotham Recording, 2 W. 46th JU 6-5577

Magno Sound Inc., 723 Seventh at 48th CI 7-2320

Movietone Studio, 460 W. 54th CO 5-7200

Photo Magnetic Sound Studios Inc., 3 E. 57th MU 8-8690

RCA Film Recording, 411 Fifth at 37th MU 3-7611

Reeves Sound Studios Inc., 304 E. 44th OR 9-3550

Regent Sound Studios Inc., 25 W. 56th CI 5-2630

Sound Services Corp., 414 W. 54th PL 7-8716

Titra Sound Corp., 1600 Bdway at 48th PL 7-6682

MASS MURDER! Plane crash kills 44 a

"loving son" murders mother for insurano
money! — The Denver Post

ONE OF 39 EXCITING EPISODES!
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MISCELLANEOUS INDUSTRY SERVICES

Community Club Services, Inc., 20 E. 46th MU 7-4466

S lay Reiner Co., Inc., 155 Mineola Blvd PI 7-3300

Music * Radio Services

ASCAP, 575 Madison at 56th MU 8-8800

Associated Program Service, 229 Fourth at 18tn OR 4-7400

BMI, 589 Fifth at 48th PL 9-1500

Capitol Records, 1730 Bdway at 55th PL 7-7470

Columbia Transcriptions, 799 Seventh at 52nd CI 5-7300

Harry S. Goodman, 19 E. 53rd PL 5-6131

Lang-Worth Feature Programs, 1755 Brway at 56th JU 6-5700

Charles Michelson, 45 W. 45th PL 7-0695

Muzak, 229 Fourth at 19th OR 4-7400

RCA Recorded Program Svce., 155 E. 24th MU 9-7200

Sesac, Coliseum Tower; 10 Columbus Circle JU 6-3450

World Broadcasting System, 488 Madison at 51st MU 8-4700

Frederic W. Ziv, 488 Madison at 51st MU 8-4700

Research • Surveys • Prom.

Advertest Research, New Brunswick, N. J CH 7-1564

Adv. Research Foundation, 3 E. 54th PL 1-5656

American Research Bureau, 400 Park at 54th PL 1-5577

Broadcast Advertisers Reports, Inc., 750 Third YU 6-8410

Dorrance & Co., 126 E. 37th MU 3-7851

Fact Finders Associates, Inc., 247 Park at 47th MU 7-0342

C. E. Hooper, 579 Fifth at 47th MU 8-2290

Leading National Advertisers, 750 Third at 46th VA 6-0605

Richard Manville Research, 230 Park at 46th OR 9-2435

Market Research Corp. of Amer., 122 E. 42nd OX 7-3540

A. C. Nielsen, 575 Lexington at 50th MU 8-1020

Alfred Politz Research, 527 Madison at 54th PL 9-5200

Psychological Corp., 304 E. 45th OR 9-7070

Publishers' Information Bureau, 271 Madison at 40th. MU 5-2210

Pulse, 730 Fifth at 57th JU 6-3316

N. C. Rorabaugh, 347 Madison at 44th MU 6-2193

Ross Reports On TV, 551 Fifth at 45th MU 2-5910

Alan C. Russell Mktg. Research, 6 E. 45th MU 7-7160

Schwerin Research, 270 Madison at 40th OR 9-5858

Daniel Starch & Staff, Mamaroneck, N. Y OW 8-0800

Trendex, 535 Fifth at 44th MU 2-1182

Videodex, 342 Madison at 44th MU 7-8837

M. A. Wallach Research Inc., 424 Madison at 49th MU 8-5931

The Wexton Co., 11 E. 47th MU 8-4050

Peter Zanphir, 565 Fifth at 47th OX 7-6996

Trade Associations

Amer. Assoc, of Advtsg. Agencies

420 Lexington at 43rd LE 2-7890

Assoc, of National Advertisers, 155 E. 44th OX 7-5950

Radio Advertising Bureau, 460 Park at 57th MU 8-4020

Radio and Television Eecutives Society, Inc.

Madison at 43rd MU 9-3480

Station Representatives Assoc, 366 Madison YU 6-9390

TV Bureau of Advertising, 444 Madison at 49th MU 8-0215

Hotels

Algonquin, 59 W. 44th MU 7-4400

Barbizon-Plaza, 106 Central Park S CI 7-7000

Barclay, 111 E. 48th PL 5-5900

Belmont-Plaza, Lexington at 49th PL 5-1200

Berkshire, Madison at 52nd PL 3-5800

Biltmore, Madison at 43rd MU 7-7000

Carlton House, 650 Madison at 61st TE 8-3000

Chatham, Vanderbilt at 48th EL 5-5400

Commodore, Lexington at 42nd MU 6-6000

Drake, 440 Park at 54th PL 5-0600

Edison, 228 W. 47th CI 6-5000

Essex House, 160 Central Park S CI 7-0300

Gladstone, 114 E. 52nd PL 3-4300

Gotham, Fifth at 55th CI 7-2200

Hampshire House, 150 Central Park S CI 6-7700

Lexington, Lexington at 48th PL 5-4400

Lombardy, 111 E. 56th PL 3-8600

Madison, Madison at 58th EL 5-5000

New Weston, Madison at 50th PL 3-4800

New Yorker, Eighth at 34th LO 3-1000

Park Lane, 299 Park at 48th PL 5-4100

Park Sheraton, Seventh at 55th CI 7-8000

Pierre, Fifth at 61st TE 8-8000

Plaza, Fifth at 59th PL 9-3000

Roosevelt, Madison at 45th MU 6-9200

St. Moritz, 50 Central Park S PL 5-5800

St. Regis, Fifth at 55th PL 3-4500

Savoy-Hilton, Fifth at 58th EL 5-2600

Shelton, Lexington at 49th PL 5-4000

Sheraton-Astor, Bdway at 44th JU 6-3000

Sheraton East (Ambassador), 341 Park at 51st PL 5-1000

Sheraton McAlpin, Bdway at 34th PE 6-5700

Sheraton Russell, 45 Park at 33rd MU 5-7674

Sherry-Netherland, Fifth at 59th EL 5-2800

Statler-Hilton, Seventh at 33rd PE 6-5000

Taft, Seventh at 50th CI 7-4000

Waldorf-Astoria, Park at 50th EL 5-3000

Warwick, Sixth at 54th CI 7-2700

Adman's Eating Directory

34th-59th EAST

Al Schacht, 102 E. 52nd PL 9-8570

Annette's, 928 2nd Ave. at 50th EL 5-8509

Beau Brummel, 65 E. 54th PL 5-1792

Berkshire, 31 E. 52nd PL 3-5800

Bird'N Glass, 13 E. 47th MU 8-0778

Black Angus, 148 E. 50th PL 9-7454

Brussels, 115 E. 54th PL 8-0457

Cafe Nino, 10 E. 52nd PL 1-0845

Chambord, 803 3rd Ave. at 49th EL 5-7180

Chandler's, 49 E. 49th PL 1-1960

Chapeau Rouge, 14 E. 52nd MU 8-3023

Cherio, 46 E. 50th MU 8-1190

Daniel, 53 E. 54th PL 9-5941

Danny's Hide-Away, 151 E. 45th PL 9-1277

Divan Parisien, 33 E. 48th EL 5-6726

Drake Room, 440 Park at 56th PL 5-0600

Eden Roc, 148 E. 48th PL 1-3382

Finland House, 39 E. 50th MU 8-0018

Forum of the 12 Caesars, 57 W. 48th PL 7-3450

Gaston, 48 E. 49th PL 5-4285

Joe & Rosa, 745 3rd Ave. at 46th EL 5-8874

L'Aiglon, 13 E. 55th PL 3-7296

LaCave Henry IV, 210 E. 52nd PL 5-6566

Laurent, 111 E. 56th PL 3-2729

Le Bistro, 814 3rd Ave. at 50th EL 5-8766

Le Chanteclair, 18 E. 49th MU 8-8866

Le Cheval Blanc, 145 E. 45th EL 5-9352

Le Marmiton, 41 E. 49th MU 8-1232

Le Moal, 942 3rd Ave. at 57th MU 8-8860

Le Trianon, 56 E. 56th MU 8-0140

JULY 1959

FIVE DAY CURE! Reporter finds willing wit-

nesses and ends vicious alcoholic "Rest
Home" racket! — The Columbus Citizen

ONE OF 39 EXCITING EPISODES!
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Adman's Eating Directory

Louis & Armand, 42 E. 52nd PL 3-3348

Louis XIV Cafe, 15 W. 49th CI 6-5800

Louise, 225 E. 58th EL 5-8133

Maria's Cin Cin, 224 E. 53rd EL 5-0520

Miramar, 10 E. 46th MU 7-1096

Monsignore, 61 E. 55th EL 5-2070

New Weston, Madison at 50th PL 3-4800

Park Lane, 229 Park at 49th PL 5-4100

Pen & Pencil, 205 E. 45th MU 2-8660

Pierre's, 52 E. 53rd EL 5-4074

Plaza, 5th Ave. & 59th PL 9-3000

Press Box, 130 E. 45th PL 3-3352

Rattazzi, 9 E. 48th PL 3-5852

Roosevelt, Madison at 45th MU 6-9200

Saito, 70 W. 55th JU 2-7809

Stork, 3 E. 53rd PL 3-1940

Swiss Pavilion, 38 E. 50th EL 5-8680

Tomaldo's, 812 3rd Ave. at 50th EL 5-8368

Town & Country, 284 Park at 49th PL 1-0230

Versailles, 151 E. 50th PL 8-0310

Waldorf, Park at 49th EL 5-3000

Weylin, 40 E. 54th PL 3-4907

34th-59th WEST

Blair House, 30 W. 56th JU 6-1417

Cafe Louis XIV, 15 W. 49th CI 6-5800

English Grill, Rockefeller Plaza CI 6-5800

Holland House Taverne, 10 Rockefeller Plaza CI 6-5800

Mama Leone, 239 W. 48th JU 6-5151

Maud Chez Elle, 40 W. 53rd CI 5-3350

Mercurio, 53 W. 53rd JU 6-4370

Neptune's Corner, 1217 6th Ave. at 48th CO 5-4430

Penthouse, 30 Central Park S PL 9-3561

Rose, 109 W. 51st CI 7-9418

Toots Shor, 51 W. 51st PL 3-9000

Twenty-One, 21 W. 52nd EL 5-6500

Air Lines • Railroads

American Airlines, 80 E. 42nd LO 4-2000

Capital Airlines, 80 E. 42nd MU 7-8330

Delta, 80 E. 42nd PL 1-6600

Eastern Airlines, 80 E. 42nd MU 8-8000

National Airlines, 37th St. & 1st Ave OX 7-9000

Northwest Airlines, 537 Fifth at 45th MU 7-6360

TWA, 80 E. 42nd OX 5-6000

United Airlines, 80 E. 42nd MU 2-7300

Baltimore & Ohio RR, 122 E.42nd OX 7-3434

Chesapeake & Ohio RR, 500 Fifth at 42nd CH 4-4910

NY Central System, Grand Central Terminal MU 9-8000

NY New Haven & Hartford RR Co.,

Grand Central Terminal MU 6-9100

Pennsylvania RR, 33rd St. & Eighth Ave PE 6-6000

News Services

Associated Press, 50 Rock. Plaza at 50th PL 7-1111

CBS News Film, 70 E. 45th PL 1-2345

International News Service, 235 E. 45th MU 7-8800

NANA, 229 W. 43rd CH 4-1690

N.E.A., 461 Eighth at 34th LO 3-5160

Radio Press, 18 E. 50th PL 2-0650

Reuters, 229 W. 43rd BR 9-8558

Telenews, 4 W. 58th PL 9-2929

United Press International, 220 E. 42nd MU 2-0400

Trade Publications

Advertising Age, 480 Lexington at 46th YU 6-5050

Billboard, 1564 Bdway at 47th PL 7-2800

Broadcasting, 444 Madison at 49th PL 5-8354

Mediascope, 420 Lexington at 43rd MU 9-6620

Printers' Ink, 635 Madison at 59th MU 3-6500

Radio-TV Daily, 1501 Bdway at 44th Wl 7-6336

Sales Management, 386 Fourth at 29th LE 2-1760

SPONSOR, 40 E. 49th Street MU 8-2772

Standard Rate & Data Service, 420 Lexington at 43rd MU 9-6620

Television Age, 444 Madison at 49th PL 1-1122

Television Magazine, 422 Madison at 48th PL 3-9944

U. S. Radio, 50 W. 57th CI 5-2170

Variety, 154 W. 46th JU 2-2700

CHICAGO

Networks * Group

American Broadcasting Co., 190 N. State AN 3-0800

Columbia Broadcasting System, 630 N. McClurg Ct WH 4-6000

Crosley Broadcasting Corp., 360 N. Michigan ST 2-6693

Keystone Broadcasting System, 111 W. Washington ST 2-8900

Mutual Broadcasting System, 435 N. Michigan WH 4-5060

National Broadcasting Co., Merchandise Mart Plaza SU 7-8300

Representatives

AM Radio Sales, 400 N. Michigan MO 4-6555

Avery-Knodel, Prudential Plaza WH 4-6869

Hil F. Best, 205 W. Wacker ST 2-5096

John Blair & Co., 520 N. Michigan SU 7-2300

Blair Television Assoc, 333 N. Michigan FR 2-3819

Blair-TV, 520 N. Michigan SU 7-2300

Bogner & Martin, 435 N. Michigan SU 7-6048

Boiling Co., 435 N. Michigan WH 3-2040

Branham Co., 360 N. Michigan CE 6-5726

Broadcast Time Sales, 333 N. Michigan ST 2-1405

Burn-Smith, 307 N. Michigan CE 6-4437

CBS Radio and TV Spot Sales, 630 N. McClurg Ct WH 4-6000

Henry I. Christal, 333 N. Michigan CE 6-6357

Thomas F. Clark, 35 E. Wacker ST 2-1663

Continental Radio Sales, 228 N. LaSalle FR 2-2095

Donald Cooke, 205 W. Wacker ST 2-5096

Devney, Inc., 185 N. Wabash ST 2-5282

Bob Dore Assoc, 360 N. Michigan Fl 6-6828

Robt. E. Eastman & Co., 333 N. Michigan Blvd Fl 6-7640

Everett-McKinney, 410 N. Michigan SU 7-9052

Forjoe & Co., 435 N. Michigan DE 7-3504

Gill-Perna, 75 E. Wacker Fl 6-9393

W. S. Grant, 75 E. Wacker Fl 6-9529

Harrington, Righter & Parsons, 435 N. Michigan.....'. WH 4-0510

Headley-Reed Co., 230 N. Michigan FR 2-4686

George P. Hollingbery, 307 N. Michigan DE 2-6060

Hal Holman Co., 64 E. Lake FR 2-0016

George T. Hopewell, 205 W. Wacker ST 2-5096

Bernard Howard & Co., 75 E. Wacker Fl 6-9227

H-R Representatives, 35 E. Wacker Fl 6-6440

HOT STUFF! Woman fashion editor poses as

shoplifter and aids police in capture of pro-

fessional ring. — The Philadelphia Daily News

ONE OF 39 EXCITING EPISODES!
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CHICAGO
Indie Sales, 205 W. Wacker ST 2-5096

Katz Agency, Prundential Plaza MO 4-7150

Robert S. Keller, 205 W. Wacker ST 2-5096

Jack Masla & Co., 435 N. Michigan SU 7-6048

Daren F. McGavren Co., 35 E. Wacker FR 2-1370

The Meeker Co., 333 N. Michigan CE 6-1742

National Time Sales, 612 N. Michigan SU 7-8177

NBC Spot Sales, Merchandise Mart SU 7-8300

Richard O'Connell, 55 E. Washington AN 3-6137

John E. Pearson, 333 N. Michigan ST 2-7494

Peters, Griffin, Woodward, Inc., Prudential Plaza FR 2-6373

Edward Petry, 400 N. Michigan WH 4-0011

Radio-TV Reps, 75 E. Wacker Fl 6-0982

Rambeau, Vance, Hopple, Inc., 185 N. Wabash AN 3-5566

Paul H. Raymer Co., 435 N. Michigan SU 7-4473

Wm. J. Reilly, 55 E. Washington AN 3-6137

Sears & Ayer, 612 N. Michigan SU 7-8177

Stars National, 205 W. Wacker ST 2-5096

Television Advertising Reps., 400 N. Michigan WH 4-4567

Venard, Rintoul & McConnell, 35 E. Wacker ST 2-5260

Walker-Rawalt Co., 360 N. Michigan AN 3-5771

Grant Webb & Co., 25 E. Washington ST 2-3155

Weed & Co., Prudential Plaza WH 4-3434

Adam Young Prudential Plaza Ml 2-6190

Agencies

Aubrey, Finlay, Marley & Hodgson, 230 N. Michigan Fl 6-1600

N. W. Ayer & Son, 135 S. LaSalle AN 3-7111

A. N. Baker Advertising Agy., 189 W. Madison FR 2-8895

BBDO, 919 N. Michigan SU 7-9200

Beaumont & Hohman, 6 N. Michigan RA 6-6181

Walter F. Bennett & Co., 20 N. Wacker Dr FR 2-1131

Bozell & Jacobs, 205 N. LaSalle CE 6-0870

Burton Browne, 619 N. Michigan SU 7-7700

Buchen Co., 400 W. Madison RA 6-9305

Burlingame-Grossman, 207 S. Wabash WA 2-3383

Leo Burnett, Prudential Plaza CE 6-5959

Campbell-Ewald, 230 N. Michigan CE 6-1946

Campbell-Mithun, 919 N. Michigan DE 7-7553

Caples Co., 216 E. Ontario SU 7-6016

Henry I. Christal, 333 N. Michigan CE 6-6357

Compton Adv., 141 W. Jackson HA 7-6935

Cunningham & Walsh, 6 N. Michigan AN 3-3138

Dancer-Fitzgerald-Sample, 221 N. LaSalle Fl 6-4700

D'Arcy Advertising, Prudential Plaza Ml 2-5332

W. B. Doner & Co., 35 E. Wacker AN 3-7800

Doremus, 208 S. LaSalle CE 6-9132

Erwin Wasey, Ruthrauff & Ryan, 360 N. Michigan Fl 6-1833

M. M. Fisher Assoc, 79 W. Monroe CE 6-6226

Fensholt Adv. Agcy., 360 N. Michigan RA 6-1670

Foote, Cone & Belding, 155 E. Superior SU 7-4800

Albert Frank-Guenther Law, 1 N. LaSalle DE 2-6424

Clinton E. Frank, Merchandise Mart WH 4-5900

Fuller & Smith & Ross, 105 W. Adams AN 3-5039

Phil Gordon Agency, 23 E. Jackson HA 7-2103

Gordon Best Co., 228 N. LaSalle ST 2-5060

Gourfain-Loeff, Inc., 205 W. Wacker Dr AN 3-0889

Grant Adv., 919 N. Michigan SU 7-6500

Grant, Schwenck & Baker, 520 N. Michigan WH 3-1033

Grossfeld & Staff, 22 W. Monroe AN 3-6904

Guenther-Bradford Co., 15 E. Huron SU 7-9474

George H. Hartman Co., 307 N. Michigan AN 3-0130

Henry, Hurst & McDonald, 121 W. Wacker FR 2-9180

H. W. Kastor & Sons Adv., 75 E. Wacker CE 6-5331

Kenyon & Eckhardt, 221 N. LaSalle Fl 6-4020

Keyes, Madden & Jones, 919 N. Michigan WH 3-2133

Klau-Van Pietersom-Dunlap, Inc., 520 N. Michigan SU 7-3061

W. E. Long Co., 188 W. Randolph RA 6-4606

Lilienfeld and Company, 121 W. Wacker AN 3-7667

Earle Ludgin, 121 W. Wacker AN 3-1888

MacDonald-Cook, 360 N. Michigan AN 3-1224

MacFarland, Aveyard & Co., 333 N. Michigan RA 6-9360

Malcolm-Howard Adv. Agency, 203 N. Wabash AN 3-0022

Maxon, Inc., 664 N. Rush WH 4-1676

McCann-Erickson, 318 S. Michigan WE 9-3700

McCarty Co., 520 N. Michigan Ml 2-0300

The Meeker Co., Inc., 333 N. Michigan CE 6-1742

Arthur Meyerhoff & Co., 410 N .Michigan DE 7-7860

Needham, Louis & Brorby, Prudential Bldg WH 4-3400

North Advtsg. Inc., Merchandise Mart WH 4-5030

Olian & Bronner, 35 E. Wacker ST 2-3381

O'Neil, Larson & McMahon, 427 W. Randolph AN 3-4470

Presba, Fellers & Presba, 360 N. Michigan CE 6-7683

L. W. Ramsey Co., 230 N. Michigan FR 2-8155

Reach, McClinton & Pershall, Prudential Plaza SU 7-9722

Reincke, Meyer & Finn, 520 N. Michigan WH 4-7440

Fletcher D. Richards, Calkins & Holden,

Prudential Plaza RA 6-3830

Robertson, Buckley & Gotsch, 108 N. State ST 2-5336

Roche, Rickert & Cleary, Inc., 135 S. LaSalle RA 6-9760

R. Jack Scott, Inc., 814 N. Michigan WH 4-6886

John W. Shaw, 51 E. Superior MO 4-6323

Tatham-Laird, 64 E. Jackson HA 7-3700

J. Walter Thompson, 410 N. Michigan MO 4-6700

Tobias, O'Neil & Galley, 520 N. Michigan Ml 2-3360

Turner Adv., 216 E. Superior Ml 2-6426

Geoffrey Wade, 20 N. Wacker Fl 6-2100

Waldie & Briggs, 221 N. LaSalle FR 2-8422

Edw. H. Weiss Co., 360 N. Michigan CE 6-7252

Western Adv. Agcy., 35 E. Wacker AN 3-2545

Young & Rubicam, 333 N. Michigan Fl 6-0750

Advertisers

Admiral Corp., 3800 W. Cortland SP 2-0100

American Dairy Assoc, 20 N. Wacker ST 2-4916

American Hair & Felt, Merchandise Mart SU 7-7252

Armour, Union Stock Yards YA 7-4100

Bauer & Black, 309 W. Jackson WE 9-7100

Beatrice Foods, 120 S. LaSalle VI 2-2700

Bell & Howell, 7100 McCormick Rd AM 2-1600

Borg-Warner, 310 S. Michigan WA 2-7700

Bowman Dairy, 140 W. Ontario SU 7-6800

Bresler Ice Cream Co., 4010 W. Belden CA 7-6700

Helene Curtis Industries, 4401 W. North CA 7-6600

Curtiss Candy, 3638 N. Broadway Bl 8-6300

Dad's Root Beer, 2800 N. Talman IN 3-4600

Derby Foods, 3327 W. 47th PI VI 7-4400

Ekco, 1949 N. Cicero BE 7-6000

Florsheim Shoes, 130 S. Canal FR 2-6666

Greyhound Corp., 5600 W. Jarvis (Niles) Nl 7-6400

Hoover Co., Merchandise Mart Plaza WH 3-1162

Hotpoint, 5600 W. Taylor MA 6-2000

Household Finance Corp., Prudential Plaza W'l 4-7174

Illinois Bell Tel., 212 W. Washington OF 3-9300

Intl. Harvester, 180 N. Michigan AN 3-4200

Jays Foods, 825 E. 99th IN 8-8400

Kraft Foods, 500 N. Peshtigo Court WH 4-7300

Lanolin Plus, 30 W. Hubbard DE 7-7000

Libby, McNeill & Libby, W. Exch. & S. Packers YA 7-0240

Mars Candy, 2019 N. Oak Park ME 7-3000

THESIS FOR MURDER! Brilliant but deranged
criminology student nearly gets away with

perfect crime!— The Arizona Republic

ONE OF 39 EXCITING EPISODES!
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Advertisers

Maybelline, 5900 N. Ridge LO 1-1645

Oscar Mayer Co., 1241 N. Sedgwick Mi 2-1200

Monarch Finer Foods, 2199 W. River Grove TU 9-5000

Motorola, 5445 W. Augusta SP 2-6500

Mystik Adhesive Products, 2635 N. Kildare SP 2-1600

O'Cedar, 2246 W. 49th LA 3-4700

Orange Crush, 2201 Main, Evanston DA 8-8850

Pabst, 221 N. LaSalle ST 2-7600

Peter Hand Brewery, 1000 W. North MO 4-6300

Pure Oil, 35 E. Wacker ST 2-2100

Purity Bakeries, 4504 S. Sacramento YA 7-8556

Quaker Oats, 345 Merchandise Mart WH 4-0600

Simoniz Co., 2100 S. Indiana DA 6-6700

S.O.S., 7123 W. 65th PO 7-7800

Standard Oil of Ind., 910 S. Michigan HA 7-9200

Stewart-Warner Corp., 1826 Diversey Pkwy LA 5-6000

Sunbeam, 5600 W. Roosevelt Rd ES 8-8000
Swift, Union Stock Yards YA 7-4200
Toni, Merchandise Mart WH 4-1800
United Airlines, 5959 S. Cicero PO 7-3300
Wilson & Co., Prudential Plaza WH 4-4600
Wine Corp. of Amer., 3737 S. Sacramento CL 4-6300
Wm. Wrigley, 410 N. Michigan SU 7-2121

Zenith, 6001 W. Dickens BE 7-7500

Film-Tape Commercials

Academy Film Productions, Inc., 123 W. Chestnut Ml 2-5877

Gilbert Altschul Productions, 2441 W. Peterson UP 8-2595

Atlas Film Corporation, 1111 S. Blvd., Oak Park AU 7-8620

John Colburn Assoc, Inc., 1122 Central, Wilmette BR 3-2310

Colmes-Werrenrath Prod., Inc., 540 N. Lake Shore Ml 2-7470

Cal Dunn Studios, 159 E. Chicago WH 3-2424

Flicka Films, 12 East Grand SU 7-2251

Filmack Studios, 1327 S. Wabash HA 7-3395

Graphic Pictures, Inc., 33 S. Wacker RA 6-7282

Jam Handy Organization, 230 N. Michigan ST 2-6757

Dallas Jones Productions, 1725 N. Michigan MO 4-5525

Lewis & Martin Films, 1431 N. Wells WH 4-7477

Fred A. Niles Productions, 1058 W. Washington WE 8-4181

Pilot Productions, 1819 Ridge, Evanston DA 8-3700

Producers Film Studio, 540 Lake Shore WH 3-1440

Sarra, Inc., 16 E. Ontario WH 4-5151

Sonic Film Recording, 548 Lake Shore WH 3-1440

Telecine Film Studios, 100 S. Northwest Hgwy TA 3-1418

United Film Recording, 301 E. Erie SU 7-9114

Wilding Picture Productions, 1345 Argyle LO 1-8410

TV Film-Tape Program Sources

ABC Films, 360 N. Michigan AN 3-0800

Adver/sonic Productions, Inc., 22 E. Huron Ml 2-4842

Agency Recording & Film Service, 20 N. Wacker CE 6-3632

April Productions, 5000 W. Quincy MA 6-4522

CBS Film Sales, 630 N. McClurg Ct WH 4-6000

Alan M. Fishburn, 79 W. Monroe DE 2-0657

Jewell Tv & Radio Productions, 540 N. Michigan MO 4-5757

Herbert S. Laufman & Co., 221 N. LaSalle RA 6-4086

MCA TV Ltd., 430 N. Michigan DE 7-1100

MGM-TV, 360 N. Michigan Fl 6-8477

NBC TV Films, Mercnanaise Mart MO 4-6565

NTA, Inc., 612 N. Michigan Ml 2-5561

Allan Newman Productions, 30 W. Washington CE 6-5005

Ross-McElroy Productions, 154 E. Erie Ml 2-9550

UPA, Inc., 360 N. Michigan AN 3-7566

Ziv Television Programs, 520 N. Michigan WH 4-1030

Walter Schwimmer, Inc., 75 E. Wacker FR 2-4392

Misc. Film-Tape Services

Bonded TV Film Service, 1301 S. Wabash WA 2-1629

Modern Teleservice, Inc., 237 E. Ontario DE 7-3761

MISCELLANEOUS INDUSTRY SERVICES

Community Club Services Inc., 360 N. Michigan DE 2-2097

Music • Radio Services

Agency Recording Studios, 20 N. Wacker CE 6-3632
Bry Kinescope Labs, 3518 W. Devon JU 3-1060
Boulevard Recording Studios, 632 N. Dearborn WH 4-2752

Columbia Transcriptions, 630 N. McClurg St WH 4-6000
Globe Transcriptions, 230 N. Michigan RA 6-0126

Muzak, 5226 W. Grand NA 2-5200

Recording Services, 113 W. Hubbard SU 7-0735

RCA Program Service, 445 N. Lake Shore WH 4-3530

RCA Recording Studios, 445 N. Lake Shore WH 4-3215

Sonic Film Recording, 548 Lake Shore WH 8-1440

Music * Radio Services

Telecine Film Studios, 1005 N.W. Hkwy, Park Ridge....TA 3-1418

United Film & Recording, 301 E. Erie SU 7-9114

Universal Recording Corp., 46 E. Walton Ml 2-6465

Webb Recording Co., 55 W. Wacker Fl 6-4183

Welding Picture Productions, 1345 Argyle LO 1-8410

WTTW TV Recording Service, 1761 Museum MU 4-3800

Research • Surveys

Advertising Checking Bureau, 18 S. Michigan ST 2-7874

American Research Bureau, Inc., 435 N. Michigan SU 7-3388

Color Research Inst, 105 W. Adams FR 2-8741

Richard D. Crisp & Assocs., 105 W. Adams ST 2-0253

Market Research Corp. of America, 425 N. Michigan....MO 4-4600

A. C. Nielsen Co., 2101 Howard HO 5-4400

Pulse Inc., 435 N. Michigan SU 7-7140

Radio Reports, 1550 E. 53rd HY 3-3215

Social Research, 145 E. Ohio Ml 2-2664

TV Bureau of Adv., 400 N. Michigan SU 7-1215

Hotels

Allerton, Mich, at Huron SU 7-4200

Ambassador, State & Goethe SU 7-7200

Bismarck, 171 W. Randolph CE 6-0123

Congress, 520 S. Michigan HA 7-3800

Conrad Hilton, 720 S. Michigan WA 2,4400

Croydon Hotel, 616 N. Rush DE 7-6700

Drade, Lake Shore & Michigan SU 7-2200

Edgewater Beach, 5349 N. Sheridan LO 1-6000

Executive House, 71 E. Wacker Fl 6-7100

Knickerbocker, 163 E. Walton WH 3-2000

Lake Shore Drice, 181 E. Lake Shore SU 7-8500

Morrison, 79 W. Madison FR 2-9600

CHAIN REACTION! 14 years after Hiroshima
mission, guilt-ridden flyer commits crime
against society!— The Fort Worth Star-Telegram
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Palmer House, State & Monroe RA 6-7500

Pearson, ]90 E. Pearson SU 7-8200

Sheraton, 505 N. Michigan WH 4,4100

Sheraton-Blackstone, S. Michigan & E. Balbo HA 7-4300

Sherman, Clark & Randolph FR 2-2100

Adman's Eating Directory

Allgauer's Heidelberg, Randolph at State Fl 6-8080

Barney's Market Club Tavern, 741 W. Randolph AN 3-9795

Blackhawk, Randolph at Wabash RA 6-2822

The Buttery, Hotel Ambassador West SU 7-7200

Cafe de Paris, 1260 N. Dearborn WH 4-5620

Chez Paree, 610 N. Fairbanks DE 7-3434

Don the Beachcomber, 101 E. Walton SU 7-8812

Fritzel's, State & Lake AN 3-7100

Jaques, 900 N. Michigan DE 7-9040

L'Aiglon French Restaurant, 22 E. Ontario DE 7-6070

The Ivanhoe, 3000 N. Clark GR 2-2771

The Kungsholm, 100 E. Ontario WH 4-2700

London House, 360 N. Michigan AN 3-6920

The Pump Room, Hotel Ambassador East SU 7-7200

Red Star Inn, 1528 N. Clark WH 4-9637

Riverside Steak House. 59 E. Wacker Fl 6-2666

Stockyards Inn, W. 42nd & S. Halstead YA 7-5580

Wrigley Bldg Restaurant, 410 N. Michigan WH 4-7600

Tony Zale's, 744 N. Rush DE 7-5930

Air Lines * Railroads

American Airlines, 55 E. Monroe FR 2-8000

Capital Airlines, 41 S. State ST 2-3030

Continental Air Lines, 61 E. Monroe AN 3-4277

Eastern Airlines, 120 S. Michigan WH 3-2900

Midway Airport, 6200 S. Cicero PO 7-0500

North Central Airlines, 37 S. Wabash DE 2-7522

Northwest Orient Airlines, 100 S. Michigan RA 6-9562

O'Hare International Airport,

Bryn Mawr & Wolf, Franklin Park NA 5-6280

TWA, 37 S. Wabash DE 2-7600

United, 35 E. Monroe RA 6-5500

Baltimore & Ohio, S. Wells & Harrison WA 2-2211

Burlington RR, 101 W. Adams WA 2-2345

Chesapeake & Ohio RR, 327 S. LaSalle HA 7-2855

Illinois Central RR, Central Station WA 2-4811

New York Central System, LaSalle St. Station HA 7-4270

Pennsylvania RR, Union Station Fl 6-5200

Santa Fe, 238 S. Michigan HA 7-4900

Trade Publications

Advertising Age, 200 E. Illinois DE 7-1336

Advertising Agency Magazine, 122 S. Michigan HA 7-7272

Broadcasting, 360 N. Michigan CE 6-4115

McKittrick Director, 185 N. Wabash ST 2-8911

Media Scope, 1740 Ridge, Evanston HO 5-2400

Printer's Ink, 360 N. Michigan AN 3-1750

Sales Management, 333 N. Michigan ST 2-1266

Sponsor, 612 N. Michigan SU 7-9863

Radio-Tv Daily, 54 W. Randolph DE 2-6757

Standard Rate & Data, 1740 Ridge, Evanston HO 5-2400

TV Guide, 230 N. Michigan RA 6-9470

U. S. Radio, 161 E. Grand WH 3-3686

Variety, 612 N. Michigan DE 7-4984

DETROIT

Networks

American Broadcasting Co., 1700 Mutual Building WO 3-8321

Columbia Broadcasting System, Fisher Bldg TR 2-5500

Crosley Broadcasting, Penobscot Bldg WO 1-1610

Keystone Broadcasting System, 612 Penobscot Bldg WO 2-4505

National Broadcasting Co., 622 LaFayette WO 2-2000

Representatives

ABC Spot Sales, Mutual Bldg WO 3-8321

AM Radio Sales, 2161 Penobscot Bldg WO 5-2420

Avery-Knodel, Inc., 1446 National Bank Bldg WO 1-9607

Best, Hil F., 1009 Park Ave. Bldg WO 2-7298

John Blair, 617 Book Bldg WO 1-6030

Blair Television Assoc, Inc., 617 Book Bldg WO 1-6030-31-32

Blair-TV, 617 Book Bldg WO 1-6030-31-32

The Branham Co., 235 General Motors Bldg TR 1-0440

Broadcast Time Sales, Penobscot Bldg WO 5-7618

CBS Spot Sales, 902 Fisher Bldg TR 2-5500

Christal, Henry I. Co., 2107 Book Bldg WO 3-2365

Gill-Perna Inc., 2915 Book Bldg WO 2-7022

Hollingbery, George P., Co., 1967 Guardian Bldg WO 1-3555

H-R Representatives Inc., 1065 Penobscot Bldg WO 1-4148

The Katz Agency, Inc., 3166 Penobscot Bldg WO 3-8420

Daren F. McGavren, 2338 Dime Bldg WO 1-1675

Michigan Spot Sales, 15001 Michigan Tl 6-2362

NBC Spot Sales, 1165 Penobscot Bldg WO 1-1610

Perry, John H. Assoc. 268 General Motors Bldg TR 5-1803

Peters, Griffin, Woodward, Inc., 3470 Penobscot Bldg. WO 1-4255

Petry, Edward & Co., Inc., 645 Griswold Street WO 3-0125

Raymer, Paul H., Co., Inc., 2949 Penobscot Bldg WO 3-0764

TV Advertising Reps., 2161 Penobscot Bldg WO 5-6450

Webb, Grant & Co., 1302 Cadillac Tower WO 1-8290

Weed & Company, 1610 Book Bldg WO 1-2685

Agencies

Atherton, Frank W„ 312 Fox Bldg WO 2-8407

Bartlett, Burke, Co., 2608 N. Woodward. Royal Oak LI 9-2455

BBOD, 1800 Penobscot Bldg WO 5-0620

Brooke, Smith, French & Dorrance, Inc.

8469 E. Jefferson Ave VA 2-9700

Brother, D. P. & Co., 4th Fl. General Motors Bldg TR 2-8250

Burnett, Leo Co., Inc., 2648 Buhl Bldg WO 1-5959

Campbell-Ewald Co., 4th Fl. General Motors Bldg TR 2-6200

Clark & Roberts, Inc., Fox Bldg WO 1-5500

D'Arcy Advertising Co., 745 Penobscot Bldg WO 1-7881

Denman & Baker, Inc., 1012 Buhl Bldg WO 5-1474

Doner, W. B. & Co., 505 Washington Blvd. Bldg WO 5-7400

Foote, Cone & Belding, 1060 National Bank Bldg WO 3-9770

Geyer, Morey, Madden & Ballard, Inc.,

14250 Plymouth Rd WE 3-5520

Grant Advertising, Inc., 2900 Guardian Bldg WO 3-9400

Kenyon & Eckhardt, Inc., 1500 Penobscot Bldg WO 5-0300

Kudner Agency, Inc., 707 New Center Bldg TR 5-5315

Luckoff & Wayburn, Inc., 320 W. Lafayette WO 2-0707

MacManus, John & Adams, Inc.,

Woodward & Long Lake Rd Midwest 6-1000

Maxon, Inc., 2761 E. Jefferson Ave LO 7-5710

McCann-Erickson, Inc., 3500 Penobscot Bldg WO 5-7550

Meldrum & Fewsmith, Inc.,

1100 N. Woodward. Birmingham Midwest 6-4000

Roy, Ross, Inc., 2751 E. Jefferson Ave LO 7-3900

Simons-Michelson Co., 11th Fl. Lafayette Bldg WO 3-3000

JULY 1959

JAIL BREAK! Not a shot was fired as three
men stage a fantastic escape from a maximum
security prison! — The Houston Press

ONE OF 39 EXCITING EPISODES!
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DETROIT

Agencies

Stout, Charles R., 1028 Penobscot Bldg WO 2-7074

Thompson, J. Walter Co., 2130 Buhl Bldg WO 2-8890

Young & Rubicam, Inc., 1600 Penobscot Bldg WO 1-0067

Zimmer, Keller & Calvert, Inc., 28 W. Adams WO 1-9151

Music * Radio Services

MUZAK, 15401 W. Ten Mile Rd JO 4-5835

Hotels

Barium, Cadillac Square & Bates WO 2-5900

Dearborn Inn, 20301 Oakwood LO 5-3000

Detroit-Leland, Cass Avenue at Bagley WO 2-2300

Fort Shelby, 525 West LaFayette WO 3-7100

Park Shelton, 15 E. Kirby TR 5-9500

Pick-Forte Shelby, 525 W. LaFayette WO 3-7100

Sheraton- Cadillac, Washington Blvd. & Michigan WO 1-8000

Statler, Washington Blvd. & Park WO 3-6000

Tuller, Adams & Park WO 3-5200

Whittier, 415 Burns Drive CA 2-9000

Wolverine, Witherell & Elizabeth WO 3-9000

Adman's Eating Directory

Cregar's Pickwick House, Inc., 19335 Grand River KE 1-1810

London Chop House, 153 West Congress WO 2-0278

Pontchartrain Wine Cellars, 234 West Larned WO 3-1785

Yeamans, 516 Howard WO 2-8981

Air Lines * Railroads

American Airlines WO 5-1000

Capital, 1203 Washington Blvd WO 3-8900

Delta, 1205 Washington Blvd WO 5-3000

Eastern WO 5-8200

Mohawk Airlines WO 2-4800

North Central WO 2-8090

Northwest, 1235 Washington Blvd WO 3-3500

Pan American World Airways System WO 3-0800

Tarns-American Airlines WO 5-3456

Trans-Canada Air Lines WO 3-4444

TWA WO 2-8650

United WO 5-5500

Baltimore & Ohio, Michigan & 15th St WO 2-9515

Canadian Pacific Railway WO 5-7070

Chesapeake & Ohio, 312-15 Fort St. Station WO 2-3885

New York Central WO 5-7070

Pennsylvania WO 2-3885

LOS ANGELES
Networks

American Broadcasting Company, 4151 Prospect NO 3-3311

Columbia Broadcasting System (tv), 7800 Beverly OL 1-2345

LOS ANGELES
Columbia Broadcasting System (radio) (also CPRN)

6121 Sunset HO 9-1212

Columbia Pacific Television Network, 1313 Vine OL 1-2345

Crosley Broadcasting Corp., 6381 Hollywood Blvd HO 2-2351

Don Lee Broadcasting System, 1313 Vine HO 2-2133

Mutual Broadcasting System, 1313 Vine HO 2-2133

National Broadcasting Company

3000 W. Alameda (Burbank) TH 5-7000

Representatives

AM Radio Sales, 5939 Sunset HO 5-0695

Avery-Knodel, 3325 Wilshire DU 5-6394

B-N-B Time Sales, 633 S. Westmoreland DU 5-8309

Walter Biddick, 1046 S. Olive Rl 9-8800

John Blair, 3460 Wilshire DU 1-3811

Blair TV, 3460 Wilshire DU 1-3811

Boiling, 204 S. Beverly Dr. (Bev. Hills) BR 2-0543

Branham, 6399 Wilshire OL 3-6363

Broadcast Time Sales, 1540 N. Highland HO 5-1755

Burn-Smith, 672 S. Lafayette Park PI DU 2-3200

CBS Radio Spot Sales, 6121 Sunset (Columbia Square) HO 9-1212

CBS TV Spot Sales, 1313 N. Vine OL 1-2345

Donald Cooke, 111 N. La Cienega (Bev. Hills) OL 2-1313

Devney, 612 S. Serrano DU 4-7352

Bob Dore Associates, 5880 Hollywood Blvd HO 2-1133

Robt. E. Eastman & Co., Inc., 1680 N. Vine HO 4-7276

Everett-McKinney, 111 N. La Cienega (Bev. Hills) OL 2-1313

Forjoe, Forjoe-TV, 451 N. La Cienega (L.A.) OL 5-7755

Gill-Perna, 730 S. Western DU 7-4388

W. S. Grant, 6606 Selma HO 3-7194

Headley-Reed, 1680 Vine HO 4-8248

George P. Hollingsbery, 3325 Wilshire DU 5-2071

Hal Holman, 6381 Hollywood HO 2-2351

Bernard Howard & Co., Inc., 6381 Hollywood Blvd HO 2-2351

H-R Reps, 6253 Hollywood HO 2-6453

Intercontinental Services Ltd., 6331 Hollywood HO 2-2289

The Katz Agency, 3325 Wilshire DU 5-6284

J. A. Lucas, 1350 N. Highland HO 2-1460

Daren F. McGavren 1741 Ivar HO 4-6146

Robert Meeker, 6362 Hollywood Blvd HO 2-6501

Tracy Moore & Assoc, 6381 Hollywood HO 2-2351

National Time Sales, 672 S. Lafayette Park PI DU 2-3200

NBC Spot Sales, Sunset & Vine TH 5-7000

Harlan G. Oakes, 672 S. Lafayette Park PI DU 2-3200

Lee F. O'Connell, 111 N. La Cienega (Bev. Hills) OL 2-1313

Richard O'Connell, 6381 Hollywood HO 2-2351

Pan-American Broadcasting, 672 S. Lafayette Park PI. DU 2-3200

John E. Pearson, 3242 W. 8th DU 5-5084

John H. Perry, 5800 Hollywood HO 2-1133

Peters, Griffin, Woodward, 1750 Vine HO 9-1688

Edward Petry, 3424 Wilshire Blvd DU 8-1143

Radio-TV Reps., Ill N. La Cienega (Bev. Hills) OL 2-1313

Rambeau, Vance & Uopple, 1350 N. Highland HO 4-6017

Paul H. Raymer, 1680 Vine HO 2-2376

Stars National, 6381 Hollywood HO 2-2351

Television Adevrtising Representatives, 1717 Highland HO 6-1144

Venard, Rintout & McConnell, 1901 W. 8th DU 8-4551

Walker, 672 S. Lafayette Park PI DU 2-3200

Grant Webb Co., 1350 No. Highland HO 2-1460

Weed, 6331 Hollywood Blvd HO 2-6676

Adam Young, 6331 Hollywood Blvd HO 2-2289

Young Television Corp., 6331 Hollwood Blvd HO 2-2289

Young Canadian Reps, 6331 Hollywood Blvd HO 2-2289

STATE SCANDAL! Illinois State Auditor is

proven guilty of fraud and embezzlement!— The Chicago Daily News
ONE OF 39 EXCITING EPISODES!
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Agencies

Advertising Agencies, Inc., 12412 Ventura Blvd ST 7-9941

R. H. Alber Co., 439 N. Larchmont HO 9-8273

Robert F. Anderson Co., 6363 Wilshire Blvd OL 3-8120

Anderson-McConnell, 922 No. Vine HO 3-4154

Arkwright Advertising, 1717 N. Highland Ave HO 4-3129

Atherton, Mogge, Privett, 8467 Beverly OL 3-2246

N. W. Ayer & Son, 1680 Vine HO 3-4871

Barnes Chase Co., 3450 Wilshire DU 4-1193

Ted Bates, 1750 Vine HO 9-2161

BBDO, 6363 Wilshire WE 7-1234

1680 Vine HO 2-6723

Beckman-Koblitz, 915 N. La Cienega OL 5-7850

Benton & Bowles, 6253 Hollywood HO 4-9151

Bozell & Jacobs, Inc., 340 N. Rodeo Dr BR 2-2081

Brooke, Smith, French & Dorrance, 1741 Ivar HO 9-2911

Burke Dowlang Adams, 3440 Wilshire DU 8-9335

Leo Burnett Co., 1680 Vine HO 4-7374

Campbell-Ewald, 3460 Wilshire DU 9-1334

1750 Vine HO 9-2931

Campbell-Mithun, 1680 Vine HO 2-0715

Caples, 301 S. Kingsley Dr DU 7-4255

Carson-Roberts, Inc., 8811 Alden Drive BR 2-8366

Cole, Fischer, Rogow, Inc., 9033 Wilshire CR 5-0135

Compton, 6505 Wilshire OL 3-0100

Cunningham & Walsh, 8721 Sunset OL 2-5690

Dancer-Fitzgerald-Sample, 1680 Vine HO 2-3256

D'Arcy, 3540 Wilshire DU 5-3171

Davis, Johnson, Anderson & Colombatto, Inc.

2301 W. 3rd St DU 8-2111

Donahue & Coe, 3245 Wilshire DU 1-2221

Douglas Adv. Agency, 7461 Beverly Bldg WE 6-6184

Doyle Dane Bernbach, Inc., 6399 Wilshire WE 8-3781

Dreyfus & Gardner, 511 N. La Cienega Blvd OL 5-8255

Eisaman-Johns Advertising, 1680 N. Vine HO 4-7265

Erwin Wasey, Ruthrauff & Ryan, 5045 Wilshire WE 1-1211

William Esty, 6331 Hollywood HO 2-6301

Foote, Cone & Belding, 900 Wilshire MA 9-3611

Fuller & Smith & Ross, 8350 Wilshire (Bev. Hills) OL 3-0240

Gerth, Brown, Clark & Elkus of LA, 8241 Wilshire OL 3-2320

Glenn Advertising, Inc., 6399 Wilshire WE 3-9369

Grant, 1680 Vine HO 1-9231

Grey, 1750 Vine HO 4-7347

Guild, Bascom & Bonfigli, 1750 Vine HO 9-8217

Harrington, Richards & Morgan, 6233 Hollywood HO 3-4194

Heintz & Co., 611 Wilshire MA 9-3181

Hixson & Jorgensen, 3540 Wilshire DU 8-3121

Honig, Cooper & Miner, 340 S. Kingsley Dr DU 8-3301

Kenyon & Eckhardt, 6253 Hollywood HO 3-2101

Keyes, Madden & Jones, 1680 Vine HO 9-3974

Killingsworth-Moreland Advertising 3723 Wilshire DU 2-7354

Kudner, 3325 Wilshire DU 2-1127

C. J. LaRoche, 6269 Selma HO 9-3656

Lennen & Newell, 9033 Wilshire Blvd CR 1-7221

MacManus, John & Adams, 6399 Wilshire WE 3-5881

McCann-Erickson, 3325 Wilshire DU 5-3301

The McCarty Co., 3576 Wilshire DU 5-4011

Walter McCreery Co., 256 S. La Cienega (Bev. Hills) OL 2-4480

Arthur Meyerhoff & Co., 8467 Beverly OL 3-1633

Needham, Louis & Brorby, 9100 Sunset CR 6-2073

North Adv. Inc., 8701 Wilshire (Bev. Hills) OL 2-3770

Reach, McClinton & Co., Inc., 6434 Wilshire OL 3-9610

Fletcher D. Richards, Calkins & Holden,

6233 Hollywood Blvd HO 3-4194

Robinson, Jensen, Fenwick & Haynes, 1111 Wilshire HU 2-2050

Roche, Eckhoff & Lee, 8721 Beverly OL 5-7670

Ross, Reisman, Naidich, Inc., 7805 Sunset HO 2-3378

M. B. Scott & Assoc, 8350 Wilshire OL 3-5330

Stebbins & Cochran Adv., 3142 Wilshire DU 8-8131

Barton A. Stebbins, 3142 Wilshire DU 8-8131

Hal Stebbins, Inc., 714 W. Olympic Rl 9-5317

SSC&B, 6253 Hollywood HO 4-2119

Stromberger, LaVene & McKenzie, 3325 Wilshire DU 5-2211

Tatham-Laird, 1680 Vine HO 1-9228

J. Walter Thompson, 6505 Wilshire OL 3-0300

Tilds & Cantz, 8833 Sunset OL 5-9270

The Tullis Co., 6000 Sunset HO 2-6333

Van der Boom, Hunt, McNaughton, Inc.

672 S. Lafayette Park PI DU 2-6203

Geoffrey Wade Advtg., 6381 Hollywood HO 4-7457

Tom Westwood Adv., 105 E. Lexington, Glendale CH 5-5051

Young & Rubicam, 611 Wilshire MA 6-7641

6253 Hollywood HO 9-2731

Advertisers

Adolph's, Ltd., 1800 W. Magnolia (Burbank) VI 9-1421

Albers Milling Co., 5045 Wilshire WE 1-1911

Bekins Van & Storage, 1335 S. Figueroa Rl 9-4141

Birley's, 1127 N. Mansfield HO 9-2234

Boyle-Midway, 4820 E. 50th (Vernon) LU 8-9124

Capitol Records, 1750 Vine HO 2-6252

Carnation Co., 5045 Wilshire WE 1-1911

Catalina, Inc., 443 So. San Pedro MA 4-8231

Coast Fisheries, 545 S. Fries (Wilmington) NE 6-2132

Max Factor, 1655 N. McCadden PI HO 2-6131

Farmers Insurance Group, 4680 Wilshire WE 1-1961

General Petroleum, 612 S. Flower MA 6-5711

Hunt Foods, 1740 W. Commonwealth (Fullerton) TR 1-2100

Lyon Van & Storage, 1950 S. Vermont RE 1-3131

Louis Milani Foods, 12312 W. Olympic BR 2-8521

Mission Pak, 125 E. 33rd AD 2-5194

Pennzoil Co. of Calif., 1630 W. Olympic DU 5-0311

Purex, 9300 Rayo (Southgate) LO 4-1841

Reddi-Wip, 8025 Melrose OL 3-2260

Rexall Drug Co., 8480 Beverly OL 3-1300

Richfield Oil Corp., 555 S. Flower MA 9-4111

Santa Fe Wine, 2200 S. Saybrook RA 3-9792

Shell Oil Co. of Calif., 1008 W. 6th MA 5-7341

Signal Oil Co., 3160 W. 6th DU 5-0341

Sleep-Eze Co., 1067 E. Anaheim (Long Beach) HE 7-2585

Squirt Co., 4610 Van Nuys (Van Nuys) ST 9-8121

Star-Kist Foods, 580 Tuna (Terminal Island) TE 3-2411

Sunkist Growers, 707 W. 5th MA 8-7211

Trewax Co., 5631 S. Centinela (Culver City) TE 0-6719

Union Oil Co. of California, 461 S. Boylston HU 2-7600

U. S. Borax & Chemical Corp., 630 Shatto PI DU 7-5151

Van Camp Sea Food Co., 772 Tuna (Terminal Island) TE 3-4411

Film-Tape Commercials

Academy Films, 800 N. Seward HO 2-0741

All-Scope Pictures, 1417 N. Western HO 2-6231

Animation, Inc., 736 N. Seward HO 4-1117

Cascade Pictures of Calif., 1027 N. Seward HO 2-6481

Bing Crosby Enterprises, 9028 Sunset CR 1-1171

Desilu, 780 N. Gower HO 9-5911

Jerry Fairbanks Prodns., 1330 N. Vine HO 2-1101

Filmcraft Prodns., 8451 Melrose OL 3-2430

Filmercial Prodns., 650 N. Bronson HO 2-7141

Gross-Krasne, Inc., 5420 Melrose HO 7-5151

Guild Films, 8255 Sunset OL 6-3770

Jam Handy, 1402 N. Ridgewood PI HO 3-2321

WETBACK! Reporter posing as Mexican wet-
back faces death! — The San Diego Union

ONE OF 39 EXCITING EPISODES!
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LOS ANGELES

Film-Tape Commercials

Harris-Tuchman Prodns., 751 N. Highland WE 6-7189

MGM-TV, 10202 Washington (Culver City) TE 0-3311

National Screen Service Corp., 7026 Santa Monica HO 5-3136

Playhouse Pictures, 1401 N. La Brea HO 5-2193

Polaris Pictures, Inc., 745 N. Highland WE 8-5898

Quartet Films, Inc., 5631 Hollywood HO 4-9225

Roland Reed Prodns., 650 N. Bronson HO 2-7141

Hal Roach Studios, 8822 Washington TE 0-3361

Screen Gems, 1334 N. Beachwood HO 2-3111

Swift-Chaplin, 1136 N. Highland HO 2-0761

TV Spots, Inc., 1037 N. Cole HO 5-5171

Universal-International, Universal City (No. Hywd.) ST 7-1211

UPA Pictures, 4440 Lakeside Dr. (Burbank) TH 2-7171

Warner Bros., 4000 Warner Blvd. (Burbank) HO 9-1251

Wilding Pictures Prodns., 5981 Venice WE 8-0183

TV Film-Tape Program Sources

ABC Film Syndication, 1539 Vine NO 3-3311

Animation, Inc., 736 N. Seward HO 4-1117

George Bagnall, 8827 Olympic (Bev. Hills) OL 2-8050

Cavalcade TV Programs, 7904 Santa Monica OL 4-4144

CBS-TV Film Sales, 1313 Vine OL 1-2345

Coronet Films, 3410 S. La Cienega WE 6-6171

Desilu, 780 N. Gower HO 9-5911

Guild Films, 8255 Sunset OL 6-3770

Hollywood TV Service, 4020 Carpenter (N. Hwd.) PO 3-8411

Independent Television Corp., 5420 Melrose HO 2-6525

MCA-TV, 9370 Santa Monica (Bev. Hills) CR 4-7711

MGM-TV, 10202 Washington (Culver City) TE 0-3311

National Telefilm Assoc, 8721 Sunset OL 2-7222

NBC-TV Film Division, Sunset & Vine TH 5-7000

Fred A. Niles, 5539 Sunset HO 3-8154

Roy Rogers Syndication, 357 N. Canon (Bev. Hills) BR 2-8738

Screen Gems, 1334 N. Beechwood Dr HO 2-3111

Trans-Lux TV Corp., 1966 S. Vermont RE 1-2309

Twentieth Century Fox TV, 10201 W. Pico CR 6-2211

United Artists Associated, 9110 Sunset CR 6-5886

United Press Movietone, 6520 Selma HO 2-0706

UPA, 4440 Lakeside Dr. (Burbank) TH 2-7171

Warner Bros., Burbank HO 9-1251

Ziv TV Programs, 7324 Santa Monica OL 4-2800

Misc. Film-Tape Services

Bonded TV Film Service, 8290 Santa Monica OL 4-7575

Consolidated Film Industries, 959 Seward HO 9-1441

Modern Teleservice, Inc., 7031 Melrose WE 3-5674

Peerless Film Processing Corp., 959 Seward HO 4-7156

S.O.S. Cinema Supply Corp., 6331 Hollywood HO 7-2124

General Film Lab, 1546 Argyle HO 2-6171

Music * Radio Services

ASCAP, 3440 Wilshire DU 2-1381

Associated Program Service, 315 W. 9th MA 2-0201

BMI, 1549 North Vine HO 4-7447

Capitol Records, 1750 Vine HO 2-6252

Columbia Records, 8723 Alden Dr OL 5-6733

Muzak, 6906 Santa Monica HO 5-7177

RCA Recorded Program Serv., 1016 N. Sycamore OL 4-1660

World Broadcasting System, 7324 Santa Monica OL 4-2800

Research • Surveys

American Research Bureau, 6223 Selma HO 9-1683

J. H. Coffin & Co., 9157 Las Tunas Dr. (Temple City) CU 3-5912

Facts, Consolidated, 8461 Melrose OL 3-3114

C. E. Hooper, 6223 Selma HO 9-1683

PAIR, Inc., 9615 Brighton Way (Beverly Hills) CR 5-1010

Pulse Inc., 6399 Wilshire OL 3-7733

Telecensus, 3259 Wilshire DU 8-2201

Hotels

HOLLYWOOD
Holywood Knickerbocker, 1714 Ivar HO 5-3171

Hollywood Plaza, 1637 Vine HO 5-1131

Hollywood Roosevelt, 7000 Hollywood HO 9-2442

BEVERLY HILLS

Bel-Air, 701 Stone Canyon Road GR 2-1211

Beverly Hills Hotel, 9641 Sunset CR 6-2251

Beverly Hilton, 9876 Wilshire CR 4-7777

Beverly Wilshire, 9514 Wilshire CR 5-4282

WILSHIRE

Ambassador, 3400 Wilshire DU 7-7011

Sheraton-Town House, 2961 Wilshire DU 2-7171

DOWNTOWN
Biltmore, 515 S. Olive MA 4-1011

Statler, 930 Wilshire MA 9-4321

Adman's Eating Directory

HOLLYWOOD AREA
Brown Derby, 1628 Vine HO 9-5151

Brown Derby, 4500 Los Feliz NO 4-2913

Gourmet Hollywood, 6530 Sunset HO 3-6462

Mike Lyman's, 1623 Vine HO 3-3191

Nickodell Argyle, 1600 Argyle HO 7-3557

LA CIENEGA (RESTAURANT ROW)

Bantam Cock, 643 N. La Cienega OL 2-0323

Beefeater Inn, 170 N. La Cienega OL 2-2888

Captain's Table, 301 S. La Cienega OL 5-7555

Red Snapper, 826 N. La Cienega OL 2-1480

Smith Bros. Fish Shanty, 8500 Burton Way BR 2-4241

SUNSET STRIP

Bit of Sweden, 9051 Sunset BR 2-2800

Cock'n Bull, 9170 Sunset BR 2-1397

Imperial Gardens Sukiyaki, 8225 Sunset OL 6-1750

La Rue, 8631 Sunset OL 5-6356

Scandia, 9040 Sunset CR 5-4579

WILSHIRE AREA
Blarney Castle, 623 S. Western DU 7-7524

The Cove, 3191 W. 7th DU 8-6323

Dales, 3401 Wilshire DU 1-3097

Secret Harbor, 3357 Wilshire DU 2-7311

FACE OF A THIEF! Battle of wits between a

newspaperman and a brilliant detective proves

a man's innocence. — Sharon Herald

ONE OF 39 EXCITING EPISODES!
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DOWNTOWN
Bull 'n Bush, 3450 W. 6th DU 5-4271

Cap'n Quill (cocktails), 807 W. 7th MA 3-3589

VALLEY
King's Arms, 4323 Riverside Dr. (Burbank) TH 5-2664

Smoke House, 4420 Lakeside Dr. (Burbank) VI 9-3641

Tail o' the Cock, 12950 Ventura ST 7-1914

BEVERLY HILLS

Chasen's, 9039 Beverly CR 1-2168

Frascati Rotisserie, 9501 Wilshire CR 5-9702

Romanoff's, 140 S. Rodeo Dr CR 4-2105

Air Lines • Railroads

American Airlines, 521 W. 6th MA 6-3811

Continental Airlines, 6th & Grand MA 6-2311

Delta, 530 W. 6th MA 7-9669

Northwest Orient Airlines, 512 W. 6th MA 7-0744

Pan American, 609 S. Grand MA 6-8484

TWA, 620 W. 6th MA 4-8141

United Airlines, 6th & Olive HU 2-2000

Western Airlines, 844 S. Flower MA 6-4242

Santa Fe Railway, 121 E. 6th MA 8-0111

Southern Pacific, 610 S. Main MA 4-6161

Union Pacific RR, Union Station MA 7-9211

SAN FRANCISCO
Networks

American Broadcasting Co., 227 Golden Gate Ave UN 3-0077

Columbia Broadcasting System, Sheraton-Palace YU 2-7000

Crosley Broadcasting Corp., 260 Kearney St EX 2-6444

Don Lee Broadcasting System, 415 Bush YU 2-9200

Keystone Broadcasting System, 57 Post SU 1-7440

Mutual Broadcasting System, 415 Bush YU 2-9200

National Broadcasting Co., 420 Taylor GR 4-8700

Representatives

AM Radio Sales, 950 California GA 1-0716

Avery-Knodel, 235 Montgomery YU 2-2053

William A. Ayers, 233 Sansome YU 6-2981

B-N-B Time Sales, 900 Third St

John Blair, 155 Sansome DO 2-3188

Blair Television Assoc, 155 Sansome YU 2-7068

Blair TV, 155 Sansome YU 2-7068

Boiling, 5-3rd GA 1-6740

Branham, 703 Market YU 2-1582

Broadcast Times Sales, 681 Market SU 1-8656

Burn-Smith, 260 Kearny EX 7-4827

CBS Radio Spot Sales, Sheraton-Palace YU 2-7000

CBS TV Spot Sales, Sheraton-Palace YU 2-7000

Henry I. Christal, Russ Bldg YU 2-1204

Donald Cooke, 166 Geary YU 6-0621

Frank T. Crennan, 2440 Larkin PR 5-2725

Devney, 233 Sansome YU 6-2981

Bob Dore Assoc, 233 Sansome YU 6-2981

Robt. E. Eastman & Co. Inc., 1043 Russ Bldg YU 2-9760

Forjoe, 593 Market SU 1-7569

Gill-Perna, 57 Post SU 1-5568

Harrington, Righter & Parsons, 235 Montgomery SU 1-4125

SAN FRANCISCO
Headley-Reed, 110 Sutter YU 2-4912

George P. Hollingbery, 417 Montgomery DO 2-2541

Bernard Howard & Co., Inc., 260 Kearney EX 2-6444

H-R Reps, 155 Montgomery YU 2-5837

The Katz Agency, Russ Bldg DO 2-7628

Jack Masla Co. Inc., 110 Sutter GA 1-6936

McClatchy Broadcasting Co., Russ Bldg DO 2-8909

Daren F. McGavren, 110 Sutter YU 6-4112

Robert Meeker Co., Russ Bldg YU 6-4940

Tracy Moore & Assoc, 260 Kearney EX 2-6444

National Time Sales, 235 Montgomery YU 6-5819

NBC Spot Sales, 420 Taylor GR 4-8700

Harlan G. Oakes, 260 Kearney EX 7-4827

Lee F. O'Connell, 166 Geary YU 6-0621

Richard O'Connell, Monadnock Bldg EX 2-6444

John F. Pearson, 58 Sutter DO 2-7159

Peters, Griffin, Woodward, Russ Bldg YU 2-9188

Edward Petry, Russ Bldg YU 2-3631

Radio-TV Reps, 166 Geary YU 6-0621

Rambeau, Vance & Hopple, Inc., Merch. Exch. Bldg EX 2-4073

Paul H. Raymer, Russ Bldg DO 2-8909

Sears & Ayers, 703 Market EX 2-7247

Stars National, 260 Kearney EX 2-6444

Television Advertising Reps., 2655 Van Ness PR 6-9494

Venard, Rintoul & McConnell, 85 Post GA 1-7950

Walker, 260 Kearney EX 7-4827

Grant Webb, 605 Market EX 7-4827

Weed, 625 Market EX 7-0535

Adam Young, Russ Bldg YU 6-6769

Young Television Corp., Russ Bldg YU 6-6769

Agencies

Ad Fried, 160 Santa Clara (Oakland) OL 4-3773

Albert Frank-Guenther Law, 425 Bush YU 6-4641

Ayer, N. W. & Son, Russ Bldg SU 1-2534

Barnes-Chase, 700 Montgomery EX 7-0477

BBDO, 120 Montgomery EX 7-1122

Beaumont & Hohman, 1299 Bush GR 4-8446

Boland Associates, 755 Sansome YU 2-2960

Botsford, Constantine & Gardner, 625 Market EX 2-7565

Campbell-Ewald, Russ Bldg EX 2-0145

Compton, 703 Market GA 1-4854

Cunningham & Walsh, 1660 Bush PR 6-2600

Dancer-Fitzgerald & Sample, Russ Bldg DO 2-5107

Durstine, Roy S., 1736 Stockton EX 7-0456

Erwin Wasey, Ruthrauff & Ryan, 140 Montgomery EX 2-4616

Fletcher D. Richards, Calkins & Holden, 58 Sutter YU 6-6836

Foote, Cone & Belding, Russ Bldg SU 1-2355

Fuller & Smith & Ross, 244 Pine YU 6-5955

Garfield, 301 Broadway GA 1-0575

Gerth, Brown, Clark & Elkus, 251 Kearney GA 1-1081

Grant, 405 Montgomery EX 2-6275

Grey, Russ Bldg EX 7-1695

Guild, Bascom & Bonfigli, 130 Kearney YU 2-6040

Heintz & Co., 1736 Stockton EX 7-2854

Hoefer, Dieterich & Brown, 414 Jackson Square YU 2-0575

Honig-Cooper, Harrington & Miner, 1275 Columbus OR 3-4469

Johnson & Lewis, 433 California DO 2-0050

Kenyon & Eckhardt, 620 Market EX 7-0900

Knollin Advertising Agency, 391 Sutter SU 1-6110

Kudner, 681 Market GA 1-5433

Lennen & Newell, 248 Battery YU 2-7878

Long Advertising Inc., 681 Market GA 1-4244

McCann-Erickson, 114 Sansome DO 2-5560

MAD BOMBER! An open letter leads to the
discovery and capture of the "Mad Bomber"!— The New York Journal American

ONE OF 39 EXCITING EPISODES!

Distributed by Flamingo Telefilm Sales, Jnc.

221 WEST 57 ST. • N. Y. 19 • JUdson 6-7040
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SAN FRANCISCO

Agencies

The McCarty Co., 114 Sansome SU 1-8224

Meltzer, Richard N., Russ Bldg YU 2-5877

Thompson, J. Walter, 320 California GA 1-3510

Weiner & Gossage, 149 California YU 2-2700

Young & Rubicam, 120 Montgomery EX 7-1838

Advertisers

Almaden Vineyards, 39 Drumm SU 1-1424

Ampex, 934 Charter St., Redwood City, Calif EM 9-1481

Avoset Co., 661 Geary PR 6-0300

Bank of America, 300 Montgomery DO 2-6112

Bset Foods, Inc., 1890 Bryant MA 1-7200

Burgermeister Brewing Corp., 470 10th MA 1-0505

C & H Sugar Refining Corp., 215 Market EX 2-7400

California Packing Corp., 215 Fremont SU 1-7760

Calo Dog Food Co., 112 Market EX 2-7366

Cling Peach Advisory Board, 350 Sansome YU 2-0970

Coca-Cola Bottling Co. of Calif., 1500 Mission HE 1-7171

Crown-Zellerbach, 343 Sansome YU 6-0822

CVA (Roma Wines), 582 Market YU 6-5544

Del Monte Foods, 215 Fremont SU 1-7760

Falstaff Brewing Corp., 540 Hampshire UN 3-3368

Folger Coffee Co., 101 Howard SU 1-2525

Foremost Dairies, 425 Battery EX 2-5121

Hills Bros. Coffee, 2 Harrison EX 2-1541

Italian Swiss Colony, 615 4th SU 1-0082

Pacific Coast Borax, 260 California YU 6-6077

Pepsi-Cola, 785 Market SU 1-8930

Petri-Wine Co., 601 4th GA 1-3213

Regal Pale Brewing Co., 3250 20th VA 4-8080

Standard Oil Co. of Calif., 225 Bush SU 1-7700

Film-Tape Commercials

Animation, Inc., 46 Kearney UN 3-2600

Motion Picture Service Co., 125 Hyde OR 3-9162

Screen Gems, 995 Market DO 2-1060

Robert B. Selby & Associates, 522 Powell YU 2-6936

TV Film-Tape Program Sources

ABC Film Syndication, 277 Golden Gate Ave UN 3-0077

CBS-TV Film Sales, Sheraton-Palace YU 2-7000

MCA-TV, 105 Montgomery DO 2-4368

Official Films, 150 Font Blvd JU 5-3313

United Press Movietone, 814 Mission YU 6-6100

Music • Radio Services

ASCAP, 111 Sutter SU 1-2141

BMI, 1328 Everett Ave. (Oakland) AN 1-0258

Capitol Records, 475 Barneveld Ave VA 6-5454

Muzak, 849 Powell GA 1-1612

Research * Surveys

Facts Consolidated, 26 O'Farrell EX 7-1200

A. C. Nielsen Co., 70 Williow Road (Menlo Park) EN 1-0947

Hotels

Bellevue, 505 Geary GR 4-3600

Chancellor, 433 Powell DO 2-2004

Clift, Geary & Taylor PR 5-4700

Drake-Wiltshire, 340 Stockton GA 1-8011

Fairmont, California & Mason DO 2-8800

Franciscan, 350 Geary DO 2-2200

Mark Hopkins, California & Mason EX 2-3434

Plaza, Post & Stockton SU 1-7200

Sir Francis Drake, Sutter & Powell EX 2-7755

St. Francis, Powell & Geary YU 2-6131

Sheraton-Palace, Market & New Montgomery EX 2-8600

Adman's Eating Directory

Bernstein's Fish Grotto, 123 Powell GA 1-1938

Blue Fox, 659 Merchant DO 2-9316

Cathay House, 718 California YU 2-3388

Delmonico's, 330 Sutter SU 1-4262

Drake's Tavern, Sutter & Powell EX 2-7755

El Prado, Post & Stockton SU 1-7200

Ernie's, 847 Montgomery EX 2-8660

Fior D'ltalia, 621 Union YU 6-1886

Fisherman's Grotto, 9 Fisherman's Wharf OR 3-7025

Ginza Sukiyaki, 1693 Post JO 7-9981

Iron Horse, 19 Madison Lane DO 2-1349

Kan's Chinese Restaurant, 708 Grant YU 2-2388

Le Boeuf, 545 Washington GA 1-2914

Old Poodle Dog, 65 Post EX 2-9958

Omar Khayyam's, 196 O'Farrell SU 1-1010

Papagayo Room, Fairmont Hotel DO 2-5650

Paris Louvre, 808 Pacific GA 1-5157

Redwood Room, Clift Hotel PR 5-4700

Tarantino's, Fisherman's Wharf PR 5-5600

Trader Vic's, 20 Cosmo PI PR 6-2232

Valhalla Inn, 201 Bridgeway (Sausalito) ED 2-1792

Yamato Sukiyaki House, 717 California DO 2-2938

Air Lines * Railroads

American Airlines, Post & Powell YU 2-1234

International Airport PL 6-0500

Northwest Airlines, 657 Market YU 2-5255

TWA, 234 Stockton YU 6-1300

United Airlines, Post & Powell EX 7-2100

Western Airlines, 287 Geary GA 1-4000

Santa Fe Railway, 185 Post SU 1-7600

Southern Pacific, 65 Market DO 2-1212

Union Pacific RR, Geary & Powell GA 1-6030

Western Pacific RR, 526 Mission YU 2-2100
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How tall can you get
X

WISC-T
CHAMMEL

MADISON, Wl SC

'ihWuttmoMv (jJimmu
The tallest man-made structure in Wisconsin

now brings to WISC-TV viewers in thirty-two
counties in Wisconsin, Illinois and Iowa the finest
television service to 378,310 TV homes.

1200 ft. above average terrain

1 107 ft. Antenna Height

2227 ft. above sea level

Represented Nationally by

Peten, Griffin, Woodward, Inc



INTO THE

KANSAS CITY "GOLDMI
MAKE YOUR STRIKE WITH

KMBC-TV
CHANNEL 9

Kansas City possesses today's FOREMOST POTENTIA
FOR GROWTH among ALL the major cities of the U.Sr\

according to a recent statement in a national magazine by thjl'

well-known head of a prominent investment syndicate. BecauS |\

of its central geographic location, this authority says, Kansa .

City is destined to become the nation's rail and highway hub r

He cites, in addition, the city's importance in air transporta

tion. He goes on to mention Kansas City's progressive pro

gram of slum clearance, highly favorable residential plannin

and excellent prospects for commercial and industrial expari
j

sion under the aegis of enlightened, intelligent city manage

ment. Municipal expansion, likewise, says this authority

has been of such a nature as to maintain a very favorablj

tax situation.

KANSAS CITY IS NOW AMERICA'S 17th MARK!
1,039,200 people live in its metropolitan area!

• The area's effective buying income has risen to 2 6ti

120 million dollars annually

YES, YOU'LL FIND A BONANZA WITH KMBC-
• Most powerfut station— 316,000 watts from the

Channel 9 "tall tower" reach 36,316 more homes
with Class "A" coverage than does nearest competitor.

• Most popular station— Recent ratings attest

KMBC-TV TOPularity, with six of the top ten networ

programs, 12 of the top 25!

• According to March-April Nielsen 24-Market Report,

KMBC-TV leads in Kansas City during the vital 6 p.m.

to 10 p.m. period: KMBC-TV has 262,000 viewers per

average quarter hour. Station X has 233,520 and Static

has 208,670. Thus KMBC-TV leads X by approximately 1

and Y by about 20%.

Tn Kansas OW the Swin
9 * *>KMBQ"TV Q

.>.'•;.'. j>

Kansas City's Most Popular and Most Powerful TV Station

and in Radio the Swing Is to

KMBC V Kansas City— KFRM t°* the State of Kansas
with 10,000 Watts Power from Twin Transmitters

DON DAVIS, President

JOHN SCHILLING, Executive V
GEORGE HIGGINS, Vice Pres.

ED DENNIS, Vice President

MORI GREINER, Television Ma
DICK SMITH, Radio Manager

fc
Peters. Gf
Woodwai

usivi fialionat R<
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)ur customers have Storz Stations

rt

Storz Stations

WDGY Minneapolis - St. Paul

WHB Kansas City

W^TIX New Orleans

WQAM Miami

KOMA Oklahoma City

Each preferred in its own market

in their fall

plans . .

.

shouldn't

you?

The

STORZ

Stations

today's Radio

for today's selling

Toot) Storz, Pr<

Home O'fice: Omaha

WDGY, WHB, KOMA, WQAM
represented by John Blair & Co.

WTIX represented by Adam Young Inc.

THIS IS
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Page 34

Was the
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radio & television
Serving the greater DALLAS -FT. WORTH market

Precision metals and precious jewels. But it

also takes that "quality touch" of a master

watchmaker to create such a perfect

blending of balance and motion.

Similarly, it takes far more than facilities to

achieve that quality atmosphere so vital to

good broadcasting and telecasting practices.

3ROADCAST SERVICES OF THE DALLAS MORNING NEWS EDWARD PETRY & CO., NATIONAL REPRESENTAlV
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King Midas made things happen in Phrygia . . . and

WPEN
RADIO

MAKES
THINGS

HAPPEN
IN

PHILADELPHIA
WPEN has proved you can produce large

audiences without loud noises. We are the

home of the big hit not the big beat. The

final evidence of popularity is the cash

register and WPEN carries more local and

more national advertising than any other

radio station in Philadelphia. In Program-

ming. ..and in Sales. ..WPEN Makes Things

Happen In Philadelphia.

WPEN
Represented nationally hv

GILL—PERNA
New York Chicago I os Angeles San Francisco, Boston, Detroit.



how to get

AHEAD in

Knoxville

. . . it's easy! Just use our
sharp signal to cut out your
competition. WBIR-TV has
the most top-rated shows . . .

call your Katz Man for de-

tails.

WBIR-TV
CHANNEL I £\

KNOXVILLE-TENN.
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DIGEST OF ARTICLES
SPONSOR presents Blue Ribbon Radio

29 Beginning with this issue, a new six-part series on how major advertisers

use radio to solve their marketing problems. This week: Chevrolet

Ruckus over tv hour shows
33 Agency and stalion men see danger signs as the number of hour-long

net tv shows scheduled for this fall jumps from last year's 23 to 32

The man behind the mergers

34 Robert C. Durham, ad pro who's been agency-client consultant for two

years, was influential in 31 of the 34 agency mergers in past 20 months

How tv sells convertible sofa beds

36 Here's how West Coast manufacturer combines prestige, glamour, impact

to offset drop in unit volume, as convertible beds get into luxury class

Spot radio's time is now, says PCW seminar

38 Station and agency executives trade optimistic talk and tips on build-

ing spot sales during their recent two-day meeting in New York

Was it just an accident?

40 A. Y- World-Telegram & Sun quoted part of speech by Rheingold's pres.

Liebmann; made him sound like enemy of radio/tv. Here's the truth

Tv viewing level retains its peak

41 Nielsen's annual March study shows the average tv household continues

to watch tv almost 42 hours a week. Included also: August comparagraph

j

FEATURES
20 Commercial Commentary

54 Film-Scope

26 49th and Madison

58 News & Idea Wrap-Up

4 Newsmaker of the Week

58 Picture Wrap-Up

24 Reps at Work

50 Sponsor Asks

56 Sponsor Hears

1 3 Sponsor-Scope

68 Sponsor Speaks

52 Spot Buys

68 Ten-Second Spots

6 6 Tv and Radio Newsmakers

53 Washington Week
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PEOPLE
work- play-LIVE

by RADIO!

WHO Radio Reaches From 18% to 35% of the Total Radio Audience

in 93 "Iowa Plus" Counties, Sign-On to Sign-Off!

PAINTING or polishing, at work or play-

radio is always close at hand. There's no

other medium that sells so often, so economi-

cally, so completely. The "do-it-yourselfer" cer-

tainly can't mend screens while he watches

television or reads a magazine or a newspaper.

But selecting believable, big-audience radio

stations for your schedule is as important as

radio's own special appeals.

WHO Radio is the very best in all Iowa

—

the station that is aggressive, alert, alive!

The 93-county area Pulse Report (Feb.-

March, 1959) gives WHO Radio from 18%
to 35% of the total radio listening audi-

ence—first place in every quarter hour sur-

veyed—the balance being divided among 88

other stations!

WHO Radio's superior facilities, personnel

and programming pay off. WHO is a solid

salesman

—

a "pro" that people BELIEVE. Ask

your PGW Colonel for all the details on

WHO Radio—serving Iowa PLUS!

WHO
for Iowa PLUS

!

Des Moines . . . 50,000 Watts

NBC Affiliate

*.

WHO Radio is part of Central Broadcasting Company,
which also owns and operates

WHO-TV, Des Moines; WOC-TV, Davenport

Peters, Griffin, Woodward, Inc., National Representatives

SPONSOR 1 AUGUST 1959



97.2%
OF VIEWERS IN

Albany, Ga.
ARE TUNED TO

WALB-TV
('special ARB)

WALB-TV's NEW

1000 FOOT

TOWER
ALMOST DOUBLES THE

EFFECTIVE WALB-TV
MARKET IN

SOUTH CEORCIA AND
NORTHWEST FLORIDA!

• GRADE B POPULATION
NOW IS:

730,600

• GRADE B TV HOMES
NOW ARE:

126,200

Write tor

new Coverage Map!

WALB-TV
ALBANY, CA. — CH. 10

Raymond E. Carow, General Manager

Represented Nationally by

Venard, Rintoul & McConnell, Inc.

In the South by James S. Ayers Co.

One Rate Card

NEWSMAKER
of the week

:

Communications' newest device, video tape, last week scored

an unrivaled international news scoop : the historic informal

meeting between two key political figures— the Soviet
\

Union's ISikita Khrushchev and the U.S. 9 Richard Nixon.

The newsmaker: Seldom in the realm of broadly signifi

cant international events has a person detached from the event been

given either the opportunity or the insight to become a hero on the

world scene. Yet this is the role which Phillip L. Gundy, president of

Ampex International and vice president of its parent Ampex Corp.,

played a week ago. For he is the man who brought about the spon-

taneous, history-making impromptu session between Khrushchev and

Nixon at the American exposition in Moscow, and who instantly

realized the import of the two men's words and actions on tv tape.

Within an hour of the recording's completion, Mr. Gundy cabled

the three tv networks from Stockholm and flew to New York with the

hottest news story yet to break in the cold war between the U.S. and

the U.S.S.R.

The tape made every kind of news history last weekend. Each net-

work aired it twice, with full English translations for the U.S. and a

Russian translation for use by the Soviet tv network. Commenting

to sponsor on the "dramatic and explosive atmosphere" between the

two men, Mr. Gundy said the feeling nevertheless was cordial. He

traced the tape drama as having come about spontaneously as

Khrushchev toured the all-glass tv studio at the U.S. exhibition.

His tape timetable: recording made at 1 p.m. Friday; rushed from

Moscow at 5:30 with the master print to New York (thus displaying

a keen news sense, though he has never been a newsman ) ; brought

the tape back without official sanction: arrived in New York at

8:30 a.m. Saturday; worked with the networks so they could make

copy prints; copied the master recording for dispatch to Russia by

air that afternoon for Russian tv use.

The U.S. had selected tv, color tv. and tape as examples of the

ultimate in U.S. engineering and science. When Khrushchev pushed

the tape recording button in the tv studio, he saw his own picture

instantaneously reproduced. Said Mr. Gundy, "He was enthralled

as we all are at looking at ourselves!" At this point Mr. K.I

spoke his only English words
—

"Oooh. like real!" He later com-

mended Mr. Gundy, saying, "We have color tv, but I must congratu-

late the engineers who developed this recording. It is amazing!"

The next share of international limelight for Videotape recording

will be a scheduled performance: CBS has slated both the winter and

summer Olympics, and will fly tape to and from Europe via London

and Montreal, where Videotape equipment will transmit tape to

American and European audiences.

Mr. Gundy's final impression of the Moscow events: "It was the

spontaneity of real life which appealed to me and which I realize had

to be seen by the American people. It was history in the making!"^
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THE "BELL" TALKS

The NEA SCHOOL BELL awarded WHEN-TV for the pro-

gram, "Your Money or Your Child" as the most outstanding
local or state reporting of education during the school year
1959-1960 by a magazine, newspaper, radio or television station

in cooperation with a school system or education association.

The GOLDEN BELL AWARD of the

Catholic Broadcasters Association pre-

sented to WHEN-TV Gen. Mgr. 8c V.P.

Paul Adanti by CBS-TV Star Ed Sullivan

for overall outstanding community service.

These two recent "BELL" PSA Awards emphasize just a few of the

many ways WHEN-TV's outstanding programming serves and holds

the interests of the people of Syracuse and all of Central New York.

Regular features such as the weekly THESE THINGS WE SHARE
series, the Saturday TEN O'CLOCK SCHOLAR series, annual OTO
telecasts like the WAY OF THE CROSS each Easter, keynote station

leadership. The documentary produced in cooperation with the Board

of Education reported school conditions and presented a school budget

over TV for the first time.

They typify the climate of quality that surrounds all activities at

WHEN-TV, building large, loyal audiences and rewarding many ad-

vertisers. To share in it, picture your product on WHEN-TV soon.

Nationally represented by The Katz Agency

WHEN YOU WANT TO SELL SYRACUSE

WHEN-TV
CBS IN CENTRAL N. Y.

A MEREDITH TELEVISION STATION AFFILIATED WITH BETTER

HOMES & GARDENS AND SUCCESSFUL FARMING MAGAZINES

KCMO KCMO-TV/KPHO KPHO-TV
Kansas City / Phoenix /

1/ KRMG/W
/ Tulsa/

OW WOW-TV,
Omaha /

WHEN
Syracuse
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GIANT MARKET

"The Giant

of

Southern

Skies"

GIVES YOU ALL THREE . . .

GREENVILLE
SPARTANBURG

ASHEVILLE
with total coverage area

greater than that of Miami,

Jacksonville, Birmingham or

New Orleans

82-County Data (within the TOO
UV/M contour) S. M. Survey May
10, 1959

POPULATION 2,946,600

INCOMES $3,584,180,000

RETAIL SALES . . . $2,387,606,000

HOUSEHOLDS 751,900

Represented Nationally by

WEED TELEVISION CORP.

CHANNEL 4

WFBC-TV
GREENVILLE, S. C.

NBC NETWORK

RADIO AFFILIATE, "THE PIEDMONT GROUP"
WFBC - GREENVILLE WORD - SPARTANBURG

Reps at work

Bill Winterble, The Katz Agency, Inc., New York, radio sales,

would like to see agencies give more credence to bona fide success

stories. "Success stories aren't considered by many agencies even

when carefully documented," Bill says. "Yet an individual, isolated

campaign constitutes an important area of inquiry. "Results stories

can tell an agency: One, what a

local advertiser was trying to ac-

complish. Two, his success in

terms of sales gains in the market,

immediate pull from special offers,

store traffic reports, etc. Three,

how the advertiser pinpointed his

messages so as to reach the most

likely prospects for his product.

Four, how the budget broke down
between various media. Five, spe-

cific station schedules and how
much money was spent. Six, how
media was coordinated. Seven, what merchandising plans were

used." Bill also points out that these reports often provide informa-

tion about a market that would not ordinarily be available to an

agency without an expensive on-the-spot survey. "Reliance on ratings

has made some agency people ignore the value of the success story."

Tom Paro, NBC Spot Sales, New York, points out that while tv

stations are constantly trying to create more one-minute positions

(such as co-op minutes in network programs) to meet the demand,

an increasing number of advertisers are using 10- and 20-second

announcements as part of their campaigns. "Strong copy points can

be made in less than one minute

and the cost efficiency and good

adjacencies make them good

buys," Tom says. "The average

NBC station has about five hours

each day and three each evening

restricted to breaks and I.D.'s.

Local news, weather and sports

shows are sometimes in this cate-

gory. These are normally strong

hours for the station, adjacencies

any advertiser would like to have."

Tom adds that NBC Spot Sales

stations are also experimenting with the 30-second break, and thai

this device furnishes exclusivity in the normal network break plus

the advantage of longer "sell." Many agencies are interested in the

30-second breaks, but must adjust to the new copy length before

using them in quantity. "While minutes are important to many

clients, shorter announcements can pay off for the advertiser too."
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"MAXIMUM POWER"
wMAXIMUM TOWER //

KTVI's tower rises

1 649 feet above

sea level— the

maximum height

permitted in the

St. Louis area. New

maximum power

transmitter (100

kilowatts Video) is

housed in a com-

pletely new modern

building.
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,
"We like the

station representative

who brings us

facts, documentation
and thoughtful reasoning-—

then follow up
with service.

Such representative is always
welcome in our shop,"

Philip C. Kenney, V.P. & Assoc. Media Dir., Kenyon & Eckhardt, Inc.

™FOR]OE's sales executives pride themselves

on their knowledge of the markets and sta-

tions represented by our firm. Through con-

stant, painstaking research and planning,

FORJOE makes available vital, up-dated

information. This results in efficient, effec-

tive follow up with new material, facts and
supporting data ... all designed for
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elevision spot will spurt

3 per cent to $424 million

n 1959 — a height from

vhere it will be in position

o bid for industry leadership -

vhile TV network time sales will ris

*ven per cent to $454 million, V
according to estimates

)y authoritative sources.

Vhy the unprecedented

>wing to spot? For one

hing, it provides essential

nultiple sales impressions

md valuable cumulative

ludience patterns at^L
ittractive costs. ^^
"he procession to H-R

las been even more

spectacular. Since its first

'ear of operation in 1950,

H-R has expanded eighteen-fcjcj -

nore than seven times

:he rate of growth of

j:he spot medium it serves.

I"he reason? Outstanding!

ialesmanship, among others

*

rfiZm TTT"? Television, Inc.

"We always send a man to do a man's job" llXv Representativt s

nvYork • Chicago • San Francisco • Hollywood • Dallas • Detroit • Atlanta • Houston • NewOrleans • Des Moines



ZIV's NEW

IMPACT SERIES!

Stories that

UNMASK THE MEN

who run

ORGANIZED CRIME!

WW
line unique idea of pitting a

perfect law enforcer against a

"powerful underworld adept in evil

and equipped to the teeth" has

ALL THE DRAMATIC QUALITIES

FOR SUCCESS THAT SPONSORS

"K FOR IN A TV SERIES!



starring

AS COL. FRANK DAWSON,

'Chief of Law Enforcement

*
i *



Talk About Audience Response . .

.

HERE'S PROOF!

ALABAMA'S KEY AUDIENCE-
25,000 OF 'EM-CAME
TO TRY THEIR KEY!

Man, it takes drawing power to get 25,000 Ala-

bamians to stand in line . . . uphill ... on a hot

Sunday! It takes WAPI. That's the response WAPI
got to its recent contest offering a new Chevy to

the one lucky listener whose key (mailed out by re-

quest) fitted the padlocked prize. Likewise, there's

only one key to Alabama's top-buying audience . . .

and that's WAPI. 50,000 Watts 1 -Birmingharr
REPRESENTED NATIONALLY BY HENRY I. CHRISTA

*5,000 Night



Most significant tv and radio
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Madison Avenue tv experts think the flood of specials next season may lead to

some important changes in agency thinking about research:

1) Since the purpose of the specials goes beyond accumulating mere numbers, agencies

and sponsors will want a different kind of guidance.

2) Thus a whole new "feel" about research— with a heavy emphasis on its

qualitative aspects—appears to be in the making.

CBS Radio is working on a new rate card—this one tailored to the coverage of the

Consolidated Program Plan.

Meanwhile the network has obtained a $250,000 order from Campbell Soup
(BBDO), with a post-Labor Day start. The schedule will run in flights for a total of

21 weeks.

August billings for tv stations as a whole should be the biggest ever by far.

Hefty contributors to this unusually healthy situation are the cold remedies; they're

starting their schedules six weeks in advance of normal to make sure they have the right

spots for the season.

Another source: the tobacco companies with their new menthol and "ultra-high

filtration" brands.

Tv stations operators have been telling agency confidantes about something

that might break out into a real rumpus when the affiliates hold their meetings with the

networks after the first of the year.

In a nutshell: The stations are going to press for a reduction of the free hours

they give to the networks to make up for the volume of spot business lost to them

by 1) the expansion of network-sold hours, and 2) the spread of network spot carriers.

Several of the big-city stations apparently already have put together statistical

studies to show what their share of the network proceeds are and what they think they

ought to be getting. The latter, of course, is premised on steady rates but fewer free

hours.

Minneapolis took much of the spot tv spotlight this week.

Placements included Gold Seal (Campbell-Mithun), top 10 markets for day and

night minutes in two flights, starting 15 September; Nutrena Dog Food (Brewer), mostly

10's and 20's for 13 weeks in midwest and southern markets; Hamm's Beer (C-M), coming

out of a strike and resuming spot starting with the West Coast 9 August, using minutes, 20's,

and I.D.'s; Chung King (BBDO), four week schedule in major markets, beginning 11

September.

Buying activity in Chicago included: R. R. Williams' Wash n-Dry (Wade),
eight-week test in New York and San Francisco, starting this month, using saturation dav and

night minutes; Fenn Bros.' Butter Brickie (C-M, Chicago), 10 weeks in Cleveland and

Boston, starting 1 September; Paper-Mate (FCB), 25 markets, minutes only in fringe time,

before school starts; S. C. Johnson's Klear (FCB), about 25 markets, minutes and 20's,

starting mid-August, on a staggered basis.
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SPONSOR-SCOPE continued

In Chicago this week reps were urging agencies to persuade their clients to get

the spot buying for the fall rolling earlier than usual so that the New York agencies

won't get the jump on them.

What the Chicago contingent apparently didn't know was this: A number of the New
York agencies not only have jumped forward but backward.

In other words, they started out to buy one-minute schedules, found themselves

stymied by sold-out situations in key tv markets, then hopped back to consider 20-second

spots (which are plentiful).

If the Chicago agencies are going to enter a jump-off contest with their New York breth-

ren, it'll have to be in the direction of the 20-second area.

A $1 -million outlay which had been earmarked for tv spot by Anahist (Bates)

wound up among the network spot carriers, mainly because of local minute shortages.

That million was to apply to schedules for the last quarter of 1959. But now it will go

into participations in NBC TV's Five Fingers and Laramie and ABC TV's Adventures

in Paradise and Gale Storm.

However, there's still about $1.5 million of Anahist money open to spot tv for the

first quarter of 1960, providing enough minutes can be accumulated by Bates within

four weeks of starting dates.

Indications are that American Motors (Geyer) will be back with its Rambler
line in spot tv in October, using 20-seconds and I.D.'s.

Expected appropriation for this activity: $750,000.

Schick (B&B), which has been dormant tv-wise for a while, is coming back to the

medium via minute spots.

The shaver will start off with a roster of big markets.

The call for spot tv availabilities for fall campaigns picked up tempo on the

Madison Avenue front this week.

Accounts for whom inquiries were made

—

mainly for minutes—included: Maxwell

House Instant (Y&R) ; Maxwell House regular (Ogilvy, B&31); P&G's Tide

(B&B); Bufferin (Y&R); Latex' Isodine (Reach, McCIinton).

Midwest stations can expect Capital Airlines to counter Northwest Orient Airline's

activities in spot radio, now that Capital will be giving Northwest jet takeoff competition

between Chicago and Minneapolis.

Northwest has been in spot radio exclusively with about $750,000 annually.

The rate of expenditure is expected to be raised to $1 million for the last quarter of '59.

General Mills' sponsorship of four quarter-hours this fall in the ABC TV late

afternoon kid strip has created for Kellogg's spots a head-on product conflict situ-

ation on about 40 ABC stations.

The Kellogg strip starts at either 5 or 6 p.m. on these stations, while the ABC cartoon!

lake off at 5:30 p.m.

So the majority of ABC stations are taking one of these steps:

1) Demanding that ABC schedule all General Mills commercials in a segment

of the half hour that will give Kellogg at least 15 minutes of protection.

21 Moving Kellogg into better time periods at no added cost.

3) Refusing to accept the ABC order for the General Mills strip.

Note trade observers: This battle between spot and network interests could turn

out to be the cause celebre of the 1959-60 season.

14 SPONSOR • 1 AUGUST 1959 1



SPONSOR-SCOPE continued

Even though there's a bonanza tinge to the specials clue on the tv networks the coming

season, don't overlook the mammoth dimensions of the business that network tv will

he doing in sports.

Since sports have proved their exceptional facility for selling goods, there's been enough

fresh money coming into this area to encourage the networks collectively to increase their

income sights for sports during 1959-60 by at least 40%.
Here's a network-by-network breakdown of anticipated sports revenues (time, rights,

production, and cable costs included:

NBC TV
Major League Baseball $7,600,000

Pro Basketball 7,000,000

Cavalcade of Sports 6,750,000

NCAA Football 5,000,000

Friday Post-Fights 2.500,000

World Series 1,600,000

All Star Games (2 I 1,000,000

National Bowling Show 1,000,000

Rose Bowl 700,000

Sugar Bowl 700,000

Hialeah-Monmouth Races (10) 500,000

Pro Football 400,000

Davis Cup Matches 350,000

National Singles 350,000

Liberty Bowl 300,000

Blue-Gray Game 250,000

National Open Golf 250,000

NIT Games (2) 250,000

Pro Bowl 250,000

Senior Bowl 250,000

East-West Game 200,000

Pre-Game Sports Shows 200.000

Tournament of Champions 200,000

Football Scoreboard $ 125,000

TOTAL NBC TV $37,725,000

CBS TV
Basketball 7,600,000

Pro Football 1 .1100,000

Summer Olympics 3.500,000

Winter Olympics 2,000,000

Sunday Sports Specs 2,000,000

Hockey 900,000

Bowl Games 850,000

Triple Racing Crown 500,000

Master Tournament 225,000

PGA Tournament 180,000

Miscellaneous 400,000

TOTAL CBS TV $21,975,000

ABC TV
Wednesday Fights 5,300,000

All-Star Golf 1,500,000

Sat. Night Football 1,000,000

All-Star Football 185,000

Miscellaneous 300.000

TOTAL ABC TV $8,285,000

GRAND TOTAL $67,985,000

A new addition in sports sponsors: A manufacturer of chocolate candy.

Whitman (Aver) has taken on the Liberty (football) Bowl on NBC TV 19 December

to sell men on the idea of making it a box of sweeties for the sweetie for Christmas.

Both CBS TV and NBC TV are making a hard pitch at Westinghouse for sponsor-

ship of the tv/radio coverage of the 1960 presidential nominations and election.

A tie-in with these events is traditional with Westinghouse. The money will alnio>l

certainly come from the $11 million that Westinghouse has been spending on net-

work tv. (There's an option coming up in March on the Desilu deal.)

The dip in seasonal average audience in daytime tv which showed up in the

Nielsen reports for this March-April evidently has been checked:

The May-June average was just about what it was the year before.

Adult daytime viewing this March-April showed a tune-in of 6.9% and an average per-

minute audience of 2,772.000. compared to 8.7 and 3,400,000 for the like period. 1058.

In May-June, the percentage of 5.6 was the same as the year before: average

audience per minute was 2,270.000 as against 2,107,000 in 1958. (The difference in homes

might be attributed to the general increase in tv homes.)
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SPONSOR-SCOPE continued

Here's an interesting dimension of the tv programing business: Over 90% of the in-

come for the film shows on the three tv networks this fall will be whacked up
among 11 producing organizations.

The 11 producers, the number of film series they have scheduled on the networks this

fall, and SPONSOR-SCOPE's estimate of what these programs will gross for each producer:

COMPANY

Warner Bros.

MCA-Revue

CBS TV
Four Star

Desilu

Screen Gems
20th Century-Fox

Ziv

NBC TV
Lou Edelman

United Artists

Total

O. FILM SERIES ESTIMATED REVENUE

10 $28,000,000

13 24,000,000

7 15,000,000

10 11,500,000

4 10,500,000

6 8,500,000

4 7,000,000

3 5,000,000

2 4,500,000

2 3,500,000

2 3,000,000

63 $120,500,000

There's still very little buying-for-the-fall action in national spot radio, but a

bright side for that medium is this: It could yet turn out to be a substantial beneficiary

from the famine of minutes in spot tv.

While reps report that new national business has been quite slow so far in July, radio

stations expect support from local advertisers to keep their billings healthy.

NBC TV's plan to "liberalize" its stationbreak policy on one-hour shows—as an-

nounced to affiliates last February—probably will prove to have little substance come this

fall.

The reason: Circumstances have changed radically in the interim. Many of the

hour programs are sponsored by a single advertiser who naturally won't permit a

stationbreak in the midst of things.

Hence the hour-show breaks will be pretty much limited to Five Fingers, Laramie,

and Bonanza, all of which carry minute participations (also, perhaps Riverboat on alter-

nate weeks)

.

CBS TV has experienced similar pressure for chainbreaks in nighttime hour

shows. But aside from Lineup, Rawhide, and Perry Mason (on alternate weeks), there

won't be any change in that network's pattern.

t

Niles Trammell's WCKT, Miami, may have found the key to unlocking national

spot buying interest in the 30-second spot.

WCKT's approach to encouraging the use of 30-second spots in chainbreaks: adding

the 20-second rate to the 10-second rate, but allowing a 10% discount on the com-

bination as an incentive.

CBS TV and NBC TV both have been trying to make the 30-second segment

attractive on their owned-and-operated stations, but have been getting nowhere. The NBC

group started off combining the 20- and 10-second rates and asking for a 10-15% bonus

on top of this; but that idea now has been abandoned.

For other news coverage' in this issue, see Newsmaker of the Week, page 4;

Spot Buys, page 52; News and Idea Wrap-Up, page 58; Washington Week, page 53; sponsor

Hears, page 56; Tv and Radio Newsmakers, page 66; and Film-Scope, page 54.

16 SPONSOR • 1 AUGUST 1959

.



ence in News". .

.

TELEVISION
channel

REPRESENTED BY KATZ AGENCY

:

James Bennett

News Director
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NOW SOLD TO...

F. & M. SCHAEFER BREWING CO.
through Batten, Barton, Durstine & Osborn / 9 markets / Northeast.

DREWRYS LIMITED
through MacFarland, Aveyard & Company 1 15 markets I Midwest.

STANDARD OIL COMPANY OF TEXAS
through White & Shuford / // markets / Texas and New Mexico.

CROSLEY BROADCASTING CORP.
WLW-T, Cincinnati; WLW-A, Atlanta; WLW-C, Columbus; WLW-D, Dayton;

WLW-I, Indianapolis.

CANADIAN BROADCASTING CORPORATION
entire network.

INDEPENDENT
TELEVISION
CORPORATION

488 MADISON AVE. • NEW YORK 22 • PLAZA 5-2100



FAIRMONT FOODS
(ALLEN & REYNOLDS

ADVERTISING AGENCY)

"OtMOR.
]<£rr

auction.
TIADENAIK COrTIIGHTEC IIW »T WKHtCL J. TIOEU.

KMITEIEB

on TEN STATIONS
in EIGHT STATES

~K Junior Auction makes sales soar

for FAIRMONT FOODS in Buf-

falo. New York, to Denver, Colo-
rado—from Sioux City. Iowa, to

Witchita Falls, Texas—also for

potato chips, bottlers, packaged
meats, bread, cookies—other food
classifications.

"At Junior Auction—a live half-hour,

weekly, television show—in its

SIXTH year—copyrighted, regis-

tered—telecast in 21 states and
Canada. Complete package fran-

chised exclusively for your spon-

sor.

"At Junior Auction takes the guess

out of advertising ... by pack-

ing a tremendous merchandising
wallop that GUARANTEES YOU
INCREASED SALES, and a

WEEKLY SALES REPORT TO
PROVE IT.

~k Junior Auction mobilizes an
army of YOUNGSTER SALES-
MEN who persuade parents, re-

latives, friends, neighbors and
others to BUY YOUR PROD-
UCTS ... so they can save YOUR
CAPS, TABS and LABELS . . .

and use them like money to come
to the Junior Auction show on
TV7

each week to win valuable

prizes.

WARNING: Junior Auction,
property of Mike Fadcll Tele-
vision Productions. Junior Auc-
tion is copyrighted and its

property rights clearly estab-

lished. Violators or infringers

held strictly accountable.

Remember: Your competition won't

like Junior Auction.

YOUR MARKET MAY BE OPEN! Get

the facts today. Contact:

MIKE FADELL

TV PRODUCTIONS
25 years of Advertising, Merchandising

and Selling

Treasure Masters Building

605 - 4th Avenue South

Minneapolis 15, Minn. FE 3-3416

by John E. McMillin

20

Commercial
commentary

Flurry at Foley Square

I seem to be in a minority, but I thought those

FCC hearings on network tv programing, held in

New York last month were a big fat bunch of

nonsense.

Jack Gould, writing in the New York Times,

professed to find in the testimony of top tv pro-

gram executives from Thompson, McCann, Y&R,

BBDO and other agencies, a valuable contribu-

tion to public understanding of network tv operations.

Our own Joe Csida. in his column in last week's sponsor, called

the agencymen "frank and outspoken" and said that they "donated

a big part of their week to the education of FCC personnel."

Maybe so. and maybe that's what bothers me.

I didn't hear, or read anything in the Foley Square testimony that

isn't reasonably well known to any reasonably bright mail boy in

any reasonably big agency.

If the FCC commissioners are so abysmally ignorant of such

kindergarten facts of life that they have to hold elaborate public

hearings, complete with courtrooms and subpoenas, then maybe

they should be investigated, not the networks and agencies.

Beyond that. I thought the hearings were distinguished by a kind

of dreamy blandness on both sides that should have alarmed, not

lulled, anv thoughtful citizen.

Ours not to offend

I hadn't been in the Federal Courthouse in Foley Square since

1957 when I heard John Cahill brilliantly defend Standard Oil of

California in a $40 million suit brought by the government for pay-

ments made under Marshall Plan agreements.

Going up in the elevator (the FCC hearings were held, unsuper-

stitiously in a 13th floor courtroom I , I wondered whether I'd be

treated to another dazzling display of intellectual pyrotechnics.

I should have saved my hopes. The testimony, beginning with

that of Terry Clyne of McCann. proceeded at a lugubriously solemn

pace, and I didn't think that either the questions or the answers

showed more than a superficial awareness of the real issues involved.

The agencymen. it is true, were open and honest about their tv

operations. The FCC counsel had obviously prepared their case with

a kind of plodding, pedestrian doggedness.

But when you got all through, what did you have?

If you're the kind who grows delirious over statistics and dollar

signs you could revel in the knowledge that JWT bills $300 million,

and that $25 million a year is spent on tv pilots.

But such slightly-less-than-staggering disclosures seem hardly to

justify a full week of formal public hearings.

To me the only real significance and drama in the entire FCC pro-

SPONSOR 1 AUGUST 1959



u Memo to Marty Nierman:
ARB and Nielsen have just completed new audience surveys

of the Omaha market. ARB also has a new survey of Lincoln,

Nebraska's second largest market.

KMTV is the dominant Omaha station in all three books.

OMAHA ARB May-June —In the four-week average, KMTV
leads all other Omaha stations from sign-on to sign-off in

share of setsin-use.

OMAHA NIELSEN June -KMTV delivers more television

homes in more quarter hours than any other Omaha station.

LINCOLN ARB April —KMTV leads in twice as many quarter

hours as the other Omaha stations combined.

Specifics? Look at Jack Paar. Look at KMTV's 10:00 p.m.

News. In both Omaha and Lincoln ARBs, most people prefer

Paar and news to the best movies competition can buy, (no

matter how much they cost). In Omaha, Paar leads in 27 of

30 quarter hours and his total rating points are more than

the combined points of all other programs in the same period.

In Lincoln, Paar on KMTV leads in 28 of 30 quarter hours.

KMTV's 10:00 p.m. News is Omaha's highest-rated evening

news and delivers an average rating double that of compet-

ing movies &4m^

/lAU^r^i

Take your choice of books. But call Marty Nierman, Execu-

tive Vice-President, Edward Petry & Co., or any other Petry-

man before you buy Omaha.

OMAHA IS KMTV



Sunny

follows

a clue

along

"29 Suncoast Strip'

. . where all evidence

proves that WSUN ad-

vertisers get results!

29-County Coverage

over the heart of Flori-

da's West Coast.

WSUN—an all-family

listening habit for 32

years.

620 KC

Tampa St. Petersburg

Follow Sunny. Trackdown

Venard, Rintoul, & McConnell, Inc.

(In the South, Suh, James S.

Ayers in Atlanta is yo man)

The Suncoast's only

24-hour station.

Commercial commentary

ceedings was provided innocently, almost naively, by the agencymen

in explaining their criteria for buying tv programs.

Clyne, for instance, said they looked for programs that left people

'"feeling happy," and added, "We're not in business to offend any-

one." Dan Seymour had no hesitation in explaining that JWT rules

all controversial material out of tv program scripts.

Such ideas were presented as if they were merely principles of

sound business, which they undoubtedly are. But there seemed little

awareness that they form the crux of the tv program problem.

What's best for P&G
It strikes me that any half-way intelligent person, trying to think

through the matter of tv programing, sooner or later comes up

against the question which plagued Charles ("Engine Charlie")

Wilson when he was Secretary of Defense.

Wilson, you will remember, was misquoted and almost crucified

for supposedly saying, "What's best for GM is best for the country."

The real problem about tv programs is not whether the networks,

agencies and sponsors are deep-dyed villains. They're not. Nor are

they fools, though most governmental investigations such as the half-

baked Congressional inquiry into rating systems, seem based on this

odd supposition.

The real problem in the realm of tv programing is the deeply dis-

turbing question—is what is best for P&G (and General Foods and

General Mills) also best for the country?

Is the commercial program ideal—the largest number of pleased

people with no offense to anyone—the healthiest American formula?

I know, because I have worked with them, that most agency tv ex-

ecutives are decent, honorable, highly intelligent men. I know that

their philosophy of tv program selection is reasonable, understand-

able and wholly justified—from a business standpoint.

But it startled me to realize at Foley Square, that some of them

apparently are blissfully unaware that this same practical business

philosophy can be challenged as against public interest.

Put up or shut up

On the other hand, I thought the FCC position was even more

naive. Presumably the only reason for holding public hearings on tv

programs is to discover some better way of ordering things.

Yet, if this is true, why befuddle the issue with pages of dreary

testimony about such trivia as the fact that Lennen & Newell has two

tv vice presidents, that McCann looks at 250 new programs a year,

and that Lewis Titterton of Compton is sore because Bill Mullen of

ABC wouldn't show him a tv pilot.

What, in heaven's name, has this to do with the price of eggs?

If our present system of tv programing is inadequate for the

country's cultural, political, educational and artistic needs (and I

think there are grounds for believing this) then let's work to find

solutions, not delude ourselves with windy hearings.

Right now, despite the criticism of tv programs, no one has yet

come up with a realistic, practical, non-authoritarian plan for im-

proving the situation. This is where the real work needs to be done,

not in the panelled purlieus of Foley Square.

In other words, I feel that if the FCC hasn't the ability to put up,

they ought at least to have the grace to shut up. ^
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FARM BOY TAKES BUGGY -RIDE!

Today's definition of that word "Buggy"

is a sporty Convertible. Our farmers, here

in the Land of Milk and Money, are iden-

tified chiefly by their fat billfolds.

Here's a rich market of small cities and

thousands of big dairy farms ... 42%

rural and 58% urban . . . where 1 ,350,000

folks spend $1,750,000,000 in retail sales

. . . more than 400,000 families enjoying

Channel 2-CBS Television.
...M

REP/ WEED TELEVISION

THE LAND

OF MILK

AND^ONEY

WBAY ch. 2

GREEN BAY
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TWO*
can do it

better!

%

I
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'^TOT getting enough muscle into your

Southern California sales? CBS Owned

channel 2 can put it there. Two reasons why

:

One: the size ofKNXT y
s viewing audience.

Month after month, year after year, KNXT
commands Southern California's higgest

share of audience— currently ahead hy a

38% margin (Nielsen, June 1959 ). Reason

enough, this— hut there's more:

Two: the responsiveness of KNXT y
s audi-

ence. There is actually a vast difference in

the way viewers "feel" ahout different Los

Angeles stations, as proved hy a momentous

new depth study.
f
It demonstrates the exist-

ence of a unique "climate of responsiveness"

which results in much greater trust and

confidence in KNXT programs and per-

sonalities and in KNXT-advertised products

as well! When respondents were asked, for

example, on which station they would he

"most likely" to see the commercials of a

company known for honesty and reliability,

51% named KNXT. Only 25% named the

second station, and only 24% named the

other five stations combined

!

If you've been buying by cost-per-thousand

alone, ask yourself: cost-per-thousand

what? KNXT delivers not only the biggest

audience but also the best, most responsive

audience. Ask to see the findings of this

study, which show conclusively why, in the

Southern California market, channel 2 can

sell so much more... so much better!

^Conducted by the Institute for Motivational Research,

Inc., in association with Market Planning Corpora/ion,

an affiliate of Mcdann-Enckson, Inc.

CBS OWNED KNXT ^P 2 LOS ANGELES

REPRESENTED BY CBS TELEVISION SPOT SALES
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WCTV Solves

Another Problem

for an Ad Manager

t
Tom had the sales manager on

his neck.

Sales were too spotty; expen-

sive in big markets, non-

existent in-between.

*
Blair TV Associates said why
not fill in these gaps with cov-

erage like that of WCTV?

Substantially un duplicated
coverage brought quick re-

sults, profitable sales.

Tom even relaxes

occasionally.

WCTV Tallahassee

Thomasville

for North Fla. and South Ca.

John H. Phipps

Broadcasting Stations

*Jr

Madison

26

Philosophers yet!

I agree with John McMillin and his

thoughts in "Philosophers yet" in

your 18 July issue.

A subway card appeared in Boston

a while ago advertising a bank and

some copywriter came up with a pic-

ture of a bank book and the slogan,

"The Best Book You Can Own." Re-

ligious Bostonians in righteous indig-

nation protested and they reprinted

the cards to read, "The SECOND Best

Book You Can Own." The new copy

is 10 times more effective.

William A. Rockett

a.e. & asst. treas.

Charles F. Hutchinson, Inc.

Boston
* * *

I read with keen interest, and with

firm assent, your critique of the

Chock full o' Nuts commercials. As
you intimated, you're in a nebulous

area here, as far as any hard and

fast Code action might be concerned.

But what about such flagrant defa-

mation of a competitor's product as

that now being used by one of the,,

cooking oil manufacturers . . . the

one which says in so many words

that this oil is the "fighter against

cholesterol, the cause of heart dis-

ease"? . . . and then goes on to inti-

mate that a solid shortening will harm
your heart . . . the oil will not?

I love my profession, and I fight

hard against the pop-offs who go

around all the time beating Madison

Avenue over the head. But when I

see something like this, I almost want

to get my hat and get out.

What ever happened to advertising

ethics? What ever happened to the

first rule of selling, sacred even to the

negro radio for
metro new york

Fuller Brush Man or the man who d<

livers the milk . . .namely ^ell'yoii

own product on its merit, but don
try to do it by knocking your co

petitor?"

Liz Vosberg

mgr.

Paul Locke Adv.. In

Philadelphia

Pre-scoring scores

The Association of National Advei

tisers is interested in reprinting you

article entitled, "Should you pn

score your tv commercials?" whic

appeared in the 11 July issue.

We will, of course, give sponsor

credit line.

Al Dan
ANA
aw. a

• Note: SPONSOR is usually happy t.. fcrj.

such requests for reprinting privileges. * !T*
provisions accompany this permission:

1. Requests must be in writing.
2. Credit must be given to SPONSOR.
We, .ourselves, reprint many SPONSOR art

cles and have back files on a large number
such reprints.

From Down Under

I noted with interest that my lette

was published in your column "49t

and Madison," 23 May. I was a littl

concerned that the letter in its edited

form, might give your readers the im

pression that radio is fighting

losing battle against television in thij

country.

1 would like to assure you th

practically every radio station cor

fronted with the television problerr

has, with some changes of pre

gramme ideas and more activ

selling, attained, and in some case

even improved its position as a high

ly respected advertising medium

2SM personally had its "all time'

record month of revenue in the his

tory of the company during the montl

of May, 1959.

W. H. Stephensoi

gen. mgr.

2SM, Pty., Ltd.

Sydney, Australit
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those who live on air...

Ii the last three decades advertisers and their agencies

lave spent billions of dollars on air. A lot of people

Ived on it. A lot of goods were moved.

I'o those who live on air SPONSOR serves a function

lo other publication can match, for SPONSOR is

lie most definitive study of air in the broadcast in-

[ustry. It is the news of air—the plans of air—the

Irogress of air—the thoughts of air—the very life of

lir—delivered to you every week—52 weeks a year.

and earn its salt are just much too important for

light reading on a routing list.

If you live on air—read SPONSOR at home. Read

it on A time, B time or C time but make sure it's

free time at home. At the price of only $8 a year you

can have 52 issues of this most useful publication in

the field at your side—to see, study, tear out and file.

It's the best investment you'll ever make. Order your

home subscription today.

Uost every man who's gotten anywhere in air reads

•PONSOR. The man who wants to get there faster

eads SPONSOR at home—because the very chem-

,stry of broadcasting—the factors that make it move

SPONSOR
THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE



Here are the latest Memphis Surveys, showing leads in

competitively-rated quarter hours, sign-on to sign-off,

Sunday thru Saturday:

A.R.B. Pulse Nielsen

Apr. 17-Moy 14, 59 Feb. '59 Mar.-Apr. 1959

(Metro Area) (Metro Area) (Station Area)

WREC-TV 250 251 263
Sta. B 80 109 72
Sta. C 68 19 53

WREC-TV's fine local

programming combines

with a basic CBS Tele-

vision affiliation to as-

sure that, in Memphis:

"There's more to see on

Channel 3." For your
share of the Mid-South's

greatest TV audience,

see your Katz man.

WREC-TV
Channel 3 Memphis

Represented Nationally by the Katz Agency
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SPONSOR'S
BLUE

RADIO

SPONSOR

BLUE
RIBBON
RADIO

A NEW SIX-PART SERIES ON HOW MAJOR ADVERTISERS USE

THE RADIO MEDIUM TO SOLVE MODERN MARKETING PROBLEMS

With tin- issue sponsor proudl) presents the

first article in a new comprehensive series on the

place of radio in modern advertising and marketing.

Each week for six consecutive weeks the Blue

Ribbon Radio series will discuss in detail the radio

planning and schedules of an important national

advertiser.

Our first story deals with Chevrolet and explains

win this Detroit giant makes radio a cornerstone of

it- entire advertising strategy.

Other articles will show how companies—with

such widely different sales problems—as National

Airlines, Alemite and LaRosa foods employ radio

as a major marketing tool.

The purpose of the Blue Ribbon series is to re-

acquaint agencies and advertisers with the impor-

tant ways in which radio is being used today.

Radio, as a medium, gets less publicity and

causes less talk than its strapping young brother tv.

To some agency account and creative men it seems

less glamorous than tv or magazine advertising.

But when you get behind the scenes, as sponsor

has done in digging out the facts for this Blue Rib-

bon series, you will find that dozens of shrewd,

hard-headed, blue-chip advertisers are using radio

this year in ingenious and imaginative ways.

SPONSOR has worked closely with Radio Advertis-

ing Bureau in planning these Blue Ribbon Radio

articles, and Kevin Sweeney, president of RAB
will comment in each issue on the significance of

the radio strategy involved. We believe that tin 1

Blue Ribbon series will make an important contri-

bution to your knowledge and understanding of this

vital advertising medium.
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MERCHANDISING: Having hitched its wagon to star Dinah Shore, Che/rolet capitalizes on her to promote annual radio Soap Box Derb\

BLUE RIBBON RADIO: FIRST OF A SIX-PART SERIES

CHEVY SELLS A BIG PACKAGE
^ America's No. 1 auto producer uses radio to boost

sales of an item neither low-priced nor an impulse buy

^ Thirty years in medium have taught Chevrolet how

to shift tactics to fit changes in buyer-listener habits

\Jn 5 October, 1930, the Chevrolet

Division of General Motors made

broadcast news with the biggest radio

network buy of the time—171 sta-

tions for Chevrolet Chronicles star-

ring Frank Black's Orchestra, Harry

Von Zell, Fred Allen, and emceed by

World War I flying ace and top auto

racer Eddie Rickenbacker.

Today, nearly three decades later,

Chevrolet still is an avid radio adver-

tiser, although many things have

since happened to change both the

medium and the automotive industry.

On the media side, the advent and

mushrooming of television has altered

the advertising picture for many ac-

counts (Chevrolet took it in its stride;

is a big spender in the younger broad-

cast medium, but at the same time

has developed knack of making the

elder medium do a yeoman's job).

Where once 171 radio station

made news for Chevrolet, today th|

company's coverage is many time

greater. In radio spot, Chevrolet i

on some 350 stations in about 181,

markets. On CBS Radio network,

is on 201 stations with 12 five-minut*

newscasts per weekend. On Mutua

Broadcasting System, the auto make

uses 22 five-minute newscasts a week

end on 390 stations. And on 1,04

stations of the Keystone Network, i

uses five minute announcements I

week. Last year, according to RAI

estimate, GM led all advertisers ii

spot radio with $5.4 million invested

—a big share of which was for Chev

rolet.

The automotive side of the pictun

has changed appreciably, too, sine
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lat original Chevrolet buy in 1930.

In that year, the total sales of all

lakes of passenger cars amounted to

bout 2.79 million units (now nearly

ivice that many cars are scrapped in

year I . Last year, Chevrolet alone

roduced about 1.25 million passen-

er cars, led all other makes in sales,

or the first half of 1959, Chevrolet

; still out in front.

Within the auto industry itself,

ther changes have been taking place

-some of them quite recently. Im-

ortant among these has been the

wing in auto buyer behavior pat-

>rns. Where once auto manufact-

urers aimed at only two buying peri-

ds a year—fall, when new models

;ere introduced and spring for the

iii -weather, summer motorists—to-

a\ these manufacturers know that

ar sales are no longer seasonal. Ac-

ivit\ may hit peaks at new model

ime and also in the spring or early

fanner, but buying, like auto traffic

iself. goes on year-round.

At any event, Chevrolet has been

n top of every change within the

uto industry and advertising as well,

ust how sensitive to changing trends

[his automotive account has been is

lemonstrated by its shift in radio

.trategy which took place about five

•ears ago and by its more recent

Introduction of new copy approaches

i its radio commercials.
' Another feather in Chevrolet's

inedia-thinking cap is the close atten-

tion it pays to the sale of commercial

ars and trucks in its radio cam-

paigns; these vehicles are never ne-

;lected.

How well all of these tactics have

|>aid off is rather well demonstrated

jn the auto company's sales record.

Between 1 January and 18 July of

liis \ear, according to Automotive

Sews, Chevrolet has produced 970,-

'79 passenger ca/s, outdistancing its

'ong-time rivals—Ford with 862.025

produced in the same period, Ply-

mouth with 285,404 (the latter ad-

mittedly was handicapped by a

engthy glass supplier strike early

his year).

In truck sales, Chevrolet is out in

'front, too. In the same 1 January to

18 July period, it turned out 238,188

iinits. The Ford score: 196.543.

Cuiding Chevrolet Division's ad-
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RAB'S KEVIN SWEENEY SAYS . . .

Radio as a super billboard.

Radio to make an $80,000

budget seem like $800,000.

Radio to reach a few dozen

purchasing agents of a half

dozen corporations.

These and at least 100 other

varied objectives are in the

minds of as many spot and net-

work radio users when they put their dollars down each

week. For radio, almost exclusively a mass medium for

package goods advertisers until six years ago, is now set

to work on a greater variety of tasks than any other ma-

jor medium. This list of tasks will be broadened as more

advertisers learn what their competitors are doing. Every

day a new selective use of radio comes to our attention.

Radio apparently can do more than anyone suspected.

Iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^

vertising strategy is a committee

headed by new executive sales man-

ager K. E. Staley. Advertising man-

ager is W. G. (Bill) Power.

At the Chevrolet agency, Campbell-

Ewald. which is quartered in GM's

own building in Detroit, the princi-

pals on the auto account are: Colin

Campbell, executive vice president;

Phillip L. McHugh, vice president in

charge of radio/tv; Carl Georgi, Jr.,

vice president and director of media.

The buying of air time is under R. H.

Crooker.

What these tacticians develop for

this fall will be especially interesting

STRATEGISTS: Client and agency admen confer. (L-r) Carl Georgi, Jr., v. p. and media dir.,

Campbell--Ewald; J. S. Clark (back to camera), asst. ad mgr. Chevrolet; W. G. Power, Chev-

rolet ad manager; R. H. Crooker, Jr., C-E timebuyer; L. C. Dorn, Chevrolet asst. ad mgr.

to watch in light of the fact that the

Big Three are about to invade the

auto market with "compact" cars. In

addition to its standard lines, Chev-

rolet will introduce the new Corvair.

I While official details have not yet

been given out, the Corvair will in all

probability be a six-cylinder, air-

cooled, engine-in-the-rear job with

an estimated wheelbase of 107 inches,

and developing about 92 horse-

power I . Ford will counter with its

"compact"' model, the Falcon, and

Chrysler with the Valiant. So a bat-

tle faces Chevrolet for supremacy in

still another model line.

One thing certain—if Chevrolet fol-

lows its currently successful media

pattern—is that radio will play a

solid role in selling the Corvair.

What has been Chevrolet's strategv

and history in radio?

Here, briefly, is its strategy:

• To reach motorists at point-of-

motoring; that is, to take advantage

of radio's huge audience of auto-

radio listeners.

• To get the largest possible cir-

culation, at reasonable cost-per-1,000,

in the adult listening group. Re-

liance on radio newscasts is an indi-

cation of this.

• To promote the sale of commer-
cial cars and trucks to businessmen

and truck fleet owners through radio

programs with special male appeal

—namely sportcasts.

• To gain widest possible atten-

tion for its line of cars through iden-

tifying with a national personality.

In this aim, Chevrolet has "hitched

its auto to a particularly lucky star"

—Dinah Shore.

Dinah Shore has become just about

synonomous with Chevrolet, and it

was acquiring her (for both radio

and tv) that more or less marked the

turning point of Chevrolet strategy

five years ago.

In the spring and early summer of

1953, Chevrolet bought Dinah Shore

on the full NBC Radio network. That

fall, she was on again for Chevrolet.

Today, Dinah Shore is generally

thought of in connection with Chev-

rolet as its tv star, but she has been

used very successfully in lending

more punch to its radio campaigns.

Her recording of Chevrolet radio

jingle commercials have been one

evidence of her continuing identity

with the car. And in merchandising,

I Please turn to page 67)
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RUCKUS OVER TV HOUR SHOWS
W Agency and station men

i shows on tv nets jump from

I he sharp increase in the number

|of hour-long tv programs, scheduled

Ion the networks this fall I and the

[corresponding reduction in the num-

[ber of half hour availabilities I is

[causing raised eyebrows and real

[concern in some agency and station

circles.

Agenc) tv executives, testifying in

[the FCC net tv program hearings in

New York last month, mentioned the

expansion of full hour programing as

a potential source of trouble to spon-

sors.

According to the latest schedules

released by the networks as SPONSOR

Igoes to press, there will be almost

"ill', more full hour shows on ABC.

CBS. and NBC 1 32 vs. 231 than in

October 1958.

Of perhaps even greater signifi-

|cance is the fact that the number of

hour-long shows with three or more

sponsors will jump from seven to 19.

Such programs, known in the trade

& "spot carriers. ' imply a different

approach to tv programing, and one

> that is bound to be watched with

eagle eyes in both advertising and

broadcasting circles.

Ihi the networks, the expansion

in the number of full hours has cer-

tain obvious benefits. Nielsen, Tren-

de\ and other rating services have

BOnsistentl) shown hour-long pro-

grams average higher in ratings, and

jthe full hour format is often an

easier and surer sale.

Full hours also have advantages

l
for certain t\ pes of advertisers, as

Richard Pinkham, tv v. p. at Ted

! Bates points out. Those with multiple

products find them a convenience in

scheduling commercials, and hours

arc particularly interesting to spon-

sor- who want brand rather than com-

pam identification. He would not

like, however, to see "all or even

most" net schedules in hour pro-

i grams.

Peter Levathes, v.p. at Y&R, agrees

,
that too many hour shows "could

|

create a problem," but adds that they

see dangers as hour-long

23 in '58 to 32 this fall

do permit a small-budget advertiser

to buy into important shows, and

give the big budget advertiser a

chance to participate in main top

programs, thereby spreading his risk.

He cautions that the complete

elimination of half hours, however,

would deprive many advertisers of

'iiiiiii;

the important identification they get

with the shorter format.

Says Levathes, "There's more than

basic circulation involved in show

sponsorship.

Meanwhile, reports reaching SPON-

SOR indicate that some network affili-

ates are beginning to grumble over

the loss of 20 s and I.D.'s when sta-

tion breaks are dropped in full hour

formats. For further reports on this

trend, watch upcoming reports in

Sponsor-scope. ^

lllllllllllllllllllill

FULL HOUR SHOWS—FALL '58

VS. FALL '59

1, NO. OF HOUR NET TV SHOWS IN PRIME EVENING TIME

1959 1958

ABC TV 14 9

CBS TV o /

NBC TV 10 i

2. SPONSORSHIP

1959 1958

__ l 2

A

T

..... 4

... 9

4

ABC TV 2

S 1

2 o

CBS TV
A

T

1

3

1

3

S

4 1

NBC TV
\

T

1

5

3

2

S (l 1

KKV: O- One sponsor

A—Two >p< n-i i -

T—Three or mon
s—Sustali i

SOURCE:
ind Latest

schedules.

SPONSOR Comparagrapii
Lnfoi mal Ion from networ

. 1 No<
.ill 1959
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MAN BEHIND THE MERGERS
^ Bob Durham, mystery man in agency consulting, has

influenced 31 of 34 agency mergers in past 20 months

^ His major concern: helping agency growth, profits.

One way: move into tv production for capital gains

^aborious backstage maneuvering

has resulted in 34 dramatic announce-

ments of agency mergers in the past

20 months . . . and 31 of these have

been effected either directly or indi-

rectly by a single man. His name:

Robert C. Durham. His job: a be-

hind-the-scenes advertiser and agency

consultant who's been in business

only two years, and who's acquired a

penthouse executive suite, 22 offices

and eight operating divisions in that

short span of time. His function: to

help ad pros do a better job and there-

fore help them make more money.

Television, as the most in-demand

ad medium of modern marketers,

presents two opportunities for higher

profit margins to agencies, says Bob
Durham. Because it is demanded by
clients and prospective clients, tele-

vision must be a strong department

in almost every agency. Yet many
small and medium-sized shops can't

afford the quality and number of per-

sonnel the best tv job requires. The
solution: merger, so the resultant

agency has more facilities on which

FLANKED BY GRIFFON and trees, Robert Durham works in two-floor, terraced penthouse in

midtown New York. Only two years old, his company has eight divisions of specialization

to draw, more people who can create.

Merger, says Mr. Durham, is the

first route to be traveled for more
money and a wider profit margin for

principals, as well as staff. It was the

pattern by which (usually) medium-
sized agencies blend their resources,

staffs and account lists to come up

with a sizable structure to better com-

pete with big-gun rivals. Even though

the trend for smaller agencies to join

forces in an effort to become bigger

has been evident for several years, the

real on-rush of enthusiasm is peaking

now. In Bob Durham's opinion, the

157 national agencies which now bill

$3 million or more w ill be reduced to

about 125 because of merger.

This, he contends, will be healthier

for the industry, for agencies and for

the people who own and run them.

His two most recent merger ventures:

Bryan Houston with Fletcher Rich-

ards (personally handled by Hershel

Williams), and Cohen & Aleshire with

Dowd, Redfield & Johnstone. His first

two mergers some 20 months ago in-

cluded Abbott Kimball and Grant,

and the acquisition of a Chicago arm
for the Milwaukee agencv of Klau-

Van Pietersom-Dunlap.

Even though "mergers represent

only one phase, and a fairly small

one, of our business," this subject is

the hottest one on Madison. Michigan

and other ad avenues these days.

Some reasons why: an agency has

to grow 10 r
/c a year in billing just to

stand still, because of rising costs;

the net profit of the average agency is

slim—about six-tenths of 1%; clients

are demanding increasing profession-

alism in agency servicing with partic-

ular emphasis on tv; personnel is tend-

ing toward the mediocre and the hum-

drum, unlike the early days of adver-

tising when the sharpest young men

around flooded to the profession; tax

structures have diminished the possi-

bility of young executives buying

stock in an agency and have cut down

on the profit of the principals.

For these—and many more—rea-

sons, agencies "which want to grow
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PENTHOUSE LIVING ROOM finds Durham flanked by (I) Harry Bennett, exec. v. p. for personnel, former ad. mgr. of Lever's Food Div. and

exec. v.p. of Bryan Houston agency, and (r) Frederic N. Dodge, exec. v. p. for marketing, former NBC director of merchandising, marketing

and to keep growing must at least

consider a merger," in Bob Durham's

opinion. Merger, however, is an is-

sue of people rather than of struc-

tures, books and legalities.

Savs Mr. Durham: "I'm really a

casting director— matching princi-

pals, their personalities and their

needs: finding out what they want

from life and building a structure

which will give it to them." His role

as a business psychoanalyst of agen-

ts) principals is to determine what

each person needs to satisfy three

basic needs: to earn enough money to

live as well as he can, to have suffi-

cient insurance and at the same time

to create a deferred or long-range

income, to get as much enjoyment as

he can from what he's doing.

The goals are clear and simple: the

means of achieving them, much more
complex. Here are some of the com-
plicated considerations which must be

a part of routine agency management

as well as of non-routine months of

planning which go into a prospective

or actual merger, according to Mr.

Durham.

People: "Advertising isn't getting

the quality of young men it used to.

When I was at Benton & Bowles, there

were 17 of us in the mail room—and

17 have gone on to top positions.

People

secure

which

money,

don't regard advertising as

or the type of profession

will give them long-term

and they don't particularly

care that immediate salaries are high

because taxes take so much of them."

The industry currently wants to

hire "a man not over 30 with 50

years of experience." All agency and

client departments are short on good

people, hut one of the most pressing

needs is in agency tv work.

Broadcast media: The tv depart-

ment represents an agency's biggest

profit potential, in Mr. Durham's

opinion. This is a major motivation

in mergers: many smaller agencies

are not staffed to support an intensive

tv ad effort for clients. Most of the

new business which agencies get

comes from tv accounts or clients

who want to go into the medium.

And many a new business pitch is

lost because the agency can t deliver

a competent tv staff.

"There's no way in the world to

substitute numbers for talent, yet the

trend is to hire 100 people instead of

one good one. The only thing an

agency should hire for tv is brains.

Tv and radio are the business of ex-

perts," says Mr. Durham, "and radio,

unfortunately, is often assigned to

some junior assistant, and has thereby

become less understood than any

other phase of advertising. " Radio

presents both a 'tremendous void

and a great opportunity," he claims.

The tv market in which Durham is

specializing comprises agencies with

less than $15 million hilling, "be-
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cause they just can't afford to support

a good tv department capable of

handling production, casting, buying

and contacting." That's why one of

his firm's eight divisions is for tele-

vision servicing at a central source

in New York for the use of smaller

agencies which cannot maintain need-

ed professionals.

Public relations: Image building

is vital for an agency—with its own
staff, clients, every kind of business

in the field and particularly suppliers

and the press, says Mr. Durham.
Reputation, especially with clients,

can spiral downward as negative gos-

sip whips along Ad Alley. And nega-

tivism breeds negativism so that the

first hint of it should be squelched.

Size is often an influence in this kind

of gossip, because advertisers are still

interested in bigness and in prestige,

he says. The merger tactic, again,

can bring together competent shops

in a more competent, bigger agency.

Marketing: The key to successful

and profitable advertising, the ad
counsel continues, is a combination
of marketing and people. And mar-
keting, in his opinion, is a matter of

facts and figures which serve the

double purpose of getting new ac-

counts and keeping old ones.

New business development is of

course one of the ways in which an

agency can improve its profit pic-

ture. And these days new business

"comes from specific, precise infor-

mation, not from contacts." A sound
marketing unit, functioning at peak

efficiency yet with imagination, does

far more good than back-slapping

and country club membership. As he

says, "Tell me what account is going
to move, why and when, and I'll get

the business providing we have good
creative talent to sell."

Agencies must have new business

because they require volume in to-

day's economy and they also need to

spread their risk to cover overhead

as accounts fluctuate.

Creativity: Until about a year ago,

clients were insisting "on modern
management methods and market re-

search" as advertising basics. Today,

says Mr. Durham, "they want agen-

cies to specialize again rather than to

cover all facets. They expect agen-

cies to get back to their last, which

(Please turn to page 65)
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What it takes to sell

convertible sofa beds

^ $160 million industry faces rise in retail prices,

drop in unit volume as sofa beds get into luxury class

^ Here's how Riviera meets problem with $500,000

campaign, combines prestige, glamour, impact via tv

PRESTIGE is obtained from local specials often tackling controversial issues. Here, KTTV's

Paul Coates (I), writer Vernon MacPherson (c), map interview .with exiled Fugencio Batista

#%ny industry which has shown a

better than 50% jump in sales volume

over the past five years would seem

to be riding the crest of an unbridled

sales boom. The fact is, however, that

this dollar increase in the convertible

bed and sofa industry has not been

matched by unit sales increases.

The reason, according to the Na-

tional Association of Bedding Manu-

facturers, is that the more improve-

ments you put into a convertible bed

the more you have to charge for it.

Thus, where $150 was a top figure

for this kind of merchandise in 1954

(when wholesale volume hit $112

million), today's super sofa beds

retail for $250-300 (total wholesale

volume in 1958: $160 million).

The problem, they say, for the past

five years, has been to extend the

copy appeal of the convertible sleep-

ing unit beyond the old depression

pitch of convenience and emphasize

the glamour, prestige and up-to-date

appearance of today's dual-purpose

sleeping equipment.

A strategy combining all of these

appeals is at the core of the half mil-

lion dollar advertising campaign of

the Riviera Sofa Bed Manufacturing

Co. in Los Angeles. Soundness of the

theory is reflected in an expected $12

million gross volume in 1959, against

$7 1/> million in 1956—the year

Riviera undertook a bold experiment.

To get glamour and prestige,

Riviera put $100,000 (for time, talent

and promotion) into a pre-Christmas

tv splurge concentrated in a single

hour (11 p.m.-midnight) on Satur-

day, which was carried by virtually
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every tv station in Los Angeles,

Bakersfield, San Diego and Santa

Barbara l see sponsor, 17 November

1956). A gold-plated local special, it

featured such personalities as Art

Linkletter. Dave Rose and his orches-

tra. Hildegarde, Gogi Grant. Pegged

to one item (chair beds), it left

Riviera with little stock of this item

in a year that saw an industry-wide

[drop to $2,780,000 (in wholesale

volume I from the $3,272,000 of 1955.

The one-shot local splash, combined

with a hefty year-round tv schedule.

has proved a valuable way of getting

the impact the sofa bed people need

—

and provides strong clues for any ad-

vertiser interested in combining the

impact of a local special ( see SPON-

SOR. 13 June 1959) with the bread-

and-butter of a spot campaign.

According to Wally Sherwin,

Riviera's tv/radio director, "Our ex-

perience with the 56 Christmas spe-

cial led to our current experiment

—

a series of 60-minute splurges each

month on KTTV in Los Angeles. The

series is called Golden Camera and

ranges from pure entertainment (tv

premieres of movies like "The Good
Earth") to news-in-depth studies."

I
See photo, opposite page.

)

This strategy lines up with Rivi-

era's philosophy that programs sell

its merchandise best. Says Sherwin,

"We prefer full program sponsorship

because we have found it to be more

effective in terms of the time it takes

for a full-demonstration commercial,

capitalizing on the touches of humor

and glamour we want to inject.

"Announcements supplement our

program buys," he explains, "but we
make sure impact in a station break

is not diluted by too much company

.

"This is important because com-

mercials are played down on the

prestige series. In a 72-minute pro-

gram, we use only seven minutes of

commercial. Naturally, this involves

a big gamble because the approxi-

mate cost for each program is $25,-

000 ( our entire ad budget in 1954 1

.

"This figure covers the cost of the

film (or remote), time, emcee, talent

for commercials, production of pro-

motional spots, newspaper ads and

other promotional tie-ins."

Here's how Riviera spreads its

$300,000 tv budget in Los Angeles:

1. Golden Camera special, once a

month. KTTV
2. Tom Duggan late evening chat-

ter, twice weekly. KCOP

HUMOR brings approach full circle to orig-

inal family appeal of sofa beds. Ivy League

chimp stars in series of gimmick commercials

3. Cal Tinney sports, three times

weekly, KCOP
4. Spot schedule, variable. KTL \

The tv budget accounts for 60$
of the total half million advertising

nut. David Siegel, v.p., notes that

newspaper schedules are closely tied

to the tv activity. "We run our ads

either on page three or on the tv

pages. Our recent special Sunday

supplements in two L.A. papers were

directly tied to the Golden Camera

series."

Special campaigns for openings

and price promotions use radio heav-

ily. Obviously, you can't just lie back

and sell convertible beds. ^

GLAMOUR is tied in with tv schedule, which now highlights luxury of sofa beds. Typical promotion: starlet Nicki Gibson on mink convertible



SPOT RADIO'S TIME IS NOW
^ PGWs New York seminar hears optimistic talk

and sound advice from JWT, Mc-E, SSC&B, Grey

^ Stations executives trade sales-building tips, get

advertisers' viewpoint from Dodge and Shell Oil Corp.

I

H. PRESTON (PETE) PETERS, pres. of Peters, Griffin, Woodward, opened two-day "Spot

Radio's Time is Now!" seminar which was held in the Music Room of New York's Biltmore

m alph Head of McCann-Erickson'si

affiliate, Sales Communication, Inc.,!

told 65 radio station executives as-i

sembled in New York last week, "l|

believe you who work in and with

local media are sitting on a literal

gusher. If you can bring the wealth

to the surface, let it gush, you can

gain more respect for your medium
than ever through sales results.'

Head was one of 25 agency, adver-

tiser, and station men who addressed

the two-day seminar on radio man-
agement staged by Peters, Griffin,

Woodward, Inc., station representa-

tives, at the Biltmore Hotel.

Theme of the sessions was "Spot

Radio's Time is Now!" and Ralph

Head's remarks could be taken as a

keynote for the entire meeting.

The seminar program, arranged by

Robert H. Teter, PGW v.p and direa

tor of radio, stressed practical optl

mism about spot radio's future, ex-

plored every phase of station manage
ment, and of representative, agency

and advertiser relations which affect

spot radio sales.

A panel session on radio program

ing featured talks on music, news and

community service by Ray Stanfield,

WIST Charlotte, Robert J. Mcintosh,

WWJ, Detroit and Harold C. Sund-

berg, WMBD, Peoria.

For a discussion of ratings and

rating services, PGW turned to Frank

Minehan, v.p. and director of media,

Sullivan, Stauffer, Colwell, and Bayles,

New York, and Ben Leighton, time-

buyer of Campbell-Mithun, Minne-

apolis.

Minehan, who spoke on "We be

lieve in ratings," explained how the

agency used research to determine the I

times of day when the radio audience I

presented as favorable an opportun- I

ity as tv in reaching housewives, and

asked for more qualitative research, I

more information on local consumer
j

outlets and better communications;!

between stations, representatives and I

agencies.

Leighton, who says, "rating helps, I

but other factors influence me,"

stressed the importance of program-

ing and outlined the program factors
j
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SAY STATION AND AGENCY MEN
]-M studies in station evaluation.

The PGW seminar also dealt

iquarely with the problem of rate

:ard confusion, and heard a plea by

I. L. Deckinger, v.p. and director of

nedia, Grey Adv. and Richard Jones,

f.p. and media mgr., J. Walter

rhompson, for simpler rate cards.

William Dekker, v.p. and director

>f media, McCann-Erickson, discussed

rade paper advertising by radio sta-

ions and stressed the high readership

.vhich trade papers have among agen-
cy timebuyers and media supervisors,

jccording to a Mc-E survey.

Dekker and Peter Moore, adv. di-

ector, Dodge Motors, had kind

tvords to say about the "junkets" ar-

anged by stations for timebuyers

and advertising executives, but both

emphasized the "fantastic" bid for

attention each station is engaged in.

Edward P. Harvell. mgr. broadcast

media. Shell Oil, said frankly, "We
l?xpect media to contact our district

men," and gave constructive sugges-

tions on how this should be done.

Ralph Head, who was director of

^marketing at BBDO before joining

McCann's Sales Communication, Inc.,

talked on, "We want merchandising

assistance," but said, "Your potential

gusher may very well be the people

you know, the things you know, the

hings you find out and the general

(knowledge you have of your mar-

kets."

He emphasized that "the national

advertiser can't personally know his

national market as well as you know
ivour local markets," and urged sta-

tions to "let the right people know."

As to merchandising specifics, he

said, "We want well-tailored, well-

directed assistance— rifle shots rather

than shotgun shells.

In addition to talks by station,

agency and advertiser personnel,

PGW's seminar on "Spot Radio's

Time is Now!" also featured discus-

sions or station-representative rela-

tions and the need for more efficient

sales tools in spot radio selling.

For a comment on the tone and

significance of the PGW meetings, see

Sponsor Speaks, Page 68. ^

FRANK MINEHAN, v.p. and dir. of media, SSC&B, said, "We believe in ratings" but sta-

tions could help make agencies better salesmen for radio by providing more qualitative re-

search and information on local outlets. He urged depth studies for individual station markets

SPONSOR 1 AUGUST 1959

E. L. DECKINGER (I), v.p. and media dir. Grey Advtg. and Richard P. Jones v.p. and

media dir., J. Walter Thompson, took part in panel titled "We're crazy from crazy rate

cards," had station men roaring with off-beat explanation of why rate cards must be simplified

Kudos for an exceptionally well-run series

of meetings went to Robert H. Teter, PGW

v.p. and director of radio. Teter and staff

spent weeks planning schedule, which in-

cluded talks and panel discussions by 25

different station, agency, advertiser and ra-

dio executives. In introducing the panel on

radio programing, Teter said, "Modern radio

is the constant companion of the listener,

always there to provide entertainment, up-

to-date information. We'll explore the tech-

niques that build mass audiences, adver-

tiser recognition and spot radio billing."
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WAS IT JUST AN ACCIDENT?
^ RheingolcTs president Liebmaiin had part of his

recent speech quoted in the I\. Y. World-Telegram & Sun

^ The result: It made him sound pro-newspapers

and against tv and radio—but here is how he really feels

self, and we are happy to set the rec-

ord straight on what he said and

how he feels about radio and tv.

The speech was delivered in Chat-

ham, Mass., to a small group called

the New England Newspaper Adver-

tising Executives Association.

In it. Mr. Liebmann made no bones

of the fact that he likes newspapers

as an advertising medium, and con-

siders that the use of newspapers has

been a major factor in winning first

place for Rheingold in the New York
market.

But he carefully pointed out that

both radio and tv have a "definite

place" in advertising planning, and

that there are "wonderful uses" for

them. He said, for instance, "We've

just bought a big spectacular for the

Brewer's Foundation and we're going

to buy two more. That is a good

way to use television, the frosting on

the cake—a big show to get you

gratitude."

His entire point, both in his Chat-

ham speech and in direct conversa-

tions with sponsor, is that different

media have different characteristics

and should be used in different ways.

Liebmann. who took over as presi-

dent of the brewery firm at the age

of 35 on condition that he retain

control of the company's advertis-

ing, is also chairman of the adver-

tising and public relations committees

of the U.S. Brewer's Foundation. The

Foundation's June tv special Summer
on Ice came up with a healthy 28.9

Nielsen rating and a 52.0 share of

audience. Liebmann has been recent-

ly in California working on the next

Foundation show, a Jerome Kern

special scheduled over NBC on 22

September.

A highly original and creative ad-

vertising man (he was responsible

for the Miss Rheingold series
)

, Lieb-

mann is impatient with the multi-

I o one, of course, would ever ac-

cuse the eminent New York World-

Telegram & Sun of trying to knife

the cause of radio tv advertising.

So obviously the item at the right,

which appeared in the newspaper's

advertising column last week, was just

an innocent, guileless mistake—the

kind of accident which happens in

the best of publications.

Nevertheless, its appearance did

upset Philip Liebmann, young (44)

dynamic president of Liebmann

Breweries, who wrote immediately to

the W-T&S, "My remarks, as quoted

out of context did not actually convey

the true impression which was in-

tended by this speech as a whole. I

pointed out very strongly how valu-

able television and radio were as part

of a total advertising program, and

how our own company and the

Brewer's Foundation had made good

and different uses of these media."

SPONSOR learned about this when

it called the Rheingold people to ask

for a copy of the complete Liebmann

speech. Subsequently we talked per-

sonally' with Philip Liebmann him-

PHILIP LIEBMANN is not only president,

but heads up Rheingold beer advertising

40

Observation Forward: Tele-

vision and radio are not for

daily contact with people who
are looking to receive a daily

message, Philip Liebman, presi-

dent of Rheingold, told adver-

tising execs recently. He asked

in reference to audience sur-

veys: "How long did the per-

son listen to Jhe commercial,

whether it was on radio or

television? What did lie do
about it? The minute the com-
merdal went oft some enter-

tainment started But when a

person reads a newspaper he
is not looking for entertain-

ment, except perhaps on Sun
day. Mostly he's looking for

Information and news, what's

happened in the world, in

sports, what's xhappening in

things he wants to buy. And

people reading newspapers are

conditioned for advertising be-

cause they want to read adver-

tising when they read a news;

HERE'S HOW the New York W-T&S re-

ported a speech by Liebmann Breweries head

plicity of commercials on some tv

schedules. He suggests that stations

and networks should consider raising

their time prices so that they can

eliminate too frequent I.D.s, 20's,

and other types of announcements.

He is also highly critical of tv spots

which are applauded by admen as

humorous and entertaining but don't

sell beer (no names mentioned, of

course), and says, "I think adver-

tising men ought to realize that their

primary job is to sell products, not

to entertain each other."

He is equally critical of '"fellows

who like the broadcasting medium

because they can brag about having

lunch at Twenty-One or Chasen's

—

it's very glamorous. But if it doesn't

sell the product, it is no good either."

In short, Philip Liebmann is a

realist about all types of advertising.

But is he against radio and tv?

Don't you believe it—not even if you
j

read it in the World-Telegram & I

Sun.

SPONSOR 1 AUGUST 1959
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TV BASICS/AUGUST

Tv viewing level retains its peak

^ Nielsen's annual March study shows the average tv

household continues to view tv almost 42 hours a week

Uespite the old bugaboo about in-

adequate network pro<iiamin»;. the

level of tv viewing remains at an all-

time high.

Thus pokes from the print media

can't dispel this fact: the tv public is

watching the screens—for the second

year in a row—one hour out of every

I
four, or almost 42 hours a week.

These are some of the findings of

Nielsen's annual study on cumulative

audiences and usage patterns for tv

viewing, as taken the first week of

March each year. I See chart below.)

Some highlights of this studv:

• More than 95% of all U.S. tv

homes, or 42.064 million different

households, use their tv sets during a

typical week about the same as the

94.5%, or 40.163 million homes that

used tv during the same week in L958.

• The average borne views t\ 1

1

hours and 17 minutes a week, with

mornings accounting for 12%; of all

tv viewing hours, afternoons 27'..

evenings ol'/i and post midnight 4'
< .

In 1958 the average home I of the 40

million households I viewed tv 43

hours and 12 minutes a week.

• Almost half (21 million I of the

homes use their tv sets after mid-

night. ^

l!: H i imniiHHn imiiiiiii iiiMiiiiiiiiiiiii iii minium m iiiiiiiiiini in mi in iiimiiiiii nun inniiiiiiiiniiiiiiiinniiini in inn i inn

Homes using tv, by dayparts, during an average week (1-7 March 1959)

WEEKLY CUMULATIVE TOTAL

By Dayparts % of total

%
Tv homes

No. add

(000)

Avg. hrs. per

home reached

Mon.-Fri. A.M. 9 62.3 27.412 5.74

Mon.-Fri. P.M. 19 83.1 36.564 9.38

Sunday A.M. 1 24.2 10,648 1.29

Sunday P.M. 4 62.5 27,500 2.49

Saturday A.M. 2 42.6 18,744 2.06

Saturday P.M. 4 57.2 25.168 2.45

All Evenings 57 95.5 42.020 24.00

12 Mid.-6 A.M. 4 48.0 21,120 3.23

24 Hr. 7 Day Total 100 95.6 42.064 41.82

Source: A. C. Nielsen

lllllllllllllllllllllllllllll

1. THIS MONTH IN NETWORK TV

Network Sales Status Week Ending 1 August

Daytime
MBIIIIIIIIIIIIIIIIIIIIIIIIIIIMinillllllllllllM jflllllllllllllllllllllllllllllllllllll

SPONSORED HOURS

Nighttime
lllllllllllllllllllll!llll!lll!ll!llllll!lllllllll!l!lllllll![!l!!!ll|[||l!lllll!lllll

SPONSORED HOURS

ABC

CBSf

NBCf

13:45

III

t Excluding pre-10 a.m. shows.
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27:15

23:30

ABC

CBS

NBCf

IIIIIIIIIIIIIIIIUIIIIIiHIIIIIIIIIIi,? fiiilllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllUIIIIIIIIIIIIIIIIIIIIIIIIII

t Excluding Jack Paar

18:00

1 24:15

21:15

11



2. NIGHTTIME C O P A
SUNDAY

ABC CBS NBC

MONDAY
ABC CBS NBC

TUESDAY
ABC CBS NBC AB

PCA Champ.
Coif Tourn.

Midas (Boz. &
J.) Vz

lamm's regional

>p-L $167,000

weekend, time &
production cost

lieet The Press
Bust

ohn Daly News
sust

ohn Daly News
sust

ohn Dal
sus

Conquest
sust

Twentieth
Century
Prudential

(R -McC)
D-F $35,000

Chet Huntley
Reporting

No net service

D Edwards
Amer Home

(Bates)
<T-L $9.500tt

News
Texaco (C&W)
M-L, $6,500tt

D. Edwards
Equitable
(FC&B)

)uPont (BBDO)
r, M.inntt

News
Texaco (C&W)
N-L $6,500tt

Kou Asked for It

Skippy Peanut
Butter (GBB)
-F $24,000

Lassie
Campbell Soup

(BBDO)
i-F $37,000

Midwestern
Hayride

No net service No net service

ABC News
sust

D Edwards
Amer Home
(repeat feed)

News
Texaco

(repeat feed)

ABC News
sust

D Edwards
Equitable

DuPont
(u iuul find)

News
Texaco

(repeat feed)

ABC r

sus

Maverick
(7:30-8:30)

falser Co (Y&R)
Jrackett (Y&R)
-F $70,000

That's My Boy
sust

Suspicion
(7:30-8:30)

sust

olka Co-Round
(7:30-8:30)

sust

Name That
Tune

Amer Home
(Bates)

3-L $23,000

Buckskin
sust

SV-F $24,000

Cheyenne
(alt wks

7:30-8:30)

Harold Ritchie

(K&B)
J&J (Y&R)
P&G (B&B)

ii-H $78,800

itars in Action
sust

Northwest
Passage

sust

Music
Summer

(7:(

sus

Maverick

Ed Sullivan
(8-9)

Mercury (K&E)
alt Kodak (JWT)
V-L $79,500

Suspicion olka Co-Round

The Texan
Brown & Wmsn

(Bates)

alt

Lever (K&E)
iV-F $37,000

Restless Cun
Sterling Drug
(DFS) alt

P&G (Compton)
iV-F $37,500

Sugarfoot
(alt wks

7:30-8:30)

Am Chicle

(Bates)

R. J. Reynolds
(Esty)

W-F $78.000

Playhouse of

Mystery
sust

Steve Canyon
L&M (Mc-E)

alt sust

A-F $44,000

Music
Summer!

Law Man
R. J. Reynolds

(Esty)

General Mills

(DFS)
|W-F $41,000

Ed Sullivan

Dragnet
L&M (Mc-E)

alt sust

-F $35,000

Bold Journey
Ralston-Purina

(GBB)
l-F $9,500

Father Knows
Best

Lever (JWT) alt

Scott (JWT)
3c-F $38,090

Wells Fargo
Amer Tobacco
(SSC&B)
alt Buick
(Mc-E)

iV-F $43,800

Wyatt Earp
Hen Mills (DFS)

alt P&G
(Compton)

(V-F $38,000

To Tell the
Truth

Carter (Bates)

Marlboro
(Burnett)

1-L $22,000

Jimmy Rogers
L&M (DFS)

alt sust

V-L $35,000

3zzie & '

Kodak
aid

Quaker|
(V

3c-F

Colt .45
T&G (B&B)

|W-F $13,800

C. E. Theatre
Gen Electric

(BBDO)
Dr-F $51,000

Summer Chevy
Show
(9-10)

Chevrolet

(Camp-E)
V-L $65,000

Pantomime
Quiz
sust

rontier Justice
Gen Foods
(B&B)

3c-F $11,000

Peter Cunn
Bristol-Myers
(DCS&S)

tfy-F $38,000

The Rifleman
Miles Lab
(Wade)

P&G (B&B)
Ralston

(Gardner)

W-F $36,000

Adventure
Showcase

Pharmaceuticals
(Parkson)

(8/4 S)

L-F $11,000

Fanfare
sust

Donna a
Sho

Campbel «
(BB1

all

?&G (C •

Sc-f :

Deadline For
Action

(9:30-10:30)

sust

Hitchcock
Presents

Bristol-Myers
(Y&R)

My-F $39,000

Summer Chevy
Show

Top Pro Coif
(9:30-10:30)

sust

Joseph Cotten
Show

Gen Foods
(B&B)

Sc-F $12,500

Alcoa-Coodyear
Theater

Alcoa (FSR) alt

Goodyear (Y&R)
Dr-F $39,000

Naked City
' Whitehall

(Bates)

Brown & Wmsn
(Bates)

My-F $37,000

Spotlight
Playhouse
Pet Milk
(Gardner)

S. C. Johnson
(NL&B)

3r-F $10,000

Bob Cummings
Reynolds (Esty)

alt

sust

Sc-F $36,000

Accu.
SUS

Deadline For
Action

Richard
Diamond

Lorlllard (L&N)
A-F $36,000

Loretta Young
P&G (B&B)

Dr-F $42,500
Top Pro Coif

sust

Desilu
Playhouse
(10-11)

Westinghouse
(Mc-E)

Dr-F $82,000

(average)

Arthur Murray
P. Lorlllard

(L&N) alt

Pharmaceuticals

(Parkson)

V-L $30,000

Alcoa Presents
Alcoa (FSR)

Dr-F $35,000

Andy Williams
Show
(10-11)

evlon (LaRoche)
V-L $50,000

David Niven
Singer (Y&R)

alt

sust

Dr-F $32,000

Wed Ul

Fig!
'

Brown &V
(Bat

Miles ( *
(10-O I

g"-t. m

Meet McCraw
Alberto Culver

(Wade)
| A-F $9,500

JL

What's My Line
Kellogg
(Burnett)

alt Sunbeam
(Perrin-Paus)

Q-L $32,000

No net service
Desilu

Playhouse

Andy Williams
Kelloff
(Burnett)

alt
D ittsburgh Plate

(Mazon)

*Color show, ttCost is per segment. Prices do not include sustaining, par-
ticipating or co-op programs. Costs refer to average show costs including
talent and production. They are gross (include 15% agency commission).

They do not include commercials or time charges. This chart covers period

1 Aug. - 28 Aug. Program types are indicated as follows: (A) Adventure,
(Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr)
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A G R A P 1 AUG. - 28 AUG.

DNESDAY
BS NBC

THURSDAY
ABC CBS NBC

FRIDAY
ABC CBS NBC

SATURDAY
ABC CBS NBC

John Daly News
sust

John Daly New
sust

PCA Champ.
Coif Tourn.
Midas Go. %

(Bozell & Jacobs
Hamm's-reglonal
(8/1; 5:30-6:30

Sn-L $167,001

weekend, time ^i

l
i i' iiiiu. i li

'

. i i
' f. -I

wards
(Bates)

$9.5O0U

News
Texaco (C&W)
N-L $6.500tt

D Edwards
Whitehall
(Bates)

N-L $9,500tt

News
Texaco (C&W)
N-L $6.500tt

D Edwards
Equitable Life

(FC&B)
Parliament
(B&B)

N-L $9.500tt

News
Texaco (O&W)
N-L $6,500tt

No net service No net service No net service

wards
rter

t feed)

News
Texaco

(repeat feed)

ABC News
sust

D Edwards
Whitehall

News
Texaco

(repeat feed)

ABC News
sust

Wagon I rain
(7:30-8:30)

Ford (alt hour)

(JWT)
National Biscuit

(alt Vi hr.)

lit E)

W-F $35,500

(W hr.)

D Edwards
Equitable Life

Parliament
(repeat feed)

News
Texaco

(repeat feed)

light

later

lit

Oh. Boy
sust

Invisible Man
sust The Californians

sust

Rin Tin Tin
Nabisco (K&E)
A-F $36.00

Rawhide
(7:30- 8:30)

Lever (JWT)
Parliament
(B&B)

W-F MO.OOfl

(lhour)

Pete Kelly's

Blues
sust

Dick Clark
Show

Beech-Nut
Life Savers
(T&R)

Mu-L $14,501

Reckoning
(7:30-8:30)

Fla. Citrus

(B&B)
H.Curtis (Weiss!

Parliament
(B&B)

My-F $45,00i

People Are
Funny

Tonl (North) al

R. i. Reynolds
(Esty)

Au-F $24, »0i

Talking
Research

(Kastor,

C&A)
$13,000

Wagon Train
R. J. Reynolds

(Esty)

(alt % hr.)

Zorro
AC Spark
(Brother)

7 -Up (JWT)
A-F $37,000

December Bride
General Foods

(B&B)
9c-F $32,000

Who Pays?
Purex (Weiss)
Q-L $19,000

Walt Disney
Presents
(8-8)

Hill Bros.

(Aver)

M-F $47.00

(% hr.

Rawhide
Pharmaceuticals

(Parkson)

Further Advent
of Ellery Queer

(8-9)

sust

My-F $27,50(

<*& hr.)

Jubilee, US.A
(8-9)

Wmsn-Dlckie
(Evans & Assoc.)

Hill Bros. (Ayer!

Mu-L $12,501

(% hr.

Reckoning
Sterling (DF8)
Gulf (Y&R)
Hamm (C-M)

Colgate

Van Heusen
(Grey)

•Perry Present:
(8-9)

Kimberly-Clark,
(FC&B)

ROA & Whlrlpm
(K&E)

Chemstrand
(DDB)

V-L $60,00(

kdown
* cony
(lapton)
A Tobte
3DO)

F $33,500

Price Is Right
Lever (JWT)

Q-L $21,500

The Real
McCoys

P&O (Compton)
Sc-F $36,000

Derringer
S. C. Johnson

(NL&B)
alt

P. Lorillard

(L&N)
W-F $40,000

Lawless Years
sust

Walt Disney
Hudson Pulp
(N.C&K)

Reynolds Metal
(Lennen &
Newell)

I Love Lucy
sust

Ellery Queen
Jubilee, USA
Massey-Ferguson

(NL&B)
Carter Products

Wanted Dead
or Alive

Bm & Wmson
(Bates)

Bristol-Myers
(DOS&S)

W-F $39,001

•Perry Present:
Sunbeam

(Perrtn-Paus)

Noxzema
(L 8/15)

(SSC&B)
Am Dairy (C-M!

(L 8/8)

I illionaire

IT (Bates)

•F $37,000

Kraft Music
Hall

Starring Dave
King
Kraft
(JWT)

Mu-L $45.00C

Leave It To
Beaver

Miles (Wade)
Ralson (Gardner)
5-T>ay (Grey)

Sc-F $36,000

Zane Grey
S. C. Johnson
(NL&B) alt

General Foods
(B&B)

W-F $45,000

Bachelor Father
Am Home (Bates)
Am Tob (Gumb.)
Sc-F $42,000

Tombstone
Territory

Lipton (Y&R)
Philip Morris

(Burnett)

W-F $33.50

Phil Silvers
R. J. Reynolds

(Esty)

Schick (B&B)
Sc-F $42,000

M Squad
Amer. Tobac.
(SSC&B)

alt

G.E. (BBDO)
My-F S31.00C

Lawrence Welk
(9-10)

Dodge (Grant)

Mu-L $17.50(

<%hr

Brenner
Lever (JWT)

A-F $38,001

Black Saddle
L&M (Me-E)

alt

Colgate (Me-E)
W-F $37.0O<

r Cot a

cret
rrli (Esty)
I $27,000

Bat Mastcrson
Kraft, Nat'l

Dairy (JWT)
W-F $38,000

Rough Riders
P. Lorillard

(L&N)
alt sust

W-F $47.000t

Playhouse 90
(9:30-11)

Amer Gas
(L&N) alt

Kimberly-Clark
(FC&B)

Dr-L&F $45,000

<V4 hr.)

21 Beacon St.

Ford (JWT)
A-F $18,00(1

77 Sunset Stri

(9:30-10:30)

Amer. Chicle
(Bates)

My-F $72,00

Lux Playhouse
Lever (JWT)

alt uks

Stripe Plyhse
Lever (JWT)

Dr-F $38,000

Colgate
Western
Theater

Colgate (Bates)

W-F $13.00

Lawrence Welk

Have Cun. Wil
Travel

Whitehall
(Bates)

alt Lever (JWT
W-F $38.00i

Cimarron City
(9:30-10:30)
Flit (Mc E)

(L 8/15)

sust

W-F $30,001

S.teel Hr
|:i 10-11)

I Steel

This Is Your
Life

P&G (B&B)
D-L $52,000

Your Neighbor
The World

Playhouse 90
Allstate

(Burnett)

alt

Reynolds (Esty)

The Best of
Croucho

Tonl (North)
alt

Lever (JWT)
Q-L $18,000

77 Sunset Stri|

Carter Prod.
(Bates)

Whitehall
(Bates)

Harold Ritchie
(K&E)

The Line Up
P&G (Y&R)

My-F $34,000

Cavalcade of
Sports

Gillette (Maxon)
(10-concl)

Sp-L $45,000

Big Picture
sust

Cunsmoke
L&M (DFS) al

Sperry-Rand
(Y&R)

W-F $40.00(

Cimarron City
Cons. Cigars

(L&N)

?c Theatre
lis 10-11) Playhouse 90

Renault (NL&B)
alt sust

Masquerade
Party

Lorillard (L&N)
alt Sargent

Q-L $18,000

Amateur Hour
Pharmaceuticals

(Parkson)

V-L $23,000

Jackpot Bowling
Rayuk (Werman

& Schorr)
Sp-L $3,000

Markham
Schlltt (JWT)

My-F $39.00(

DA's Man
L&M (Mc-E)

A-F $38.<MN

Drama, (P) Film, (I) Interview, (J) Juvenile, (L) Live, (M) Misc.
(Mu) Music, (My) Mystery, (N) News, (Q) Quiz-Panel, (Sc) Situation
Comedy, (Sp) Sports, (V) Variety, (W) Western. tNo charge for repeats.

L preceding date means last date on air. S following date means starting
date for new show or sponsor in time slot.
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BLUE

RIBBON

RADIO
A six-part industry-researched

series of top

advertisers and how they

prosper with radio

Starting 1 August issue



Where is radio's place among the major national media? What is radio's role in serving specific needs of major

national and regional advertisers?

Many major advertisers rely heavily on radio. Beginning with the August issue SPONSOR presents the stories of

six "Blue Ribbon" radio users researched and written in collaboration with the RAB, They will appear in six con-

secutive issues and will include the following (not necessarily in order of appearance):

A 100% RADIO CLIENT
WHO'S #1 IN THE FIELD

What intelligent use of radio has done

for a top seller to motorists both to cap-

ture consumers on the highway and to

open new distributorships

HOW TO MARKET
AN AIRLINE

Hoiv radio has helped an airline in popu-

larizing its service as if it were a super-

market operator or chain operation stuck

with an oversupply of product

FOOD PRODUCT,
CLIMBS WITH LIGHT SELL

Just because the product is highly con-

ventional, it doesn't mean that the copy

must match. Here's how a food company

uses radio with creativity

HOW TO DEMONSTRATE
VIA RADIO

A top beverage manufacturer uses radio

to promote a highly demonstrable prod-

uct—strictly "by ear." This company

found radio can sell an image

AUTOMOTIVES: RADIO
SELLS COSTLY PRODUCTS

The automotive industry has changed in

the past few years; seasonal buying peaks

are passe. Here's how a blue-chip auto-

motive uses radio year round

THE CASE OF THE
TRADE ASSOCIATION

How does an association representing a

number of clients in the same industry

use radio to promote all lines to all con-

SPONSOR
THE WEEKLY MAGAZINE TV/ RADIO ADVERTISERS USE



10:00

10:15

10:30

10:45

11:00

11:15

11:30

11:45

12:15

12:30

12:45

DAYTIME C O
SUNDAY

ABC CBS NBC

Lamp Unto My
Feet
suit

Look Up Live
nut

MONDAY
ABC CBS NBC

On The Co
sust

Sam Levenson
sust

Dough Re Mi
sust

Treasure Hunt
sust

P&O alt

Lever

p a ri

JTUESDAY
ABC CBS NBC

On The Co
sust

Sam Levenson
sust

Dough Re Mi
suit

Treasure Hunt
Culver alt

sust

Frlgidalre tit

Armour

AB

Eye On
New York

suit

I Love Lucy
sust

Lever

Price Is Right
Lever

alt Ponds

Sterling

alt Whitehall

I Love Lucy
Lever

sust

alt Gen Foods

Price Is Right
Lever alt

Sunshine

Stand Brands

Camera Three
sust

Top Dollar
Colgate

Concentration
Culver alt

Lever

Armour
alt Lever

Top Dollar
Colgate

General Foods
alt sust

Concentration
Frlgidalre

Lever alt

Alberto Culver

Bishop Pike
suit

Across The
Board
sust

Love of Life
sust

Amar Home Prod
alt sust

Tic Tac Dough
Ponds alt Miles

P&G

Across The
Board
sust

Love of Life
sust alt

Gen Mills
Tic Tac Dough
Stand Brands

Amer Home P&G

Acros' ;

Boa

Johns Hopkins
File 7
sust

Pantomime
Quiz
sust

Search for

Tomorrow
P&G

It Could Be You
Whitehall

Cuiding Light
P&G

Ponds alt P&G

Pantomime
Quiz
sust

9ean. l i Pu i

Tomorrow
P&G

Cuiding Light
P&O

I t I
'

ou ld Be
You

Al. Culver alt

Miles

Armour alt P&G

Pantoia
Qu
U.

College News
Conference

sust

Music Bingo
sust

No net service

News
(1:25-1:30)

sust

No net service
Music Bingo

sust

No net service

News
(1:25-1:30) sust

No net service
Music .

Eternal Light
sust

Leo Durocher's
Warmup

sust

World Turns
P&G

Sterling alt

Carnation

No net service

World Turns
P&G

Sterling alt

Miles

No net service

Baseball Came
of the Week
various times

various sponsors

Major League
Baseball

Phillies Bayuk
Cigars

i,Vz network)

Anheuser-Busch

Day In Court
Amer Home

Foods
Johnson &
Johnson

For Better Or
For Worse

sust

Queen for a

Day
Day In Court
General Foods

For Better Or
For Worse

Queen for a

Day
sust

sust alt

Alberto Culver

Day In

Beech
i

(^4 regional)
Cale Storm

Show
Armour
Lever

Art Linkletter
Stand Brands

alt Lever

Standard Brands
Van Camp

:ourt of Human
Relations

sust

Cale Storm
Show

Block Drug
Amer Home

Art Linkletter
Swift

alt Tonl

Kellogg

Court of Human
Relations

sust

Cale ! »
P.i'ccli I

Open Hearing
sust

Beat The Clock
Lever

Block Drug
Big Payoff

Colgate

Young
Dr. Malone

sust

Beat The Clock
General Foods

Toni

Big Payoff
General Foods

alt sust

Young
Dr. Malone

sust

Seat Th Ik

Johngfl
.loht

Beech st

Who You Trust?
Armour

Johnson &
Johnson

Verdict Is Yours
Stand Brands

Amer Home
alt Lever

From These
Roots
sust

Who Do You
Trust?

General Foods
Amer Home

/erdict Is Yours
Gen Mills
alt Lever

Swift
alt Tonl

From These
Roots
P&G

Who C I
Tru

American
Bandstand
Clairol.

Beech-Nut

Brighter Day
P&G

Secret Storm
Amer Home Prod

Truth or
Consequences

Sterling

American
Bandstand

Lever

General Mills

Brighter Day
P&G

Secret Storm
Gen Mills

Truth or

Consequences
sust

P&G

Ameiil
Band M
shu

Am

American
Bandstand

Rolley

Northam- Warren

Edge of Night
P&G

County Fair

Sterling

alt Lever

American
Bandstand

Carter

Welch

Edge of Night
P&G

Sterling
alt Miles

County Fair
sust

sust alt

Lever

Ameiit
Band M
Regi

\MF Pi,**

Paul Winchell
sust

The Last Word
sust

Lone Ranger
Gen Mills

Cracker Jack
Fritos Co.

Face the
Nation

sust

Frontiers of

Faith
sust

American
Bandstand

co-op

Mickey Mouse
Club

Goodrich
Bristol-Myers

American
Bandstand

eo-op

Amen
Band M

Walt Disney's
Adventure Time

co-op

Mickey l»
CI

Gooci

Geo "'

NOTE: On ABC TV, Day In Court, Gale Storm, Beat the Clock. Who Do You Trust?, and American Bandstand do not show day of participations.

HOW TO USE SPONSOR'S
NETWORK TELEVISION
COMPARAGRAPH

The network schedule on this and preceding pages (42, 43)

includes regularly scheduled programing 1 August to

28 August, inclusive (with possible exception of changes

made by the networks after presstime) . Irregularly sched-



1 G R A P H 1 AUG. - 28 AUG

Idnesday
BS NBC

THURSDAY
ABC CBS NBC

FRIDAY
ABC CBS NBC

SATURDAY
ABC CBS NBC

f he Co Dough Re Mi
suit

On The Co
sust

Dough Re Mi
aust On The Co

sust

Dough Re Mi
sust

Armour
alt Nabisro

Captain
Kangaroo

Participating

and sust

Howdy Doody
sust

Continental

Baking
sust alt

Brown & Wmsn

• vcnson
St

Treasure Hunt
Miles alt sust

Corn Prod
alt P&G

Sam Levenson
sust

Treasure Hunt
sust

alt Frigiiiaire

P&G
alt Heinz

Sam Levenson
U.S. Steel

alt aust

•ust

Treasure Hunt
Gen Mills alt

sust

Whitehall alt

Sterling

Mighty Mouse
Gen Foods
alt sust

Colgate alt

Gen Foods

Ruff & Reddy
Borden alt sust

Gen Food!
alt Mansust

U' Lucy

£t alt

.t

Price Is Right
Frigldalre
Sterling

Heinz alt

Armour

1 Love Lucy
Lever

Price Is Right
Al. Culver

alt Lever

1 Love Lucy
Lever alt

Toni

Kodak alt sust

Price Is Right
Lever alt

Com Prod

Stand Brands
Gen Mills

Uncle Al Show
(11-12)

National Biscuit

Heckle & jeckle
sust

Fury
Borden

alt Gen FoodiScott Miles alt

Lever
Gen Mills

o, Dollar

(lit*

Concentration
Heinz alt MIIm

Top Dollar
Colgate

Armstrong

Concentration
Nestle

alt Lever

Heinz alt

Whitehall

Top Dollar
Colgate

sust

Concentration
Ponds alt

Bauer & Black
Uncle Al Show

Adventures of

Robin Hood
sust

Circus Boy
Man alt

rait
Nabisco alt

Brillo
Lever alt

Brn & Wmsn Colgate alt sust

if Life

p ime Prod
ll -8T9T

Tic Tac Dough
Heinz alt

Brn & Wrasn

P&G

Across The
Board
sust

Love of Life
sust alt Lever

Amer Home

Tic Tac Dough
Al. Culver
alt Heinz

P&G

Across The
Board
sust

Love of Life

sust

alt Toni

Atlantis alt

Gen MIUi

Tic Tac Dough
Gen Mills alt

Sunshine

P&G

True Story
suit

Sterling Drug

Ifh For
irrow
*a

! Light

Could Be You
Whitehall alt

Nestle

Corn Prod
alt Brlllo

Pantomime
Quiz

Armour
General Foods

Search for

Tomorrow
P&G

It Could Be
You

Miles alt

Nabisco

P&G

Pantomime
Quiz
Armour

Search for

Tomorrow
P&G

Could Be You
Stand Brandt

alt sust

P&G alt

Corn Prod

Detective Diary
Sterling Drug

suitCuiding Light
P&G Cuiding Light

P&G

r service

WS
• 30) iuit

No net service Music Bingo
sust

No net service
No net service Music Bingo

sust

No net service

No net service
Mr. Wizard

sust
News

(1:25-1:30) sust
News

(1:25-1:30) sust

'o Turns

(•"•I lit No net service

As the World
Turns
P&G

Plllsbury

No net service

World Turns
P&G
Swift

alt Sterling

No net service

Iter Or
oiVorse

it

hilt SUSt

Queen for a
Day
sust

Day In Court
Draekett,

For Better Or
For Worse

Scott alt sust

Queen for a

Day
sust

Day In Court
Armour

For Better Or
For Worse

Lever

sust

Queen for a

Day
sust

Baseball Came
of the Week
various sponsors

(2 to concl)

Leo Durocher's
Warmup

sust

sust

alt Lever
sust

alt MilesArmour Nabisco alt sust

t ikletter

t Bra
ElUintli

r7 it Ion

Court of Human
Relations

sust

Cale Storm
Draekett

Art Linkletter
Kellogg

Plllsbury

Court of Human
Relations

sust

Cale Storm
Johnson &
Johnson

Art Linkletter
Lever Broi

Swift alt

Staley

Court of Human
Relations

sust

Is/ayoff
(lite

Young
Dr. Malone

sust

Beat The Clock
Draekett

A rmour

Big Payoff
lUSt

Young
Dr. Malone

sust
Beat The Clock

Amer ITome
Big Payoff

Colgate

Young
Dr. Malone

sust

Major League
Baseball

Phillies Bayuk
Cigars (%)

Anheuser Buscb
•nit sust sust

it Is Yours

L-r ilf

1 ling

From These
Roots
sust

Who Do You
Trust?
Draekett
Tnni

Verdict Is Yours
Sterling alt Soot

From These
Roots
sust

Who Do You
Trust?
Lever

General Foods

Verdict Is Yours
Gen Mills alt

Atlantis

Gen Mills

alt Lever

From These
Roots
sust

(%)

Carnation

alt Scottsust sust aust

%'ir Day Truth or

Consequences
Corn Prod alt

sust

American
Bandstand
Tonl. Old

London Foods

Brighter Day
P&G Truth or

Consequences
P.tG

American
Bandstand
Mennen

Amer Home

Brighter Day
P&G

Truth or

Consequences
Whitehall alt

Corn Prnd

P&O

Secret Storm
Scott alt

Amer Home

Secret Storm
Amer Home Proc

alt Gen Mills

fel Storm
ir ffls Prod Culver alt P&C

P&G

fc'f Night

•t 'Ik ilt

* ntll

County Fair
Frlgldalre

alt Gen Mills

Heinz alt

Sterling

American
Bandstand
Gaylord

Block Drug

Edge of Night
P&G

Plllsbury

County Fair
Heinz alt

sust

American
Bandstand

Hollywood Candj

Edge of Night
P&G

Amer Home
alt

Sterling

County Fair
sust

Lever alt

sust
. Lever alt Miles

American
Bandstand

co-op

American
Bandstand

co-op

Walt Disney's
Adventure Time

Miles
Internat. Shoe

Mickey Mouse
Club

Gen Mills

Mattel

Lone Ranger
Nettle alt

Gen Mills

1 but li

uled

as w

:
gran

: Mon

st all sponsors,

programs

ell, with ail

is not listet

day-Friday,

Monday throuj

appear di

" dates. Th

1 are: Ton
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rh Friday, buy

iring this

e only regu

ight, NBC,

ig sponsors
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larly schedu

11:15 p.m.

hip; Sunda

uring month.

b listed
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y News

Special, CI
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All times a
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a\ -Friday,
]

9 a.m., Mc

and White

participating

mday-Friday



RATINGS: TOP SPCI

Top 10 shows in 10 market's
Period: 1-28 May, 1959

National
average

7-STATION
MARKETS

5-STA.
MARKET 4-STATION MARKETS

TITLE, SYNDICATOR, SHOW TYPE N.Y. L.A. Seattle Chicago Detroit Minpts. St. Louis San Fran. Wash. Atlanta Bait. Boston Buffalo

Highway Patrol
z 'v (Adventure)

18.7
11.4 8.7

wrca-tv kttv

7:00pm 8:00pm

21.2
komo-tv
7:00pm

20.7 14.5 20.5 20.2 15.9 12.5
wgn-tv wjbk-tv kstp-tv ksd-tv kron-tv wtop-tv

9:30pm 7:00pm 9:30pm 9:30pm 6:30pm 7:00pm

22.2 13.3 22.9 16.5
waga-tv wmar-tv wbz-tv wgr-tv

9:00pm 7:00pm 7:00pm 7:00pm

Mike Hammer
»" (Mystery)

17.7
18.9 8.2
wrca-tv krca-tv

10:30pm 10:30pm

14.2
king-tv

10:30pm

18.2 13.5 12.0 22.5 17.5
wgn-tv cklw-tv ksd-tv kron-tv wrc-tv

9:30pm 9:00pm 10:00pm 10:30pm 10:30pm

13.2 21.5 22.2
wlw-a wnac-tv wgr-tv

lo:30pm 7:00pm 10:30pm

Death Valley Days
u.s. borax (Western)

17.1
11.2 9.8
wrca-tv krca-tv

7 :00pm 7 :00pm

22.2
king-tv

9:00pm

15.9 19.5 22.9 15.2 9.5 14.9
wgn-tv wwj-tv wcco-tv kmox-tv ktvu-tv wrc-tv

9:30pm 7:00pm 9:30pm 9:30pm 7:30pm 7:00pm

15.5 18.8 17.5 21.2
wsb-tv wjz-tv wbz-tv wben-tt

7:00pm 7:30pm 10:30pm 7:00pm

Rescue 8
screen gems (Adventure)

17.0
9.9

krca-tv

7:00pm

26.2
king-tv

9:30pm

13.5 15.5 18.5 13.2
wgn-tv wcco-tv ksd-tv kron-tv

S :30pm 7:30pm 9:30pm 6:30pm

13.5 12.3 20.2 15.5
wsb-tv wbal-tv wnac-tv wgr-tv

[

10:30pm 7:00pm 7 :30pm 7:00pm

Sea Hunt
ZIV (Adventure)

16.7
6.7 8.4

wabc-tv krca-tv

10:30pm 10:30pm

16.2
king-tv

10:00pm

20.2 25.7 9.2 18.9 20.2 10.5
wnbq-tv wjbk-tv wtcn-tv ktvi-tv kron-tv winal-tv

9:30pm 10:30pm 9:00pm 9:30pm 7:00pm 10:00pm

12.2 17.8 12.5 17.2
wsb-tv wbal-tv wlulh-tv wkbw-tv
7:00pm 10:30pm 10:30pm 10:30pm

U. S. Marshal
NT * (Western)

16.4
13.8 5.2
wrca-tv kttv

10:30pm 7:00pm

4.3
ktnt-tv

8:15pm

9.9 19.5 9.2 16.9 18.2 15.9
wbkb-tv wwj-tv kstp-tv ksd-tv kron-tv wrc-tv

9:00pm 10:30pm 10:30pm 10:00pm 7:00pm 10:30pm

19.7 11.3 17.2 10.2

waga-tv wbal-tv wnac-tv wkbw-tl
10:30pm 10:30pm 10:30pm 9:30pm

Mackenzie's Raiders
11

v

(Adventure)
15.9

12.2 14.2
wcbs-tv kttv

S :00pm 8:00pm

10.2
komo-tv
9:30pm

22.5 13.2 18.5 12.2 10.9 12.2
wnbq-tv wxyz-tv kstp-tv ktvi-tv kpix wtop-tv

9:30pm 7:00pm 9:30pm 9:30pm 8:00pm 7:30pm

13.2 18.0 16.2
wsb-tv wbal-tv wben-tv

7:00pm 10:30pm 7:00pm

Whirlybirds
CBS (Adventure)

14.3
3.4 7.2
wpix khj-tv

7:30pm 7:30pm

5.2
ktnt-tv

9:00pm

12.2 9.9 16.4 10.5
wgn-tv wtch-tv ksp-tv wttg-tv

9:00pm 8:30pm 10:00pm 7:00pm

22.5 6.3 19.9 13.5

wsb-tv wmar-tv wbz-tv wben-tv

7:00pm 7:30pm 7:00pm 7:30pm

Huckleberry Hound
screen gems

( Cartoons)
14.0

7.9 13.9
wpix knxt-tv

6:30pm 7:30pm

18.2
king-tv

6:00pm

13.5 13.2 13.2 13.5 8.5
wgn-tv cklw-tv wcco-tv ktvu-tv wrc-tv

7:30pm 7:00pm 6:30pm 6:30pm 6:00pm

11.2 15.5
wlw-a wnac-tv

7:00pm 6:30pm

State Trooper
MC * (Adventure)

14.0
2.9 2.7

wor-tv khj-tv

:30pm 8 :00pm

6.5

ktnt-tv

8:30pm

11.5 12.2 17.5 9.9 8.5

wgn-tv kstp-tv ksd-tv kpix wmal-tv

9:30pm 9:30pm 9:30pm 7:30pm B :30pm

17.7

ulii'tt h
7:00pm

Top 10 shows in 4 to 9 markets

If You Had A Million
MC* (Drama) 15.4

9.4
wrca-tv

7:00pm

14.2
wsb-tv

10:30pm

Divorce Court
guild (Drama)

14.2
10.4
kttv

9:00pm

22.8
kins-tv

9 :00pm

8.8
WKll-tV

10:00pm

14.5
wjbk-tv

7 :00pm

13.5
kron-tv

6 :00pm

14.9
whdh-tv
10:00pm

Badge 714
CNP (Mystery)

13.1
4.2
wpix

8:00pm

4.9
ktnt-tv

9:00pm

9.5
wnbq-tv
10:00pm

13.7
kstp-tv

10:30pm

11.9
wttg-tv

7:30pm

16.1
wmar-tv
6:30pm

Jim Bowie
ABC (Adventure)

13.0
4.1

wnew-tv
7 :00pm

3.9

kttv

6:15pm

6.2
kmsp-tv
8 :30pm

12.2
wttg-tv

7:00pm

Little Rascals
interstate

( Comedy

)

11.5
6.7

wabc-tv
6 :00pm

11.9
khj-tv

7 :00pm

9.2
wxyz-tv

10:00am

Terrytoons
CBS (Cartoons)

11.2
7.5
wor-tv

7 :00pm

7.9
wgn-tv

9:00am

6.5
ksd-tv

8:30am

Honeymooners
CBS (Comedy)

11.0
2.7
wpix

9:00pm

5.5
wgn-tv
9 :00pm

11.2
wwj-tv
7 :00pm

5.5
kmsp-tv
8 :30pm

12.2
k van - 1 v

7 :00pm

Dr. Hudson
mca (Drama)

10.7
6.4
kttv

9:30pm

5.9
ktnt-tv

9:30pm

12.2
wwj-tv
10:30pm

ii

Frontier
CNP (Western)

10.7
8.9

king-tv

4:30pm

4.2
wnbq-tv
12:30pm

5.9
kmsp-tv
7:30pm

7.3
ksd-tv

2:00pm

12.5
kgo-tv

8:00pm

15.0
\vkhw-l|

9:30pir

1 Search for Adventure
bagnall (Adventure)

10.7
5.7

keop-tv

7:00pm

6.5
wttg-tv

7:30pm

10.8
wmar-tv
6 :30pm

Films listed are syndicated. % hr , '/4 hr. and hr. length telecast in four or more markets The average rating is an unweighted average of individual market ratings listed »h°" B'**

space indicates film not broadcast in this market 1-28 May. While network shows are fairly stable from one month to another in markets in whidh they are shown, this isJruej
lesser extent with syndicated shows. This should be borne in mind when analyzing rating trends from one month to another in this chart. Classification as to number of st«™
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M Co, Milw. New Or. Phila. Birm. Dayton Prov.

16.5
v wbns-tv

-> ::npin

36.2
Wtmj-tv

B :30pm

21.2
wilsu-tv

10:00pm

14.9
wrcV-tV

10:30pm

28.8
wbrc-tv
9 :30pm

27.3
whlo-tv
8 :30pm

11.8
wjar-tv

10:30pm

22.5
u v\ 1

- [\

!i :30pm

21.8
wapi-tv

9:30pm

24.9
v wbns-tv

n 9:30pm

10.5
wisn-tv

9:30pm

20.2
u rev - 1 v

7 00pm

17.8
wbrc-tv

111:00pm

21.8
wlW (1

9:30pm

20.8
wjar-tv

7:00pm

13.2
whns tv

10:30pm

25.9
wtmj-tv
8:00pm

22.9
wwl-tv

6:30pm

15.2
U 1 IV -

t V

7 :00pm

19.8
wapi-tv

9:30pm

8.3
wlw-d
6 :00pm

21.8
wjar-tv

7 :00pm

' 25.5
v wbns-tv

n 7:30pm

14.2
w isn-tv

9:00pm

20.9
wdsu-tv

S :30pm

13.2
wcau-tv

7 :00pm

24.8
wbrc-tv
9 :30pm

24.5
wlw-d
10:30pm

16.8
wpro-tV
7 :00pm

20.7
lv wtvn-tv

I) 10:30pm

24.9
wdsu-lv

10:00pm

16.5
wfil-tv

9:30pm

25.8
wbrc-tv

10:00pm

19.8
whio-tv

7:00pm

22.3
wpro-tv

10:30pm

15.5
p wbns-tv

ii 7:30pm

14.2
wisn-tv

8:30pm

22.9
wwl-tv
7 :30pm

25.8
wbrc-tv

8:30pm

22.3
wlw-d
7 :00pm

19.5
wtvn-tv

7 :00pm

21.2
wtmj-tv

9 :30pm

18.5
wdsu-tv
10:00pm

22.8
wbrc-tv
6 :30pm

20.3
wpro-tv

7:00pm

14.5
wtvn-tv

6:30pm

23.3
wapi-tv

6 :30pm

20.5
wtvn-tv

7:00pm

19.5

wtmj-tv

9:30pm

20.2

wdsu-tv

10:00pm

18.2

wrcv-tv

7:00pm

20.3
wapi-lv

9 :30pm

23.8
whio-tv

7 :00pm

17.9
wrcv-tv

7:00pm

13.3 22.3
wbrc-tv whio-tv

5:00pm 7:00pm

16.5
wdsu-tv

10:30pm

27.8
v. hio-tv

10:30pra

' 21.2 23.5 18.0
tv wbns-tv wdsu-tv wrcv-tv
In 10:30pm 6:30pm 7:00pm

18.3
whio-tv
H:00pm

15.9 18.5
1 wtmj-tv wdsu-tv
" 10:30am 9:00am

15.5
wrcv-tv

7:30pm

24.3
whlo-tv

7:30pm

17.3
ivhio-tv

6:00pm

10.5 16.2
witi-tv wdsu-tv
3:00pm 0:30pm

15.8
wbrc-tv
:> :30pm

21.2
wbns-tv

8:30pm

4.2
wrcv-tv

2:00pm

PROGRAMMING
POPULARITY

MERCHANDISING

. SALES

J
THE
WINNING
HAND
IN

NORTHERN
CALIFORNIA

KHSL • TV

a
CHICO, CALIFORNIA

REPRESENTED NATIONALLY BY

AVERY-KNODEL, INC.

GEORGE ROSS, National Sales Mgr.

Central Tower Bldg.

San Francisco

.I^.'i? '
owl

?- Pv],t determine number Dy measuring which itm-

h~ l!
r

,

r<«T 1"d °* hom« In the metropolitan area of a flven mar-
•nough station itself may be outside metropolitan area of the market

STAMP

OUT

OPIUM!
At WVET Radio in Rochester,

"Where Electronics and Chem-

istry Work Hand-in-Hand to

Produce Carpet Tacks" and

where "Progress Is Our Most

Important Step Ahead," we

proudly announce that we re-

fuse to carry advertising for

opium or other poppy by-prod-

ucts including poppy-seed rolls.

We also note with pride WVET
Radio's affiliation with the NBC
Radio Network on August 1,

1959.

NAT'L REPS: The BOLLING CO.
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With new season schedules firming up, SPONSOR ASKS:

What's in store for fall

Three station men answer SPON-
SOR'S query, tell how new busi-

ness is shaping up and why the

upcoming season will be best yet

Richard W. Davis, president & general

manager, WELl, New Haven

The prospects for fall radio are the

brightest they've been in recent years,

judging by the local and national

business picture in New Haven. This

spring and summer we have enjoyed

a 45% increase in local business over

National

spot is

last year and a highly creditable 12%
increase in national spot.

I feel that part of the reason New
Haven is receiving more national at-

tention today than in recent years is

because of the $86,000,000 downtown

redevelopment project which is now
in full swing. This project is having

a dynamic effect on business which

will continue to make New Haven an

even more important market.

Although 1 understand that local

radio business is excellent all across

the country, and national spot is on

the upsurge, WELI is doing particu-

larly well. I think that such results

vindicate the programing philoso-

phy so succinctly epitomized by Mitch

Miller at Kansas City, "Do Not Pro-

gram With the Herd!"

It was George Lasker, far-sighted

father of the 920 Club in Boston back

in the late 30's, who, as consultant to

WELI, convinced me that copycat

programing was not the answer.

The results of our change in music

format, begun a year and a half ago,

are now being felt. We began to play

music for every taste. The results are

a broader, healthier audience base

and a guarantee to advertisers, who

are seeking a large, high-buying-

powered audience, that they will get

a fair shake for their money.

Our library of pleasant, tuneful mu-

sic, "The Sound of New Haven," is

a music format of which we can be

proud, and equally as important, it is

a format which is making money for

our stockholders.

Cordon Davis, Westinghouse Broadcast-

ing Co., general manager, KYW, Cleveland

All signs point to a heavy fall for

radio as a whole, and the heaviest in

KYW's history. Two major problems

face us in the fall—where to find the

availabilities and how to keep com-

petitive accounts separated.

Saturday and Sunday business will

zoom everywhere, we think, as a re-

sult of new business and sold-out

weekdays. Though traffic time is still

requested, such requests are coming

through in thinner, smaller voices be-

cause buyers know how difficult it is

to crowd into those times. As a re-

sult, new interest has been aroused in

weekend buying which, up to now,

only the more astute buyers have been

grabbing up. Such time periods are

now being appraised and bought with

new enthusiasm.

The dissidents who, a while ago,

were saying radio had hit a plateau

from which it could not rise this

New interest

in weekend

buying

year were never more wrong. What-

ever plateau might have existed now
registers "tilt"—and the tilt is up.

Automotive accounts, in particular,

will be scrapping as never before for

availabilities, with Detroit buyers in

competition, not only with each other,

but often with their own local deal-

ers and dealer groups as well. Bev-

erages and cigarettes will also presen

scheduling problems, since there an

more new advertisers and new prod

ucts in addition to expanded sched

ules from current sponsors.

The outlook for KYW in both loca

and national spot billings is excellen

particularly in relation to new busi

ness. This month, for example, in i

typical increase we had 92 nations

spot accounts on the air as oppose<

to 80 exactly a year ago, a 15% rise

Unbilled orders for the coming l!|

months are also considerably up ove'

the July 1958 prospectus for the en^

suing year. We'd be happy even i,

we hadn't won all those AFTR/
awards, and we wish there were mor^

than 24 hours of programing in th

day. The sunny fall picture will, w
believe, be reflected in many quarter

as we approach radio's biggest Sep,

tember.

James R. Agostino, v.p. & gen. mgn-

KXLY, KXLY-TV, Spokane, Wash.

Radio is continuing to set the pac

again this year. More and more stal

tions are saturating the air wave?

Sharper, cleaner, more imaginativ

merchandising techniques make radi

a stronger factor in daily living.

The housewife is finding that radi

fills her every need for news, musi

and participating promotions ... an

with up-to-the-minute happening;

both local and national.

Another factor is the "gimmick

promotion which keeps mother an <

the kids tied to radio to learn th'

latest key phrase, or get the late;

clue in the biggest give-away seaso

yet. More trips to Hawaii, Europe

cars, appliances, swimming pools, th

work, are being given away on radi<!

These dynamic tie-ins with advertised

quietly force the homemaker and th

kids to stay tuned, building up tin

average-hours-daily factor.

Even nighttime radio is getting

stronger promotion and more attei

tion than ever before. The dist

jockey has every opportunity to e?
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adio?

dil his talents and win regular and

musingly larger audiences. This

suhstantiated by the tremendous

crease in sales of small bedside ra-

Progrctming

slanted more

to housewife

Jos and the transistor sets every-

luk . KXLY, in Spokane, has set out

n\ amp its presentation with a new

m-fm setup, using the big band

toe with top d.j.'s and a smart,

t-t pace. This, combined with flash

u< and the hourly CBS news re-

nts, will mean a big boost in fall

lies. An outstanding special fea-

ire, is a Cartoon Bus, completely

linted for Radio 92 (KXLY) and

>?ed as a merchandising tool with lo-

a] merchants. For example, the bus

parked at the store location; free

lectures are taken of the customers

ullerl in with weekend remote broad-

i-l- on location.

As for spot sales, they're on the up-

iring in Spokane, as they are every-

here. Local merchants find that the

>av\ saturation on one or, in some

ises, several stations for sho^ burets

I eates enormous traffic and sales.

|;jst a few years ago, six or seven

tots strategically placed were con-

dered adequate. Today, 25 or 30

loots a day are not unusual, and

; ,»me advertisers have taken all avail-

tie time to get complete saturation.

Iiis lias come to be the best sales

orj for spot radio and we feel it

ill be the best year radio has had.

I

I

Another hot sales item is the flash

•cal news spot. Running as many as

[
5 per day, the advertisers get the

equenc) and the homemaker gets

ie latest news when it happens. The
ation, of course, turns a service to

Ihe community into a paying feati"--

ven one benefits. ^

"BLUE BOX"

ELECTRONIC

REPRODUCTION

1 LEADERSHIP

NEWS
• • • U.P.I. AWARD

for BEST NEWS STORY

Contributed 1958-59!

3>>>>>g>

Advanced Engineering
Now . . . ET commercials reproduced on sealed

tape—never touched by human hands ... for

the finest Hi-Fi quality . . . automatic cueing

. . . and full, rich reproduction!

o>>vy>>yyy>>>^
HOUSTON

AUDIENCE

RATINGS

HOOPER
MAY-JUNE. 1959

NIELSEN
JAN.-FEB., 1959

PULSE
JAN.-FEB., 1959

tfgttgA

>^rti*

K-NUZ is No .1
IN TOTAL RATED TIME PERIODS

Still the LOWEST COST per Thousand

Listeners in the Houston Market!

National Reps.:

PONSOR 1 AUGUST 1959

K-NUZ
f Roiw Cjeitct\

Houston's^ 24-Hour

-Music andJIews.

THE KATZ AGENCY, Inc

• New York • St. Louis

• Chicago * San Francisco

• Detroit * Los Angeles
• Atlanta * Dallas

IN HOUSTON,
CALL DAVE MORRIS

JAckson 3-2581



Nearly ]/^ of Oregon's
buying families watch

KVAL-TV
KPIC-TV

The only clear-picture in the

Eugene - Springfield - Roseburg

market is on KVAL-KPIC. One
order to your Hollingbery man
or Art Moore and Associates

(Portland-Settle) covers both

stations.

KVAL-TV Eugene

NBC Affiliate ChannelIE
. KPIC-TV Roseburg • Channel 4
L Sotellit.

SIZZLE

THE

SELL!
In a dramatic announcement,

WVET Radio in Rochester, re-

vealed it is now able to trans-

mit the aroma of charcoal-

broiled steak via its 5000 watts.

This astounding development

was made possible by WVET's

unending search for "Better

Stuff for Better People Through

Chemicals." We proudly also

note with pride WVET Radio's

affiliation with the NBC Radio

Network on August 1, 1959.

NAT'L REPS: The BOLLING CO.
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National and regional buys

in work now or recently completed

BUYS

TV BUYS
Peter Paul Mounds, Inc., Naugatuck, Conn.: Planning a campaign

in about 110 markets for Mounds and Almond Joys. Schedules of

minutes and 20's start early September, frequencies varying. Buyer:

Herb Werman. Agency : Dancer-Fitzgerald-Sample, New York.

Scripto, Inc., Atlanta: Back-to-school campaign in some 100 mar

kets is being readied for its pens and pencils. Three-week schedules,

daytime minutes and prime time chains, start 24 August. Buyer:

Len Tronick. Agency: Donahue & Coe, New York.

General Toy Co., New York: Pre-Christmas schedules are being

purchased in 50 markets for its toy lines. Bulk of campaign starts

14 September for 13 weeks, mostly participations in late afternoon

kid shows. Buyer: Elaine Hudson. Agency: Webb Associates. N. Y

Maltex Co., Hartford: Fall schedules for Maypo and Maltex cereals

in 70 markets starting 21 September for 26 weeks. Schedules are

being placed in day and early evening children's shows. Buyer:

Elizabeth Griffith. Agency: Fletcher Richards, Calkins & Holden,

New York.

Revere Camera Co., Chicago: Another saturation, high-budget

campaign is being lined up in top markets to promote various camera

lines and a new tape recorder. Placement of prime nighttime min-

utes starts 28 September, runs through 13 December. Buyer: Vir-

ginia Russett. Agency: Keyes, Madden & Jones, Chicago.

International Latex Corp., New York: Initiating schedules in 140

markets for its Isodine antiseptics 15 September for 26 weeks. Prime

minutes are being purchased, about 20 per week in each market.

Buyer: Tim O'Leary. Agency: Reach-McClinton & Co., New York.

RADIO BUYS
Pharmaco, Inc., Kenilworth, N. J.: Schedules are being set up in

top markets for Chooz antacid gum; 26-week campaign using day-

time minutes starts 21 September. Buyer: Jeff Fine. Agency:

DCS&S, New York.

Colden Press, Inc., New York: Placing schedules in about 30 top

markets to promote its Little Golden Books' Children's Encyclopedia.

Schedules are for daytime minutes, start 7 September for three

weeks; frequency ranges from 20 to 90 per week, depending on

market. Buyer: John Eckstein. Agency: Wexton Co., New York.

Ray-O-Vac Co., Madison, Wis.: New campaign for its flashlight and

battery products in about 110 markets, with a possible 30-market

addition. Starting dates are staggered between early August and

September, with live announcements in personality d.j. shows.

Buver: Norma Wrenn. Agency: Howard H. Monk, Rockford, 111.

SPONSOR 1 AUGUST 1959i



What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
I AUGUST 1959

Copyright 1959

SPONSOR

PUBLICATIONS INC.

The summer haze continues to hang thickly over broadcasting matters in the

Capital.

For instance, the Senate and House Commerce Committees can't, it seems, come to a

decisive meeting of the minds on measures to overturn the FCC's Lars Daly decision and to

lease the equal time provisions of the communications act to the tender judgments of radio

and tv stations and networks.

As it looks now, the Senate committee will report out and the Senate will pass some sort

of minimizing bill, while the House committee remains hogged down in arguments

over what should go into its bill.

In any event, don't be surprised if the House conferees eventually reject the Senate's

more liberal version and insist that it be the limited House hill or nothing.

Firestone ad manager Charles B. Ryan in relating the trials and tribulations

of a cultural program made it abundantly clear to the FCC that he wasn't mad at

anybody.

Among his recollections were these:

• When NBC TV bumped the Voice of Firestone because of the clobbering it was getting

from Arthur Godfrey the network offered him 13 Sunday afternoon half-hours free just to

prove the program would get a large audience, but his company tabooed the idea.

• When ABC TV found the Voice smothered by competition it offered the then new Dis-

neyland to Firestone. Ryan urged his bosses to accept and again was turned down. He said

that as an adman he was intrigued with the idea of having Davej Crockett records and hats

in Firestone outlets.

Small market tv stations have apparently lost their battle against community
antenna tv systems.

Earlier, the Senate Commerce communications subcommittee was unimpressed by their

arguments for requiring the systems to gain permission from originating stations and much

opposed to their bid for banning the systems if there would be harm to local stations.

Now the FCC has held hearings on whether CATV's should be permitted to have their

own microwave systems, and questioning by commissioners indicates that the Commission

will not change that situation.

The FCC has moved to limit the number of proceedings in which il will be possible to

speak off the record to commissioners.

FCC now concludes that some rulemaking proceedings do carrj the prospect of gain or

loss for individuals in competition with other individuals, and is proposing to bar off-the-

record talks, but only after the rulemaking has been proposed.

Rulemaking to put additional stations on 12 of the 21 radio clear channels

now occupied by a single station has been extended.

The FCC now proposes to put additional stations on all clear channels. \n "out" was

left, however, since the proposal was in a tentative form still subject to a final vote.

Powers of 500 kw or 750 kw, now asked b\ some clear channel radio stations for the

serving of "white" areas, would be out of the window under this proposal.
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Marketing tools, trends, news,

in syndication and commercials

FILM-SCOPE
.I AUGUST 1959 Syndication got a big boost last week with the return of Jax Beer after a fivi

copyright 1959 season absence from the film medium.
sponsor Jax will use a two-show campaign in its 20 Southern markets. The programs are Screen

publications inc. Cems' Manhunt and MCA's Shotgun Slade; agency is Fitzgerald Advertising.

The two-show strategy has become increasingly prevalent this season: Note these

other two-show regional users:

• Lucky Strike has Lock-Up and This Man Dawson, both Ziv shows.

• Alka-Seltzer signed for Manhunt and Rescue 8 again, both Screen Gems series.

• Ballantine Beer will be in Ziv's Bold Venture and MCA's Shotgun Slade.

• Drewrys Beer put its money in ITC's Four Just Men and Screen Gems' Manhunt.

With as many as six new menthol cigarette brands due to debut this season, the

likely result will be a bonanza for syndication in big cities.

Menthol brands are expected to follow the sales pattern of filters: quick acceptance in

metropolitan areas, but slow sales in rural districts.

Many of the new mentholated brands are expected to concentrate on big cities in which

filter brands are already steady syndication users.

Reports are that the six new menthol brands will be: Philip Morris' Alpine and May
field, Brown and Williamson's Life and Belair, Lorillard's Spring and American Tobacco's

Richmond. There are four other menthols already on the market.

A Westinghouse station has come up with a new use for video-tape equipment:

locally produced public service announcements.

KYW-TV, Cleveland, produced a series of spots that were subsequently picked up by the

National Safety Council for national distribution.

A successful syndicated show appears to be able to earn substantial ratings im

provements in its second year ratings compared to its premiere ARB scores.

A comparison of earliest ARB ratings of Ziv's Sea Hunt with most recent ratings shows

an average increase of six points in 10 cities.

Shows that were able to make a selective time period change did even better, with

a 7.9 point average increase compared to only a 2.1 point average increase for shows that

stayed on in the same time period.

Here are seven markets where Sea Hunt chose a new time period:

CITY FIRST ARB RATING LATEST ARB RATING POINT-INCREASE

Chicago 17.2 18.6 1.4

Detroit 14.6 21.6 7.0

Grand Rapids 15.4 34.2 18.8

Dallas 12.6 13.4 .8

Atlanta 9.4 13.3 3.9

Milwaukee 7.9 23.0 15.1

Kansas City 13.4 21.6 8.2

Now see the smaller increases where the show remained in the same time period:

Boston 10.3 12.4 2.1

Cincinnati 9.5 11.6 2.1

Louisville 34.8 36.9 2.1

Note: first ratings are between February-June, 1958, and latest are April-June, 1959.
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FILM-SCOPE continued

Ainpex won out over RCA in getting the biggest plum awarded a video-tape

equipment manufacturer to date: INETRCs $2.5 million order.

A six-man committee of technical experts was especially appointed to make a decision on

which of the hrands of equipment to huy with the funds from a Ford Foundation grant.

The first tape network in the U. S. is created as a result of the investment, linking

43 stations affiliated with the National Educational Television and Radio Center and its pro-

duction facilities at Ann Arbor.

Major regional renewals are still a syndicated show's best insurance for lon-

gevity beyond the critical two-year mark in production.

Two shows that will cease production after several years are Highway Patrol and State

Trooper. Ballantine switched its money from Highway Patrol into Ziv's Bold Venture and

MCA's Shotgun Slade, and Falstaff is converting State Trooper into Coronado 9.

Two other shows that ended production this past season after two years of filming were

Silent Service and 26 Men; neither had major regionals.

But it still is possible for a syndicated show to reach the two-year production

mark without a major regional backer: MCA's Mike Hammer and Screen Gems' Rescue

8 are two examples.

Steps toward tv production automation and international unification of video-

tape were taken by Ampex's distribution link with Marconi of England.

The Marconi camera is especially well suited for tape with its ability to switch between

the various lines-per-screen systems used in different countries, and its remote control features.

COMMERCIALS

Commercials producers are looking for a rash of early orders this year as a

result of the early season in network and spot buying.

One producer was optimistic on the results of early commercials ordering, since a spread

on production activity for fall commercials would ease some production headaches as well

as relieving clients of added costs for overtime work.

The price picture on film commercials wont change appreciably over last year. There'll

probably be a continuation of slight annual cost increments.

The use of video-tape won't make too much difference in film commercials pricing: It's

now clear that earlier rumors of a collapse in filming business as a result of tape are

completely unfounded.

Production values in commercials are coming in for an increasing share of the

spotlight with tv consumer magazines.

Tv Guide, for example, devoted a spread last week to visual-squeeze commercials made

for Aero-Shave by Transfilm.

Film commercials producers will be making a major effort to snare certain

kinds of business away from the video-tape producers.

Simple stand-up commercials can be produced as inexpensively and as quicklv on film

as on tape, according to one estimate.

The advantage in the film proposal is these commercials could be ordered for network

use and immediately used on station spot schedules, avoiding obstacles still facing the tape

commercial in spot scheduling.
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A round-up of trade talk,

trends and tips for admen

SPONSOR HEARS
MGM's next acquisition move is expected to be Four Star Productions.

Four Star has no distribution setup. So the buy, as experts in the syndication field see

it. would give MGM a quick return of several million dollars.

Don't be surprised if AB-PT dissolves its partnership interests with Disney and

other investments and subsequently:

(1) Repays a substantial part of its $60-million loan from Prudential, and (2)

refinances its operation.

A top-management philosopher, reflecting on the tough manpower changeover

problems besetting some organizations in tv, muses StengeMike:

"Nothing is so dispiriting as the sudden discovery that your bench doesn't meas-

ure up to the demands of the moment."

LaRoche proposed to a client last week that it be permitted to place with tv

stations in the top 25 markets a standing order for all available station breaks in enter-

tainment specials during the coming season.

The client passed up the idea, explaining that his budget wasn't flexible enough to take

care of it. Nevertheless the notion has caused a stir.

A Midwest tv station flew its top daytime woman personality to a candy client

in the East to explain why she had insisted on acceptance of another candy spot

schedule over his.

The agency for the aggrieved client had charged that it had placed—and had orally

approved

—

an order for the fall before the other candy company got into the act.

Stationmen find that the most sympathetic sponsor ears for their plaints are at

P&G in Cincinnati.

P&G consistently makes its agencies aware of this; The company is very sensitive about

any allegations of unfairness and will go out of its way to maintain a high degree of

goodwill among the media it does business with.

Gossip along Madison Avenue is growing more fluent about what accounts are bend-

ing an ear elsewhere or where a divorced piece of business is going. The talk includes

these items:

• Lipton's $4-million account (whilom Y&R's) will land at SSCB.

• Lorillard is on the verge of moving a big chunk of its advertising back to JWT.

• Goodrich at BBDO has become the intensive target of more than one agency.

• One of the giant durable accounts is showing signs of unhappiness because it feels

it hasn't been getting top-echelon treatment from its present agency.

• The 1847 Rogers Bros, segment of the International Silver account may be spun

awav from Y&R.
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How to keep your head
when all about you • • •

As recently as 1927, drivers

ho exceeded the speed limit

i Peiping, China, were exe-

uted and their heads exhibited

s a warning to others.
"

"his fact was reported in Borg-

Varner's well known advertis-

ig series—to ask Americans,

/ho knew less stringent laws,

o keep their heads—and drive

arefully.

• t is one of hundreds of facts

Jorg-Warner has run in support

i f Advertising Council cam-
iaigns in the public interest.

Vot confused by facts.

\ recent independent depth
urvey, conducted to determine

vhat "meaningful thoughts"

eaders derived from these

preads, showed 86% of all per-

sons interviewed considered

3org-Warner "sincerely con-

:erned with the public welfare."

The climate's good.
The survey elicited many vol-

untary comments to confirm

he belief that public-service

advertising helps maintain a

:avorable climate for business.

Some of the comments were:

'Borg-Warner has done a lot

Tor our country"; "they are

serving mankind"; and, "Borg-

Warner is tied in with the fam-

ily and the community."

A billion readers.
Each advertisement since 1952

has carried an Advertising
Council message. This is the

longest, continuous magazine
support given Council projects

by any national advertiser.
Totals: 216 messages and an
estimated billion and a quarter

readers.

SPEED LIMIT 1$ MPH

You, too, can benefit.

You can better your business

climate as Borg-Warner has. Use
Ad Council campaign slogans

on your point-of-sale materials,

on your direct mail or business

letters, in house magazines or

annual reports . . . and in radio,

television and print advertising.

Here are current campaigns:

A id to Higher Education

Better Mental Health

Better Schools

Crusade for Freedom*

Forest Fire Prevention

Red Cross*

Register, Contribute, Vote*

Religion in American Life

Religious Overseas Aid

Stop Accidents

United Nations*

United Fund Campaigns*

U. S. Savings Bonds
*No f year-round compo/pns

Free information, posters, repro-

duction proofs, electros for

magazines and other advertis-

ing materials— yours for the

asking. Send the coupon today,

or call the Advertising Council

branch office nearest you.
Branches in Chicago, Los An-
geles, and Washington, D. C.

THE ADVERTISING COUNCIL, INC.

25 West 45th Street

New York 36, New York

Please tell me how I can

tie in with the Council . . .

and "keep ahead".

.\S1N0
,

k**r
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ADVERTISERS

NEWS & IDEA

WRAP-UP
A WHALE OF A BOAT is this prize-winning entry by WCIA, Champaign-Urbana, in the city's

Freedom Celebration parade. The whale, praising tv, was drawn by Eskimo seated in the kayak

SQUEEZE FOR EVERY SCHEDULE PLACED was what KOB-AM-TV, (Albuquerque) salesmen

offered when introducing Dallas agencies to pretty "squaw." Present for "payoff" (I to r): Bob

Pettingell, KOB sales manager; Dave Milam, Petry sales manager; Paul Girard, Tracy-Locke

media supervisor; Hugh Kerwin, Petry sales; Jo Ann Leach and Bob Williams, KOB-TV

Kellogg, out of Leo Burnett, is

introducing another new product
via spot tv beginning mid-August,

in practically all markets East of

the Mississippi.

It's OK, a new cereal for children

and adults. Minutes and 20's will be

used to reach both the youngsters and

adult audience.

General Foods president, Charles

Mortimer before a stockholders meet-

ing, ballyhooed advertising as

playing a major role in the com-
pany's success for the year.

Mortimer examined the "reasons

for and the results of" the $96 mil-

lion GF spent on advertising and

promotion during the fiscal year

ending 31 March.

His explanation for a 10% rise in

ad dollars during the past year:

"The surest way to overspend on

advertising is not to spend enough to

do a job properly. It's like buying

'QUALITY TOUCH" trade ads used by

WFAA, Dallas, were named tops by Texas

photographers. Shown here (I to r) John Mes

sina, photog.; Casey Cohlmia, WFAA prom

mgr.; Paul Miller, Susong Adv., creaieJ ao

RINGMASTER, Ed Boghosian (also sale;

mgr. for WJAR-TV, Providence), checks show

plans with fellow performer for nine fres

circus shows. Station was celebrating 1 0th yea
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fji ticket three -quarters of the way to

Europe; you have spent some money

lout you do not arrive."

Incidentally, while advertising ex-

pense rose 10% during the fiscal year,

liiet income increased 11.9%—making

t "the best year we ever had.

Campaigns:
• INutrena Dog Food is going in-

|>o selected midwest and southern

narkets for 13 weeks. Omaha was

Be only market where they could get

lalf-hour program clearance, so

.hey're using minutes, 20s and 10's

lsewhere. The Omaha show will

probably be U. S. Marshal. Agency:

Bruce Brewer. Minneapolis.

• Pillsbury has set two new po-

tato products for national distribu-

tion—Instant Mashed Potatoes and

Jnick Hash Brown Potatoes. The
i products were, since last February, in

three test markets: Syracuse, Sacra-

nento and Wichita.

• Another test product set to go

national: the Murine Co.'s new plas-

tic squeeze bottle, to be introduced

with stepped-up promotions via spot

radio. The product has been in sev-

eral test cities and throughout Flor-

ida. Agency: JWT.

• Ham ill's Beer ( Campbell-Mith.

un. Minneapolis) is starting a spot tv

campaign in Fresno for four weeks

beginning 9 August. Minutes, 20's

and I.D.'s will be used in this West

Coast introduction.

• Gold Seal Co., also out of

Campbell-Mithun, for its Glass Wax.
Snowy Bleach, etc.. has bought 10

top markets for day and night min-

utes for a 15 September start. The
campaign is for 26 weeks, in flights

of 13.

• Paper-Mate is coming in on a

short schedule with a back-to-school

theme, in 25 spot tv markets using

minutes only in fringe time. Cam-
paign is scheduled for an early Sep-

tember start. Agency: FC&B. Chi-

cago.

• S. C. Johnson, again out of

FC&B, for its Klear, has bought a

supplementary network schedule in

about 25 spot tv markets, using min-

utes and 20's. The campaign is due

to start in mid-August, with staggered

schedules in various markets.

• Dial Finance Co., Des Moines,

kicked off a new radio campaign last

week, to run in 15 cities. The spots

range from 10's to minutes in these

cities: Denver, Des Moines, Kansas

City, Springfield. St. Joseph. Evans-

ville. Indianapolis. Salt Lake City,

Ogden, Louisville, Oklahoma City,

Tulsa and New Orleans. Agency: W.
B. Doner. Chicago.

• Chung King, BBDO. Minne-

apolis, is starting a four-week sched-

ule in daytime and fringe nighttime

on 14 September, in a selected list of

major markets.

• Fenn Brothers, makers of But-

ter Brickie, a quality high-priced can-

dy bar, has placed a campaign to

begin around 1 September for 10

weeks in Los Angeles, Cleveland and

Boston. Agency: Campbell-Mithun,

Chicago.

• The Sidney A. Tarrson Co.,

for its Tarco Hoopsie Doll has ex-

panded its multiple spot program via

WELCOMING RUSSIAN HURDLE STAR
Galina Grenvald, is Jack O'Reilly, of WPEN,

Philadelphia who pitched in as host-m.c. at

U.S.-U.S.S.R. Track Meet held there last week

YEAR-LONG CAMPAIGN for Patterson

Fletcher specialty store in Ft. Wayne gets

underway. Shown (I to r): Reid Chapman,

v.p.-gen. mgr., WANE-TV, Ft. Wayne; Dwight

Shirey, pres., P.F., Louis Sirota, TvB Retail

A CHEER FOR THE RECEPTIONIST! Elizabeth Martin, top runner-up in Miss Universe con-

test for Okla. is congratulated on return from contest by co-staffers at KOCO-TV, Okla. City
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a campaign to run now through Sep-

tember. They will concentrate in Chi-

cago on children's tv shows, includ-

ing Garfield Goose, Lunchtime Little

Theater and Romper Room.
• Another toy manufacturer in tv:

Structo Manufacturing Co., via

its buy of two network shows

—

Cap-

tain Kangaroo and Ding Dong School,

to start 14 September and run for 13

weeks. The campaign is to promote

the new Little Miss Structo kitchen-

laundry, making its debut in the toy

field this season, and will also fea-

ture seven live-action toys for boys.

Agency: EWR&R. Chicago.

Ideas and promotions at work:
• The B. Manischewitz Co. dis-

tributed to the trade press, via Al

Paul Lefton. decanters of Manische-

witz Borscht, now in midst of selling

over the air as a summer drink.

• Broadcast Corned Beef Hash
is featuring lifelike display pieces of

"Effie," the girl in their radio com-

mercials, as point-of-sales promotion.

Kudo: Texize Chemicals, Inc.,

Greenville, S. C, awarded highest

honors for its spot tv films in the an-

nual competition conducted by the

National Advertising Agency Net-

work. The awards were for the house-

hold cleaning products field.

Strictly personnel: Charles Pal-

mer, to merchandising manager for

the Pepsodent division pf Lever Bros.

. . . Don Douglas, to general sales

manager, reflective products division,

Minnesota Mining & Manufacturing

Co. . . . Walter Kuenstler, to direc.

tor of marketing research for the con-

sumer products division of Warner-

Lambert.

AGENCIES

Wesley Associates is vying for the

teen-age audience via a campaign
it's launching for Shulton's new
Ice-O-Derm.

Promotion for this antiseptic as-

tringent formulated for treatment of

acne, etc., begins 1 September, via

spot radio in 45 major markets. It

will be directed at the rock 'n roll set

through d.j.'s.

ARB has issued a brochure to ac-

quaint agencies, stations and ad-

vertisers with the scope of its na-

tionwide concept of local tv audi-

ence measurement which will be
put into effect for the fall.

The ARB nationwide program has

three major features:

(1) Every tv station in the nation

will be measured from two to 12

times a year, with a one-volume

master report coming out semi-an-

nually, giving rating information for

the more than 500 U.S. tv stations.

(2) An annual coverage study of

the entire U.S. is its second feature,

with every one of the 3,072 counties

in the nation to be sampled.

(3) A changed format and addi-

tional services will be included in the

regular monthly 'pocket-piece' re-

ports. These total area reports will

give one-week/four-week metro rat-

ings plus total tv homes reached by

quarter-hour segments.

Agency appointments : P&G's Fluf.

fo shortening, from Tatham-Laird to i

B&B . . . National Van Lines, billing

about $300,000, from Wade Adver-I

tising to Maxon, Chicago . . . E. C.

Dewitt proprietary drug firm, tol

I
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Tathaiii-Laird's New York office

C. . . Reese Finer Foods, Sue Ann Food

Products and Lora Dog Care Prod-

ucts, all Chicago, to Gordon Best,

Chicago . . . Terry Candy Co., Eliza-

beth, N. J., to Weiss & Geller, New
York . . . Coats & Clark, maker of

' hreads, zippers, needle work and

-cuing accessories, to Fuller &
jSmith & Ross . . . Pilot Radio Corp.,

lLong Island City, to Smith/Green-
land Co., New York.

New office: Knox Reeves, Minne-

apolis, opens a Chicago office this

week, at 333 North Michigan Avenue.

They were elected officers of the
Broadcast Advertising Cluh of

F l,;caj°;o:

lent, Thomas Wright Jr.,

v.p. .. d manager of the media de-

partment at Leo Burnett; executive

k.p.. Arthur Bagge, PGW; secre-

ar\. Holly Shively, EWR&R and
rcasurer, E. Jonny Graff, NTA.

On the personnel front: William
Watson, to executive v.p., EWR&R,
Chicago . . . Paul Hogue, from Mc-
Cann-Erickson to Foote, Cone &
Belding as account supervisor . . .

John Roche, to v.p. and creative

•director, Gardner Advertising, New
York . . . Robert Taylor, v.p. and
director of marketing of the profes-

sional division of DCS&S . . . T. A.

Casey, to v.p.-marketing services,

Filienfeld & Co., Chicago . . . James
Laverty, senior copywriter. D-F-S

. . Virginia Regina, assistant media
buyer. Smith/Greenland Co. . . . Jay
Cheek, to the creative staff of Hen-

Iderson Advertising, Greenville, S. C.

FILM

In the perpetual battle that rages
between New York and Holly-
wood as production centers for
tv, New York received the official

encouragement of Mayor Wag-
ner last week.
With New York anxious to chal-

enge Hollywood domination of film

urogram production, Mayor Wagner
approved the construction of Film-
ways' new film-plus-tape studios in

Manhattan.

The new facilities are designed to

attract added programing business to

the East Coast.

The Filmways facilities in New
York will he open to Warner Bro-

thers on a mutual arrangement also

allowing the Eastern company to use

Warners West Coast facilities.

Sales: Screen Gems' Manhunt to

J ax Beer in 20 Southern markets

through Fitzgerald Advertising; to

Drewrys Beer in Chicago, Detroit,

Indianapolis and Toledo through

MacFarland, Aveyard; to Kroger

Stores in Atlanta, Birmingham and

Chattanooga; and to Miles of Cali-

fornia in nine additional West Coast

markets . . . Ziv's This Man Dawson
to Lucky Strike as alternate week ad-

vertiser in Buffalo, Roanoke. Grand

Rapids, Indianapolis, Louisville, Pe-

oria, St. Louis, Beaumont, Dallas,

Houston and Memphis through
BBDO; to Hood Dairies in Boston,

Portland, Providence, Hartford-New

Haven, Springfield. Holyoke, Bangor

and Presque Isle through Kenyon &

Eckhardt on a 52-week basis; to

Weidemann Brewing Co. in Cincin-

nati, Dayton, Columbus and Indian-

apolis through Tatham-Laird; to

Dow Brewing Co. in Buffalo and Wa.
tertown through Vickers and Benson,

Ltd.; to Standard Oil Co. of Indiana

in Detroit on WWJ-TV through

D'Arcy Agency, alternating with R.

G. Dunn Cigar Co. ; station sales were

to KSTP-TV, Minneapolis-St. Paul;

KOB-TV, Albuquerque; WTVP, De-

catur; KGNC-TV, Amarillo; KSYD-
TV, Wichita Falls, and WDSU-TV,
New Orleans.

More sales: Ziv's Economee re-run

division reports a six-month sales vol-

ume increase of 62% over last year

. . . ABC Films' Adventures of Jim

Bowie sold to KBAK-TV, Bakersfield

CBLT, Toronto: WDMJ-TV. Mar
quette; WALA-TV. Mobile: WBTW
Florence: WXIX-TV. Milwaukee

WFAA-TV. Dallas: KGGM-TV, Al

buquerque ; WSB-TV. Atlanta
WRVA-TV. Richmond: WJTV. Jack

negro radio for

metro new york

is BIG BUSINESS!... with daily
retail sales topping $1,000,000.

Wichita with its diversified
economy — oil, cattle, agricul-

ture, aircraft — is the bustling
hub of the rich Central Kansas
area, dominated by KTVH.
To sell this rich Kansas market,
buy KTVH with its undupli-
cated CBS-TV coverage.

t \
BLAIR TEKVISION ASSOCIATES. INC.

e STUDIOS IN HUTCHINSON AND WICHITA^

HOW TO

BEAT

YOUR WIFE
At WVET Radio in Rochester,

"Where Human Engineering and

Inhuman Engineering Combine

to Insure Better Chemicals for

Better Pizza Through Brother-

hood," a sound solution to "How

to Beat Your Wife?" has been

achieved. Beat her to the radio

by wearing track shoes, running

softly and carrying a Louisville

slugger. We also announce affili-

ation with the NBC Radio Net-

work on August 1, 1959.

NATL REPS: The BOLLING CO.
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PHIL Bill

. . . have never jailed

in building sales for

all kinds of products

from A to Z . . .

\ tlantic Gas

19 eneficial Finance

i arling Black Label Beer

I odge Trucks

E lectricity—Columbus & So.

I alstaff Beer

G illette Razors

I ills Brothers Coffee

I pana Toothpaste

J ohnson's Wax
I ellogg's Sugar Frosted Flakes

I ucky Lager Beer

/Viaola Dairy Products

N ationwide Auto Insurance

I hio Bell Telephone

I ost Grape-Nut Flakes

i uaker Company
I adio Corporation of America

Schiitz

T exaco

U nited Red Feather

V -8 Vegetable Juice

W ilson's Hams
X -tane

~y ellow Pages

Z est

The same creative thinking

and production know-how is

ready to go to work for you.

PHIL DAVIjf
MUSICAL ENTERPRISES

Inc.

MUrray Hill 8-3950

59 East 54 Street New York 22

son; KALB-TV, Alexandria; KPLC-
TV, Lake Charles; WJXT, Jackson-

ville; WFMY-TV, Greensboro;
WITN-TV, Washington. N. C; and

WAFG-TV, Huntsville . . . Victory

Program Sales' Frontier to KDAL-
TV. Duluth; KOCO-TV, Oklahoma
City; WWJ-TV, Detroit; KCCC-TV,
Sacramento; KING-TV, Seattle;

WNBQ-TV, Chicago; WISH-TV, In-

dianapolis; KNOX-TV, Grand Forks;

KMSP-TV, Minneapolis; and KTRK-
TV, Houston . . . ABC Films' The
People's Choice to WALA-TV, Mo-
bile; WKBW-TV, Buffalo; KETY-
TV, Santa Barbara; WDAM-TV,
Hattiesburg; WBTW, Florence

;

WTVJ, Jackson; KALB-TV, Alexan-

dria; KPLC-TV, Lake Charles;
WFMY-TV, Greensboro; WAFG-TV,
Huntsville; WCHS-TV, Charleston;

WBRZ-TV, Baton Rouge ... In ad-

dition to sponsor sales, ITC reports

station buys of Four Just Men in De-

troit, Chicago, Philadelphia, Syra-

cuse, Hartford-New Haven, Toledo

and Schenectady markets.

Feature film packages: Jayark

Films reports availability of a pack-

age of 40 features, mostly produced

since 1952 . . . Bernard L. Schubert

has a Park Avenue Package of 52

feature films, including several ac-

quired from Quality Films, Inc.

Promotion: Screen Gems' Huckle-

berry Hound character has been

adopted by the Ohio State Buckeyes

in a grid match for October against

Purdue.

Commercials: Jack Marshall and

Pat McDermott have formed a com-

mercials production company called

"Happy Talk," to open this week

at 550 Fifth Avenue in New York . . .

A Standard Oil Film on energy made
by Transfilm is currently being

shown via closed circuit color tv at

the Moscow exhibit; Russian is the

tenth language into which the film has

been dubbed.

Strictly personnel: Ziv has pro-

moted John Davidson to southeast-

ern sales manager, Jerry Kirby to

northeastern manager, Stuart Halli-

day to Chicago manager. Allen Mar-

tini to western division manager.

John Louis to northcentral spot

sales manager. Harry Littler to

southeastern spot sales manager . . .

Leo Brody appointed eastern divi-

sion sales manager of Trans-Lux TV.

NETWORKS
Nabisco (McCann-Erickson) has
come back into soap operas via

four alternate quarter-hours of it

weekly on CBS TV.
The serials : Edge of Night, Love of

Life and As the World Turns. (Part

of this money came out of Sunday

supplements.)

Nabisco is also latching onto Sky

King as a Saturday daytime feature

on the same network, starting in the

fall. It likewise will have an alternate

20-minute segment of Rawhide.

This is all in addition to the alter-

nate half-hour of Wagon Train on

NBC TV.

Warner Lambert, Derby Foods
and Canada Dry this week con- <

firmed half-hour buys on ABC
TV for the fall.

For Warner-Lambert it was all of

the Gale Storm Show, while Canada |

Dry and Derby took an alternate hour

of Walt Disney.

ABC TV this week launched in

New York a series of meetings

with affiliates' promotion direc-

tors regarding the network's fall

program line-up.

This will be followed by regional

sessions in Chicago, Dallas and Los

Angeles.

In opening New York's meeting,

Ollie Treyz asked for promotional

support, claiming "the new season is

a critical one. We have a marvelous

opportunity to move ahead to a firm

No. 1 position."

Network tv. sales for specials:

United States Brewers Founda-

tion (JWT) for a 90-minute tribute

to Jerome Kern, on NBC TV Tues-

day, 22 September . . . General Elec-

tric (Y&R) will supplement its half-

hour weekly anthology on CBS TV

next season with a 90-minute show—

The Fabulous Fifties, produced by!

Leland Hayward, on CBS TV Sun-

day, 22 January . . . Westclox

(BBDO) for a one-hour pre-Yuletide

attraction — Miracle on 34<& Street,

produced by Dave Susskind, on NBC !

TV Friday, 27 November.
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More network tv sales: National

Carbon Co. (Estyj, for the World

\Series Special, an all-star show on

(the eve of the 1959 hasehall classic on

NBC TV Tuesday. 29 Septemher . . .

B. F. Goodrich (BBDO) will share

six programs with Bell & Howell

((McCannl in CBS Reports, a spe-

cial series of hour-long information

programs presented on CBS TV in

prime nighttime hours, to begin in

October.

Network daytime business: On
ABC TV, new orders by Block Drug

for three quarter-hours weekly begin-

ning September; Ex-Lax, for the first

time to sponsor a net tv show via

one quarter-hour in August; General

Foods and Toni for additional quar-

ter-hours.

On the network radio front:

• Sales on NBC for the 20-day

period ending 21 July: $1,333,990 in

Inet revenue. Sales highlighted by 20-

week campaigns by I. J. Grass Noodle

,Co. (Arthur Meyerhoff ) and Quaker

Oats (Wherry, Baker & Tilden).

• The American Red Ball Transit

[Co. (Ruben Adv. I. nationwide truck-

ing and moving firm, to enter network

radio for the first time via a buy on

Mutual for two-per-week of the new

weekly series of five-minute 5:30 p.m.

newscasts.

• Directors of CBS Radio Affili-

ates Assoeiation, at a two-day meet-

ing in New York last week with CBS
executives, praised the first six months

operation of PCP, stating it "has dem-

onstrated its strength in assuring to

audiences, affiliates and advertisers

the continuation of national network

radio service."

RADIO STATIONS

KING, Seattle, is about to eon-

duet what it calls "the most com-
prehensive survey of popular
music taste ever undertaken."

It's an IBM Music Survey, aimed

at providing a clear picture of popu-

lar music likes and dislikes in the

stations coverage area.

How the poll will be taken: using

random sampling techniques, 100,000

survey cards will be sent out covering

roughly, 10% of the population. This

will be followed-up by a sub-sampling

of 5,000 non-respondents and supple-

mented by 50 individual surveys.

Charting plans for future expan-
sion: Top management executives of

the Star Station Group ( KOIL,

Omaha; KICN, Denver and KISN,
Portland I met last week to sharpen

sales and programing techniques and

discuss the several major market sta-

tions being considered by the group

to fill up the FCC limit of seven sta-

tions "as soon as possible."

Ideas at work

:

• A hot tip from a hot tipster:

K-POI, Honolulu, rewarding all news

tips SI for each verified story aired,

had this unusual call last week: A
newstipper called in about a home
that was robbed 10 minutes earlier.

and when asked why he knew so

much about it, blithel) answered that

he was the burglar. Since he wouldn't

give his name, the burglar asked that

the reward go to the Honolulu Police

Kelief Association.

• To aid timebuyers: WQXR,
New York is offering timebuyers a

quick computer of radio values in 10

leading markets. It will enable the

buyer to see at a glance the number
of radio homes represented by ratings

from 1.0 to 11.0.

• It's great to live in Detroit:

That's the all-out campaign launched

by WXYZ for local residents. The

idea: to keep listeners informed on

what s happening in the area—where

to go and what to see on specific days.

• The hidden d.j. : To introduce

its new all-night d.j., Jim Dandy,

WSAI, Cincinnati, hid him at vari-

ous locations in the area, including

shopping centers and retail stores.

Dandy announced via telephone

broadcasts his location and next des-

tination at hourly intervals. Prize for

the person nabbing him: $750 worth

of merchandise.

• Their way of combating the

hot weather: When the temperature

hit 90° in Washington. D. C, WGMS
scheduled a "Mus-icile"—playing mu-

sic for the winter season. To further

carry out the theme, station is asking

local advertisers to promote winter

products during that program.

Station purchases: WKNB, the

NBC-owned station in New Britain,

Conn., to Beacon Broadcasting Co.

WGR-TV Selling the Buffalo-Niagara Falls market

repeat orders in the nation's 14th market, as anywhere else, are the best evidence of television's

selling ability, wgr-tv, nbc in Buffalo, is proud that 25 national and 21 local advertisers, who
have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959.

These, and newer advertisers, will get even better sales results in 1959, as wgr-tv continues

to provide better service for more viewers in the mighty and prosperous market known
as the Niagara Frontier.

For best results in Buffalo from America's most powerful selling medium, call your Petry

television representative about availabilities on WGR-TV—this year celebrating its fifth anniversary.
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(owned by Sheldon Smerling, execu-

tive v.p. of Eastern Theatres) . . .

The FCC has approved sale of WISK,
Minneapolis, to Crowell-Collier for

$750,000.

Thisa 'n* data: RAB is set for its

in-person survey of media buyers of

leading agencies, with plans to inter-

view 275 media buyers at some 210

agencies in 23 cities on 15 different

subjects . . . WOR, New York will

carry certain Mutual news broadcasts,

special events, sports and public af-

fairs programs . . . Mark Evans, of

WTOP, Washington, is off globe-

trotting to tape-record material for

future programs . . . KCMO, Kansas

City, is keeping drivers informed via

its new plane hovering over the city

beaming direct reports on traffic con-

ditions . . . WBAL, Baltimore, has a

'cool' promotional campaign going.

The bit: an ice-mountain piled up in

a shopping center's parking lot, with

shoppers guessing how long the mas-

sive structure will stand before it

melts.

Station staffers: Gustave Nathan,

to general manager of the Herald

Tribune Radio Network . . . C. Os-

car Baker, to president and general

manager of WPTW Radio, Inc., Mi-

ami . . . Robert Lees, v.p. of Booth

Broadcasting and general manager-

sales manager of WIBM, Jackson,

Mich. . . . Richard Nason, general

sales manager, CKLW, Detroit . . .

Norman Gittleson, treasurer, Lin-

coln Broadcasting Corp. . . . Ames
Brown Jr., station manager, WPRO,
Providence, R. I. . . . James Keough,
general sales manager. WFEA, Man-

chester, N. H. . . . David Kyuk, local

sales manager. Mid-New York Broad-

casting Co. . . . Joseph Horenstein,

to manager WIOD. Sanford, Fla.

Add to personnel appointments:
Murray Evans, general manager,

WBAB, Babylon-Bay Shore . . . Wen-
dell Campbell, managing; director,

KPOP, Los Angeles . . . Bob Coop-

er, assistant manager and operations

director, KICN, Denver . . . Mark
Olds, program director, WNEW.
New York . . . Steve Brown, pro-

gram director and Jim Tate, opera-

tions manager, KISN, Portland, Ore.

. . . Ruth Musser, program director.

WMCA, New York . . . Bob Irwin,

production manager and assistant

program director, WHK, Cleveland

. . . Bud Wendell, program man-

ager, KYW, Cleveland . . . Sam So-

mora, Jr., promotion manager,

WXYZ, Detroit . . . Charles Crock-

ett, sales manager, KGMB and

KHBC. Hawaii.

TV STATIONS

Dog food and other pet products
will be spending some $15 mil-

lion in tv during 1959—an in-

crease of 30% over 1958 tv ad
dollars, according to TvB.
TvB lists nine national advertisers

as spending, for the first five months,

'59, $2,858,593 in network tv and

$2,441 million in spot.

Leading network advertiser in this

field for the first five months: Gen-
eral Foods' Gaines Dog Meal, bill-

ing $640,328, followed by Ralston

Purina's Dog Chow with $590,080

and Quaker Oats' Ken-L Dog Foods

at $414,302.

Gaines was also the largest spender

in spot tv for the first quarter, billing

$667,310.

On the video-tape front: A joint

meeting of the American and Nation-

al League baseball clubs completed

last week, final arrangements for

taping 26 ball games for showing

immediately following the World Se-

ries. The tapes will be presented as

a weekly nationwide tv series for the

fall and winter. Peter DeMet Pro-

ductions, in Chicago will tape the

games.

Just like being in the movies:
Banker's Life & Casualty Co.,

Chicago is experimenting with a pub-

lic relations offering for viewers.

They are sponsoring a Sunday night

movie, on KCSJ-TV, Pueblo, Colo.,

and dispensing with all commercials.

Hosts of the show are various mem-
bers of their Pueblo office staff, but

no effort is made to sell insurance.

Thisa 'n' data: The University of

Michigan's Detroit Area Study re-

ports one out of every four families

there have at least two tv sets, with

about one in 20 homes owning three

or more sets . . . Ruth Lyons, m.c.

of 50-50 Club on WLW-T, Cincin-

nati, is currently introducing her sec-

ond album: "Our Best To You" . . .

Baltimore's new triple-tipped tv

tower will be put into operation next
f

week. The unique tower supports the

antennas of all three Baltimore tv !i

stations.

Treasurer's report : Storer Broad-
casting Co. reports a net profit after

taxes for the six months ending 30 I

June of $2,714,549. Second quarter

earnings for 1959 amounted to

$1,690 million.

Channel change: Thomas Chisman,

president of WVEC-TV (uhf ) in Nor-

folk-Hampton, Va., awarded the grant

for vhf Channel 13 in the same

market.

Personnel notes: Robert Sevey,

to tv sales manager for The Hawaiian I

Broadcasting System (KGMB-TV, J

KMAU-TV and KHBC-TV) ... Ron
|

Scott, to promotion supervisor, WOL h:

TV, Des Moines . . . Sara Martin,

sales-program coordinator, WLOS-
J

TV, Ashville-Greenville-Spartanburg.
i

REPRESENTATIVES

Rep appointments: The Tierney

Co., Charleston-Huntington, W. Va.

(WCHS-AM-TV and WPLH), to Pe-

ters, Griffin, Woodward . . .

WSAI, Cincinnati, to Gill-Perna . . .

KCRG, Cedar Rapids, to The Bran-

ham Co. . . . Connecticut State Net-

work (WATR. Waterbury; WHAY.
Hartford; WICH, Norwich; WNAB,
Bridgeport; WNHC, New Haven;

WSTC, Stamford and WTOR, Tor-

rington) to Nono Kirby Co. as New
England representative . . . KBVM.
Lancaster, to B-N-B, Inc. Time Sales

as Los Angeles-San Francisco repre-

sentative . . . WICC, Bridgeport, toi

Kettell-Carter as New England rep-

resentative . . . KSAN, San Francisco.;

to Bob Dore Associates.

Strictly personnel: Jack Hether-

ington, to manager of Daren F. Mc-

Gavren's new St. Louis office . • •,

Robert Schneider, research man-

ager and Joseph Dowling, sales

promotion manager, CBS TV Spot

Sales. ^
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MERGER MAN
[Continued from page 36)

is producing creative advertising/
1

Mentioning retired Milton Biow, long

noted for his flamboyant creative ap-

proach to advertising, he commented:

"If Milton were back in the business

today, he'd own it!"

Extra revenue: Todays and to-

morrow's agency must have more

than the traditional means of gaining

revenue, because of rising costs and

slimming profit margins. The I5 c
/r

isn't adequate, nor is the hope of new

business. Because, reasons Mr. Dur-

ham, an agency must bill an addi-

tional 10% per year just to stay even.

His top suggestion for extra and

new money: from tv programing on

film. He suggests that agencies and

advertisers, working together, finance

pilot films for tv and, in owning them,

reap the possible rewards of re-sale

and capital gains allowances.

Too many agencies "are operated

as they were 75 years ago," he

charges, "and they need new think-

ing about their own management. On
the matter of pilots, this past May
there were 300 bicycling along Madi-

son Avenue. Probably no more than

20 of these were sold."

One reason some of them don't sell:

"The filmer has no conception of the

advertiser's need. Neither agency

nor client has anything to do with

production of the show, yet they are

responsible for the actual sell—for

the commercials, the climate, the mer-

chandising, the marketing."

At this point, he estimates "Every

39 weeks a filmed tv show builds up
approximately $1 million in future

revenue from the sale of foreign and
re-run rights. This money represents

the capital gain's potential of any
filmed tv series.

A (very) few progressive agency
men have worked on the practice of

star or show property ownership and
made a great deal of money, far more
than they ever make on straight 15%
commission on business placed, he
says. ( Durham charges that any
agency's published billing figure is

unrealistic, in that its income is reallv

negro radio for
metro new york

only some 15% of gross figures

quoted.) "And we've run across

many clients in out-of-the-way places

who actually thinks the agenc\ gets

to spend all of the money the billing

figure reveals on its own operations."

These points of discussion and con-

sideration among agency managers

when they think of merger hinge on a

concept of planning for the long

range. In the ad counsel's words,

"Advertising is a service business,

and service businesses that offer fa-

cilities must grow and keep growing

to live. Our only commodity is peo-

ple."

That's why a major division among
his eight involves personnel problems

and planning (the others: agency and

client management, marketing coun-

seling, public relations, tv, radio, sta-

tistical media computations).

Bob Durham has broken with the

consultant tradition of "slide rules

and head-shrinking." Concerned with

the depreciation of brains in adver-

tising, he's bringing into play con-

cepts of people which affect every

phase of agency and client operation.

He, himself, has been both an agen-

cy executive and a client. After col-

lege (Yale, 1937), he worked in the

mail room at Benton & Bowles and

moved u|)v\ard to copywriting. After

World War II (a bombardier-naviga-

tor with one of the first American

crews to work with the French under-

ground, a story told in a book he co-

authored, Hitch Your Wagon I , he

joined the Metropolitan Life Insur-

ance Co. and eventually became gen-

eral supervisor of advertising. From
there he went to Kenyon & Fckhardt

as assistant to the president and to

Ruthrauff & Ryan as senior v.p. He
resigned to open his consulting firm

almost two years ago.

His work in agency and client as-

signments enables him to talk the

language of his own clients, among
whom are major national advertisers,

as well as eight advertising agencies.

Four of them are in the "top 10,"

Mr. Durham says, but he keeps their

identity confidential. Why? "Be-

cause my value is in a behind-the-

scenes effort. The work I do in many
cases is completely confidential."

Word of his maneuvering has

seeped through all advertising strata,

and he's recognized as "the man be-

hind the mergers." But the how's and

when's of merging remain his secret

specialty. ^

ALBANY? ST.U&UIS

+ INDIANAPOLIS'?

S&*!^P

NO, THIS IS "KNOE-LAND"
(embracing industrial, progressive North Louisiana, South Arkansas,
West Mississippi)

JUST LOOK AT THIS MARKET DATA
Population 1,520,100 Drug Sales $ 40,355,000

Households 423,600 Automotive Sales $ 299,539.000

Consumer Spendable Income General Merchandise S 148,789.000

$1,761,169,000 Total Retail Sales SI.286,255,000

Food Sales $ 300,486,000

KNOE-TV AVERAGES 78.5% SHARE OF AUDIENCE
According to April 1959 ARB we average 78.5% share of audience from Sign On fo Sign Off
7 days a week. During 361 weekly quarter hours it runs 80% to 100%, and for 278 weekly

quarter hours 92% to 100%.
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KNOE-TV
Channel 8

Monroe, Louisiana
Photo: Spencer Chemical Company'* VieJesburg, Mississipp
fur industry and agriculture "re produced.

CBS • A B C

A James A. Noc Station

Represented by

H-R Television, Inc.

. Works, where nitrogen products



HITLER

WAS

RIGHT!

Bradford R. Hitler, consultant

to WVET Radio in Rochester

on matters of race prejudice, has

come out against the 100-yard

dash, and we think he's right.

This event will not be broadcast

in any track and field meet we

may cover. We will, however,

carry not only MONITOR, but

will become the first station in

the nation to offer MERRIMAC
when we join the NBC Radio

Network on August 1, 1959.

NAT'L REPS: The BOLLING CO.

CHECK l^and

DOUBLE CHECK £
V
WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

VV
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS —ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Bolting Co.
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Tv and radio I

NEWSMAKERS

Leslie T. Harris has been named manag-

ing director of the newly created Interna-

tional Tv Production Division of ITC (In-

dependent Tv Corp.). He is currently v.p.

of CBS Films in N.Y., a post he has held

for the past six years. Harris' background

includes a stint as independent producer

of radio and tv programs; director of

radio and tv for Colgate; national pro-

gram director for NBC Radio and director of radio for B&B. In his

new post, Harris headquarters in London with Associated TV, Ltd.

George Kapel has been appointed general

sales manager of WTOL-TV, Toledo. He
formerly spent five years in the same posi-

tion at KXTV (until recently KBET-TV),
Sacramento. Previously, he was station

manager of KOMU-TV, Columbia, Mo.

Prior to his six years' tv experience, Kapel

was station or sales manager for WAAB,
Worcester, Mass.; WDYK, Cumberland,

Md. and WDNE, Elkins, W. Va. He is a graduate of the U.

Oregon and served with Counter-intelligence during World War II.

Chaining M. Hadlock is the new direc-

tor of radio and tv for The James Chirurg

Co.. advertising agency with offices in

N.Y. and Boston. He had been v.p. and

director of radio/tv for the Rose-Martin

Agency in N.Y., and prior to that, an

account executive with Quality Bakers of

America and with Cunningham & Walsh.

In his new post, Hadlock will supervise

radio/tv activities on such accounts as Crayola, Blackstone Cigars

& Welch Candy. He is a member of RTES and N.Y. Media Planners.

Jerry Franken was named, last week, di-

rector of public relations for National

Telefilm Associates ( NTA ) . He joined the

film outfit in February of this year, when

the company acquired Gross-Krasne-Sill-

erman. He served, with the latter, as as-

sistant to the president. Prior to joining

G-K-S, Franken was public relations direc-

tor for Television Programs of America

(TPA); with Lester Lewis Associates; radio/tv

board and on the staffs of Variety and the New
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HEVROLET
[Continued from page 32)

[Chevrolet's annual radio broadcasts

of the Soap Box Derln. Dinah's pres-

lence and participation in these events

have added much prestige.

The Soap Box Derln has been a

[regular Chevrolet-sponsored radio

feature for some years; it takes place

[every summer. It was the realization

of the summer radio audience that

particularly struck Chevrolet strate-

gists along in the summer of 1954.

This, coupled with the growing

awareness of the changing pattern

of all year buying and the conviction

that tv viewing ebbed somewhat dur-

ing the hot -weather, out-of-door

months led Chevrolet to up its radio

advertising then. They bought the

Robert Trout and Alan Jackson news-

leasts on CBS 12 times a week on 206

stations I these Chevrolet Xetvscasts

still continue) and thus began a year-

. round radio effort.

Since 1956. the copy approach of

1
1
Chevrolet in its radio commercials

(has been refined. Until then, prac-

Itically every commercial was a fac-

tual, "nuts-and-bolts" message on the

mechanical or styling superiority of

NEW YORK
HOTEL

WINSLOW
EAST SIDE

Madison Ave.

at 55th St.

SMART

MIDTOWN

LOCATION

One block from Fifth Avenue's
famous shopping area. Near
theatres, Radio City, restau-

rants, cafes, business and
cultural centers. Newly deco-
rated rooms with private
bath. Free radios. Air-condi-

tioning and TV available.

Daily rates from $6.50 single

from $8.50 double

Write for descriptive brochure.

its models. But. with the over-all rise

in radio copv creativity, Chevrolet

has been adding the "light touch.'

\\ ith greater frequenc) of commer-

cials airing, and on a \ car-round

basis, the Campbell-Ewald copj de-

partment was faced with the challenge

of adding more entertainment value.

The result is a lot of new radio com-

mercials—sugar-coated with comedy

—but actually hard-sell.

For an idea of what has been added

to Chevrolet commercial copy ap-

proach, here are some contrasts:

From a fall 1956 radio announce-

ment: "No other car gives you the

performance of a '57 Chevrolet! For

no other car in any price field offers

you these two high-performance fea-

tures: fuel injection and Turboglide!

Bamjet fuel injection, the greatest

engine advance since the overhead

valve, completely eliminates the car-

buretor and gives you instant engine

response . .
."

And here are some bits from more

recent commercials that show the

"sugar coating": "Tweedledum and

Tweedledee/Are such a lively pair!/

With Turbo-Thrust and Turboglide/

They travel everywhere.'' ( This is

punctuated with piccolo and drum).

And another intro for an Impala

commercial: "One Impala. two Im-

palas, three Impalas. four/Twice as

many models as Chevy made before."

Then, of course, there's Dinah

Shore singing "The fun. the fun. the

fun is in the going—/Come rain or

shine or snowing. . .
."

It is not surprising that Chevrolet

has built much of its air campaign

around personalities like Dinah

Shore, for in its long history of radio

advertising this CM Division has asso-

ciated with many other great names.

In the 1930's, it sponsored such

greats as Fred Allen. Al Jolson I Chev-

rolet was his first radio sponsor),

Jack Benny. James Melton. Jan

Peerce. Bubinoff and news commen-
tator John B. Kennedy.

The orchestras it sponsored during

those years were of matching stature:

Isham Jones. Frank Black. Victor

Young, (ins Henshen.

a\ comparison of either the car

I usiness or advertising of the 30 s

with todav shows up many changes

in both. But significant is the fact

that blue-chip, industry-pacer Chev-

rolet has anticipated all the changes.

has made them—along with radio

—

work to its advantage. 'i?

f
SO NICE
TO COME HOME TO .

(KOBY • San Francisco)

kOBY's got ihe record foi being "at

home" with San Franciscans. Ami the)

come home with KOBY, too — because

litis loyal audience keeps its cai radios

tuned lo KOBY day and night,

that's win yoin products and sei\i<<s

offered in San Francisco via KOBY get

big audience and sell fast!

10,000 Watts
in

San Francisco

See Petry—and drive your sales story home
on KOBY!

For Greenville, Miss.-WGYM
(When you're in Dcmer, sta\ at the Imperial

Motel. 1 728 Sherman, downtown.)

Mid-America Broadcasting Company

A SIGHT TO SEE!

KTLE
CHANNEL 6

^dafiDS^eu/^

TELEVISION STATION

BASIC NBC
REPRESENTED NATIONALLY BY

FORJOE & COMPANY
Now York - Chicago - Lot Angeles- Atlanta

San Francisco - Philadelphia
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lO-SECONO SPOTS

SPONSOR

Radio'shealthyyoptimism

Bob Teter of PGW put on an extraordinarily successful

two-day seminar on "Spot Radio's Time is Now!" at the

Biltmore last week. (See page 38.)

What impressed us most about the meetings (aside from

the smoothness and precision with which they were carried

out and for which Bob should take a bow) was the quiet,

realistic and healthy optimism displayed by the executives

from the stations PGW represents.

All too often when radio men get together they tend to be

either blindly enthusiastic or unreasonably gloomy about the

state of their business.

This was not the atmosphere at the Biltmore last week,

however. The station men attending the sessions discussed

their problems courageously and constructively, and with

a quiet confidence which sponsor applauds.

Radio has real reason to feel optimistic about the future

when such a healthy spirit pervades its meetings.

Radio's Blue Ribbon Users

As part of its campaign for greater recognition of the

power of radio as an advertising medium, sponsor begins

this week (page 29) its new series on Blue Ribbon Radio

strategy.

We believe that you will find this series outstandingly

helpful and informative.

In preparing it, we have departed somewhat from the

"case history" formula for which sponsor has been famous

over the years.

In the Blue Ribbon series we will be dealing with adver-

tisers, many of them large companies who use radio, not

necessarily as their only advertising medium, but as an im-

portant part—of an over-all marketing plan.

The Blue Ribbon series will stress the thinking, tactics and

strategy which these major advertisers use in their radio

decisions. We will welcome your comments.

THIS WE FIGHT FOR: Awareness of the

broadcast industry that even the toughest sales

problems can be licked by cooperative efforts.

Let's not lose steam by fighting among ourselves.

68

Delicious: Leo Burnett, Chicago, has

become identified with the bowl of

apples in its waiting rooms to the

point where they have put out an en-

tire brochure called, "The Apple

Story." Most revealing bit, ".
. . we

are getting rid of the round, red

fruit at a clip of more than 111,000

a year in our five offices." What
Johnny Appleseed started, Burnett

will finish.

Virago: A husband complained in a

cross suit for divorce that his wife

not only forbade him beer and to-

bacco in their home, but refused to

let him watch tv shows sponsored

by brewing companies.—Charles V.

Mathis.

Believe it or— : From a man-in-the-

know at RAB, we have just learned

why it is that a package picked up by

a messenger service at 10 a.m. from

an agency just across the street may
not arrive at your office before 5 p.m.

Seems there is in the center of the

Madison Avenue area a huge sub-

terranean cavern (exact site not dis-

closed) which features dancing girls,

free beer, and various games of

chance. This is known as "Messenger

Heaven," and here hide out messen-

gers between pick-up and delivery.

Considerate: Press release from

KRON-TV, San Francisco—

"When KRON-TV's art director Bill

Wagner got an order for a swimming
pool full of water it presented no spe-

cial problem. He merely left the

faucet on for a good long time. But

how do you get rid of 450 gallons of

wetness when you're through with it?

You can't let the stuff slop around on

the floor because it might get into the

basement and ruin all the Chronicle's

newsprint. That's right, fellas, keep

the air vs. print fight clean.

Tip: For the distaff side of the agen-

cy business, or what Shep Meade
would call "the four-window girls,"

here's a true story on apartment hunt-

ing in Manhattan: An adgal with a

miniature Schnauzer named Tuffy is

practically the tenant of a new Green-

wich Village apartment, thanks to

—

the Schnauzer. Seems on his walks,

her dog made friends with the dog be-

longing to the apartment superinten-

dent.
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What
did the Governor

say to the Newsman?

Congratulations are in order!

Oklahoma Governor J. Howard Edmondson (left) offers his

congratulations to WKY Radio News Director Bob Flournoy

(right) for the station's consistently outstanding news
coverage.

(WKY Radio has received the Oklahoma Associated Press

Award for Outstanding News Coverage the past four out of

five months.)

When it counts—
Oklahomans turn first to WKY Radio.

LATEST SHARE OF AUDIENCE

Station Hooper Pulse

WKY
"B"

"C"

"D"

49.7

24.0

8.5

5.1

37.5

22.5

13.5

11.0

Daytime Av
May-June h

erages

ooper & March 59 Pulse

RADIO 930

THE WKY TELEVISION SYSTEM, INC.

WKY-TV, OKLAHOMA CITY

WTVT, TAMPA-ST. PETERSBURG, FLA.

WSFA-TV, MONTGOMERY, ALA.

REPRESENTED BY THE KATZ AGENCY



What's missing in this pictw

WDOK
No picture of "The Best Location in the Nation" is complete with-

out the sound of WDOK's better music for Northern Ohio. Since we cannot photograph a sound,

let's just say you must hear it to believe it and then you'll like it, too*

WDOK has a quality audience, largely adults. Adults who are able

to buy and persuade others to buy. In fact, there is nothing else like it in Northern Ohio. WDOK

was first in complete album programming; first with classical programs; first with music unlimited

(separate FM operation); first with regularly scheduled stereophonic broadcasts; first with the Hi-

Fi Fair.

''Cleveland is a bustling metropolis with one of the largest spendable incomes per capita in the United

States. The latest Nielsen report shows WDOK as No. 2 and No. 1 in the Cleveland market.

THE CIVIC BROADCASTERS, INC., 1515 EUCLID AVENUE, CLEVELAND 15, OHIO
REPRESENTED NATIONALLY BY BROADCAST TIME SALES



a AUGUST 1959

AQi a copy • $8 a year

3PONS
THE WEEKLY MAG ADVERTISERS USE

Spotlight Drug Plan
Get it now for your drug-store product—W-I-T-H's exclusive SpotLight Drug Display . . . your

product featured in 450 top-volume drug stores in the Baltimore Metropolitan Area by shelf talkers,

window streamers, price tags and cash register strips ! PLUS ... 450 druggists pushing your product

!

Only W-l-T-H sells drug-store products so well because only W-l-T-H SpotLights your product

on the air and in the store!

PHONE, WIRE OR WRITE TODAY FOR FULL DETAILS OF THIS

SPECTACULAR MERCHANDISING PLAN !

m Tinsley, President R, C. Embry, Viet President

B

Representatives SELECT STATION REPRESENTATIVES in New York. Philadelphia. Baltimore. Washington • CLARKE
"W N CO. in Dallas. Houston. Denver. Atlanta. New Orleans . DAREN F McGAVREN CO in Chicago. Detroit, Seattle. Los
jeles. San Francisco . OHIO STATIONS REPRESENTATIVES in Cleveland
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TITLE: Videotape commercials
TIME: 1 mln.

PRODUCTION: Tape

Hf*"l'" H lll»ll

When you write your television commercials
are you taking advantage of advertising's
new medium - Videotape*?

O

<7j

1 ^ri<^ 1 JrM
I 1 ^^^r p

When you create your storyboards are you
aware of the vast versatility of Videotape

the unexplored opportunities to make your
commercials look different?

6 ~r ^^^^^^^^

To produce quality tape commercials, you'l

find an imaginative and experienced staff
]

at Videotape Center that will creatively
translate your storyboard into Videotape
dimensions.

*T.M.Ampex



/hen you produce tape commercials you'll
;ee opticals and special effects done
iefore your eyes instantly, electronically,
'roduction flows because you know what's
;oing on every moment.

Your product will look better to the viewer
because Videotape picture quality was tailor-
made for television. This should result in. .

.

%

I

UL
he finest possible facilities and staff for
utdoor or studio tape production are
ompletely yours at Videotape Center where
here is nothing more important than the
importance of your commercial.

That ' s why more and more advertisers are
coming to Videotape Center where they know
they will get personalized treatment and
efficient and superior tape production.

NAME: Videotape Productions of New York, Inc.
LOCATION: 205 W. 5&th St.

New York 19, N. Y.

PHONE: JUdson 2-3300



Mark this market
on your list!

CENTRAL and

SOUTH ALABAMA
. . .one of

Alabama's

'BIG THREE'

WSFA-*

WHY
WSFA-TV

IS DOMINANT
IN CENTRAL
AND SOUTH
ALABAMA!

WSFA-TV has the TOP SHOWS in

an area of over one million population.

The April '59 ARB survey proves the

dominance of WSFA-TV . . .

Top 10 Shows
WSFA-TV 9 90%
Station "C" I 10%

Top 15 Shows
WSFA-TV 13 86%
Station "C" 2 14%

WSFA-TV placed five syndicated shows

in the Top 30 while Station "C" placed

none in the Top 50. A further indica-

tion of WSFA-TV 's acceptance.

OVER A MILLION VIEWERS IN

35 ALABAMA COUNTIES*

Population 1,106,000

Effective Buying Income $1,201,510,000

Retail Sales 799,440,000

Food Store Sales 217,402,000

Drug Store Sales 23,964,000

Automotive Sales 157,280,000

Gasoline Service Station Sales 74,867,000

Mark Central and South Alabama on

your list ... buy it with WSFA-TV!

* Market area defined by Television Magazine, plus 6

counties consistently proving regular reception. Does

not include 3 Georgia and 3 Florida bonus counties.

{Data from Sales Management Survey of Buying Power)

WSFA-TV
MONTGOMERY
Channel 1 2 NBC/ABC

THE WKY TELEVISION SYSTEM, INC. • WKY-TV AND WKY OKLAHOMA CITY

WTVT TAMFA-ST. PETEKSIUBG

Represented by the Katz Agency
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DIGEST OF ARTICLES
Wall Street looks at air media's top 25

3 1 Financial data on leading radio/tv advertisers shows importance of air

media in sales, profits of modern corporations. A special sponsor study

Jet-speed radio for National Airlines

36 Part II °f the sponsor-RAB series on Blue Ribbon Radio tells story of

National Airlines—how it entered radio, what radio has done for it

How Wilson packs three punches a day

38 Meat packer's five-minute tv program delivers high dealer, consumer

impact; K&E research throws new light on this kind of programing

Tv Copy: is long better than short?

40 Agency writers tell sponsor too many account people and clients give

traditional nod to long copy when short can often make bigger impact

Indies rate high in top 60 markets

42 Survey by Adam Young Inc. shows the leading radio station in 39 out of

top 60 markets is an indie. Other scores: CBS 8, NBC 6, ABC 5, 2 ties

SPONSOR—The 1st half of 1959

4 3 Latest semi-annual index of the articles, case histories and other

topical material appearing in sponsor during the past six months

FEATURES
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THE BLAIR COMPANIES

HAVE MOVED TO

717 Fifth Ave
We've moved our New York offices — to 717 Fifth Avenue.

Moved for one main reason — to do a still better job for agencies,

for advertisers, and for our stations.

Moved for the third time in eight years — because the

spot-broadcasting business of stations we represent keeps growing fast

enough to eat up the space previously provided for expansion.

At 717 Fifth Avenue, the 7th Floor is now the Blair Floor. Besides

allowing for further growth, nearly 40 percent more space

makes it possible to speed-up handling a greatly increased volume

of spot-advertising.

Despite ten offices serving other sections of the U.S., it now takes

a staff over three times that of 1951 to keep pace with spot volume in

New York alone — and to provide improved research, sales

development and technical facilities substantially broadening service

to our stations and to our industry.

Both in television and in radio, our new quarters are designed

for the most modern auditioning and viewing equipment. In the

Radio Workshop — complete recording and stereo-playback

facilities for dramatic presentation of effective sound-advertising.

In the Television Workshop — provision for complete projection-

room equipment to screen television programs and commercials
on film or on tape.

Mere length of station-list has never been one of our goals.

From 1933 on, our efforts have been centered on those stations and
markets we felt in position to serve most effectively. We have
shared in their progress, and they in ours — progress for which
they deserve a full share of recognition.

In its area, each Blair station stands as a power-house of selling force.

To help advertisers and their agencies make most profitable

use of that force, is the constant objective of our entire organization.

JOHN BLAIR & COMPANY
founded 1933 — exclusively radio

BLAIR-TV
founded 1948 — the first company formed to serve
television stations exclusively

BLAIR TELEVISION ASSOCIATES
founded 1954 — a further extension of the Blair
principle of specialized tv selling

The 7th Floor is the BLAIR Floor

Plaza 2-0400



MORE THAN MEETS THE EYE! A new depth study of major proportions*

has put New York viewing audiences under the microscope ... to determine how they

"feel" about the television stations they watch, and whether these feelings influence their

attitude and response to advertisers' commercials.

You've always known channel 2 has New York's biggest audiences. Now, the study

reveals its audiences are also the most responsive . Six hundred New Yorkers were asked

25 searching questions in a series of projective tests. In sum, the answers show that



New Yorkers have far more trust and confidence in channel 2 — and in the products ad-

vertised on channel 2 ! The study notes that viewers look to WCBS-TV in "expectation

of more respected and more reliable brands and product information."

Obviously, there's more to 2 than meets the eye. If you're marketing a product or

service in the nation's number one market, get yourself a copy of the findings of this

eye-opening new depth study, by writing or calling New York's number one television

station : CBS Owned channel 2 , represented by CBS Television Spot SalesWCBS-TV

•Conducted by the Institute for Motivational Research, Inc., in association with Market Planning Corporation, an affiliate of McCann-Erickson, Inc.



It takes a great pitcher to dominate a

game. And it takes a great radio sta-

tion such as WPDQ to dominate the

Jacksonville radio market. WPDQ has

the color of a World Series game; the

excitement o£ Ruth at bat; the smooth
team-work of Tinkers to Evers to

Chance; and the verstatility of switch-

hitting Mickey Mantle. Like a smart

pitcher who can mix his pitches

and come up with the big one when
he needs it, WPDQ comes up with the

winning ideas. A helicopter to route

rush hour traffic. A week long Broad-

cast from an uninhabited island. These
are some of the assortment of "pitches"

WPDQ comes up with. But the old

"Bread and Butter" pitch comes from
just the right combination of music,

news and sports. This is what keeps

WPDQ on top as the South's most

progressive station in the South's most

progressive market.

Robert R. Feagin, President

Ernest R. Currie, Vice President

Represented by

Venard. Rintoul and McConnell

lames S. Ayers. Southeast

5000 Watts 60 KCWPDQ
Jacksonville, Florida

Where alert listeners tune by choice,

not by chance. . . .

NEWSMAKER
of the week

// further proof of television's impact on advertising was

needed, it was supplied this tveek when Grey Advertising

announced the election of Alfred L. Hollender, vice president

in charge of television, to agency executive vice president.

The newsmaker: Since he came to Grey Advertising

about six-and-one-half years ago, dynamic, Chicago-born Alfred L.

Hollender has been both instrument and witness to the mushrooming

of this agency in an ad world changed by his own culture. Hollendei

is directly out of the medium that has revolutionized marketing,

changed ad agencies; namely, television. Indeed, this promotion,

announced by Lawrence Valenstein, chairman of the board at Grey.

makes at least two top level agency executives (Hollender and Bol 1

Foreman, BBDO) who have flown to the agency crest on the wing?

of television.

When Hollender came to Grey in 1952, that agency was billing

only about $1 million of which only about 5% was in air media

Today, Grey's total ad billings are in the neighborhood of $40 millioi

with about 50^ of it in broadcast.

It is significant that in announcing the election of Hollender as i

second executive vice president (Herbert D. Strauss, executive vice

president of Grey since 1956, will devote full time now to the super

vision of client contact and creative services), Valenstein statec

"growth of agency volume, particularly in television, resulted in th^

need for the appointment of a second executive vice president." As!*

this second executive v.p., Hollender will have responsibility foi

television, marketing services, production, finance, and branch offici

operations.

Since he was graduated from the University of Illinois in 1934'

Hollender has had only three jobs. What was it about these three

jobs that particularly fitted him for this new spot in one of th<

fastest-growing agencies on Madison Avenue? The answer i

broadcasting.

Hollender's first job was with Ralph Atlas in Chicago on WINI

and WJJD. He began as a typist, wound up a decade later as assist

ant to the president. During World War II, Hollender was in Psy

chological Warfare on the staff of Eisenhower, after the war wa

assistant to CBS' Bill Paley, then with Lou Cowan in tv production

In Eisenhower's first presidential campaign, Hollender handled th<

radio/tv strategy, traveled with "Ike" across the country. Hollende

lives on Park Avenue with his wife and two children, is an avid wate

skiier, golfer and Sunday painter.

"In the early advertising days," he says, "it was the copy man whe

started or headed agencies. Today, it seems the broadcast expert

are becoming pivotal figures." W

SPONSOR 8 AUGUST 195?



WARRIOR WHO STRETCHED THE WORLD
JLJJL-ILJ^ \^>/\C/^/\lV W W Roman civilization reached to the farthest

marches of Ultima Gaul on the heels of Caesar's legions . . . and in the meeting of Northern vigor

with the Mediterranean mind, Western Culture was born to grow and flourish over half the world.

Caesar the Soldier extended his world by conquest . . . then gave it new meaning in the pages of his

history. Caesar the Salesman laid the foundations of the New World. Caesar was a Soldier, but

above all, a Salesman. KBOX is extending the Balaban policy of creative and original programming,

aggressive merchandising and forceful selling into new markets— capturing new minds for Balaban

advertisers. KBOX is a Dallas pioneer in new market development, but above all, KBOX is a Salesman.

KBOX Buy RADIO when you buy

media Buy BALABAN when

you buy radio Buy KBOOC
when you buy Dallas and you

BUY the people who BUY

WIL
St. Louis

KBOX
Dallas

WRIT
Milwaukee

THE BALABAN STATIONS
In tempo with the times

John F. Box, Jr., Managing Director

Sold Nationally by Robert E. Eastman



resTeST qui? m THe south
Fastest . . . and speaks with most authority in these parts,

podner.

Small wonder we're sittin' tall in the saddle. WBT's varied,

creative, responsible programming guns down the opposition

by 92% mornings, 69% afternoons and 123% at night.*

Nielsen says our spread is the nation's 24th largest.** Let us

put our brand on your radio schedule. Call CBS Radio Spot

Sales for the low-down.

Pulse 25 county area 1959 (March)

**A. C. Nielsen Co.

WBT CHaPlPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY
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BUT THEY'LL MISS THE ENTIRE COMMERCIAL The "audience break" can break you. . .for

tiresome commercials encourage your hard-won audience to duck the 3 vital minutes that

justify the whole 30. . . . Ayer advertising recognizes that people like to be sold engagingly. . . .

It checks the "audience break" by giving useful product information ... in a manner so inter-

esting and compelling that the ledger shows not only sales but profit. N. W. AYER & SON, INC.

The commercial is the payoff

SPONSOR 8 aucust 1959



ARE YOU THE MAN??
We don't know where you are, but
we do know what you are: you're

a bright and enthusiastic man pos-

sessing the drive and creativeness to

head up the Program Department
of a major TV station, located in

the East, in one of the nation's top
ten markets.

Right now, you might be in the TV
department of an ad agency; you
might be the Program Manager of

a TV station (the kind which really

does a programming job, and
doesn't just ride the net) or you
might be working for one of the
networks, or for a packager in

Hollywood or New York.

In any case, you have plenty of

experience in programming and
production, much of it at the local

station level. You know how to

handle a staff, deal with and de
velop talent, and you're at home
both in live and film programming:
above all, you're genuinely creative.

If you're the person we're looking
for, there's a fine future for you
in every way. Write us an informal
letter than can get across the kind
of man you are; the way you think
about yourself and television.

ADDRESS TO:

SPONSOR BOX 15

ADULT EARS
The news is first, fast and fac-

tual on the ADULT radio station

in Baton Rouge. And the audi-

ence who listens for it spends
more, does more and has more
than the frenzied fast-pitch lis-

teners. Ask Hollingberry.

REACH MORE. REACH FURTHER

WJBO
NBC in BATON ROUGE

10

Timebuye
at work

Clarice McCreary, Honig-Cooper, Harrington & Miner, San Fran-

cisco, points out that many of their accounts depend on highly effec-

tive promotions during peak consumer buying periods. "Nearly all

of our clients run on a 13-weeks-on, 13-weeks-off schedule," Clarice

notes. "Though this makes media planning more complicated—often

more precarious—it produces the

desired results when stations and

reps understand the motivations."

Clarice says that seasonal buying

often means that, initially, they

have to take time that may be less

than ideal, and that they must rely

greatly on stations to keep them

constantly advised of improve-

ments or changes in schedules,

ratings and other factors that will

benefit their clients. "We con-

stantly review the variables—cov-

erage, ratings, audience composition, adjacencies—to make every

dollar count," Clarice says. "The lifeblood of a media department

structured this way depends on total cooperation and understanding

among stations, reps and buyers. It makes the difference between

doing just an adequate job for the advertiser—and a terrific one."

Elaine B. Hudson, tv director, Webb Associates, Inc., New York,

notes that children's tv programing is going through a process of

change, and that stations are offering advertisers more range and

variety for fall schedules. "We are now buying a $1,500,000 fall tv

schedule for our client, General Toy Corp.." Elaine says. "While

time clearance problems on highly

rated children's shows are still seri

ous, more and more stations are

revamping their programing to

keep pace with advertising de

mands." Elaine points out that be

cause kid shows have become an

important source of income to sta

tions, serious attention is being

given to them this year. New

shows are being added, others con-

siderably expanded, many better

produced. "As the supply and de-

mand factors level out, there will be a healthy competition among

stations for the advertising dollar," Elaine says. "The natural re-

sult. I believe, will be a continuing improvement in this programing

—sharper entertainment values and fresh concepts and imaginative

material to help sell the advertiser's product to the child viewer."

SPONSOR 8 august 19591

.



for every 10 families in the

Indianapolis Trading Area . . . there

are 13 in its Satellite Markets.

Figure how much more these prosperous Mid-

Indiana families can buy from you with their far-

higher-than-average incomes . . . and note that

WFBM-TV puts this key sales area within yourfirst

15 markets! In Indianapolis, television marketing

with WFBM-TV makes real sense.

Where else will you find satellite markets that are

only basic NBC coverage of America's

13th TV Market- 760,000 TV homes.

°o^^° INDIANAPOLIS— Major retail area for 18 richer-

than-average counties. 1,000,000 population—350,600 families

with 90% television ownership!

o 11 SATELLITES-Each market within WFBM-TV's
verified coverage . . . Marion • Anderson • Muncie • Bloomington

• Vincennes • Terre Haute • Danville, Illinois • Lafayette • Peru

• Logansport- Kokomo.

33% richer and 50% bigger than the Metropolitan

Trading Zone itself? Where else do you find such

a widespread area covered from one central point

. . . and by just one station with no overlapping basic

affiliates of the same network ?

WFBM-TV dominates Mid-Indiana, because it is

the only basic NBC outlet penetrating this market

—Nielsen Coverage Study No. 3 confirms these

facts. Let us show you how to test regional market-

ing ideas with amazing results.

Represented Nationally by the KATZ Agency

OUR 10TH
ANNIVERSARY

SPONSOR 8 iugust L959 ll



of Mississippi

Retail Sales . .

.

$918,000,000
IN THE SOUTH'S
FASTEST GROWING

TV MARKET

Jackson, Miss
*

with these Jackson
stations

WelTV M
KATZ

WlbT
HOLLINGBERY

Nation's business gains leader

by Joe Csida

Sponsor
backstage

What'll you have—baseball or politics?

On several previous occasions I have written f~
eulogies about Sunday television and the fare on

the 26th of July prompts me to unleash some

further paeans.

The day of rest is that no more for the

mighty. At home and abroad, in every arena, they

fight their epic struggles and the Sunday tele-

vision cameras stare at them. And the eye of the

camera is our own eyes, and we have the priceless opportunity en-

joyed by no previous generation of humans to study the titans and

decide for ourselves what makes them tick.

High ratings if not high scores

If you prefer your titans on the lighter side, on Sunday, the 26th in

New York, you could have watched the New York Yankees, surelj

the mighty of the ball business, humbled again by the Detroit Tigers

in Briggs Stadium, Detroit, 1 to in an extra inning ball game. The

local New York Daily News station carries the Yankee ball games,

of course, and this year the ratings are phenomenally up over pre-

vious seasons, making the ballcasts one of the best buys in major

market television, and pointing a moral: If a sponsor and/or his

agency studies the baseball situation through a fall, winter and spring,

and is able to spot the situations in which, for several reasons,

interest in the team is going to be greatly accelerated, he can buj

himself potent tv advertising relatively cheaply. Thus, if a bu\er

could have reasoned that, since the Yankees are the only club left

in town, there was bound to be bigger interest than normally in the

games, he would have been heading toward a sound purchase. If.

too, he had anticipated the collapse of the club, and the struggle it

would have to stay in the running, he would have guessed the ballcasts

would reach the phenomenally high ratings they're now hitting.

But I stray from my theme. The Yankees, hot or cold, are surely

titans on the frothier side of life. Sunday, the 26th saw tv deliver

to network audiences key rounds in two other major contests. Right

after the ball game, CBS ran the video tape of the 16-minute "argu-

ment"' between Russian Premier Nikita Khrushchev and Vice Presi-

dent Richard Nixon. 1 1 realize NBC had a beat on this, but I'm

not concerned with beats here. ) The point is that rarely have a people

had such a revealing glimpse of an international personality, (who

may have a major influence on the lives of all of us and our children

)

as this video tape gave us of Mr. Khrushchev. He is plainly a jolly,

hearty butterball of a man with spartan attitudes and a very colorful

and earthy (if somewhat tasteless ) talent for phrase-making. He is

also unfamiliar, at least statistically with U. S. history. He is a ham

of the first order, and a man with a vast inferiority complex which

he covers up with bluster and backslapping.

( Please turn to page 14

1
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WeeReBel, Columbus, Ga., shows replica of Confederate Uniform
to Mary Dwyer, time buyer, Kenyon & Eckhardt, Inc., New York.

•:^ Haue you heard what the WeeReBeL

said to Kenyon & Eckhardt?

"We have the highest per family income in Georgia."

You'll miss the highest per family income in Georgia, if you don't put Columbus on

your schedule. Metropolitan Columbus' family income is $6,855 annually compared

to the Georgia figure of $5,002. And 83% of the families in this high-income

area own TV sets. They view WRBL-TV the most! Check HOLLINGBERY for

availabilities on WRBL-TV and WRBL Radio.

WeeReBeL
COUJMBUS, GEORGIA WRBL

TV-CHANNEL 4 • RADIO-5000 WATTS

a coLumBUs, cn.#
Represented by George P. Hollingbery Co

SPONSOR 8 august L959 13



Sacramento

Looking for "Spending Power"?

You'll find it on KCRA! The first

Audience Composition Radiopulse

ever taken in the Sacramento area

shows a very high adult audience

to KCRA in all time periods . . .

number one in the 6 a.m. to 12

midnight average. Ask your Petry

Man for a look at this Audience

Composition Survey.

More Unduplicated Homes, Too!

The last Pulse Cumulative Audi-

ence Report also shows KCRA with

the most unduplicated homes

reached in the Sacramento area,

both daily and weekly. Low CPM,

too. Wise buy for your clients'

dollars!

Sponsor backstage continued

Just a friendly conversation

At least this is what I felt I learned about him in the course of

his debate with Mr. Nixon. In making his case for the vast progress

of the Russians as opposed to the United States he said that the U. S.

was 300 years old, and Russia only 42. When Nixon corrected him

he simply shrugged off the error. In another few years, he said (all

with appropriate rather coy gestures
)

, the U.S.S.R. would pass us and

wave goodbye to us as they did so (business of waving his hand at

Nixon) . Then, he said, they might invite us to hurry along and catch

up with them (business of beckoning his finger at Nixon). He said

they were a peaceful nation, but would tweak the ear of any country

which was looking for trouble. He said the Russians did not catch

flies with their nostrils, and at another point made an illusion to

bedbugs. It was plain that he could hardly bear the highly developed

degree of American invention, particularly of household appliances

and gadgets. He considered most of these fairly useless, and asked

whether we didn't also have a machine to stuff food in people's

mouths and chew it for them.

Mr. Nixon, I felt, handled him excellently. He hammered home

with considerable good grace, but firmly the great need for a free

exchange between the Russians and ourselves. Television did us all

a great service by bringing us this video tape. Shows like this, and

others surely to come, may be largely responsible for winning Mr.

Nixon the presidential nomination next year, and possibly the presi-

dency.

Hardly had the Nixon-Khrushchev debate faded from the screen,

when the 5:30 CBS program, Face the Nation and the 6 p.m. NBC
program Meet the Press combined to present another titanic struggle,

this time a domestic one. The teamsters' Jimmy Hoffa faced the

nation, and Senate Rackets Committee Counsel Bob Kennedy met the

press. The CBS show was vastly disappointing, and quite frustrating.

The panelists queried Hoffa on virtually nothing but the pending

labor bill, which has been introduced in Congress largely for the

purpose of curbing Hoffa and his ilk. The net result of the half hour

was to provide the thin-lipped, ice-cold, hard and vicious-looking

labor leader with a fine opportunity to propagandize against the

legislation.

It was "typical" Sunday tv fare

It surely would have been bad business, but broadcasting states-

manship of the highest order, for the CBS Face the Nation moderator

to notify that show's audience that they could catch Hoffa's an-

tagonist Bob Kennedy on NBC. Kennedy, on his show, said he under-

stood that the CBS program had made a deal with Hoffa to query him

on none of the criminal activities revealed by the rackets committee,

but to restrict the questioning to the labor bill. This, said the dy-

namic, dedicated young lawyer, was akin to the Attorney General

asking Al Capone his opinions on the income tax laws.

All in all it was what is becoming a typically fascinating Sunday

on television. And on the eleven peeyem news, it was topped off by

a video tape from Havana, showing hundreds of thousands of Cubans

celebrating the sixth anniversary of "26 Julio."' The celebration, of

course, had occurred only that very afternoon. ^
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Calling all inventors

(Eastern Iowa farm gadget division)

Got any ideas for chicken guillotines or

automatic egg washers? Submit 'em to WMT's

13th annual Iowa State Fair Gadget Show (entry

deadline August 18).

You don't have to be an inventor to do a good

time-buying job in Eastern Iowa. The last area survey

showed WMT with more listeners than all other

radio stations in the 34-county area put together.

WMT
CBS Radio for Eastern Iowa

Represented by the Katz Agency

Mail Address: Cedar Rapids

Affiliated with WMT-TV; KWMT, Fort Dodge
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That's the only music this trio makes. They represent the

kind of on-camera selling which is welcomed and looked forward to, in every

TV home in the Nashville market.

ON THE DRUMS - "Mr. Television" himself - Jud Collins,

Nashville's number one news man; moderator and MC extraordinary.

ON BASS — Dave Overton - Master of the ad lib, so popular as

an MC he has to ration his time.

AT THE PIANO - Boyce Hawkins - Mr. Split personality.

He goes from a zany Grandpa Moses Character which kills the tri-

cycle set to a straight weather pitch without dropping a single

viewpoint.

Strong local personalities are just one side of the
WSM-TV selling album. For the full concert, ask
Hi Bramham or any Petry man.

WSM-TV
Nashville, Tennessee

Represented by Petry

OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY
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Most significant tv and radio

news of the week with interpretation

in depth for busy readers

SPONSOR-SCOPE
8 AUGUST 1959

Copyright 1959

SPONSOR

PUBLICATIONS INC.

Tv stations loaded with 20's and I.D.'s for the fall needn't despair: They're

beginning to find takers in Chicago.

(Quaker Oats has latched onto schedules of 2U's and I.D.'s for Aunt Jemima Easy

Mixes (John W. Shaw) in the top 50 markets for a six-week campaign starting 14 September.

However, tv spot activities in 14 midwestern markets for QO's Muffets (Baker,

TB&B) will be geared to minutes. Following the test campaign in Youngstown, there'll

be six of these a week for 13 weeks.

The turning point for daytime specials eame this week when Saran Wrap (Dow
Chemical) contracted to sponsor a third of the three Woman series on CBS TV dur-

ing the last quarter of this year.

It's a significant switch in policy for the product. The wrap had been using daytime

participations on NBC TV at the rate of $300,000 per quarter.

A strong ray of sunshine for national spot radio came out of Detroit this week:

Chrysler will spend heavily not only on 1960 models but hit the saturation route in Sep-

tember in 85 markets to help the dealers unload 1959 models.

Otherwise—excepting the $3.5 Ford dealers scheduled out of JWT — there's no

hint what the automotives will be doing in the way of spot this fall.

The Detroit reps with stakes in tv meantime are keeping their fingers crossed about

this: When the break does come, will the clearance situation be elastic enough to take

care of Detroit factory needs?

What could develop into a multi-million-dollar operation for spot radio is

the test General Foods will run this fall of an across-the-board minute announcement
plan which has been submitted by Y&R.

The test will be conducted in six markets, and the plan itself provides for 52-week con-

tracts covering clusters of minute announcements morning, mid-day, and after-

noon. Each cluster is to have this type of program pattern:

A minute of music, a GF product commercial, three minutes of music, a GF com-
mercial, three minutes of music, a GF commercial, and a minute of music.

With fall sales again moving at a record level, the No. 1 order of business at ABC
TV is this:

• Sell the affiliates on moving their network time commitment a half-hour for-

ward—this is, from 8 to 11 p.m., instead of from 7:30 to 10:30 p.m. (EST I.

Chief persuader is Jule Barnathan, who recently was taken out of research and named

v.p. in charge of station relations.

Barnathan's line of argument:

Audiences and business slide away in the 7:30-8 p.m. period in the summer;
hence the network needs the 10:30-11 p.m. time to stabilize the over-all share of audience

and maintain a respectable level of billings.

Commentary: That 9:30 time out in the Midwest has been mighty conducive to syndi-

cation business; in some cases it has brought the stations triple A rates.
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SPONSOR-SCOPE continued

Chase & Sanborn was the No. 1 target for a huge chunk of tv business thi

week. In there scrambling were the three networks plus spot.

The agency with the $5-million-or-so plum : JWT.

Set 'em up again for E. F. Mueller (DCSS) in the spot radio alley: The maca
roni is coming back to the medium in September with a 20% bigger budget and

lot more markets.

The plot is for heavy daytime saturation on at least two stations each in abou
60 markets from Maine to Florida and west to Detroit for 34 weeks.

Marketing note: Mueller is expanding into several more southern markets.

Brown & Williamson's Raleighs (KM&J) is going back to spot announcement
in the 10 markets where it's been sponsoring MacKenzie's Raiders the past season.

Seems that the syndication alternate week arrangement hasn't been giving th<

brand the sponsor identification and impact that had been anticipated.

(See FILM-SCOPE, page 62, for more details.)

SSCB has caused a flurry of eyebrow-raising among reps and tv stations by its ef

forts to butter the free run of an American Petroleum Institute half-hour documen
tary by purchasing a couple paid-for I.D.'s.

The documentary: Born in Freedom, starring Vincent Price, celebrating the centen

nial of the oil industry (27 August).

Explained an SSCB executive: "We're asking that the film be run as a publii

service, since it involves the entire oil industry."

Ask the reps: If the program is strictly public service, why offer to throw in a cou

pie of commercial spots? The I.D.'s should logically also be treated as public service.

As the demand for minutes grows ever more urgent, look for tv stations to reexam

ine what they've got scheduled before 7:30 p.m.

Two directions this early evening quest may take are these:

1) Rearrange the programing so that the appeal will be less youngsterish am
more definitely adultish.

2) Push back the local news, weather, and sports material.

Such a re-arranged strip would provide 20 more adult minute participations

week.

Stations, however, recognize a sizable fly in the ointment when it comes to convertin;

from moppet to adult programing: The demands from toy manufacturers and others fo

kid specialty time are too attractive to disregard.

A question frequently asked in tv advertiser circles is: How many 15-minute day

time segments are needed to reach the same number of women as an evening half

hour program reaches?

Nielsen has this two-part answer, based on March 1959 NTI-National audience com

position data:

1) The average evening program (30 minutes) reaches 8.9 million women. The averagi

adult daytime serial (15 minutes) reaches 3.5 million women. Two and a half 15-minuti

daytimers thus are required to reach the same number of women as the averagi

evening show.

2) For daytime quiz and audience participation programs (per 15-minute seg

ment) 3.2 telecasts are required to equal one evening half-hour telecast. Other types o

adult daytime programs would require 5.2 telecasts.

Cost angle: The average nighttime half-hour show (time and talent) runs somewhen

between $85-90,000; average cost of a daytime quarter-hour is around $25,000.
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SPONSOR-SCOPE continued

The only quarter of the tv business that appears to he on the uncertain side

for the fall is daytime network.

Two factors are in the picture:

1) Since ABC TV has partially upset tie afternoon rating applecart, CBS TV and
NBC TV are hard at work mending their programing fences. NBC already has de-

cided to replace County Fair with Split Personality (Tom Poston as m.c. I.

2) Some of the major agencies are complaining that they're finding it tough

to swing their non-package-goods clients into daytime hecause of the type and qual-

ity of the programing. One admanager was quoted as telling his agency: "We don't ques-

tion daytime's cost efficiency, but we'd rather not be restricted to a choice of soap operas,

games, or film reruns."

Another trend that advertisers say they frown on: The continuing disappearance of

live personalities from daytime schedules. They're needed for the "sales punch" and the per-

sonalized touch in merchandising to dealers.

The nighttime minute-participation husiness for the fall seems to he brisk

among the tv networks. But quite a number of alternate half-hours remain open.

For instance, CBS TV has yet to find a second-week sponsor for Name That Tune,

Space, and Markham; meantime NBC TV is still selling Love and Marriage and the

Deputy.

Incidentally, ABC TV this week figured that in the hour-long shows it has but

18 minutes to sell for the final 1959 quarter. (Altogether, there will be nine such participa-

tion carriers on that network in the fall.)

Item: Bulova (McCann-E) has bought 12 participations on The Alaskans and

Adventures in Paradise prior to Christmas—which closes out these two ABC newcomers.

The sliderule-gentry who view with skepticism the $300,000 per-program in-

vestment (time and talent) that Ford is making in its Tuesday night NBC series

might look at this side of the coin:

1) Through its regular meat-and-potatoes programing, Ford reaches about 80% of

all tv homes through the week. Ford is willing to pay a high price to snag the miss-

ing 20% of light viewers.

2) The way Ford is set up advertising-wise ($70-80 million a year I it ran afford to

gamble away several million dollars on a quasi-cultural deal.

For another insight into the volatility of network programing, note this: When the

fall rolls around, only three competitive programs will have survived the wholesale

reshifting of nighttime schedules.

The lone exceptions will be the three present occupants of the Wednesday 10-onward

slot: The Wednesday Night Fights (ABC TV), the U. S. Steel and Armstrong alternat-

ing dramas (CBS TV) , and This Is Your Life (NBC TV)

.

In daytime, none of the half-hours contending against one another at present

will be in like contra-position this fall.

Despite all the talk about the spread of alternate or participating advertisers, there'll

be more exclusively-sponsored nighttime tv programs this fall than in the fall of

1958.

The comparison in numbers:

NETWORK

ABC TV
CBS TV
NBC TV
Total

SINGLY SPONSORED PROGRAMS

THIS FALL LAST FALL

10 8

17 12

9 11

36 31
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SPONSOR-SCOPE continued

The monthly margin of tv network time grosses— this year vs. last— has

topped the 10% mark; the edge for this June was 10.7%.
(For the first six months, 1959 billings were 9.3% better than they were in 1958.)

The June '59, LNA-TvB estimates: ABC TV, $8,930,114, up 20.9% ; CBS TV, $21,630,941,

up 9.6%; NBC TV, $17,630,941, up 7.67c Total: $45,472,139. Grand tally for Janu-

ary-June: $309,380,932.

Traveling agency people are finding out that New York isn't the only place where
witty and well-informed people can be recruited for those random conversational

shows.

These latest phenomena of spontaneous glibness are spreading through the Midwest.

The difference in most cases is this: They're put on in early-evening fringe time.

Judging from the amount that is expected to be spent on tv program promotion
the coming season, newspapers may find it a little embarrassing to go on knocking

tv as a competitor. It's become too important as a customer.

Authoritative sources estimate that expenditures for newspaper advertising by the

networks, stations, and other sources will go well over the $25-million mark—par-

ticularly as a result of the tremendous surge in specials.

According to the newspapers' own figures, the billings from this area in 1958 were

$20,857,000 and $17,987,000 in 1957.

Tv broadcasters are showing much concern over the continuing announcement
of changes in area definition by the U.S. Bureau of the Census.

As a result these changes, the rankings of some markets go up, while others natu-

rally go down.

Behind the air media concern: (1) the loss of a county to a nearby competitor could

mean a difference in getting a piece of business, and (2) a drop in market rank could

exclude a station in the case of advertisers who buy the top 20, 30, or 50 markets.

SRDA's marketbook will include the area definition changes in the August

issue; but Sales Management hasn't indicated yet whether it will use these definitions for

its own market publication which comes out next May.

Bulova has decided to leave the specials sweepstakes to the other watchmak-

ers and identify itself for the coming tv season with a couple bread-and-butter shows.

The Bulova buy (all NBC TV) : an alternate week of People Are Funny over 52 weeks

and participations in Today during the last quarter of 1959.

As commitments shape up now, the watch industry will be in network tv next

season for over $6 million dollars as follows:

COMPANY VEHICLES COSTS

Bulova Regular show participations $2,600,000

Westclox Seven specials 1,900,000

U.S. Time (Timex) Five specials 1,700,000

Benrus Three specials 600,000

Swiss Watchmakers Two specials (NBC Radio) 500,000

Total $6,300,000

For other news coverage in this issue, see Newsmaker of the Week, page 6;

Spot Buys, page 58; News and Idea Wrap-Up, page 66; Washington Week, page 61; SPONSOR

Hears, page 64; Tv and Radio Newsmakers, page 78; and Film-Scope, page 62.
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LET YOURSELF GO KPRC-TV, HOUSTON and enter an entirely new world of advertising where every commercial is**

transportation to sales results you had not dreamed of. This proud insignia, the KPRC-TV channel number, is

borne by every KPRC-TV advertiser. It proclaims a degree of quality, engineering and good taste unmatched on the

TV sets of the world. Kings, diplomats, princes and connoisseurs have been enchanted by the graceful "2". You

will be too!

KPRC-TV availabilities include programs, minutes, chainbreaks, and ID'S. Prices range from about $90 to $1100. Ask your Edward Petry man (or a demonstration.

KPRC-TV, HOUSTON, TEXAS (An Affiliate of the National Broadcasting Company)

"Courtesy of Mercedes-Benz Sales, Inc."
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"Not including

your family, what do

you consider the three

most important

things you have in

your home?" That

question was put to a

national cross-section

of Americans by

R. H. Bruskin Associates,

an independent

research organization.

FIRST CAME

THE TELEVISION SET -

named by 38.8"« of the

respondents—closely

followed by The

Refrigerator (36.9r»)

and The Stove (36.3"0-

Behind them came

The Washer and/or

Drier (28. IT,) and The

Bed (12.8T).

What television

network do people know

best and like best? That

question was posed to

another national

cross -section by The

Psychological Corporation,

again as part of a

continuing independent

survey of American

attitudes.

FIRST CAME NBC-

in public familiarity, in

general preference

and in general esteem f<

doing "the best job."

In the various areas of

network service examii

by the study, NBC was:

First In News • First In

Entertainment • First h

Serving the Public Inter

First In Informational

Programming • First In

"Bringing Advertising to

Viewers That Is

Helpful in Choosing

Products and Services."



next

to the

family. .

.

These surveys

were made without

direction or suggestions

by any broadcaster.'

The results of both

speak eloquently for

themselves—the one

for television, the

other for the totality

of television service

offered by America's

first network.

NBC
TELEVISION
NETWORK

'Copies of surveys available

upon request to R. H. Bruskin

Associates, 96 Bayard St.,

New Brunswick, N. J., and to

Marketing and Social Research

Division, The Psychological

Corporation, 304 E. 45th St.,

New York 17, N. Y.



Starring in 56 HOUR FEATURES

ROY ROGERS
Starling inH HOUR FEATURES

z>

AND REALLY RATIN' RAVES:
"The group of 123 films is the best of its kind on

the market today." — WFBM-TV, Indianapolis,

April 9, 1959.

REALLY
ROPIN' IN

RATINGS!
Scranton-

Wilkes Barre

New Orleans

Milwaukee

Albuquerque

Boston

Knoxville

Fort Wayne

Houston

Miami

Indianapolis

Madison

Kansas City

Cleveland

Fresno

Nashville

18.1

27.7

15.1

20.0

19.4

38.0

17.6

19.8

16.2

16.4

15.3

17.1

15.7

19.4

20.2

"Almost always sold out."

WFBC-TV, Greenville,
S. C. April 28, 1959

mca
TV FILM SYNDICATION

wmmmmvmm

Source: ARB

Farm Public Service in

the KWTV Community
makes

OKLAHOMA CITY
Oklahoma's No. 1

Television Station * Q&tofamtf

I

Traveling to obtain on-the-

air reports during 1958,

KWTV's two farm direc-

tors visited the more than

100 towns shown on the

map . . . many, several

times. Proof of KWTVs
community coverage!

See your PETRYman

24

49th ell

Madisoi

Yes and no

I was interested in your recent "Com.

mercial commentary" columns, datec

20 June and 4 July. The first has tc

do with the subject "Do broadcasters

like women?" The second one is en

titled "More teeth for the Tv Code.'

On the whole, your first one, touch

ing on serials in the daytime, is

pretty much in line with my .views ex

cept that you were a little unfair t(

some of us in the so-called plushiei

offices of 30 Rock. You were righ

that serials came out of Chicago bu

this former executive of NBC. whos<

office was plush-less, had great sym
pathy for serials and probably ha(

as much to do with interesting P&C

and others in the value of this type o:

home entertainment. This goes bacl

to 1934, when Messrs. Rogan and Bil

Werner of P&G were the ones wh(

were the heroes willing to study, in

vestigate and spend money to se

P&G r^roducts.

And, I can assure you that then

were some other agency men in Nev

York, in addition to Frank Hum
mert, who backed the serials. But

you were right—there were som<

program executives a little cool t<

them, although you would be sur

prised to know how many were fo:

them and for developing them.

I would also like to give you m\

views on the problems of the Tv Code

The Code can always be improvet

and can be written so that most o

the people can understand it. I ha(

a hand in writing codes, particularly

the early ones in radio, and in help

ing to set up the Continuity Accept

ance Department. But the trouble is

not with the Code, it is with the peo

pie first who run networks and sta

tions and with the advertisers an<

their agencies.

Edgar Kobal

Consultant

N. Y. C.

{Please turn to page 28)
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WNBQ's Sunday night MOVIE

«

I

is attracting bigger audiences

than ever. MOVIE «5*s Jtme rating,

for example, was higher than all

competing feature films combined.
And for the entire second quarter,

MOVIE * 5 averaged a 76.4% greater

audience than the next highest

rated feature film in Chicago.

Prospects for Fall are

even more glowing, for MOVIE • 5
has already set an outstanding

schedule of first-run features.

If you want to kindle

new enthusiasm for your
product in Chicago, MOVIE »5 is

one prime place to start.

NBC Owned Sold byNBC Spot Sales

<#$?S*te*** *m

_ « '

I SOURCE: ARB- APRIL. MAT.





THE PGW COLONEL SAYS:

'The facts of Spot Broadcasting

are often its best salesmen

-

but a lot of the best people

don't know the facts.
>>

Within the last year, PGW has carried the story

of spot broadcasting to 55 advertising centers from

coast-to-coast. We presented the facts of our

medium to advertisers, to agencies and to people

on the local scene concerned with the sale of

nationally advertised products.

We believe in presenting the facts everywhere to

get business. Don't you?

P JETERS,

G RIfflN.

W OODWAMD, imc.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD

ATLANTA DALLAS FT. WORTH SAN FRANCISCO



WREX-TV
new, wide range

• ROCKFORD MARENGO

I/
,

'
I

HIGH POWER
229 KW VIDEO 115 KW AUDIO

SPANS A BILLION DOLLAR
ROCKFORD PRIMARY MARKET
COVERS ALL OF 14 COUNTIES AND
MARKET PORTIONS OF 14 OTHERS

The new, wide-range of WREX-TV, now
increased to 229,000 watts video effective
power (five times the former ratings), ex-
tends the primary limits of the Rockford
TV market to encompass $l.l-billion*poten-
tial . . . widens the "secondary" range of
influence to include a total $2.5-billion.

ROCKFORD MARKET
WREX-TV's new power spans a primary
area of four counties and market portions
of 11 others . . . $1,163,973,000 consumer
spendable income — 555,462 people — and
markets that record total retail sales of
$762,124,000 annually.

TOTAL MARKET:
Population

Households
Spendoble Income
Retail Sales

1,343,651

413,099
$2,502,773,000

$1,768,295,000

WREX-TV COVERAGE
WREX-TV spans audience interest . . .

comparative rankings of top programs,
ARB area survey, shows 23 of top 25
programs are all on WREX-TV. WREX-
TV leadership is strong throughout the
telecasting day:

Rockford Metropolitan Area—station share

of sets-in-use summary—for 4 weeks

Source ARB Feb. 9-March 8, 1959

WREX-TV Station B
Mon. — Fri.

Sign-on to Noon 60.2* 40.3
Noon to 6:00 PM 62.0 37.0
6:00 PM to Midnight 54.7 44.5

All Week — Sign-On
to Sign-Off 59.9 39.6

"Shares — station on less than the station tele-

casting the most quarter hours during par-
ticular period.

a wider market/coverage
range in the Rockford
BILLION DOLLAR market

WREX-TV
CHANNEL 1 3 ROCKFORr

J. M. Baisch Gen. Mgr.

ABC • CBS AFFILIATION

Represented By

H-R TELEVISION, INC.

49th & MADISON
I Continued frcm page 24 I

A Chock-full

You can plainly see what John E.

McMillin thinks is the best thing in

life. Has he ever been able to buy a

new home with swimming pool, a

Cadillac car or better still the release

from the hospital of a wife with her

newborn baby . . . without money?
I've made a survey of people who

have heard and seen the "Chock full

o' Nuts" commercial on the air and

'

tv, asking what they thought of it.

Everyone thinks it is cute and no one

found any smutty material in it.

Really, I'm sure if Mr. McMillin

got his head out of the gutter, he

might just find a few more nice things

in this world . . . including "Chock
full o' Nuts" coffee, which incidental-

ly is very good.

It's also a crime that Mr. McMillin

is making money writing this kind cf

dribble.

A reader of sponsor

and a lover of

"Chock full o' Nuts" coffee

—plus commercial

* -::- *

Now I know where the guts are in the

advertising business. You've got 'em

all.

Your comments on the Chock full

o' Nuts commercials were the first I've

seen in any of the trade books and

it's about time.

How about tv commercials on

women's underwear? Aren't you get-

ting a little tired of girdles which

stand up after six million washings

while their old-fashioned counter-

parts sag and bind the crotch? Seems
to me the only answer is to retaliate

by doing jock strap commercials on

the Young Doctor Malone show.

If sociologists are worried about

'

the disappearance of American man-
hood they need only buy or rent a tv

set and watch the commercials.

Keep up the good work.

A. Bruce Durkee

pres.

Durkee-Mower, Inc.

Lynn, Mass.

negro radio for
metro new york

"NATURALLY, I

LISTEN TO KFWB"
"When I travel, I want the

newest, fastest way ... so
I go by jet.

When I listen to radio, I

want the same newness, the

same pace, the same feeling

of precision that jet flying

gives me... so, naturally,

I listen to KFWB."

>£ Br*

***(&

i
'

» A "

IT"**—^?|^
The KFWB audience gives

you more men, more wom-
en, more children . . . more
everybodies . . . than any

other Los Angeles station.

Buy KFWB . . . first and fast

in Los Angeles.

6419 Hollywood Blvd., Hollywood 28 /HO 3-5151

ROBERT M. PURCELL, President and Gen. Manager

JAMES F. SIMONS, Gen. Sales Manager

Represented nationally by JOHN BLAIR & CO.

Ad 7

*
28 SPONSOR 8 AUGUST 1059



OUR

HIGHEST

SHARE

OF EVENING

AUDIENCE
I*

YET!
(well ahead of the No. 3 network)

ABC TELEVISION
Source: National Nielsen Report, I July 1959. Average Share of Audience Per Minute,

Sun. -Sat., 7:30-10:30 P.M., all commercially sponsored programs. "Since three-network competition.



As served by Foster Dauzat at Arnaud's

WWL-TV. ..new

NEW ORLEANS
FAVORITE

—41.2% of the audience,

sign-on to sign-off Sunday through Saturday*

i—8 of the top 15 programs

—6 of the top 10 syndicated shows

Get the complete story on the fast-changing New Orleans

television picture from your Katz representative.

*May, 1959, ARB

WWL-TV
NEW ORLEANS
£L
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TOP 25

FINANCIAL DATA ON LEADING ADVERTISERS SHOWS
IMPORTANCE OF TV/RADIO IN SALES AND PROFITS

How do bankers and investment men look at the

advertising budgets and plans of leading American

corporations?

There was a time, not so many years ago, when

financial experts largely ignored advertising in

their studies of balance sheets and annual cor-

porate reports.

Today, however, as William S. Renchard, exec

v. p. of New York's Chemical Corn Exchange Bank,

pointed out at the spring convention of the Ameri-

can Association of Advertising Agencies (see box

on page 34), there is a growing consciousness in

W all Street and other financial circles of the deci-

sive part which advertising plays in a company's

sales trends, competitive position and marketing

future.

And, says Renchard, "Our leading corporations

. . . have become increasingly aware of the value

of advertising as a capital asset, and of the impor-

tance of placing emphasis on this in their reports to

stockholders."

Because of this burgeoning importance of adver-

tising in all phases of corporate finance, and spe-

cially because of the dominant position which tv

and radio play in the advertising budgets of most

major corporations, sponsoh has been conducting a
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special survey on the relationship be-

tween corporate finances and air me-

dia expenditures.

For detailed financial information

on the top 25 tv/radio advertisers,

SPONSOR editors went to the well-

known investment firm of Merrill

Lynch. Pierce, Fenner & Smith. 70

Pine St.. New York.

With their help, and with financial

and advertising data from various

sources, we have put together what

we believe is one of the most fasci-

nating tables ever seen in advertising

circles.

Such a table deserves long and de-

tailed study, and the particulars about

the individual companies covered

here are probably far more impor-

tant than any generalizations to be |I

made about them.

However, even a cursory glance at

the Financial & Advertising Table of

America's Top 25 Air Media Adver- I

tisers will show the following:

1. All of the companies repre

sented here are strong solid opera-

HERE ARE AIR MEDIA'S TOP 25 ADVERTISERS—
—$ FINANCIAL DATA $—

COMPANY

FITCH STOCK
RATING

(Common Stfe. Only)

—IN MILLIONS—

CURR.
ASSETS

CURR.
LIAB.

WORKG.
CAP.

NET
SALES

CAS
EQI

P&G BBB 344 $ 108 $ 236 $1295

LEVER*

3. COLGATE B 209 74 135 534

4. GEN. FOODS BB 323 107 216 1053

AMERICAN HOME PRODUCTS BB 139 60 79 348

6. GEN. MOTORS BB 3238 1140 2100 9522 12

R. J. REYNOLDS B 662 206 455 1147

8. BRISTOL-MYERS B 35 8.5 26 114

9.
, FORD BB 1215 645 570 4130

10. AMERICAN TOBACCO B 716 142 574 1103

11. GILLETTE B 60 16 44 194

12. P. LORILLARD B 236 92 144 479

13. BROWN & WILLIAMSON*

14. CHRYSLER B 732 392 340 2165

15. LIGGETT & MEYERS B 370 37 333 556

16. STERLING DRUG BB 85 31 54 198

17. GEN. MILLS BB 118 39 79 530

18. MILES LABS*

19. KELLOGG CO. BBB 61 30 31 220

20. STANDARD BRANDS BB 135 35 100 520

21. LESTOIL, INC.

22. WARNER-LAMBERT BB 74 30 44 169

23. CONTINENTAL BAKING B 52 25 27 328

24. PHARMACEUTICALS, INC.*

25. PHILIP MORRIS CCC 257 116 142 441

SOUBCES: Financial data: Fitch Publishing Co. (Fitch Stock Record, July '59), Stock

financial records; Advertising data: TvB, RAB, Bureau of Advertising. N. lr. Borabaugh,

revised by TvB.

Records from Merrill. Lynch. Pierce, Fenner & Smith, Inc. "Standard and Poor's"
LNA-BAR. Advertising figures taken from a list compiled by "Advertising Age" and



lions ("good, sturd) businesses," as

bne Wall Street man told sponsor).

2. Their total advertising expendi-

tures are major operating items.

.'). Their expenditures in tv/radio

present in most cases, the largest

part of their advertising budgets,

(80$ in the case of P&C I

.

1. Their sales pictures look ex-

traordinaril) health).

In examining this chart in detail,

it will be helpful to keep certain

[joints in mind:

The companies themselves,

America's Top 25 air media adver-

tisers, are not, by any means, the

country's largest corporations. For-

tune Magazine, in listing the top 25

corporations b\ sales volume, showed

only General Motors, Ford and Chrys-

ler of the air media leaders. Such

comparatively small advertisers as the

steel companies, oil companies and

electrical equipment companies have

greater gross sales.

What is characteristic of the big

tv radio spenders, however, is the

nmnm
A TABLE OF THEIR FINANCES AND AD BUDGETS

—% EARNINGS & DIVIDENDS $—
(per share)

— ADVERTISING
—IN MILLIONS—

)

BAL. SHEET
DATE

EARNS.

PER SHARE
TOTAL

PAID 1958

PAID TO
DATE 1959 TOTAL AD $

TOTAL AIR

MEDIA $

TOTAL
TV $

SPOT
RADIO** $

3 Jun '58 $ 3.55 $ 2.00 $ 1.10 98.6 84.5 84.5

52.8 40.5 38.5 2.0

9 Dec '58 2.74 1.167a 0.55 46.9 36.6 33.9 0.75

4 Mar '59 4.42 2.20 1.25 52.7 31.8 31.8

9 Dec '58 5.53 3.50 2.40 39.6 28.7 27.8 0.9

K) Dec '58 2.21 2.00 1.00 97.9 27.8 22.4 5.4

>8 Dec '58 3.80 1.85 1.00 33.2 23.1 18.4 4.7

1 Dec '58 4.38 2.15 1.05 26.4 20.6 18.9 1.7

',() 1959 12.70 5.00 2.50 58.9 19.3 14.3 5.0

>5 Dec '58 8.55 5.00 3.00 36.6 18.9 14.3 4.6

Dec "58 2.97 2.25 1.50 21.2 18.1 18.1

>1 Dec "58 4.01 2.00 1.00 24.9 17.7 16.5 1.2

21.4 17.7 17.7

',() Dee '58 3.88 1.50 0.50 43.3 17.3 15.0 2.3

'I Dec '58 7.60 5.00 3.25 20.3 15.4 12.7 2.7

>1 Dec *58 2.42 1.50 0.70 20.0 15.2 13.6 1.6

>o May '58 2.76 3.00 2.25 28.9 14.4 13.8 0.65

15.5 13.8 12.7 1.1

1 Dec '58 2.04 1.00 0.50 17.6 12.8 12.8

10 Dec '58 4.25 2.35 1.30 19.1 12.4 10.5 1.9

12.4 12.4 12.4

6 Dec '58 2.82 1 .50 0.68"'

,

16.7 11.9 11.7

17 Dec '58 4.37 2.10 1.10 14.6 11.6 10.0 1.6

11.2 10.4 1 0.

1

51 Dec "58 4.90 3.00 2.25 19.1 9.0 9.0

"These companies nrc privately held and there is no financial data available on
it" network figures hte not available.

SPONSOR NOTE: Every reasonable effort is made to

received, but the publishers of our source material

completeness, nor can ire.

carefully report herein information

do not guarantee its accuracy or



fact that they are all concerned with

selling consumer products, and this

should be kept in mind in looking at

their ratios of sales to advertising.

The top advertisers in the

country are in general the top air

media advertisers. Only Distillers

Some idea of their importance to

the industry can be gained from the

fact that these 25 companies account

for approximately 47% of all na-

tional tv expenditures.

Financial data is not available on

five of the corporations in the top 25

RENCHARD SAYS ADVERTISING

EFFORT IS A CAPITAL ASSET

William S. Renchard is executive

v.p. of Chemical Corn Exchange

Bank of New York, where one of his

duties is to serve as chairman of

the bank's advertising committee.

Mr. Renchard has been affiliated

with Chemical Corn Exchange Bank

since 1930. The following quotes

are from the speech he gave at the

4A's 1959 Annual Meeting, April 24,

at White Sulphur Springs, W. Va.

".
. . A company is only as strong as its ability to

achieve market acceptance of its products. . . . There

were approximately 15,000 business failures in the

United States during 1958. According to Dun & Brad-

street . . . 52.2% were due to 'inadequate sales,' and

another 21.1% were due to 'competitive weakness.' . . .

Both . . . fall under . . . 'incompetent and/or inexperi-

enced management,' and so in appraising management,

ive are indirectly covering . . . the effectiveness of the

company's advertising and promotional programs. . . .

A survey of the Investment Bankers Association asked:

'Does corporate advertising favorably affect the sale

or stability of a company's securities?' Nine out of 10

(bankers) replied 'Yes.'
'

m

Corp.-Seagram, General Electric, Na-

tional Dairv and AT&T which rank

among the top 25 total advertisers are

unranked among the top 25 air media

clients.

The air media list is, therefore, a

blue-chip roster of American adver-

tisers with these four exceptions.

—Lever, Brown & Williamson, Miles,

Lestoil and Pharmaceuticals. These

companies are privately held. Adver-

tising expenditure information on

them is, however, included.

Fitch stock ratings (first col-

umn) are ratings supplied by Fitch

Stock Records, published monthly by

Fitch Publishing Co. Says Merrill

Lynch, Pierce, Fenner & Smith, "Fitch

ratings have long been recognized as

dependable measurements of invest-

ment values."

For this chart sponsor has includ-

ed only ratings on the companies'

common stock. Ratings of AAA, AA,
and A are usually given only to pre-

ferred stock. All stocks with ratings

of B (BBB, BB & B) are in what
Fitch calls the "Investment Merit"

Group. BBB indicates best of group,

BB, good, and B, fair. Stocks with

C ratings are in Fitch's "Lesser

Grade" group, composed of "stocks

paying or capable of paying divi-

dends, but future not clearly discerni-

ble." CCC indicates "Best of Group."
None of the air media leaders is

listed in the D "Lowest grade" group.

Reading a financial statement.

SPONSOR does not presume to be an

authority on financial statements, nor

do we wish to comment on the de-

tails included in the chart. However,

our readers may be interested in this

quote from a Merrill Lynch bulletin

on "How to read a financial report."

"The first rough test for an indus-

trial company is to compare the work-

ing capital figure with the current lia-

bility total. Most analysts say that

safety requires that net working capi-

tal at least equal current liabilities;

or, to put it another way, that cur-

rent assets should be at least twice as

large as current liabilities."

On this basis you will note that all

of the top 25 air media advertisers

are financially solid.

Marketing and the financial

man. William S. Renchard of

Chemical Corn Exchange Bank, noted

in his White Sulphur speech to the

4A's that more and more companies

are mentioning advertising in their

annual reports. He quoted several

1958 reports including those of the

Aluminum Company of America,

AT&T and Philip Morris. This lat-

ter leading air media advertiser told

its stockholders, "Cigarette advertis-

ing has resulted in one of the most

economical forms of distribution for

any product in this country. . . . The

creation of demand by advertising,

coupled with the efficiency of our dis-

tributors, combine to produce broad

economical distribution and to main-

tain a low cost of cigarettes to the

consumer."
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The other side of the coin is that

financial men are becoming more and

more aware of advertising and mar-

keting in appraising corporate in-

vestments.

We believe the following quotes

from Merrill Lynch stock appraisal

reports on top air media advertisers

will interest everyone concerned with

tv/radio billings:

Procter & Gamble. Merrill

Lynch characterizes P&G as "Invest-

ment quality. Industry leader. Long

record of strong finances and satis-

factory earnings and dividends. Un-

remitting research for improved prod-

ucts, studied diversification and en-

trenched consumer following impart

serious work stoppages for well over

half a century."

R. J. Reynolds: "Long record of

sound finances, satisfactory earnings

and dividends. This excellent qual-

it\ stock is suitable for dependable

income objective with prospect for

steady progress over the years. . . .

Winston continues as the largest sell-

ing filter tip brand, and Salem is now
the largest selling brand in the men-

thol field. . . . When last disclosed,

cigarette advertising costs were run-

ning less than Y±# a pack. (Reynolds)

products promoted through television,

radio, magazines and newspapers.

General Foods: "Investment

quality stock; well managed com-

tional expenditures in 1958 were sub-

stantially higher than 1957 due to the

introduction in mid-1958 of an im-

proved filter on the Hit Parade cigar-

ettes and the Dual Filter Tareyton.

. . . When last disclosed, advertising

expenses were about V(s^ a pack and

getting better than average results.

Brands promoted extensively through

television, radio, magazines, newspa-

pers and billboards.

Colgate-Palmolive (quote from

Fitch stock report) "As a well known

company, is one of the worlds major

organizations in the manufacture and

sale of soaps, cleansing agents, denti-

frices, shaving soaps and creams and

other toilet preparations. Sales, as

THE BOARD ROOM at Merrill Lynch, Pierce, Fenner & Smith, Inc., New York investment firm, which aided SPONSOR in gathering material

prospects of steady growth with de-

pression resistance."

As to P&G's outlook: "P&G is

adept at merchandising its increas-

ingly diversified line of consumer

items. With the population growing,

a continuing increase in disposable

income in the millions of lower

bracket families, and a good foreign

potential, management views the

longer range future with reasoned

enthusiasm."

Of P&G Management: "Developed

internally. Several deep in key posi-

tions. Aim to get men in key posi-

tions while they still have 20-25 years

potential active service. Employee
relations outstanding. Initiation of

profit-sharing in 1887 and year-round

employment in 1923 has precluded

pany ; long record of satisfactory

earnings and dividends. . . . Despite

lower selling prices on certain items,

especially coffee, dollar sales for the

nine months ending December 31,

1958 were 4.4% higher than a year

ago . . . present indications point to

another good year and fiscal 1959

earnings are expected to exceed the

record 1958 per share results of

$3.98. Advertising and promotional

expenditures in the current fiscal year

may even exceed the $87 million

spent in fiscal 1958."

American Tobacco: "A good

quality issue with a long record of

relatively consistent earnings and

dividends. In the March 1959 quar-

ter, earnings were $1.85 a share, up

from $1.79 a year ago . . . promo-

indicated in the compam s last re-

port, were split almost equally be-

tween the United States and abroad.

. . . Of considerable recent signifi-

cance is the fact that management has

revealed the company intends to enter

the proprietary and ethical drug busi-

ness at the earliest possible moment.

... In this connection the firm in-

tends to first develop several proprie-

tary products—items which could be

sold without a doctor's prescription

—and is also looking to acquire a

small ethical drug house. . . . When
this transpires, the fact that com-

pany's marketing organization has

entry into broad fields of distribu-

tion should -land the firm in good

stead for a vigorous and efficient in-

troduction into the drug field."' ^
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PART TWO OF A SIX-PART SERIES

SPONSOR'S
BLUE
RIBBON
RADIO

JET-SPEED RADIO FOR
NATIONAL AIRLINES

^ Aviation pioneer National Airlines makes radio a !

major medium to take advantage of jet-age flexibility

^ Here's how this advertiser follows its "on-line"

cities with year-round, tailor-made radio campaigns

low do you market 400-miles-per

hour above the clouds? How do you

advertise a seven-day escape package

from job and reality? National Air-

lines has found an answer: Radio.

This company's marketing problem

is threefold: (1) to sell against stiff

competition, (2) to sell the public

on the desire to travel, (3) to sell

them on traveling by air. Spot radio

has given National Airlines these ad-

vantages:

• Frequency and repetition in se-

lected markets at a low cost-per-1,000.

• Ability to concentrate on special

markets during particular periods.

• Flexibility for last - minute re-

minders, including last-minute
changes.

In a way, the romance between Na-

PLANNERS ion upcoming air travel radio campaign: (I to r seated) George Bremser, M&P
group head; Walter Sternberg, senior v. p. and market development head for National

(looking on) Al Gilmore, account exec and David Porter, National Airlines ad manage

tional Airlines and radio is a natural.

They are contemporaries in an air

age—one representative of commu-
nication, the other of transportation.

A quarter of a century ago, G. T.

"Ted" Baker, a barnstorming pilot,

landed a 150-mile mail route from

the U. S. Post Office. With this con-

tract, $2,000 capital, four associates,

and two Ryan single-engine planes,

he started what was destined to be-

come one of the nation's leading

airlines. Today, National employs

more than 4,400 persons, serves 38

cities in 15 states along with an air

route to Havana; serves more Flori-

da cities than any other airline.

Baker, now 58 years old, is now presi-

dent and chairman of the board.

Under Baker's guidance, National

has become a pioneer in air travel im-

provements: first line to launch pure

jet service in the U. S., first to offer

low-cost air coach flights on the East

Coast, first scheduled non-stop flights

from Miami to New York and from

New York to Havana, first radar-

equipped four-engine line serving

Florida, first to offer complete vaca-

tion package tours to Florida and the

Caribbean.

With such an impressive string of

"firsts," it is obvious that National

has had something to sell. The rea-

sons behind selecting radio as a ma-

jor sales tool (National also uses tv

and print) make for an interesting

lesson in marketing; logic.
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Here's how National thinking led

jto its radio campaign.

• By watching radio set produc-

tion and sales climb over recent years,

became convinced here was a medium

saining in stature and vitality.

• Studied the states in which its

airline operated, found there were

some 17 million households with

some 50 million radios.

• Took a leaf from the books of

the food and grocery advertisers who

had found in studying the buying

habits of women that the best time to

reach them was just before a trip to

the supermarkets. National translated

this discovery to its own business

—

not in selling soap to housewives
—

'

but in selling air travel to business-

men and vacationers. National found

that the "forgetfulness rate" is high-

er than many advertisers realize and

that "last - minute exposure" is a

strong factor in buying influence,

that radio is an "ideal tool for last-

minute exposure."

• Checked radio and tv. liked ra-

dio's daytime exposure, decided it

fitted best into the company's ad

strategy.

After completing this "approach

check-out," National Airlines con-

ducted a test radio campaign—a short

but intensive spot flight in the New
York City area to try to ascertain

just how quickly people would react

to its radio commercials. What the

airline offered was a neat travel pack-

age called "A Weekend at Miami

Beach." The flood of calls at National

offices in that area furnished all the

proof necessary.

This year, National Airlines is

regularly using 38 radio stations in

25 markets along its air route. Its

buys are on a 52-week basis. Break-

down of this schedule's announce-

ments is as follows: 44% of the an-

nouncements are 60 seconds. 41% are

30 seconds, 14% are 20 seconds and
1' i are 10 seconds.

In planning and carrying out its

radio advertising program, there is

the closest cooperation between the

iPlllllllllllllllllllllllllllllllllllllllilllllllllllllllll

RAB'S KEVIN SWEENEY SAYS . . .

"An empty seat on a National

flight—or any other airline's

—is a sale that's gone forever.

As demonstrated in National's

story, radio provides the ad-

vertising flexibility and econ-

omy airlines must have. It's

the only medium offering op-

portunity to quickly and easily

switch emphasis, alter a sched-

ule, bolster sales on a specific airline route. Radio's

broad reach guarantees economical pinpointing of pros-

pects: veteran customers as well as those who have yet to

make their first flight. Obviously, as jets become more

numerous, airlines will have to attract a steady floiv of

new customers to fill all those giant planes. And here

radio will prove invaluable."

Ill iimillli

j|l!!
1

! llillll

AGENCY TEAM at Marschalk & Pratt in Miami, plans for National. (L to r seated): Mike

Spano, chief continuity writer; Gene Caron, radio/tv dir.; (standing) Andrew Purcell, M&P
media dir.; and Al Gilmore, account exec. National's radio flights follow their flight routes
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airline and its ad agency. National

Airlines is headquartered in Miami.

Its agencv is Marschalk & Pratt, a

division of McCann-Erickson Inc.,

also in Miami.

At the airline headquarters, adver-

tising strategy is in the hands of Wal-

ter Sternberg, senior vice president in

charge of market development, and

David Porter, advertising manager.

At Marschalk & Pratt, the account

is serviced by: George Bremser,

account supervisor; Al Gilmore, ac-

count executive; Gene Caron, direc-

tor of radio and tv; Andrew Purcell,

media director; Mike Spano, chief

continuity writer.

These tacticians have found the

flexibility of radio is especially well

keyed to the tempo of this fast mov-

ing, dynamic airline operation. Copy

may have to be changed quickly, a

market may be slated for heavy radio

saturation almost overnight to meet

some new service, or for expedience

in travel may even give the airline an

opportunity to use radio in the form

of public service.

One such memorable instance oc-

curred some time ago at Norfolk, Va.,

at the time that Capital Airlines was

forced to suspend service because of

a strike. Since Norfolk is served only

by National and Capital, a serious

travel problem plagued that city. Na-

tional quickly called its radio station

in Norfolk and instructed them to re-

vise its radio announcements—to in-

form the community that, in light of

the emergency, National was putting

on additional flights out of Norfolk

and suggesting that stranded travelers

call for reservations.

The good deed worked almost too

well; National's reservations facilities

almost instantly became jammed. So

once again, the radio station was

called with instructions to revise copy

again to the effect that reservations

were not necessary
—

"Just come out

to the airport, plenty of seats for all."

After that, air travel went smoothly

in Norfolk.

It is the manner in which National

and Marschalk & Pratt prepare radio

commercials which enables them to

move quickly, to introduce new serv-

ices fas they introduced pure jet

service), to promote a new vacation

package with top speed. Commercials

I Please turn.to page 53)
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HOW WILSON PACKS
3 PUNCHES PER DAY
^ Wilson & Co., meat packer, finds five-minute tv pro-

grams deliver dealer, consumer impact, identificatioi

^ Kenyon & Eckhardt research on three-a-day, 20-mar

ket schedule shows 89% dealer participations, low cpm

1 his week, Kenyon & Eckhardt

wound up a study for its client

Wilson & Co., meat packers, which

seems to throw valuable light on the

impact of five-minute daytime tv pro-

grams.

K&E's confidential report, released

exclusively to sponsor, shows that

this sort of rapid-fire, high-frequency

program can offer:

• High consumer awareness

• Lower cost-per-1,000 than most

other types of programing

• Higher sponsor identificatior

than many top-rated nighttime show:

• Good commercial recall

• Excellent response from dealer:

• in terms of participations, point o

sale, reciprocal plugs.

Wilson went into the five-minut<

schedule because it felt that sue!

programs would provide a series o

strategic "commas" in the house

wife's shopping and meal-preparinj

day. Another reason: exposure an(

brand continuity for their product |i

WHAT 5-MIN. SHOW GIVES WILSON

DEALER RESPONSE. Frequency (three-per-day)
,
product flexi-

bility is strong lure for 15-second dealer tie-ins. In first 20 weeks, 89%
of shows contained dealer participations, five of 20 markets hit 100%

CONSUMER AWARENESS. In U-market ARB survey, Wilson

awareness was 43% greater among viewers than non-viewers; product

awareness, 20% ; purchase, 38%. Recall of commercials was high (51%)

COST-PER-1,000. Cpm for Wilsons five-minute show ($1.51) is

lower than (1) nighttime half-hour syndicated show, $1.75-2.00; (2)

daytime network program, $1.50; (3) local daytime program, $2-2.50

SPONSOR IDENTIFICATION. Among those known to have seen

show s.i. is 24%; among those who recall viewing, 47%. Figure is

higher than Trendex S.I. for Gunsmoke (28%), Wagon Train (36%)

illlll!l!!lllllllllllllllllllllllllllll!IIIIIIIIIIIIIRIIII Illlll!llllllllllllllllllllllllllllllllllllllllllllllllllllllll!l Illlllllllllllllllllllllll ill IllUlllllllllllllllllllllllillllllllllllllllllllilllllllllllllllllllllinillil
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VARIETY OF BRANDS can be rotated easily in five-minute format. Wilson gets two commercials three times a day with Mark Stevens shov

To do this meant high-frequency

scheduling (three exposures per day).

The agency felt 390 programs would

i be needed (each to be re-run once)

to fill the 780 times Wilson would

be on the air in each market during

lithe year. Mark Stevens was con-

tracted to turn out the programs, a

{series called Take Five. Filmed in

England, it features Stevens in chatty

discussions aimed at the housewife.

Important feature: a 15-second seg-

ment geared for dealer tie-in ads.

Wilson put the show on the air in

20 markets: Atlanta, Birmingham,

Boston, Cedar Rapids, Chattanooga,

Dallas. Jacksonville, Kansas City, Los

Angeles, Lubbock, Memphis, Minne-

apolis, Omaha, Oklahoma City, Provi-

dence, Pittsburgh, Scranton, Shreve-

port, Syracuse, Tulsa.

The total buy represented about

half of the company volume on ad-

vertising product and its first exped-

ience with dealer tie-ins.

Here is what K&E found out about

the show's effectiveness, extracted

tfrom the confidential report made to

Wilson & Co. this week by the agency:

Dealer usage. "Almost all ad-

vertisers," says the report, "attempt

to merchandise their consumer adver-

tising schedules to their dealers. The

effectiveness of this merchandising

is, as a general rule, extremely diffi-

cult to measure."

But the 15-second dealer partici-

pation which the show offers allows

for actual dealer involvement, which

K&E sees as a means of merchan-

dising that can be measured.

The show's frequency and product

range give the dealer a choice of

times and items to tie in with. But

even with this leeway, what sort of

response can be counted on? K&E
found that in the first 20 weeks of

the program, 5,729 out of the total

6,452 programs (or 89%) contained

a dealer participation.

More significantly, participations

included both large and small ac-

counts. During the 20-week period,

a total of 964 different accounts par-

ticipated. "This figure," says the re-

port, "could be perhaps increased

tenfold if these accounts were ex-

pressed as outlets." Usage hit 100%
of total programs in five markets

(Birmingham, Boston, Dallas. Okla-

homa City, Pittsburgh), was not far

behind in most other markets.

In addition to its sales force,

Wilson used a tv coordinator in each

market to handle the tv schedules.

The immediate success of the dealer

participation drive in most markets

is considered the more remarkable in

view of Wilson's lack of prior ex-

perience with this concept.

Dealer response. Granted, en-

thusiasm and interest were demon-

strated by the landslide of dealer par-

ticipations. What about the selling

and reciprocal advertising effect on

old and new accounts?

At the end of the tenth week, tv

coordinators answered company ques-

tionnaires covering this verj area.

Salient facts from the coordinators'

reports:

• Program had already helped

open 98 new accounts

• Program had already helped to

re-open 97 inactive accounts

• In return for dealer mentions in

the first 10 weeks, newspaper tie-ins

were obtained in 18 markets, special

I Please turn to page 5] I
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Tv copy: Is long better than short?

^ Agency copywriters say account men and clients

often wrong in favoring minutes over 20's and I.D.'s

^ Tradition, prejudice seen dictating use of long

copy. Writers want commercial length based on need

I he consistent client clamor for

minutes in television is fostering new
headaches and new gripes as fall buy-

ing moves into high gear. Reps and

stations lament that the demand for

60's still outpaces the supply as they

hammer hard the benefits agencies

can reap for their clients with I.D.'s

and chainbreaks. And in this lament

they have aligned themselves—oddly

enough, at first glance—with the

agencies' own tv copywriters.

For the writers indicate, after be-

ing queried by SPONSOR this past

week, they are almost unanimous in

debunking the notion that long copy

per se is preferable to short or short-

er copy. Copywriters contend two

groups—account people and clients

—

are "traditional, short-sighted and

false-economy-minded" in figuring

they are bound to get more for their

money in using long commercials.

The writers, in each instance, agree

that short copy often can do a better

job faster than a full minute commer-

cial; that the best national campaigns

use all commercial lengths—10's, 20's

and 60s; that there is absolutely no

set formula which can apply to any

copy problem because every one is

different.

They think the coming trend is for

clients—and the account people, who
represent the client's view—to gain a

more vivid realization that the con-

tent rather than the length of time

makes for impact and sales in a tv

commercial. And that the product or

service need should determine the

copy platform and then the media

pattern. Too often, copywriters con-

tend, the media stipulations are set

before the creative group begins to

work on the problem of "What are we

THERE'S NO FIXED RULE establishing need for 60's vs. 20's, says Davidyne Saxon, copywriter at Doherty, Clifford, Steers & Shenfield, NYC
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elling, to whom, and how can we

.est do it?"

Why are clients '"economy-size

winded"? as Davidyne Saxon of

)ohertv. Clifford, Steers & Shenfield

mts it. "Because they're conditioned

pa\ ing almost the same amount of

noney for a chainbreak as they do

or a minute, and they reason that

iutomatically an announcement three

imes as long for roughly the same

mount of money is therefore three

imes as good a buy."

However, this doesn't happen to be

he case. One top tv rep, background-

ng the clamor for full minutes, says

his:

''The trend in recent months has

>een for stations to widen the cost

jrap between breaks and minutes be-

ause of clients' gripes. Minutes are

lot usually available between high-

ated network shows, but breaks and

n.D.'s are. On the basis of ratings

ind audience delivered, the cost is

Equitable even though it has been

ibout the same for a 20 as for a 60.

iut the cost of re-shuffling now
.anges from a five to 25% differential

[
n lowered costs for a chainbreak.

jA-ith the average 10 to 15%." The
juickie 10-second spot or I.D. is

posted at about 50% of the minute

Charge.

But this representative points out

hat there is a great differential in

gating levels, adding that it's common
for a daytime break to pull a 12 rat-

iing. whereas the best minute average

tvould be 6. Therefore, the chain-

break at double the audience is a

zood buy because it's far from dou-

ble the cost.

One copywriter, commenting on the

lient's propensity to long copy,

noted: "The client is indeed the cul-

Iprit in this circle of commercial con-

fusion! He is delighted to watch a

*olid 15 minutes of his commercial,

and he's so wedded to his own prod-

uct that he flips when the commercial
| is gone in 20 seconds! He just doesn't

realize that the viewer doesn't quite

have his bias for long and continu-

ous exposure, and that—in fact—the

|60 seconds may be sheer boredom!"
Joan Sack, writer at McCann-Erick-

son, pinpoints her colleagues' ap-

( Please turn to page 75)

THERE ARE GUIDEPOSTS, HOWEVER, to matching copy need with commer-

cial length. Joan Sack, copywriter at McCann-Erickson, notes some differences

HOW TO USE LONG AND SHORT

LONG TV COMMERCIALS . . .

1. Specially suited to demonstrations, mood, image building

2. Essential for costly, complex items (cars, washers, etc.)

3. Used by "serious'" products—insurance, drugs, etc.

4. Rely on art work, production elements to extend theme

5. Necessary for new product intro, important sales points

SHORT TV COMMERCIALS . . .

1. Work faster and harder on easy -to -sell graphic story

2. Especially good for sloganized copy themes and teasers

3. Used for sense of immediacy—sales events, movies, etc.

4. Complement longer copy as auxiliary and service effort

5. Need stable copy theme and simple consumer advantage

SPONSOR 8 august 1959 41



Indies rate high in top markets

^ Adam Young radio study shows the leading station

in 39 out of the first 60 markets is an independent

^ Representative firm bases conclusions on daytime

Pulse figures for average ratings, share of audience

#% special report by Adam Young,

Inc.. titled "Spot Radio 1959—A 60

Market Appraisal" has turned up in-

teresting and significant data on the

power and importance of modern in-

dependent radio stations.

According to Young data, inde-

pendent stations are in first place in

39 of the top 60 markets. CBS sta-

tions have eight firsts. NBC six, and

ABC five. In one market NBC and

15-, third 15-, and fourth 15-market

groups. In all groups the average im-

pact per market charts showed both

the leading and second independents

running ahead of the CBS and NBC
affiliates.

In addition to unweighted daytime

averages, the Young study also in-

cludes data on rating averages weight-

ed by metro area households in the

group. The figures in all cases show
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Chart from Adam Young, Inc. Survey—Spot Radio 1959

CBS are tied for top spot, and in one

market the CBS entry is in a dead-

lock with two indies.

For the study, Young used the most

recent available Pulse data to get av-

erage audience ratings Mon.-Fri. be-

tween 6 a.m. and 6 p.m. The ratings

shown in the column at the right are

for these periods.

After determining ratings and

shares for stations in each market,

the representative firm also reported

composite scores for the first 15 mar-

kets fas shown here I ; also the second

an advantage for the independents.

For its choice of the country's top

60 markets, Young used figures from
"1959 Survey of Buying Power" pub-

lished by Sales Management maga-

zine. Markets are listed according to

total retail sales in the metro county

areas as defined by the Bureau of the

Budget. Additional detailed informa-

tion on the "advertiser areas" in each

of these markets is included in the

Young study. The top 60 markets

shown here account for more than

507< of total U. S. retail sales. ^

STATION LEADERS
IN THE FIRST 60

According to the Adam
Young, Inc. study, the lead-

ing radio stations in each of

the first 60 U. S. markets

line up in this way. The rat-

ings shown are average audi-

ence Pulse ratings for day-

time (6 a.m. to 6 p.m.) Mon-

day through Friday. Sta-

tions are indicated as inde-

pendent, ABC, NBC, or CBS.

Mutual stations listed as in-

dependent.

Market
Affili-

ation Rating

1. NEW YORK Ind. 4.1

2. LOS ANGELES Ind. 4.6

3. CHICAGO Ind. 6.7

4. PHILADELPHIA ABC 4.4

5. DETROIT CBS 4.0

6. BOSTON Ind. 4.3

7. SAN FRANCISCO Ind. 4.1

8. PITTSBURGH ABC 5.3

9. WASHINGTON Ind.

Ind.

5.4
4.7

10. ST. LOUIS CBS
Ind.

Ind.

4.6
4.8
4.8

11. CLEVELAND Ind. 6.0

12. MINNEAPOLIS CBS 8.6

13. BALTIMORE Ind. 4.7

14. BUFFALO CBS 6.7

15. MILWAUKEE NBC 4.7

16. HOUSTON Ind. 5.5

17. MIAMI Ind. 6.2

18. DALLAS Ind. 9.4

19. KANSAS CITY Ind. 8.3

20. SEATTLE Ind. 4.7

21. CINCINNATI CBS 5.6

22. ATLANTA NBC 5.4

23. DENVER CBS 4.0

24. SAN DIEGO Ind. 5.2

{Please turn to page 76)
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SPONSOR INDEX Issued every 6 months

JANUARY THROUGH JUNE 1959 1ST HALF VOLUME 13

Here is sponsor's new six-month index, covering the

first half of 1959. In it you will find all of the articles, case

histories and other topical material you have found useful.

This material has been grouped under familiar categories,

listed under appropriate subheads. You'll find a few new

heads, i.e., Costs, Programing, and, in one or two instances,

a regrouping. Personalities, for example, has been given a
separate heading under each category in which it belongs
so that \ou can more easily locate any personality that we
have covered in our columns during this half-yearly period.
The index continues to pages 44, 46, 48, 50, 51. Clip these
pages and keep them on hand for quick, easy reference.

ADVERTISERS

General

Spot radio advertisers, third quarter 1958 _ 3 Jan. p. 32

Build thee more stately mansions (McMillin) 17 Jan. p. 10

Were we just too tough on the oil boys? (McMillin) 17 Jan. p. 34

Winston sells good (McMillin) 31 Jan. p. 13

Beer: big business in ferment: Part I... 31 Jan. p. 27

Beer: its advertising is fermenting, too: Part II 7 Feb. p. 31

Mr. Hattwick breaks the reply barrier (McMillin) 14 Feb. p. 12

25 brands buying tv film for first time 14 Feb. p. 29

Ad row ostriches and eggheads (Alfred H. Edelson) 14 Feb. p. 40

Advertisers "take five" in spot radio 28 Feb. p. 42

Why Detroit's ad budgets are traffic-snarled: Part I 7 Mar. p. 33

New image taking shape in Detroit: Part II 14 Mar. p. 33

Who picks up tv/radio tab in the major league

markets? 21 Mar. p. 36

Kraft and the radio tradition (McMillin).... _ 28 Mar. p. 12

34 sponsors of '58-'59 specials 28 Mar. p. 29

Goetz Brewing exec attacks double rates 28 Mar. p. 35

Sponsor Asks,: How are advertisers appraising sum-

mer air media? — 28 Mar. p. 46

At last—data on net radio's top 20 23 May p. 44

Sponsor Asks: Is sponsor identification important? 23 May p. 50

What Texaco looks for in radio station buys 30 May p. 35

Personalities

Newsmaker of week: Henry M. Schachte, exec, v.p.,

Lever Bros. & Co. 7 Feb. p. 6

Newsmaker of week: F. Kenneth Beirn, v.p. (of

adv.) Revlon, Inc. 28 Feb. p. 4

Newsmaker of week: Edward D. Rollert, gen. mgr.

Buick Div., GM 25 Apr. p. 6

Newsmaker of week: William H. Burkhart, bd.

(limn., Lever Bros. ._ ... .— 30 May p. 6

ADVERTISING AGENCIES

General

Will media and marketing blend? 17 Jan. p. 29

K&E's Bud Sherak sees three research headaches ... 24 Jan. p. 38

Agency buys radio by osmosis (D. P. Brother) 31 Jan. p. 32
W hat Y&R's new media changes are all about 7 Feb. p. 29

How to rate radio stations (Jaffee-Naughton-Rich) 7 Feb. p. 40

Spot radio brews tea to taste and climate (Lennen

& Newell) _. _ 7 Feb. p. 42

Ad row ostriches and eggheads (Alfred H. Edelson) 14 Feb. p. 40

House that Leo built: Part I _ 28 Feb. p. 31

Six admen form single rate committee 28 Feb. p. 40

How Burnett is organized: Part II ....

Sponsor Asks: How can agencies reduce program
costs?

Spot's paperwork jungle: Part I

What an account man should know about air media
The Thinker (P.R. Variety), a sponsor spoofer ...

Spot's paperwork jungle: Part II

How to cut tv tape costs (BBDO)
Admen, harness that beat (Csida)

How FSR builds "total dynamics" into air media
buys __

How media men build prestige in top agencies
If you're producing a musical commercial (C-E) ....

Best radio pitch I ever heard (Robt. N. Sullivan)
Three big reasons for tv spot: PGW's "Mr. Think-

bigly"

Why Jerry Arthur loves radio I Donahue & Coe) ...

Sometimes you have to say "no" to a client

What admen talk about . . . privately

Two big "Bills" honored by SRA
Sponsor Asks: What type of local programing do

agencies often overlook in their buying?
What do media people gripe about?
Blair pre-empt plan stirs spot

Should an agency have tv art directors (Steve
Baker, C&W)

What agencies do to lengthen commercial exposure
time

How McCann makes media decisions

Radio/tv copy boom in southeast ad agencies

Timebuying

Who's who in timebuying at GM and Chrysler ...... 7 Mar.
Who's who in timebuying at Ford and Independents 14 Mar.
The timebuyer gets a break in the Northwest _ 2 May

7 Mar. P- 39

14 Mar. P- 56

4 Apr. P- 31

4 Apr. P- 34

4 Apr. P- 42

11 Apr. P- 40

11 Apr. P- 42

18 Apr. P- 10

18 Apr. P- 31

25 Apr. P- 31

25 Apr. P- 38

2 May P- 38

2 May P- 42

9 May P- 30

9 May P- 34
9 May P- 37

16 May P- 36

16 Mav P- 54

23 May P- 38

6 June P- 29

6 June P- 34

6 June P- 41

27 June P- 36

27 June P- 43

35

50

41
Loot song of a timebuyer: a sponsor spoofer 27 June p. 40

Personalities

\ewsmaker of week: Nat Wolff, v.p. radio/tv, Y&R ]7 Jan. p. 4

Newsmaker of week: Robert E. Lusk, pres., Benton

& Bowles 21 Feb. p. 6

Sewsmaker oi week: Charles H. Brower, pres.,

BBDO 7 Mar. p. 6
Vewsmaker of week: David Levy, v.p. & assoc. dir.

r tv, Y&R 1 I Mar. p. 6

Vewsmaker of week: Norman H. Strouse, pre-..

J. W. Thompson 1 1 Vpr. p. b

Newsmaker of week: Gerald T. Arthur, v.p. of

media. Donahue & Coe 18 Vpr. p. 6
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Newsmakers of week: A. E. Tatham, chmn. bd.,

Tatham-Laird; Kenneth Laird, pres., Tathara-

Laird 9 May
Newsmaker of week: Clifford J. Barborka, Jr.,

Creative, marketing serv. head, John Blair & Co. 23 May
Newsmaker of week: Anthony V. B. Geoghegan,

exec, v.p., Y&R 13 June

Neivsmaker of week: Harry B. Cohen, St., chmn.

bd., Cohen, Dowd, & Aleshire, Inc 20 June

p.

BROADCASTING INDUSTRY

General

Flesh, blood, and a corporate image (McMillin) 3 Jan. p. 6

2,000 local reporters (KMYR) ._ 3 Jan. p. 30

Life chimes in _ 3 Jan. p. 33

Sponsor Asks: How do you overcome top 50 market

psychology? _.. 3 Jan. p. 54

Throw that guy out (Csida) - 10 Jan. p. 10

How stations rate "rep" services — 10 Jan. p. 40

Will media and marketing blend? 17 Jan. p. 29

Sponsor Asks: How do you sell against news-

papers? 17 Jan. p. 44

Fidel Castro—and friend (Csida) 24 Jan. p. 21

More tv weathercasts using radar _ 24 Jan. p. 42

Beer: big business in ferment: Part I 31 Jan. p. 27

Mail poops poor Santa _ _ 31 Jan. p. 41

Sponsor Asks,: How will the end of the "must buy"

rule affect stations? 31 Jan. p. 46

What Y&R's new media changes are all about 7 Feb. p. 31

Beer: its advertising is fermenting, too: Part II 7 Feb. p. 31

Ad row ostriches and eggheads (Alfred H. Edelson) 14 Feb. p. 40

Sponsor Asks: What is your reaction to the Ed
Murrow broadcast? . 14 Feb. p. 54

WCBS leads the way (Csida) 21 Feb. p. 14

Soft goods are coming in strong: Part I — 21 Feb. p. 25

Co-op picks up speed 21 Feb. p. 32

Sponsor Asks: Are you a friend or foe of the single

rate? 21 Feb. p. 44

House that Leo built: Part I 28 Feb. p. 31

Soft goods: dark horse ad entry: Part II 28 Feb. p. 35

Six admen form single-rate committee 28 Feb. p. 40

Tv's next hook-up—Mars? (Csida) 7 Mar. p. 20

Why Detroit ad budgets are traffic-snarled: Part I__ 7 Mar. p. 33

How Burnett is organized: Part II 7 Mar. p. 39

New image taking shape in Detroit: Part II 14 Mar. p. 33

What you should know about station groups 14 Mar. p. 40

The major tv/radio station groups 14 Mar. p. 42

$26 million grand slam (baseball) 21 Mar. p. 34

World's biggest chess game (ABC TV) 21 Mar. p. 38

Goetz Brewing exec attacks double rates 28 Mar. p. 35

Sponsor Asks: How are advertisers appraising sum-

mer air media? 28 Mar. p. 46

Point and counterpoint (Csida) .... 4 Apr. p. 31

Spot's paperwork jungle: Part I 4 Apr. p. 36

Why post-midnight radio pays off 4 Apr. p. 36

NBC's new avail form 4 Apr. p. 44

Sponsor Asks: What was your reaction to the NAB
meeting? 4 Apr. p. 50

How those print boys do talk (McMillin) 11 Apr. p. 10

"Radio industry ought to be spanked" 11 Apr. p. 31

What the allocations fight means to admen 11 Apr. p. 36

Spot's paperwork jungle: Part II 11 Apr. p. 40

Screen Gems' secret weapon : organization 18 Apr. p. 36

TvB hits Post ads in sponsor 18 Apr. p. 41

Why radio reach tops the dailies — 18 Apr. p. 42

Sponsor Asks
:

: How do you feel about the "equal

time" problem? 18 Apr. p. 52

Why daytime tv is soul searching 2 May p. 31

FCC wants to chop down net option time by 17% 2 May p. 36

Sponsor Asks: How do you determine a station's

price? 2 May p. 54

Sponsor Asks: What are the fundamental consid-

erations in editorializing? 9 May p. 46

Why poor copy robs radio 16 May p. 33

Food: |50 billion challenge: Part I — 23 May p. 31

There's gold in Minneapolis 23 May p. 34>

S50 billion challenge to radio/tv: Part II 30 May p. 32ij

"We must respect, use and cherish tv" (Douglas

Smith: S. C. Johnson & Son).. 30 May p. 37||

Pre-empt plan stirs spot (Blair-TV) 6 June p. 29

Spot tv leads 'em all 13 June p. 31||

Do broadcasters like women? (McMillin) 20 June p. 10

Co-op: air media's big enigma: Part I 20 Jane p. 27,

Cosmetics: tv's $126 million sweetheart 27 June p. 33

Co-op: air media's big enigma: Part II... _ 27 June p. 45

Sponsor Asks: What radio/tv manpower is needed

most? _ 27 June p. 50l]

Personalities

Newsmaker of week: John F. Box, exec, v.p., Bala-

ban Stations 24 Jan. p. 6|

Newsmaker of week: Edward R. Murrow, CBS
Commentator 31 Jan. p. 6

1

Newsmaker of week: Walter D. Scott, exec. v.p. of

net tv, NBC TV _ 14 Feb. p. 4JI

Merle's empire: it brings CBS TV half its profits.- 7 Mar. p. 37i

Newsmaker of week: Robert W. Sarnoff, bd. chmn.,

NBC .._ _ 21 Mar. p.
6J

Newsmaker of week: John W. Kluge, pres., Metro-

politan Broadcasting Corp. 28 Mar. p. 6

Newsmaker of week: Edward J. DeGray, v.p. of

radio net., ABC .... 4 Apr. p. 8|

Newsmaker of week: Les Smith, genl mgr., North-

west Nugget Stations Group 2 May p. 4j

Pity Poor Pat (Weaver) 2 May p. 34

Newsmaker of week: Goodman Ace, comedy pro-

ducer and writer of tv shows: Perry Como Show 9 May p. 4j

Jack Paar—tv's super salesman (Csida) 30 May p. 101

Portrait of a tv producer (Bob Banner) 30 May p. 34|

Newsmaker of week: James T. Aubrey, Jr., exec

v.p., CBS TV 6 June p. 6|

Newsmaker of week: Thomas McDermott, producer,

Four Star Pdns. 27 June p. 6|

Tv/Radio Case Histories

They hitch their couponing to tv (Lever, Texaco,

Columbia Records) 24 Jan. p. 36|

Imagery transfer works in reverse (Cooper Foun-

dation)

Why small cars will buy radio/tv (Renault)

Tv cat rings rug phones (Roth Rug Co.)..... _.

New coffee ingredient: teenagers (Fine Cup Coffee)

How Folger's broke open the Chicago market (cof-

fee) -

Sunray's five-way blastoff (gas & oil) 6

COSTS
Food, oil, tobacco provide 50.5% of radio spot... 3 Jan. p. 32:

Spot radio advertisers, third quarter 1958.. — 3 Jan. p. 32

Radio's share of ad $ 24 Jan. p. 32

How 10 top brewers use ad budgets 7 Feb. p. 33

Today's new tv film prices in top markets - 14 Feb. p. 33

Co-op picks up speed 21 Feb. p. 3

Sponsor Asks: How can agencies reduce program

costs? - 14 Mar. p. 56[

Who picks up the tv/radio tab in the major league

markets? 21 Mar. p.

Spot tv's million dollar brands 21 Mar. p.

1958 spot tv expenditures by industry.... 21 Mar. p.

Top 180 net tv clients, estimated expenditures 21 Mar. p.

Spot tv's top 100 - 21 Mar. p.

Top 10 spot tv clients with brands, expenditures... 21 Mar. p.

How to cut tv tape costs H Apr. p.

What advertisers spend on daytime tv - 2 May p.

Top net company advertisers, brand advertisers and

gross time costs (TvB figures) 9 May p. 66

Why your 1959 bills for tv commercials are 20%
over 1954 16 May p. 40

1

What comparable budgets buy in a supplement,

31 Jan. P- 39

28 Feb. P- 38

7 Mar. P- 12

14 Mar. P- 44

23 May P- 42

6 June P- 36
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V SEATTLE, WASIIIN" TON

PULSE
^ May -June, 1959

m 1st 2nd 3rd 4th

6:00AM ^COL 3.^ 'A" 2.0 "B" 1.8 "D" 1. 1

6:15 »KOL 3. 5m "A" 2. 3 "B" 2. 1
,, E , 1.2

6:30 M KOL 4.61 "A" 3. "B" 2. 3 "D' 1.6
6:45 M KOL 4.8 m "A" 3.4 "B" 2.6 "D' 1.8
7:00 M KOL 6.2 m "A" 4. 3 "B" 3.9 "D' 2.8
7:15 M KOL 6.4 B "A" 4. 5 "B" 3.7 „E i 3.6
7:30 M KOL 6.4 B "A 1 4.8 "B" 3.8 „E i

3. 5

7:45 M KOL 6.2 B "A" 4. 5 "B" 4. 1
„E , 3.6

8:00 KOL 6. 3 "A" 5. 1 "B" 3.9 ,, E , 3.7
8:15 I KOL 6. 1 "A" 4.8 "B" 4. „E ,

3. 5

8:30 f KOL 5.5 B "A" 5. "B" 3.9 "C 3.4
8:45 KOL 5.6 B "A" 5. 1 »B" 4. "C 3.

9:00 KOL 5.9 I "A" 5.2 »B" 4. 1 "F' 2.6
9:15 KOL 5.8 "A" 5. 1 »B" 4. 3 "O 2.7
9:30 KOL 6. 1 "A" 5. "B" 4. „c , 2.7
9:49 KOL 5.9 "A" 5. 1 "B" 3.8 "C 3.2

10:00J KOL 5.4 'A" 4.4 "B" 3.7 "C 2.7
10:151 KOL 5. 3 A" 4.6 "B" 3. 5 "C 2.8
10:3ol KOL 5.2 'A" 4.5 "B" 3.6 "C 2.8
10:491 KOL 5.4 •A" 4.7 "B" 3.7 "C 3.0
1 1: 0(1 KOL 4.9 A" 4.7 "B" 3.6 "C 2.9
11:19 KOL 5. 'A" 4.6 "B" 3.8 »c 2.9
11:3| KOL 5. 1 A" 4. 5 »B" 4. "C 3. 1

1 l:4l KOL 5. A" 4.8 "B" 3.6 "C 3.
12: OB DM KOL 4.7 A" 4.6 "C" 3. 5 "B" 3. 1

12: ll KOL 4.7 'A" 4.2 "B" 3. 1 „c ,

3.
12:3B KOL 4.9 A" 3.9 "B" 3. 1 »c 2.4
12: W KOL 5. •A" 3.8 "B" 3. "C 2.4
!:< KOL 4.8 "A" 3.7 '"B" 3.4 »o 2.4
1:1 KOL 5.0 "A" 4. "B" 3.2 "F 1 2.7
1: 1 KOL 4.6 "A" 3.6 "B" 3. 1 iiE m 2.6uM KOL 4.6 "A" 3.4 "B" 3. 3 „c , 2.7
2:0l KOL 4.6 "A" 3.8 "B" 3.0 "F" 2. 3
2: ll KOL 4.7 "A" 3.6 "B" 3. 1 "E" 2. 5
2:31 KOL 4. 5 "A" 3.8 "B" 3.0 "C" 2. 5
2:41 KOL 4. 3 "A" 3.6 "B" 3.2 "F" 2. 5
3:01 I KOL 4. 1 "B" 3.4 "A" 3. 3 "C" 2. 4
3:1 J KOL 4.4 "B" 3. 3 "A" 3. 3 iij.ii

2. 7
3:30 KOL 4.8 "B" 3.8 "A" 3.4 "F" 2. 9
3:45 1 KOL 4.8 m "B" 3.5 "A" 3.5 "E "

3. 1

4:00 KOL 5.2 "B" 3.6 "A" 3.5 "F" 3. 3
4:15 B KOL i m »B" 3.9 "A" 3.8 "F" 3. 2
4:30 B KOL m "A" 3.7 "B" 3.5 "F" 3. 5
4:45 KOL 3 m "A" 4. "B" 3.8 "F" 3.6
5:00 M KOL '' m "A" 4. "B" 3.8 "F" 3. 3
5:15 » KOL i m "A" 4. "B" 3.7 "F" 3.6
5:3 m KOL 5. 3B "A" 3.9 „B „ 3.8 "F" 3. 7
5:45 mKOL 5.W "A" 3.8 "B" 3.8 "F" 3.6

*mt
-'%':£

K^-S'' •- V.

STATION

;«#*€^l:

*• -Y^T "••'vr. ? .T."V

,

SEGMENT*

It' 6- no accident! KOL is first in every

segment after a long and steady upward
climb! How? By consistently programming:

1. Controlled Music (Top Pops, album and

golden record hits) , 2. News, by Seattle

radio's largest exclusive news department,

and 3. Personalities that are personalities!

Next time, Speci-Buy KOL ... in the

nation's newest "Million Market!"

KOL

See your Boiling Co. man... ask about Spokane's top buy—KLYK!
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spot, net tv _ 30 May p. 40

Net tv spending picture is mixed 6 June p. 40

Web tv spending: first quarter 1959 vs. 1958 6 June p. 40

Top 100 spot tv clients 13 June p. 32

Day. late night spot tv spending way up 13 June p. 33

What 20 major cosmetic, toiletry firms spend on

spot, net tv 27 June p. 34

COMMERCIALS
Flesh, blood, and a corporate image (McMillin) .... 3 Jan. p. 6

"Hybrid" commercials test the best 10 Jan. p. 43

Build thee more stately mansions (McMillin) _ 17 Jan. p. 10

Were we just too tough on the oil boys? (McMillin) 17 Jan. p. 34

The commercial is "it" in '59 17 Jan. p. 48

Directory of 100 active tv commercial producers 17 Jan. p. 57

Sponsor Asks: What are the latest techniques in tv

commercial film? 24 Jan. p. 56

Winston sells good (McMillin) 31 Jan. p. 13

Mr. Hattwick breaks the reply barrier (McMillin) 14 Feb. p. 12

Creativity a la coast 21 Feb. p. 35

A sermon on snob appeals (McMillin). 28 Feb. p. 8

Sponsor Asks: How can modern music be used

most effectively in tv commercials? 28 Feb. p. 46

Will success spoil tv? (McMillin) 14 Mar. p. 10

How to buy beauty for tv commercials 14 Mar. p. 37

Commercials makers mobilize for video tape 21 Mar. p. 31

Who's who in the recent mergers (film companies) 21 Mar. p. 32

Kraft and the radio tradition (McMillin) 28 Mar. p. 12

How those print boys do talk (McMillin) 11 Apr. p. 10

So it's creative—so who cares? (McMillin) 25 Apr. p. 10

If you're producing a musical commercial 25 Apr. p. 38

What price prize winners (McMillin) 9 May p. 10

Why your 1959 bills for tv commercials are up 20%
over 1954 16 May p. 40

Westinghouse, drugs, and Mr. Cole (McMillin) 23 May p. 10

Love me, sell my soap (McMillin) 6 June p. 10

What's the life of a commercial? 6 June p. 41

What agencies do to lengthen commercial exposure

time 6 June p. 42

FILM

The commercial is "it" in '59 17 Jan. p. 48

Sponsor Asks: What are the latest techniques in

tv commercial film? 24 Jan. p. 56

Sponsor Asks: How can commercial film producers

improve service to agencies? — 7 Feb. p. 46

Syndication lands the big spenders 14 Feb. p. 29

Commercials makers mobilize for video tape 21 Mar. p. 31

Who's who in the recent mergers (film companies) 21 Mar. p. 32

Screen Gems' secret weapon: organization 18 Apr. p. 36

Telepulse ratings 10 Jan. p. 52

21 Feb. p. 78

14 Mar. p. 54

11 Apr. p. 65

9 May p. 50

13 June p. 46

FOREIGN

Tv overseas, what it means to U.S. advertisers

(Richard and Dorothy Doherty) 28 Mar. p. 36

Tv in Japan (Richard P. Doherty) 6 June p. 38

Tv in Thailand (Dorothy M. Doherty) 20 June p. 37

MARKETING
Sponsor Asks: How do you overcome the top-50

market psychology? 3 Jan. p. 54

Bab-O's Lachner replans market by market 10 Jan. p. 34

Will media and marketing blend? 17 Jan. p. 29

K&E's Bud Sherak sees 3 research headaches _ 24 Jan. p. 38

PM smokes up a chain store storm 31 Jan. p. 34

New car woes boom muffler market 7 Feb. p. 38

Soft goods are coming in strong: part I .... 21 Feb. p. 25

Soft goods: dark horse ad entry: part II 28 Feb. p. 35

There's gold in Minneapolis 23 May p. 34

How Folger's broke open the Chicago market. 23 May p. 42

He's battling Lestoil—on $15,000...... 30 May p. 36

FM metro markets... _ 13 June p. 70

Can they upset the champ (Lestoil) ? 20 June p. 30
Parti-Day __ 3 Jan. p. 29

10 Jan. p. 39

17 Jan. p. 35

24 Jan. p. 38

31 Jan. p. 36

7 Feb. p. 42

14 Feb. p. 40

21 Feb. p. 36

28 Feb. p. 45

7 Mar. p. 47

14 Mar. p. 45

21 Mar. p. 41

28 Mar. p. 40

9 May p. 27

MERCHANDISING, PROMOTION, PUBLICITY
How media men build prestige in top agencies .. 25 Apr. p. 31

Sponsor Asks: Is "carnival" promotion good for

radio? 25 Apr. p. 52

Sponsor Asks: How do you make a product contest

pay off? 30 May p. 48

Sponsor Asks: How do you promote spot? 6 June p. 50

Why 2,000 teenagers are smiling in Dixie (WDIA) 20 June p. 34

PRODUCT CASE HISTORIES

Appliances

Spot tv shortcuts washer "show-me" (AMI) 14 Feb. p. 38

How to profit by a spot tv mistake (Bailey-

Wagner) 4 Apr. p. 45

Getting radio to select "Quality buyers" (Frank

A. D. Andrea) 11 Apr. p. 38

Tv bowling rolls up big appl., auto, insurance sales 25 Apr. p. 34

Automotive^

13 Auto dealers laugh at slump 10 Jan. p. 38

New car woes boom muffler market (Maremont) .... 7 Feb. p. 38

Why small cars will buy radio/tv (Renault) 28 Feb. p. 38

Tv bowling rolls up big appl., auto, insurance sales 25 Apr. p. 34

Radio at 8:04 a.m. . . . sales at 8:10 (Fairbanks

Motors) __ __ 9 May
Suddenly ... a big boom in seat covers (Ero

Manufacturing Co.) 23 May
What makes a price promotion go? (United

Motors) 27 June

p. 36

37

p. 42

Beer and Ale

A different image in every port (Champale) 17 Jan. p. 36

Miller's plus: tv's out-of-home audience (Miller

Brewing) 27 June p. 38

Clothing and Accessories

Hamilton pinpoints the right time (Hamilton

Watch Co.) 21 Mar. p. 40

Tv "display ads" sell 13 mink stoles 18 Apr. p. 44

Drugs and Cosmetics

Drug chain wars on discount houses with radio

(Sun Drug Co.) - 3 Jan. p. 3C

Shulton*s five-way radio attack (Shulton, Inc.).. 20 June p. 35B

Financial and Insurance

Wall Street goes wild over radio (Eastman Dillon) 3 Jan. p. 28jj

What radio did for a bank (Central) 18 Apr. p. 391

Tv bowling rolls up big appliance, auto, ins. sales... 25 Apr. p. 341

This is a banker? (Half-Dollar Trust & Savings) 2 May p. 4'
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WHY TELEVISION TAPE ENGINEERS
AND PRODUCTION MEN CHOOSE

THE AMPEX CONSOLE

7 WAYS BETTER...

Console design is the hottest talking point among the men who do the actual day-to-day production

work on TV tape. Seven hands are better than two, and they know it. And they know that Ampex
console design gives them those extra hands with a speed and efficiency in production unmatched

by rack or any other design . . .

• One operator has complete control over all recording and playback functions while standing in

one position.

All pushbutton controls are within fingertip reach.

Monitoring is at eye level.

Waist-high tape transport makes changing reels quick and easy.

Splicing is a 30 second operation, right on the recorder.

Desk-top convenience provides space for cue sheets and extra reels — no extra table required.

• And it's safe — you can't bump into turning reels.

There are already more than 410 Ampex Videotape* Television Recorders in operation throughout

the world — in all major networks, in stations and production companies.

Write, wire or phone today for an Ampex representative — or ask for the new, fully illustrated

brochure describing the new Ampex VR-1000B. Whatever you want to know about the advantages

and profits in TV tape, get the facts from Ampex.

sponsor 8 august 1959 47



Blueprint for a tv special (Community Federal

Savings & Loan) ._ 13 June p. 38

Food and Beverages

How to use a spot tv star (Mary Ellen's jams) 17 Jan. p. 32

How to get glamour out of radio (Briggs & Co.) 31 Jan. p. 40

Getting a special spin from d.j.'s (Scudder Food
Products) 7 Mar. p. 46

Radio sells farmers "citified" food (Frosty Morn
Meats) 14 Mar. p. 39

New coffee ingredient: teenagers (Fine Cup Coffee) 14 Mar. p. 44

Radio gets yogurt out of fad clas (Dannon) 26 Apr. p. 44

"Thrifty Scot" switches to radio (grocery chain) 2 May p. 40

How Folger's broke open the Chicago market
(coffee) _ 23 May p. 42

Coke: the most exciting radio buy of the year 30 May p. 29
How radio got pizza past unfriendly moms (Crispy

Pizza) 30 May p. 42
Anatomy of a tv contest (Ronzoni) 20 June p. 40

Gas and Oil

Bardahl battles the real "big boys" 10 Jan. p. 36
Sunray's five-way blastoff __ 6 June p. 36

Miscellaneous

Alcoa wraps up a big radio bundle (aluminum)—. 24 Jan. p. 40

Imagery transfer works in reverse (Cooper Found.) 31 Jan. p. 39

Radio creates a high-priced mood (Marvin H.

Anderson, contractor) 21 Feb. p. 31

Tv cat rings rug phones (Roth Rug Co.) 7 Mar. p. 42

Esquire switches to spot tv pitch (shoe polish) 28 Mar. p. 38

2,000 radio spots per year for offbeat items (Tryon

Hardware) 28 Mar. p. 42

Necco sweetens spot with spot tv mix (candy)... 11 Apr. p. 34
Why Hallmark tv builds sales of $80 million

(cards) • 25 Apr. p. 40

Spot tv puts 3.5 million whirleys in orbit (Whirley

Corp.) 9 May p. 32

Look out, termites! Radio will get you in 'Pitts-

burgh (Termitol Co.) 16 May p. 42

He's battling Lestoil ... on $15,000 (Formula 409) 30 May p. 36

American (airlines) wants men, and radio gets 'em 6 June p. 32
How to woo plumbers, homebuilders with radio

(In-sink-erator) 13 June p. 43

PROGRAMING
K&E's Brier Sherak sees 3 research headaches 24 Jan. p. 38

Tv's new faces, new formats for fall (Csida) 21 Mar. p. 10

Sponsor Asks: What constitutes a good man's show? 11 Apr. p. 62

Tv nets launch big show shakeup 18 Apr. p. 33

What nets will offer next fall: comparagraph 18 Apr. p. 34

Service shows voted tops in local video 2 May p. 36

How Hood whooped up ratings of film show 16 May p. 38

Sponsor Asks: Do teen-age programs produce sales? 13 June p. 48

Sponsor Asks: How do you program with MR? 20 June p. 46

RADIO

General

Dr. Dichter psychoanalyzes radio 3 Jan.

2,000 local reporters (KMYR). 3 Jan.

Sponsor Asks: What constitutes good radio sound? 10 Jan.

Sponsor's $500 million plan for spot radio: Part I 24 Jan.

Why spot radio must get more competitive: Part II 31 Jan.

Agency buys radio by osmosis 31 Jan.

Why spot radio needs 6-way housecleaning: Part III 7 Feb.

How to rate radio stations 7 Feb.

Spot radio needs new prestige with sponsors:

Part IV 14 Feb.

How radio is licking the 2<t stamp — _ 14 Feb.

Sponsor Asks: What is your reaction to the Ed

p. 25

p- 30

p- 54

p- 31

p- 30

p- 32

p- 35

p- 40

p- 34

p- 42

Murrow broadcast?

WCBS leads the way (Csida)

Spot radio must adopt 1963 sales tactics now:
Part V

Can spot radio meet the $500 million challenge?

(summary)

Get more reach from prime time buys

Sponsor Asks: Does the personality d.j. fit into

formula radio ? _

First complete radio station on wheels

Sponsor Asks: Why the upsurge in local radio?

Summer radio lures more "out-of-homes".

Negroes choose radio

Why post-midnight radio pays off

Newspaper promotion stubs its toe

"Radio industry ought to be spanked"
Why radio reach tops the dailies

Are radio's daytime serials really tired? (Louis

Hausman)
A $133,600 spot radio sales team (Jack Masla)....

Radio's first sponsors.—

Sponsor Asks: Is "carnival" promotion good for

radio?

Best radio pitch I ever heard (Robt. N. Sullivan)

\v by Jerry Arthur loves radio ._

D. J. Clambake . . . 1959 (Csida)..

Why poor copy robs radio

Radio honor roll of best liked commercials

What Texaco looks for in radio station buys
Miami . . . welcome to all but radio (Csida)

A new head of steam for FM
Why radio is hurting for facts

What profiteth it a man . . .? (Csida)

Dear Miss Freeloader

Radio Case Histories

Wall Street goes wild over radio (Eastman Dillon)

Drug chain wars on discount houses with radio

(Sun Drug Co.)

13 auto dealers laugh at slump

A different image in every port (Champale)

Alcoa wraps up a big radio bundle (aluminum)—
How to get glamour out of radio (Briggs & Co.)

Spot radio brews tea to taste and climate (Mc-

Cormick)

Radio creates a high-priced mood (Marvin H.

Anderson, contractor) _

Getting a special spin from d.j.'s (Scudder Food

Products)

Radio sells farmers "citified" food (Frosty Morn
Meats)

Hamilton pinpoints the right time (Hamilton

Watch Co.)

2,000 radio spots per year on off-beat items (Tryon

Hardware) _

Getting radio to select "quality buyers" (Frank

Andrea)

What radio did for a bank (Central) —
Radio gets yogurt out of fad class (Dannon).

"Thrifty Scot" switches to radio (grocery chain)

Radio at 8:04 a.m. . . . sales at 8:10 (Fairbanks

Motors) -.-.

Look out, termites! Radio will get you in Pitts-

burgh (Termitol Co.) —
Suddenly ... a big boom in seat covers (Ero

Manufacturing Co.) _

Coke: the most exciting radio buy of the year

How radio got pizza past unfriendly moms( Crispy

Pizza)

American (airlines) wants men, and radio gets 'em

How to woo plumbers, homebuilders with radio

(In-sink-erator)

Shulton's five-way radio attach (Shulton, Inc.)

Anatomy of a tv contest (Ronzoni)

What makes a price promotion go? (United

Motors) - - -

14 Feb. p. 54

21 Feb. p. 14

21 Feb. p. 28

28 Feb. p. 41

7 Mar. p. 44

7 Mar. p. 52

14 Mar. p. 40

21 Mar. p. 52

28 Mar. p. 32

28 Mar. p. 37

4 Apr. p. 36

4 Apr. p. 41

11 Apr. p. 31

18 Apr. ]). L

25 Apr. p. 3e

25 Apr. p. 43

p. i:25 Apr.

25 Apr. p. 5!

2 May p. 3E

9 May p. 3(

16 May P. 1

16 May p. 3:

16 May p. 3c

30 May p. 3;

13 June p. 1(

13 June p. 3

13 June p. 4)

27 June p. 1

27 June p. 4

3 Jan. p. 2{

3 Jan. p. 3(

10 Jan. p. 3£

17 Jan. p. 3f

24 Jan. p. 4(

31 Jan. p. 4(

7 Feb. p. 4i

21 Feb. p. 3

7 Mar. p. 4(

14 Mar. p. 3'

21 Mar. p. 4(

28 Mar. p. 4!

11 Apr. p. 3

18 Apr. p. 3 1

25 Apr. p. 4
2 May p. 4

9 May p. 3

16 May p. 4

23 May p.
3'

30 May p. 2'

30 May p. 4
6 June p. 3i

13 June p. 4S
20 June p. 3:

20 June p. 41,

27 June p. 4:
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SPECIAL TRENDEX SURVEY

PLACES WABC AMONG
3 MOST LISTENED TO

RADIO STATIONS IN N.Y.!

HERE ARE THE CONCLUSIVE RESULTS:

trendex asked this question: Station A 29.1 Station I 8.6

.. . m Station B 23.9 Station J 5.8

What three radio stations wabc 214 station k 2 ?

Station D 18.6 Station L 2.6

Station E 17.0 Station M 2.4

Station F 16.5 FM 0.2

Station G 14.3 Others 8.6

Station H 9.1 Don't Know 9.5

do you listen to

most frequently?'
7

A special Trendex survey (just completed) of over 800 families in Manhattan, Queens, The

Bronx, Brooklyn, Staten Island, New Jersey, Westchester and Nassau counties showed that

WABC was among the 3 most listened-to radio stations in the Greater New York area!

Surprising? Not at all! For WABC has changed its tune and people are listening! They like

what they hear. And they're telling their friends. And their friends are listening, too!

New Yorkers are discovering that WABC is easy listening- the new sound in town ... the

most pleasant sound around.

More and more delighted advertisers are making this profitable discovery, too!

Proof: WABC entered the 3rd quarter of 1959 with more business on the books than it did

during the entire 3rd quarter of 1958!

WABC- 770... THE NEW SOUND IN TOWN... THE MOST PLEASANT SOUND AROUND
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Radio Network

Sponsor Asks,: What is your reaction to the Ed
Murrow broadcast? _ 14 Feb. p. 54

NBC's new avail form 4 Apr. p. 44

Are radio's daytime serials really tired? (Louis

Hausman) 25 Apr. p. 36

At last . . . data on net radio's top 20 23 May p. 44

This fall on net tv: a chart for spot buyers 20 June p. 32

Radio Basics

143 new station bids in hearing 3 Jan. p. 58

How a radio station audience grows 31 Jan. p. 50

Facts and figures about radio today... 28 Feb. p. 54

More radio stations (am, fm) in '59 28 Mar. p. 48

Nielsen auto-plus during selected peak seasons 25 Apr. p. 48

Top 15 radio net shows: audience by age of house-

wife J 23 May p. 5:!

Radio's hour-by-hour in-home audience by local

time _ 20 June p. 52

Radio Results

Dairy, university bookstore, supermarket chain,

corset stylist 10 Jan. p. 62

Agricultural service, food, automotive, furniture 7 Feb. p. 48

Linoleum, cattle, snowshovels, food 7 Mar. p. 50

Restaurant, sewing machines, appliances, restau-

rant 4 Apr. p. 48

Automobiles, music store, soft-drink, insurance 30 May p. 58

Shoes, hotel, movie theatre, automobile 27 June p. 54

Spot Radio

Food, oil, tobacco provide 50.5% of spot radio

spending 3 Jan. p. 32

Sponsor's $500 million plan for spot radio: Part I 24 Jan. p. 31

Why spot radio must get more competitive: Part II 31 Jan. p. 30

Why spot radio needs six-way housecleaning

:

Part III 7 Feb. p. 35

Spot radio needs new prestige with sponsor:

Part IV ._ _ 14 Feb. p. 34

Spot radio must adopt 1963 sales tactics now:
Part V 21 Feb. p. 28

Advertisers "take five" in spot radio 28 Feb. p. 42

Can spot radio meet the $500 million challenge?

(summary) _. 28 Feb. p. 44

A $133,600 spot radio sales team (Jack Masla) 25 Apr. p. 43

RATINGS
Westerns dominate top 25 Nielsen with 10 10 Jan. p. 32

How night tv ratings have leveled since 1955 10 Jan. p. 33

Top 10 tv specials as rated over the past two

seasons 28 Mar. p. 30

New ratings for copy ._ 28 Mar. p. 42

Nielsen + Trendex = Sponsor ratings (Csida) 2 May p. 12

REPRESENTATIVES
Newsmaker of week: H. Preston Peters, chmn. bd.,

PGW .- —- 3 Jan. p. 4

Newsmaker of week: Ernest Everett Voynow, pres.,

Edward Petry _ 10 Jan. p. 6

How stations rate rep services — 10 Jan. p. 40

RESEARCH AND SURVEYS
Dr. Dichter psychoanalyzes radio 3 Jan. p. 25

How stations rate "rep" services 10 Jan. p. 40

"Hybrid" commercials test the best (Schwerin) 10 Jan. p. 43

K&E's Bud Sherak sees three research headaches.... 24 Jan. p. 38

December tv viewing levels hold strongly (ARB).... 14 Feb. p. 37

New sales clues in census data 14 Feb. p. 89

Get more reach from prime time radio buys 7 Mar. p. 44

Summer radio lures more "out-of-homes" 28 Mar. p. 32

Negroes choose radio 28 Mar. p. 3'

New light on video's summer dip 4 Apr. p. 31

Newspaper promotion stubs >ts toe 4 Apr. p. 4

Nielsen tv home totals by counties, 1959... 16 May p. 4*

How tv stacks up against Sunday news supplements 30 May p. 4<

How tv shows stand up in summer (Nielsen) .._ 6 June p. 3

New anti-tv talk backfires (TvB) 13 June p. 3

"Me-tooism" hurting tv selling, says Schwerin 20 June p. 3

SPECIAL ISSUES, SECTIONS
Semi-annual index: 2nd half of '58 24 Jan. p. 4

sponsor's Annual NAB Convention Special... 14 Mar. p. 6

Buyers point to urgent broadcast issues _... 14 Mar. p. 6

What conventioneers will talk about ... off the

record ~~ 14 Mar. p.

Some major convention suites 14 Mar. p.

Chicago directory 14 Mar. p. 6

From jazz to the circus in Chicago 14 Mar. p. 7

Map of downtown Chicago 14 Mar. p. 7

Equipment exhibitors 14 Mar. p. 7

New role for tv film syndicators 14 Mar. p. 8

NAB Convention agenda 14 Mar. p. 8

TELEVISION

General

Life chimes in

Throw that guy out (Csida)

Sponsor Asks: How do you sell against newspapers?

The commercial is "it" in '59

Directory of 100 active tv commercial producers

More tv weathercasts using radar

Sponsor Asks: What are the latest techniques in tv

commercial film ?

Sponsor Asks: How will the end of the "must buy"

rule affect stations? ~ — - - —
Bli.idsville, U.S.A. (Csida) -
Syndication lands the big spenders _

December viewing levels hold strongly (ARB)

Tv's next hook-up—Mars?

Merle's empire: it brings CBS TV half its profits ...

Will success spoil tv? (McMillin).

How to buy beauty for tv commercials

Tv's new faces, new formats for fall (Csida)

Commercials makers mobilize for video tape

Who's who in the recent mergers (film companies)

Why net tv specials are in heavy demand

Tv overseas and what it means to U. S. advertisers

New light on video's summer dip -

What the allocations fight means to admen ...

How to cut tv tape costs

Sponsor Asks,: What constitutes a good man's show?

Tv nets launch big show shakeup

Here's what the nets will offer next fall: corn-

paragraph . —

-

Why daytime tv is soul searching

FCC wants to chop down net option time by 17%

—

Service shows voted tops in local video...

Color tv's latest hues are brighter __

How color tv has grown in 5 years — -

How Hood whooped up ratings of film show

Why your 1959 bills for tv commercials are up 20%
over 1954 - -

Reprint of an important chart (3 year trend of day-

time tv ) — — --- -

How to save three ways with tv tape -

Jack Paar—tv's super salesman (Csida)

Portrait of a tv producer —
"We must respect, use, and even cherish tv" (Doug-

las Smith; S. C. Johnson & Son) —
How tv stacks up against Sunday news supplements

What comparable budgets buy in a supplement,

spot tv, net tv -

How tv shows stand up in summer
Tv in Japan (Richard P. Doherty) -

3 Jan.

10 Jan.

17 Jan.

17 Jan.

17 Jan.

24 Jan.

24 Jan. p.

31 Jan.

7 Feb.

14 Feb.

14 Feb.

7 Mar.

7 Mar.

14 Mar.

14 Mar.

21 Mar.

21 Mar.

21 Mar.

28 Mar.

28 Mar.

4 Apr.

11 Apr.

11 Apr.

11 Apr.

18 Apr.

18 Apr.

2 May
2 May
2 May
9 May
9 May
16 May

16 May p. 4

23 May p. 3

23 May p. <j

30 May p.
j

30 May p.
\

30 May p. ?

30 May p.

30 May p.

6 June p.

6 June p.
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jlew anti-tv talk backfires _ 13 June p. 37

I'v tape's first year blasts a myth 13 June p. 44

tv tape milestones in first year of use... 13 June p. 45

Me-tooism" hurting tv selling, says Schwerin 20 June p. 38

Osmetics: TVs $126 million sweetheart 27 June p. 33

\ Case Histories

;ardahl battles the real "big boys"

(low to use a spot tv star (Mary Ellen's James)

hey hitch their couponing to tv

<u car woes boom muffler market (Maremont)—

.

pot tv shortcuts washer "show-me" (AMI)
squire switches to spot tv pitch (shoe polish)

low to profit by a spot tv mistake (Bailey-Wagner)
|fecco sweetens sales with spot tv mix (candy) _
i'v "display ads" sell 13 mink stoles

V bowling rolls up big appliance, auto, insurance

sales

7hy Hallmark tv builds sales of $80 million (cards)

his is a banker? (Half-Dollar Trust & Savings)

,pot tv puts 3.5 million Whirleys in orbit (Whirley

;
Corp. )

Imprint for a local tv special (Community Fed-

i
eral Savings & Loan) _.

tiller's plus: tv's out-of-home audience (Miller

Brewing)

"v Networks

v still goes thataway (Western)

I'v show cancellations and replacements

World's biggest chess game (ABC-TV)
op 180 net tv clients and estimated expenditures

tin net tv specials are in heavy demand.
op 10 net tv shows: audience by age of housewife

(el tv spending picture is mixed
hi- fall on net tv: a chart for spot buyers

10 Jan. P- 36

17 Jan. P- 32

24 Jan. P- 36

7 Feb. P- 38

14 Feb. P- 38

28 Mar. P- 38

4 Apr. P- 45

11 Apr. P- 34

18 Apr. P- 44

25 Apr. P- 34

25 Apr. P- 40

2 May P- 44

9 May P- 32

13 June P- 38

27 June P- 38

10 Jan. p. 31

10 Jan. p. 31

21 Mar. p. 38

21 Mar. p. 43

28 Mar. p. 29

9 May p. 39

6 June p. 40

20 June p. 32

Spot Tv

More day spot tv buy- 7 Mar. p. 44

Spot tv's million dollar brands 21 Mar. p. 42

1958 spot tv expenditures by industry 21 Mar. p. 42

Spot tv's top 100 : _ 21 Mar. p. 54

Top 10 spot tv clients with brand breakdown, ex-

penditures - 21 Mar. p. 54

Three big reasons for spot tv 2 May p. 42

Pre-empt plan stirs spot (Blair TV).... 6 June p. 29

Spot tv leads 'em all .. 13 June p. 31

Tv Basics, Comparagraph

Sponsors remain faithful to net tv 17 Jan. p. 37

Comparagraph : 17 Jan.-13 Feb. _. 17 Jan. p. 38

Full net sponsorship still reigns — 21 Feb. p. 37

Comparagraph: 14 Feb.-13 Mar. ... 21 Feb. p. 38

TvB's 1958 net wrapup shows daytime billings in-

crease 9.9% 21 Mar. p. 43

Comparagraph: 14 Mar.-lO Apr... 21 Mar. p. 44

Season highlight: more hour shows 11 Apr. p. 45

Comparagraph: 11 Apr. :8 May 11 Apr. p. 46

39 net shows bite the dust—so far 9 May p. 39

Comparagraph: 9 May-5 June 9 May p. 40

More stability in summer net 6 June p. 43

Comparagraph: 6 June-3 July 6 June p. 44

Tv Results

Annual Tv Results 3 Jan. p. 35

Automobiles, personal loans, new homes, farmers'

picnic — 31 Jan. p. 42

Loan company, bottling company, toy store, ins. 21 Feb. p. 50

Savings bank, autos, new homes, wallpaper 28 Mar. p. 53

Food products, new tires, candy and confections,

detergents 16 May p. 50

Appliances, seed corn, farm machinery, bakery 13 June p. 69

VILSON
Continued from page 39 )

in-store displays in 16 markets, other

forms of free advertising in 11 mar-
ets.

• Reportedly, 194 Wilson sales-

men had benefited from the program,
<nd of that number, 134 (or 69%)
iad requested dealer mentions.

Cost-per-1,000. Special audience

measurements for Take Five made by
vRB provided a comparison with the

ost efficiency of the program with
aspect to other type programing.
)ata received from 11 of the 20
larkets showed:

In one week, Take Five reached

305,600 different homes (of the

Dtal 10.592.800 homes in the 11 mar-
ets I with a frequency of 2.2 time?
it week. Each program reached an

. verage of 1.5 viewers per home.
mik e it has two commercials, the pro-

ram registers 8.635.200 advertising

mpressions weekly in the eleven mar-
ets. Thus, the 11-market efficiency

If the program is $1.51 per 1,000

egistered advertising impressions.

;

How does this $1.51 stack up

gainst other tv programing? Here

are the comparisons made by the

K&E report:

• Nighttime half-hour syndicated

film programs, "about $2.00 per 1,000

registered impressions. In 1958, the

Wilson average for nighttime half-

hour programs was about $1.75."

• Daytime network programs,
"usually average about $1.50 per

1,000 registered impressions."

• Local daytime programs, other

than cartoons, "operate generally in

the $2-2.50 bracket, depending on the

type of program, competitive pro-

graming and scheduled time.

Consumer Awareness. The basis

of this 11-market study (made after

two months) was a comparison of

responses from viewers and non-

viewers. First of all, ARB made a

phone check on diary responses of

non-viewers. This was to ascertain

whether they had ever been exposed

to the show. In this way, it was possi-

ble to isolate 309 viewers who had

never been exposed to the show. The
number exposed: 506.

ARB did the interviewing by tele-

phone from a questionnaire designed

by K&E in consultation with Wilson.

Here is what they turned up:

• Awareness of Wilson and Wilson

competitors. Awareness of Wilson

increased from 32% in the non-ex-

posed group to 43 '( in the group

who had viewed the show one or

more times. This 34% increase in

Wilson awareness, the report points

out, was accomplished by reducing

awareness of major Wilson competi-

tors, since both viewers and non-

viewers named the same number of

packers, on the average (3.5).

• Product awareness. The average

number of products viewers could

name was 2.2, while non-viewers

scored 1.9%—a 20% gain of viewers

over non-viewers. Here were the

viewer over non-viewer percentage in-

creases for individual products: ham,

52%; bacon. 22' < : canned meat.

550%; sausage. li>0\ : franks. 40*
I :

luncheon meats. 0%; cut (fresh)

meat. 33% : shortening. 0'
< .

• Purchase of Wilson products. In

the non-exposed group, '-)'
, reported

purchasing Wilson products. The

figure was 40'. among the exposed

group, meaning that 38'< more

viewers than non-viewers reported

buying Wilson products.

I Please turn to page 53)
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TAMPA- ST. PETERSBURG
Florida's famed Gulf

shrimping fleet has

brought in more than

sixty million pounds of

"Pink Gold" during the past six years

. . . creating, along with processing and

packing plants, a firm, lucrative national

market for their crustacean output.

The shrimping industry is a typical

contributor to the progress of TAMPA-

station on the move

.

.

.

WTVT

ST. PETERSBURG, MARKET ONi

THE MOVE . . . now 26th in retai^

sales, 26th in automotive sales, 27th

in drug sales.

Comparably progressive . . . comparai

bly profitable as a buy for you ... is the

STATION ON THE MOVE, WTVT
WTVT— first in total share of audience 1

with 37 of the top 50 programs . . . with

highest rated CBS and local shows.

'Latest ARB j

Channel 13

TAMPA - ST. PETERSBURG
THE WKY TELEVISION SYSTEM, INC.

WKY-TV Oklahoma City WKY- RADIO Oklahoma City WSFA-TV Montgomery Represented by the Katz Agency
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WILSON
\ {Continued from page 51)

Commercial recall. 519? of those

known to have seen Take Five at least

'once (up to two weeks before being

interviewed), recalled seeing Wilson

I
commercials on tv (before any refer-

ence was made in the interview to

Take Five or Mark Stevens), and

;il>out half of these women who re-

called seeing Wilson commercials said

they had seen them on the program.

Sponsor Identification. The

usual method of determining S.I. level

is lo ask viewers, who have reported

that thev have seen a given program

when it has been named to them, to

report the name of the sponsor.

Wilson switched the question.

When asked, "Do you recall seeing

any commercials on tv advertising

Wilson products ?"a "yes" response

drew the question of what program

thev were seen on. "Under this more

se\ ere test," says the report, "the

fi\e-minute Take Five has a Wilson

sponsor identification of 24% of all

those known to have seen Take Five

I (diary), or a 47'/r sponsor identifica-

tion among those who recall seeing

ircAe Five." This is higher. K&E
[points out, than the levels of five of

*the top ten rated network shows. ^

NATIONAL AIRLINES
{Continued from page 38)

[ are prepared in four lengths—60-,

II 30-. 20-, 10-seconds. In the case of a

1160-second announcement. 20 seconds

are transcribed and 40 seconds are

live. Thus it opens and closes with

|
the same e.t. (by Nancy Starr, whose

I voice was selected to symbolize the

warmth and friendliness of the Air-

line I that is used on every other

I station so that identity is uniform

and the National Airlines "image" re-

mains intact along its entire route.

But the 40 seconds between sig-

natures is delivered by the local

announcer (National values the im-

pact of local personalities' lending

their endorsement to its service). And
it is this 40 seconds that gives the

' airline the opportunity to slant copy

b at the particular market. Copy for

one market may. for example, empha-

size flights to a destination generally

I proved to be most popular, such as

coach flights. Cities that will be jet-

I served may get a majority of com-

I mercials relating to jet travel. Copy
mav be tailored and delivered to fit

almost any market preference.

At present, National Airlines routes

extend down the East Coast from Bos-

ton to Havana, Cuba, and west along

the Gulf Coast to Houston. Its plans

for expansion are impressive. It is

seeking to link its 18 Elorida cities,

New Orleans and Houston with San

Francisco, Oakland, Los Angeles and

San Diego via the intermediate cities

of San Antonio, El Paso, Tucson,

Phoenix and Las Vegas. Its applica-

tion for these routes is pending be-

fore the Civil Aeronautics Board.

Risrht now. National Airlines is in-

volved in plans for fall radio cam-

paigns, and the season should be an

interesting one in airlines history, for

by mid-winter, National will be oper-

ating a fleet of Boeing 707's, another

of Lockheed Electra turbo-prop jets,

and the first of a fleet of Douglas

DC-8's. It will then have become the

first air carrier in the nation to oper-

ate all three types of jet aircraft.

And when and if this pioneer opens

new routes to the West, it will open

brand new markets for strategic air

command of its profitable medium

—

spot radio. ^

Ask fhe r^an ^° gefc ^0u^
WDBJ is one of the

best buys in

television • • •

anywhere!

WDBJ -TV covers 53 coun-
ties . . . where there are over
400,000 television homes,
$2 billion in retail sales. You
can buy into this rich market
economically and effectively,

for WDBJ-TV furnishes highly
rated shows at comparatively
low cost to you.

For example, TOP O' THE
MORNIN' (music, news,
weather, fun) most popular
early morning viewing in the

area, delivers viewers for only
74 cents per M on a 5 Plan; 58
cents per M on a 10 Plan.* A
powerful "live" boost for your
product; powerful, sales-
producing merchandising
support provided, too!

It will pay you to take a
closer look at TOP O' THE
MORNIN' and other "best
buys" offered by WDBJ-TV.

'all cpmj based on March, 1959 NS/

ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES

Maximum Power

CHANNEL
Maximum Height

ROANOKE, VIRGINIA

7
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With growing importance of media testing, SPONSOR ASKS:

What makes a good

Many agencies are currently doing

extensive radio/television market
testing. Here, agencymen discuss

selective market survey methods

Edward T. Baczewski, v. p. & media

dir., Cunningham & Walsh, Inc., New York

From the media director's point of

view, a good market test campaign

contains two important elements: 1)

a single objective; 2) sufficient prep-

aration.

This is especially true in the case

A single

objective,

sufficient

preparation

of market testing to determine the

most efficient advertising to sales

ratio.

The test that sets out to prove or

disprove only one point is most likely

to succeed. Market tests which are

confused by multiplicity of objectives,

or uncontrolled variables lead to dif-

fused and inaccurate judgment.

The work that precedes the test is

critical. During the preparatory pe-

riod as many variables as possible

should be eliminated. For example,

sufficient knowledge must be avail-

able on the acceptability of the prod-

uct versus competition. Product

quality must not bias the result.

The copy platform and the ads

must be firmly established. In addi-

tion, all basic marketing, distribution,

and pricing problems must be re-

solved before the test.

Under normal circumstances a test

to promote a product can operate

efficiently and yield projectable re-

sults.

Important objectives of the media

planning for any test include the fol-

lowing:

1) Choice of market or area for

testing ( or for control) that's

typical of the product's over-all

market;

2) Markets large enough to yield

sales results that are signifi-

cant;

3) Test period that includes a com-

plete cycle of buying and repeat

buying;

4) The market or area that in-

cludes media which can be used

in simulation of a national cam-

paign.

True projectability, both in local

and in national advertising, is

achieved by matching advertising

impression weight as accurately as

possible—by type of media, by type

of advertisement, by type of audi-

ence.

The formulae for duplicating na-

tional advertising weight in local

markets must be adjusted for the

peculiarities of a market as well as

requirements of the campaign.

For example, in establishing a

formula for a test some allowance

must be made for such intangible

values of media within a campaign

as:

. . . the editorial association in

magazines;

. . . the immediacy of newspaper

advertising;

. . . the selling power of the com-

bination of sight, sound and

motion of television;

. . . the reiterative quality of radio;

. . . the constant presence of out-'

door advertising.

In each market, the formula must

also allow for the differences in:

. the number of tv stations;

. the relative coverage of news-

papers;

. the sales ability of radio per-

sonalities;

. the ability of an outdoor plant

to deliver a good showing;

. the editorial quality of the

Sunday Magazine section; and

. competitive conditions and so

forth.

In most cases, we can adjust local

advertising weight satisfactorily to

test market
-

match national advertising. This i:

almost always true when the objective

of the test is to determine "How
much advertising to sell how much
product." When the test is confused

by the insinuation of other objectives,

we find the results less meaningful

&
Dr. Norman Young, dir. of research

Mogul Lewin Williams & Saylor, Inc.

New York

The essence of testing televisio

lies not so much in the necessary me
chanical steps important in accom

plishing what is called testing, wheth

er the step be delineation of salee

areas, measurement of sales change,

or what you will, as in what I call the

triple P—patience, probability and

projectability. The importance ol

these points was gleaned after yearq

of talking to research, media and ac-

count people.

Patience: Those who have been in-

volved in large numbers of television

media tests know how downright

frustrating it is when a company head

bombards them with these standards:

"How are we doing?" . . . "We're not

doing anything, should we keep the

test going?" . . . "Let's go national

Shouldn't we? It's two weeks anc

we're up 10% already" ... "I knew

we shouldn't have tested tv, what i

waste!" (Before the test starts) . .

"What's new?"
Of course the entire framework oi

impatience has more than anxiety sig-

Patience,

probability and.

projectability

paramount

nificance. What happens is that im

patience at the top, because it's frorr.

the top, tends to cause contraction ir

confidence at all lower levels, result

ing in a truncated test—no test at all

Probability : The function of prob

ability is little more than an analog}
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campaign

lo quality control in assembly line

operation. And similar control on

idecision-making must be maintained

in tv testing. All too often, when the

man in charge peruses the results

from the test, he has a tendency to

use as criteria for success, sales dif-

ferences that may look markedly dif-

ferent, but in actuality, are little less

than differences that had an even

chance of arising, anyway.

In other words, it is clear that con-

trol is important, not only in having

control cities, but also having sta-

tistical control of the results.

Projectability: One devastating as-

pect of testing tv is the problem in-

herent in this question
—

"All right,

sales went up 60^, so let's go na-

tional." All too often, projecting the

cost of tv in one city to a national

figure ends up in the following:

1. The projected national tv budg-

et ends up as, perhaps, seven

times the company's advertising

budget.

2. While sales increases were emi-

nently good, the use of tv

brought the increase in adver-

tising investment far above this

percentage sales increase, mak-

ing continuance nonsensical.

As may be seen, personality often

intervenes in tv testing. Personality

is a hard thing to control. But if tv

tests are to be followed through and

still be called tests, the intrusion of

(personality must be minimized at

each step. Personality as the final P
may be the most important.

Julie Brown, t'-P- and assoc. media dir.,

Compton Advertising, Inc., New York

To insure the success of a test mar-

ket, it is extremely important that:

1) The test market is representa-

tive of the United States

2
1 The test is conducted over a

fairly long period of time

3) The test is projectable

1
1 The advertising weight is typi-

cal of the total country

Extreme care should be exercised

(Please turn to page 76)
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ISorthrup, King & Co.'s Dollar

Buys More on WKOW
"Roy Gumtow, WKOW

Farm Director, does a

particularly strong job on

his farm visits. Our sales-

men and our dealers wel-

come his interest, and we

appreciate the splendid

cooperation and strong

support that he and

WKOW are giving our

sales program."

K. H. Erickson, Director

Marketing-Advertising

Northrup, King & Co.

"Thank you, Hale Byers and Bob Rizer of BBDO for select-

ing WKOW, 'First in selling in Southern Wisconsin.'
"

Ben Hovel

General Manager

WKOW—WKOW-TV

WKOW
MADISON,WISCONSIN

TV-Q
RADIO- 10 KW-1070

Extra copies of

SPONSOR'S AIR MEDIA

$2.00 each
in quantities of 5 to 14 copies—$1.00 each

10 to 49 copies 75« each

50 or more copies 50c each

Write tor your supply to:

AIR MEDIA BASICS,
SPONSOR • 40 East 49th Street, New York 17
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Capsule case histories of successful

local and regional television campaign

TV RESULTS

TRANSPORTATION
SPONSOR: Frank Martz Coach Co. AGENCY: The Lynn

Organization

Capsule case history: Using WDAU -TV as a substantial

portion of its advertising budget has proven highly success-

ful to the Frank Martz Coach Co., Wilkes-Barre, one of the

leading bus lines in Northeastern Pennsylvania. Martz Bus

Lines offer daily express service to New York, Philadelphia,

Newark, Bethlehem, Atlantic City, and all points enroute

with package service on all schedules. This company now

sponsors the Sunday night Sports Highlights over WDAU-
TV, Scranton-Wilkes Barre, with commercials aimed at

emphasizing vacation time and America's favorite play-

ground—Atlantic City. Jack Lewis, a.e. for The Lynn

Organization, says, "Business for Martz Bus Lines' Atlantic

City and shore points has shown a considerable increase

this year, and the client and I feel this is a direct result of

the present television advertising. For reaching a male audi-

ence, Sports Highlights does one of the best jobs we know."

Martz Bus Lines is now expanding its budget on the station.

WDAU-TV, Scranton, Wilkes-Barre Program

o

AUTOMOBILE ACCESSORIES
SPONSOR: Economy Auto Stores AGENCY: Dire

Capsule case history: After testing a variety of small tel

vision campaigns, Earl E. Tennyson, Jr., manager of Cha

tanooga's Economy Auto Store, launched a heavy televisi

saturation campaign on WRGP-TV, Chattanooga. As tr

only store using television in the Economy Auto chan

Tennyson buys heavy saturation waves of 24-announcement

75% I.D.'s and 25% minutes, starting on Wednesday an

running through late Friday evening. The bulk of the spo

run in early morning and evening time periods, preferabl

around news and adult western shows which attract larg

male audiences. From the sixth largest seller of new tir

last year in Economy's chain, Tennyson's sales have spurte

so sharply that he is now the largest seller of tires in the con

pany s chain of 21 outlets land 92 associate stores), whic

handle tires, auto accessories, appliances & furniture an

general hardware. Sales have increased 22 to 23%. "The r

suits have been nothing short of perfection," said Tennyso:

WRGP-TV, Chattanooga Announcemen

AUTOMOBILES
SPONSOR: Murray Vout

MAGAZINE CIRCULATION
AGENCY: Direct SPONSOR: Popular Science Magazine

Capsule case history: Murray Vout, a local auto dealer in

Salinas. Calif., had not been using television for quite

a while. The firm, in business for over 30 years, switched its

grant to English Fords and Studebakers and its budget to

television. The car dealer then purchased full sponsorship

of two sports programs on KSBW-TV, Salinas-Monterey,

Calif., immediately following Wednesday Night Fights on

ABC TV and Friday night fights on NBC TV. In the fol-

lowing 12 months Vout registered a 27% gain in business.

With 95% of his advertising budget devoted to television,

Vout decided he could not afford both sports programs he

was sponsoring. He cut his tv budget to accommodate just

one sports program and spread his budget among other

media. One month later Vout returned to KSBW-TV with

the report that he needed both programs. He found that they

were the best advertising he had. "The impact of these shows

is such," he said, "that they justify my total budget."

KSBW-TV, Salinas-Monterey Programs

56

AGENCY: Schwab, Beat

& Porter, Inc., New Yoi

Capsule case history: "Popular Science" magazine decid

to try a test campaign in the Wichita, Kan., area to dete

mine if tv could hypo circulation. A schedule was placed

KTVH consisting of 10 live announcements (eight particip

tions, two spots) during a one-week period, with concentr

tion on the Jack Munnley Show. Cost $351 for time, ph

talent. No other station or advertising was used. At the en

of the campaign, the M-S News Co., the magazine's distribi

tor, reported that 2,080 copies had been placed on tl

stands and that there was a 70% sale in the first five daj

on sale; after 12 days, a 99.6$ sale. The distributor al

sorbed a 100 re-order over the second weekend and show

a 100% sale after 15 days on sale. Even then, the dema

for copies continued. A. M. Schuessler, M-S News Co.l

manager, told KTVH, "We feel the amazing sales perforn

ance was due to the power of your advertising and in pa;

ticular, to the tremendous appeal of the Jack Munnley Showl

KTVH, Wichita Announcemen
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FROM
THIS

GREAT
NEW

TELEVISION
CENTER

IN BAKERSFIELD

SENTED BY EDWARD PETRY & CO. INC. CONIES
THE

COVERAGE
OF

1,000,000
PROSPEROUS
PEOPLE!

.T,isTilrprfc_T\# P.A

I

r, , f BAKERSFIELD CHANNEL 10 NBC
FORNIA'S SUPERmarket BAKERSHttu



u.

BALANCED

Programming

Sells to Everyone!

Family listening is at its best in

the vast San Antonio market on

KONO Radio. With top ratings

throughout the day, KONO
delivers MORE men, MORE
women, MORE teens, MORE kids

— and at less cost per 1000.

To check ratings, check audi-

ence composition . . . and to

check availabilities — call your

KATZ AGENCY
REPRESENTATIVE

5000 Watts • 860 KC

JACK ROTH, Mgr.

SAN ANTONIO, TEXAS

National and regional buys

in work now or recently completed

SPOT BUYS

TV BUYS
Colgate-Palmolive Co., New York: New campaign is kicking off

in about 30 markets mid-August for six to eight weeks, depending on

market. Night minutes are being used, frequencies varying. Buyer:

Hal Commings. Agency : Norman, Craig .& Kummel, New York.

Bristol-Myers Co., Inc., New York: Schedules in top markets for

Vitalis start second week in August. Run is for 18 weeks; night

minutes. Buyer: Bob Widholm. Agency: DCS&S, New York.

Philip Morris, Inc., New York: Going into about 10 markets with

schedules of prime 60's and 20's for Benson & Hedges cigarettes, to

start 16 August for 13 weeks. Buyer: Jeane Jaffe. Agency: Doyle

Dane Bernbach, New York.

Nutrena Mills, Inc., Minneapolis: Campaign starts this month for

13 weeks in selected midwestern and southern markets for its dog

food. Placement in most markets is for minutes, 20's and 10's.

Buyer: Mary Ann Doss. Agency: Bruce B. Brewer & Co., Mpls.

Kellogg Co., Battle Creek: Introducing in mid-August a new cereal,

OK, in practically all markets east of the Mississippi. Schedules of

minutes and 20's are aimed at both adults and children. Buyer: Tom
Brennan. Agency: Leo Burnett Co., Chicago.

S. C. Johnson & Son, Inc., Racine, Wis.: Spot campaign for Klear

Floor Wax in 25 markets to supplement its network lineup. A stag-

gered schedule using minutes and 20's starts mid-August. Agency:

Foote, Cone & Belding, Chicago.

Maiden Form Brassiere Co., New York: Initiating a campaign in

about 18 markets for its bras. Fourteen-week flights of minutes and

I.D.'s start 16 August, heavy on night, some day. Average frequency

per market: 15. Buyer: Inez Aimee. Agency: Norman, Craig &

Kummel, New York.

RADIO BUYS
C. F. Mueller Co., Jersey City, N. J.: Campaign being readied in

top markets for its macaroni. Day minute schedules are being

bought, start 7 September for 34 weeks. Buyer: Jeff Fine. Agency:

DCS&S, New York.

Q-Tips, Long Island City, N. Y.: Flights in the top 25 markets

after New York to supplement network for Q-Tips starting 8 Septem-

ber for 13 weeks. Schedules are daytime and some traffic hours,

mostly minutes. Frequency per market: 20-40. Buyer: Anita Wasser-

man. Agency: Lawrence C. Gumbinner Adv., New York.

Pittsburgh Plate Class Co., Point Div., Pittsburgh: Campaign for

Sun Proof paints starts 3 September. Four-week schedules are for

minutes and chains in day, night and traffic hours on Thursdays

and Fridays. Buyers: George Huelser and Charles O'Donnell,

Agency: Maxon, Inc., New York.
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DELIVERS

GRADE A COVERAGE'

OF MORE PEOPLE
'

o

North Carolina

Station

THIS FACT FACES YOU!

PROOF: In North Carolina's biggest metropolitan market, WSJS
Television has maximum power of 316,000 watts and

transmits from the area's highest tower, 2000 feet above

average terrain. WSJS Television's extra strong signal

provides Grade A Coverage for 1,410,700 people in the rich

industrial Piedmont—the best coverage for more people

than by any other North Carolina station.

television

Winston-Salem / Greensboro

CHANNEL 12

Call Headley-Reed, Reps.

AFFILIATE
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yks f Svh f you saw it right!

Julep-eye views of Churchill Downs notwithstanding,

you're right about Kentucky television! WAVE-TV does

have balanced programming, ratings, coverage, costs-per-

thousand and trustworthy operation.

WAVE-TV
CHANNEL 3 • Maximum Power • NBC

LOUISVILLE

60
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V ;
: What's happening in U. S. Government

that affects sponsors, agencies, stations

* WASHINGTON WEEK
8 AUGUST 1959

Copyright 1959

SPONSOR

PUBLICATIONS INC.

The top headline-making event of the week was the rush of both the House
and Senate House Commerce Committees to get into the New York tv quiz probing

act.

Both committees would like to get their hands on the impounded grand jury testimony

and report on alleged fixing of the quizzers.

(The judge who presided over the grand jury investigating tv quiz shows, agreed this

week to let the House Committee see the jury's 12,000 word presentment.)

Hearings on two competing bills to give varying measures of immunity from
the antitrust laws began and ended in one week.

Senate Judiciary Committee subgroup under Sen. Estes Kefauver (D., Tenn.) considered

the Kefauver measure plus one introduced by Sen. Kenneth Keating (R., N.Y.).

Keating would permit banning of broadcasts within 75 miles of a town in which a team

was playing. Kefauver would leave it up to the FCC to decide whether tv could be banned.

FCC immediately responded that such decisions are outside its jurisdiction and "expertise."

Broadcasting industry opposes the Keating bill. Last year, the Justice Department pointed

out that most of the population would be denied tv of games under 75-mile-rule. The FCC
last year opposed anything which would take radio and tv from the people. Neither agency

testified this year, but both submitted statements renewing last year's positions.

Filing day on the FCC proposals re network option time came and went with

no surprises to report.

Networks were opposed to the idea of cutting a half-hour from option time and the

counting of "straddle programs" as entirely within option time as were the affiliates. The

webs were less than enthusiastic about the idea of giving affiliates more power to reject

network programs, but here the affiliates parted company to a considerable extent.

Stations Representatives Association was indifferent to cuts in option time, and wanted to

attack the problem for an opposite direction. The SRA wanted "station reserved time"

to be added to the rules-time in which a station would be required to program for

itself.

The FCC tightened up its own political equal time rules, for a change, while

the House marked time after Senate passage of a bill to override the Commis-
sion's Lai' Dalv ruling.

The FCC rules merely provide that candidates seeking equal time must apply within a

week of use of a station by a competing candidate. Also, in case of dispute, the burden of

proof of eligibility for time will be on the candidate demanding it.

No bar appears along the legislative path of the Lar Daly overtui ner. However, it looks

like it will be a cliff-hanger, with final approval probably delayed into the final weeks,

days, or even hours of the session.

House Commerce Committee chairman Chen Harris (D., Ark.), no advocate of freedom

for broadcasters politically, is dragging his feet. He doesn't appear to wish to kill the

restricted measure approved by his Committee, but seems to be aiming at cutting the ad-

journment hair so fine that the Senate Committee will accept the House bill without

a struggle.
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Marketing tools, trends, news,

in syndication and commercials]

FILM-SCOPE
8 AUGUST 1959 ^ significant question on the potency of alternate week identification in syn

copyright 1959 dication was posed by Brown and Williamson's reported withdrawal from certain

sponsor MacKenzie's Raiders markets.

publications inc. Raleighs has been in 20 cities with the Ziv series through Keyes, Madden and Jones;

they're understood to be pulling out of 10 markets after a year's test of alternate week

sponsorship.

Reason for the switch: Not enough sponsor identification or impact from half-week

exposure.

But note that Raleigh is staying on in other markets where it has full sponsorship

of the series.

The spectre of a time period shortage for syndicated shows in the fall is con-

tinuing to touch off a number of crucial side-effects.

The Crosley station group was planning to build up its film inventory over the summer

for local sponsorship and participation selling in September, but has now decided to go easy

on additional film investments.

Here's why they're putting the brakes on station film spending: There are several re-

gional film advertisers who've tied themselves to particular shows and are encoun-

tering clearance headaches.

Stations may well be asking why should they bankroll a film series then have to turr

down offers for its time period made by a regional spender.

If stations do set a trend for lightening their film inventories this year, syndication's reve-

nue potential will be cut down slightly and at the same time the schedules of syndication par

ticipations buyers could be disrupted.

Domestic syndication has racked up a whopping gross, estimated at $111 mil

lion, in the past three months on its new entries alone.

Close to half of current business is being done in new properties, largely due to the fac

that there's been a high rate of turnover on show titles this year.

Here's the sales progress a dozen shows have made to date:

SHOW

Phil Silvers (CBS Films)

Trackdown (CBS Films)

Californians (CNP)

Deadline (Flamingo)

Four Just Men (ITC)

Ding Dong School (ITC)

Shotgun Slade (MCA)
Coronado 9 (MCA)
Grand Jury (NTA)

Manhunt (Screen Gems)

Lock-Up (Ziv)

This Man Dawson (Ziv)

Additionally, there are at least six other shows starting their sales push: CNP's Not Fo

Hire, Jayark's Trapped and Birthright, MGM-TV's Thin Man re-runs, Schubert's Countersp

and UA's The Vikings.

LRKETfl PRINCIPAL REGIONALS

90 Carling's

25 Schlitz

15 (sold on strip basis)

60

55 Shaefer, Drewrys, Standard

Oil of Texas

75

70 Ballantine, Jax, Blue Plate

65 Falstaff

44 D-X Sunray

96 Jax, Drewrys, Miles

157 Lucky Strike, Kroger

31 Lucky Strike, Hood
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FILM-SCOPE continued

CBS Films has been bearing down heavily on a fairly new entity in syndication:

The regional re-run.

Two multi-market sales of repeats have paid off to the tune of $2.2 million in the past

11 weeks.

Both of these regional re-run deals were made with national beers:

• Schlitz through JWT last week signed for Trackdown in Chicago, Milwaukee, Kansas

City, Denver and several other markets at a film cost of $250,000.

• Carling's Beer through Benton & Bowles made a mammoth three-year deal on Phil Sil-

vers re-runs in 63 markets. The film budget: $2 million.

The significance of these re-run regionals is three-fold: (1) They bring national spend-

ers to syndication re-runs on a mass scale for the first time, (2) they account for 55% of

CBS Films' $3.9 million gross since mid-May and (3) they represent almost one-third of all

of CBS Films' estimated $7 million volume since the start of the year.

The death last week of Ralph Cohen, 45, tv film pioneer and Screen Gems
president, has left the Columbia Picture subsidiary without an heir apparent.

As the company's set up it has v.p.'s in charge of departments such as sales, production

and business affairs, but no executive v.p. who might be regarded as a likely succes-

sor to Cohen.

The idea of using feature films as local-level "specials" is spreading.

Oklahoma Tire & Rubber Co. used UAA's Yankee Doodle Dandy for a pre-holiday pro-

motion in seven Oklahoma area markets last month, through Watts-Payne, Tulsa agency.

Aside from the thematic connection between the feature film and the Fourth of July,

Oklahoma Tire focused its tv program money on those days during which prospects were

ripest for pre-vacation buying.

Syndication stars who do summer stock work are often snaring free additional

promotion for their tv film shows.

In one city where Lloyd Bridges appeared in summer theater, newspaper ads for the at-

traction billed him as star of tv's Sea Hunt.

HMRT
COMMERCIALS

A number of film producers in the commercials field have organized a coun-

ter-attack against video-tape interests even though they assert tape hasn't yet put a

pinch into their business.

Some film men are arguing that video-tape is being used experimentally by some advertis-

ers, and as protection against what the competition might be doing by some other tv brands.

One film spokesman described the anti-tape crusade as a rear guard action, ac-

cepting the eventual conversion of some commercials jobs to video-tape, but fighting to pre-

serve the status that film men have spent a decade in building up.

RCA has broken the ice on video-tape recorder sales with an order for eight

machines from Reeves Sound Corp.

Prior to last week RCA's only customers for the equipment were the NBC TV network

and one NBC affiliate, WBTV, Charlotte.

The Reeves order removes the thorn in RCA's side that its own tv network was one of

the best customers for its manufacturing rival, Ampex.
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A round-up of trade talk,

trends and tips for admen

PUBLICATIONS INO.

SPONSOR HEARS
8 AUGUST 1959 The colleagues of a Park Avenue agency president are hoping that he'll soon

copyright 1959 Set tired playing with the personal investment he has in Europe.

sponsor They need his leadership in coping with a series of client crises.

A recent merger of New York agencies had this aftermath:

Staff people who were let out wholesale received no severance pay or even vacation

money. It even applied to department heads who had been there over five years.

The "charter" idea for daytime business has just been introduced by one of

the older tv networks.

It is offering a new morning show for out-of-pocket (both time and talent) on a

26-week contract.

A practice which has caught reps red-faced on several occasions recently:

Tv stations waive the rule about confirmations before 30 days of starting date'

when they're contacted by an important agency by phone or personal call.

Here's the rub for the reps: A competitive product calls up to say, "We thought youl

told us you couldn't confirm before 30 days."

Here's a tip to the younger generation of rep salesmen which SPONSOR HEARS
picked up this week from the head timebuyer of a topranking agency in spot:

(1) Treat the cocktail parties your firm throws more as a business meeting than

a social event; (2) your personality is far less important than your knowledge of the

business and the service you give your contacts.

Certain tv stations can look for an explosion from a major Madison Avenue agency

for airing spots in times other than specified in the contract.

Seems that the agency decided to embark on a wholesale check after a client complained
I

that one of his field men found only one out of 10 spots where it was supposed to be*

Observed the No. 1 timebuyer in that agency: The trouble with the industry is that il

considers its traffic departments as overhead—not as a cost of doing business.

A Madison Avenue agency's recommendations are being regarded with askance »

by a food account because the client has a good memory.

Some time ago the agencv urged the account to go all-out network, saying that

network commercial is three times as effective as a spot commercial.

Faced recently with a critical competitive problem (the client had lost a brand leader-

ship), the agency advised the account to use spot saturation in those markets where the

sales potential was greatest.

The client, recalling the agency's earlier maxim about commercials, vetoed the spot

recommendation.
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BSEEa332
PLEASE NOTE! As shown below, WKZO-TV de-

livers 94.9% more homes than Station "B,"
Sunday through Saturday, 9 p.m. to midnight!

NSI SURVEY—KALAMAZOO-GRAND RAPIDS AREA

(Jan. 25-Feb. 21.1959)

STATION TOTALS FOR AVERAGE WEEK

HOMES DELIVERED PERCENT OF TOTAL

WKZO-TV STATION B WKZO-TV STATION B

v
Mon. thru Fri.

• 6 a.m.-9 a.m. 17,600 17,300 50.4% 49.6%

9 D.m.-Noon 55,500 32,300 63.2% 36.8%

Noon-3 p.m. 69,400 35,200 66.3% 33.7%

3 p.m.-6 p.m. 68,000 54,500 55.5% 44.5%

Sun. thru Sat.

6 p.m.-9 p.m. 148,700 95,500 60.8% 39.2%

9 p.m.-Midnight 134,300 68,900 66% 34%

fl'lflltli'l'"
1111^

BUT... WKZO-TV Puts Your

Campaign At Full Throttle

In Kalamazoo -Grand Rapids!

WKZO-TV will put you in the winner's seat in the

important Kalamazoo-Grand Rapids market with its

commanding lead in coverage and popularity.

WKZO-TV holds a big 94.9% lead over Station 'B'

(see NSI Survey at left) in homes delivered, Sunday

through Saturday (9 p.m. to midnight). And to top it

off, a 9-county ARB Survey (April 17-May 14, 1959)

covering 300,000 TV homes gives WKZO-TV first place

in 74.6% of all quarter hours surveyed!

Remember—if you want all the rest of outstate Michigan

worth having, add WWTV, Cadillac, to your WKZO-TV
schedule.

XRoger Ward won the 1959 Indianapolis 500-Mile Speed Classic with a

record average of 135.587 MP11.

A
^- ,v^

R*LJlJi

WKZO-TV — GRAND RAPIDS-KALAMAZOO
WKZO RADIO— KALAMAZOO-BATTLE CREEK
WJEF RADIO— GRAND RAPIDS
WJEF-FM— GRAND RAPIDS-KALAMAZOO
WWTV— CADILLAC, MICHIGAN
KOLN-TV— LINCOLN, NEBRASKA

Associated with

WMBD RADIO— PEORIA, ILLINOIS

WMBD-TV— PEORIA, ILLINOIS

WKZO-TV
100,000 WATTS • CHANNEL 3 • lOOO' TOWER

Studios in Both Kalamazoo and Grand Rapids

For Greater Western Michigan

Avery-Knode/, Inc., Exclusive National Representatives
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NEWS & IDEA

WRAP-UP

SPREADING THE CARPET for WRCA's new music programing concept, "Wail-To-Wall

Music," Eve Bruce, "Miss W-T-WM" was driven around N.Y.C. heralding the station's format

ADVERTISERS

Westinghouse's billings for the!

sponsorship of radio and tv cov-

erage on CBS of the presidential

hoopty-doop next year will run
somewhat over $6 million.

The package includes not only thi

nominating conventions and the elec-

tions but campaign features. McCann-!

Erickson's the agency.

Hamm's Beer, for the third con

secutive month, ranked No. 1 in

ARB's June survey of best-liked

tv commercials.

The runners-up, in order: Ford,

Piels, Dodge, Falstaff. Burgermeister,

Mr. Clean and Post Cereals.

Campaigns:
• S.A. Schonbrunn & Co., roasters,

packers and distributors of Savarin

Coffee has increased its broadcast]

activity to promote iced coffee made

with Savarin Instant. As of last week I

and for the next seven weeks, the Newfl

WAKE'S WITH IT! The circus, that is,

which by invitation of Ringling Bros., last

week held Appreciation Day for Atlanta lis

teners. Here, WAKE Hit Paraders join in

BEATNIK SOUNDS OFF to Merritt Hadley

on KMFB, San Diego, in interview preceding

special program on group. Hadley had week's

session with them at local coffee houses
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1 oik and Philadelphia areas will be

lanketed with 153 one-minute radio

|,oi. on WM.W. WRCA. WMCA,
mGM, WINS (all N.Y.I plus

\< \U and WRCV in Philadelphia,

his radio push will he backed by a

tfntinuous tv schedule of five shows

km week and a flight of spots on

WtCA-TV and WCBS-TV, New
ork: WCAU-TV and WRCV-TV,

Philadelphia and WNHC-TV, New
lav en. Agency : FC&B.

' • Lanolin Pins has scheduled a

1 million advertising campaign to

utroduce its Baby Curl—new chil-

Kii - hair waving shampoo. The cam-

taign, which started last week, will

ise ".(KX) tv and radio spots per week

D 193 markets. The bulk of the spots

Kill he placed on the three major net-

vorks. as well as leading independent

v and radio stations in principal

narkets.

Vew brand: As expected. American

Tobacco will move into the menthol

igarette field via its new Riviera

•rand. SSC&B is the agency.

False advertising: The FCC has

charged P&G with illegal restraint

of trade because of their exclusive

contracts providing manufacturers <>l

automatic washing and dish washing

machines with free samples of P&G's

detergents.

Commented a P&G spokes-

man: "The complaint refers to con-

tracts which no longer exist and to

advertising which hasn't run for

mam months."'

In the company's 90th annual re-

port to stockholders, Pillsbury

noted, among other things:

(1) It introduced a total of 22 new-

products during the past year, and

(2) Net sales increased 2.5' '< over

the previous year.

Strictly personnel: R. D. Waters
to president and general manager of

Vick Products Division of Vick

Chemical Co. . . . Carl Broman,
named director of merchandising for

the Pepsi-Cola Co. . . . John H.

Childs, to general manager of ad-

vertising and sales promotion for

Texaco. Inc.

AGENCIES

Benton & Bowles will handle the

$3.3 million advertising cam-
paign for the 22 Florida packers

of frozen orange juice in retail-

size cans.

The campaign, which is in addi-

tion to the Florida Citrus Commis-

sion's program (also handled by

B&B I will run September through

November.

Other agency appointments :

Eight Johns-Manville divisions, hill-

ing around $2 million, from JWT
back to Cunningham & ^ alsh

I where the account was some 30 years

ago) . . . CandyGram. the new candy-

with-telegram service recently
launched by Western I nion. to the

Chicago office of Young & Rubicam
. . . Gruen Watch Co.. to A. L. Paul

Lefton for a new "prestige"' cam-

"MISS ELSIE" dons a barrel to parade the

streets of St. Petersburg and Tampa. Her

itiisslon: to tell one and all about WTSP's

ecent change to new call letters—WLCY

SPONSOR 8 AUGUST 1959

37 YEARS AGO AND TODAY: Tom Lambert, program director, WISN, Milwaukee, joins

hands with "Miss WISN 1959" and "Miss WISN 1922" to mark the station's 37th anniversary

TOPS WITH TEENS is Linda Jette, crowned

Teen Hop "Doll" of weekly hops, sponsored

by KIOA, Des Moines and m.c.'d by d.j. Doc

Lemon. Here, both share some of her prizes

POOL-SIDE TELECAST by KPLR-TV, St.

Louis, brings together in picnic party (I to r)

M.C. Harry Fender, Pat Schiming of Gard-

ner Adv. and Don Brady of D'Arcy Adv.



paign . . . Waterman Bic Corp., from
E. T. Howard Co. to Kastor, Hilton,

C.C.&A. . . . The Eagle Pencil Co.,

from BBDO to The Shaller-Rubin
Co., New York . . . E. R. Squibb divi-

sion of Olin Mathieson. for a new
product, to Donahue & Coe . . .

Boyer Chemical Co., for its house-

hold chemical specialties, to Baker,
Tilden, Bolgard & Barger, Chica-

go .. . Davega Stores, New York, with

plans to use tv and radio spots, to

Weiss & Geller, New York . . .

L. S. Heath & Sons, candy bar maker,

to Biddle Advertising, Blooming-

ton, 111.

Agency merger: Two Louisville

agencies—Fessel-Siegfriedt and Doo-

ley & Moeller — have combined to

form Fessel. Siegfriedt. Dooley &
Moeller, Inc. with offices at 304 West
Liberty.

Thisa 'n' data : Last week Leo Bur-
nett celebrated the anniversary of the

agency's founding in 1935 by present-

ing gifts to employees according to

years of service. Those with Burnett

for 20-years pocketed $2,000 . . .

Campbell-Mithun is giving editors

and ad columnists an inside look of

its operation via distributing a bro-

chure, usually given to new employ-

ees, telling the agency's story . . .

Alex Anderson, v. p. and creative

tv director at Guild. Bascom & Bon-

figli, San Francisco, accentuated

the negative approach in selling

before the National Industrial Photo-

graphic Conference in Los Angeles

last week. Said Anderson: "I am
making a plea for an unvarnished ad-

mission of the product's weaknesses,

not because of any moral considera-

tions, but simply because it works.

With 99 r
/r of all advertising pushing

positive claims, the negative approach

has strong attention-getting value."

Personnel moves: James Comi-
nos, to v.p. in charge of tv/radio pro-

graming and James Isham, v.p. in

charge of creative services at Need-

ham, Louis & Brorby. Chicago . . .

Clark Wilson, to v.p. in charge of

research, BBDO . . . Anthonv Che-

vins, elected senior v.p., C&W . . .

Frank Clayton, director of media.

K&E, Chicago . . . Hugh Redhead,

to manager of the Pittsburgh office:

David Echols, v.p. and manager of

the Chicago office and John Leahy,

manager of the San Francisco office

of F&S&R.

More personnel moves : Sidney
Rothstein, chairman of a newly-

formed New York agency—Rothstein,

Simmons, Pascoe & Davis, Inc. . . .

John Rundall, broadcast supervisor,

FC&B, Chicago . . . Russ Raycroft,

to general executive at General Art-

ists Corp. . . . Walter Lipinsky,

director of marketing for the food

division. Ritter. Sanford, Price &

Chalek, New York . . . Donald
Wells, management supervisor,

BBDO . . . Selden Carter, assistant

account executive, Lambert & Feasley,

New York . . . George Johnston,

account executive, Klau-Van Pieter-

som-Dunlap . . . Robert Allen, ac-

count executive. Guild. Bascom & Bon-

figli. Chicago.

FILM

Tv film producers and distribu-

tors have elected a six-man liai-

son group to deal with the NAB
Film Committee.
The liaison group will consist of

representatives to be named by each

of these six film companies: CBS
Films, CNP, ITC, MGM-TV,
Screen Gems and Ziv.

The NAB Film Committee chair-

man is Joe Floyd. KELO-TV. Sioux

Falls.

Alternate sponsorship: Solutions

to the alternate sponsorship problem

have been found by Ziv in 565 situa-

tions in the first half of 1959. Co-

sponsorship "marriages' arranged by

Ziv represented $14 million in time

and film costs.

Sales: Walter Schwimmer reports

Championship Bowling, now in its

sixth year in syndication, has been

sold to 162 stations. Regional adver-

tisers using the show for the fifth

consecutive year are Carlings's and

Genessee Beer; other advertisers are

Pearl Brewing, Brunswick-Balke-Col-

lender and Munsingwear; sales dur-

ing May and June were made in 50

additional markets . . . ABC Films

reports sales in United Kingdom.

Switzerland. Finland. Australia, Ja-

pan. Mexico and Puerto Rico on

Wyatt Earp, Three Musketeers, Ozzie

and Harriet, People's Choice, Wire

Service, John Kieran's Kaleidoscope!

26 Men, and Sheena . . . CNP's Medic

to WWL-TV, New Orleans; WITlJ
Milwaukee; WAST, Albany; WALA-
TV, Mobile; KVAR-TV, Phoenix

WOTC-TV, Savannah; KSYD-TV.
Wichita Falls; KTNT-TV, Seattle-

Tacoraa; WPSD-TV, Paducah
KCMC-TV, Texarkana; WTVY. Do-

than and KHQA-TV, Quincy: all art

through Victory Program Sales.

Programing: NTA acquired tW
rights to 160 pre-1943 20th Century.

Fox feature films . . . Fred Jackmari

to direct episodes of Screen Gems
Manhunt . . . Crosby-Brown produc

tions of Hollywood has appointee

Cinema-Vue as its eastern represen

tative.

Promotion: ITC s Ding Don£

School has been licensed to Golde:

Books and Western Printing anc

Lithographing through Henry G. Sap

erstein & Associates. Print orders

totaling 5 million books the first yeai

are expected.

Ratings: Ziv claims its shows an

the highest rated of all syndicated en

tries in 16 out of 32 markets rated b\

ARB and sampled during May anc

June . . . Official Films notes time pe

riod leadership of My Little Margit

in various markets even though h

re-run as high as its eighth.

Commercials: Ray Favata anc

Carlton Reiter have formed Raj

Favata Productions at 165 Wes

46th Street in New York City . .

Tony Wells becomes tv productioi

manager for Wilding-Tv in Chicagt

. . . Music Makers reports score

for Ford through JWT with filming

by Electra and its 12th Duncan Hine

Cake Mix assignment through Comp
ton. to be filmed by Elliot-Unger

Elliot.

Strictly personnel : Alfred Mark
im elected operations v.p. of Tele

studios . . . Fred Miano named Tele

studios comptroller . . . Burt Rosei

appointed New York account execu

tive for Official Films . . . Josepl

Dunkelman has resigned fror

Screen Gems, Canada, and Telepi:

Movies, Canada . . . Herbert Rich

man named ABC Films internatiom

booker.
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I
OPARE THESE SOUTHEAST MARKETS.

WBTV-Charlotte 632,070

Atlanta 579,090

Louisville 509,480

Birmingham 587,800

Memphis 453,240

Charlotte Station "B" 442,690

Miami 434,800

New Orleans 380,020

Nashville 366,560

Norfolk- Portsmouth 337,580

Richmond 311,680

CHARLOTTE-WBTV RULES ABSOLUTE
AS FIRST TELEVISION MARKET
IN ENTIRE SOUTHEAST
AS MEASURED BY N.C.S.3

The Charlotte-WBTV television market totals 632,070 homes.

Its nearest competitor in the Southeast. Atlanta", has 579,090.
»

WBTV's set count exceeds that of the second Charlotte station by

43%—delivering 189,380 more television homes!

Buy WBTV as your first, biggest step to television coverage

of the Southeast. Contact CBS Television Spot Sales or WBTV
for the full fabulous coverage and dominance story.

WBTV

JEFFERSOJ^TANDARD



NETWORKS

Here's a network-by-network run-

down of exclusively sponsored
shows in prime-nighttime next

season

:

• ABC TV: Keep Talking, Take

A Good Look, Pat Boone, John Gun-

ther. Laurence Welk. Gale Storm,

Dick Clark. Real McCoys, Captain of

Detectives and Alcoa Presents.

• CBS TV: Dennis the Menace,

G.E. Theater, Hitchcock Presents,

Danny Thomas, Ann Sothern, Hen-

nessy, June Allyson, Dennis O'Keefe,

Tightrope, Millionaire, U.S. Steel,

Armstrong Circle Theater, Betty Hut-

ton, Desilu Playhouse, Person to

Person, Brenner and Markham.
• NBC TV: Dinah Shore, Steve

Allen, Ford Hour, Perry Como, This

Is Your Life. Trouble Shooters,

Fights, It Could Be You and Ernie

Ford.

i See SPONSOR-SCOPE, page 19,

for comment.)

Network tv sales: Chemstrand
I DDB I to alternate with R. J. Reyn-

y-Y\

. . . and

FOR BEST COVERAGE IN THE
NATION'S 47th TV MARKET
(Davenport, Iowa — Rock Island — Moline, Illinois)

Here is a 42-county market with a fine balance of rich

farming communities and booming industrial centers

. . . the largest market between Chicago and Omaha . . .

Minneapolis and St. Louis ... the 47th TV market in

the nation.

POPULATION
FARM POPULATION
EFFECTIVE BUYING INCOME
GROSS FARM INCOME
RETAIL SALES

1,632,100*

322,300

$2,879,387,000*

$1,213,506,000

2,042,037,000*

1959"

BFTTFNDORI I

ROCK ISLAND

MOLIN1

tAST MOL1N1

'Soles Monagement's "Survey of Buying Power

WOC-TV is No. 1 in the

nation's 47th TV market—lead-

ing in TV homes (438,480),
monthly coverage and weekly

circulation — day and night

—

as reported in the Nielsen

Coverage Service No. 3, Spring,

1958. For further facts and lat-

est availabilities, call your PGW
Colonel . . . NOW!

WOC-TV Davenport, Iowa is part of Central
Broadcasting Co., which also owns and operates
WHO-TV and WHO Radio, Des Moines, Iowa

olds (Esty) on The Man and Th
Challenge, half-hour adventure seriei

beginning Saturday, 12 September,

8:30-9 p.m. on NBC TV ... A. S. R
Products ( K&E I , for alternate weeks

of World Championship Golf, to

start Sunday, 11 October, 4:30-5:30'

p.m. on NBC TV . . . Special note:

Jimmy Durante will start in a music-

variety dubbed Give My Regards To

Broadway, for W. A. Sheaffer Pen
(BBDO) 6 December, 8-9 p.m. on

NBC TV . . . Daytime sales: Miles

Labs (Wade), for nine alternate-week

quarter-hour segments on eight NBC
TV shows.

Treasurer's report: Estimated net

operating profit of AB-PT for thi

first six months of 1959—up 28%
over the like period 1958. The sec-

ond quarter '59 rose 32% in estimate

ed net operating profit over the sec

ond quarter '58.

New network affiliations: KTW(
TV, Casper, Wyo., to CBS TV
KOBY, San Francisco; KITO, Sar

Bernardino; KICO. El Centro anc

WOHO, Toledo, to Mutual.

Thisa 'n' data: CBS Radio will

hold its sixth annual affiliates conJ

vention at the Waldorf-Astoria, NewiP

York, 23-24 September . . . AB-Pt
has purchased on the New York Stock

Exchange 225.028 shares of its 5fA
Preferred Stock held by the estate ol

Edward Noble and 15,740 shares ol

its 5% Preferred Stock held by the

Edward John Noble Foundation for

$19.25 per share . . . Don Fedder-

son Productions is sending to agen-

cy people, membership cards to its

"Millionaire Club" to promote The

Millionaire (CBS TV).

On the personnel side: Marvin
Baiman. to manager of research I

projects at NBC . . . Charles King

rejoins Mutual as director of station

relations and Frank Erwin promot-

ed to assistant to the president, Rob-j

ert Hurleigh.

negro radio for

metro new york

70 SPONSOR 8 august 1959|



RADIO STATIONS

RAB is underway with its latest

experiment—the "$64,000 Chal-

lenge."

The project: year-long use of radio

to sell department store items.

The department store: Highbee
Co., $50 million-per-year AMC out-

lot in Cleveland. The radio campaign

(out of Wyse Advertising. Cleveland I

is set to begin by 1 September.

Tv several weeks ago set up its

own experiment, via TvB. WANE-TV,
Ft. Wa) ne and Patterson Fletcher

specialty store.

Ideas at work:

• Summertime Remote:
WHTN, Huntington, W. Va. now has

a short-wave transmitter installed in

a jeep for this double purpose: An-

nouncers do direct broadcasts from

jaseball fields, swimming pools and
other places listeners go for summer
enjo\ merit. In addition, advertisers

are serviced with on-the-spot inter-

views from their place of business for

sales and special events.

• Promoting the 50th State:
ror the past month, WBBC, Flint,

Mich, has been staging a "Hawaiian

June Jubilee" to promote the Plazas

two shopping centers). The sales

'spectacular' included awarding cus-

tomers leis and orchids, Hawaiian

dancers and musicians, boat and auto

shows, street dances, carnivals and
special broadcasts. Grand customer

award: Hawaiian holiday for two.

• First with the aid: WOWO,
Ft. Wayne has a new public service

underway : "We Serve to Save—Lives

and Property." The idea: station is

distributing first aid kits to pedes-

trians and motorists interviewed by

its roving reporter.

• Wife Savers: That's the new
booklet KPHO, Phoenix is distribut-

ing. It's the result of a contest run on
the Larry Burroughs Show for the

most helpful homemaking hints, com-
piling the best of these in a five-page

report.

• Promoting water safety:

WPEN, Philadelphia and the city's

Department of Recreation are con-

dinting a series of Water Carnivals

—

built around a series of elimination

contests and various swimming events

— to promote attendance at city-

owned swimming pools.

• A 'Goldbrick' contest: KISN,
Portland, Ore., is arranging for peo-

ple to take the day off from work

—

with pay. The idea: each daj station

picks best letter describing why a per-

son deserves a flay off. and then ar-

ranges for it with the employer.

• A 'ridiculous9 promotion:
To boost "Ridiculous Davs." a cam-

paign of the local retail council,

WLDS, Jacksonville. III., has cre-

ated a "Dr. Ridiculous"—promoting

him via ridiculous announcements, ex-

periments and stunts, climaxed by a

parade for him in the business dis-

trict.

• A plan for merchandisers:
WFEA, Manchester, N. H., has pack-

aged a "Complete Marketing Serv-

ice" for food and grocery advertisers.

The plan : Accounts who buy spots

on the station get end-of-aisle or

dump displays in 110 stores, plus ads,

bus cards and jumbo post cards.

Acquisitions: Columbia Pictures

Corp., for full ownership of Inter-

mountain Broadcasting & Tv
Corp.. operator <>f KTVT \ KDYL,
Salt Lake City, from TLF Broadcast-

ers, a subsidiar) of Time, Inc. . . .

South C. Bevins (owner of \\ V1LF,

Pineville, K\.i. for WOVE, Welch,

\\. Va., for $27,500 from Welch
Broadcasters. Inc., brokered by Paul

H. Chapman Co., Atlanta.

Thisa "n" data: WIP Broadcasting,

Philadelphia, has applied for a li-

cense to operate an independent tv

station in \\ ilmington t < » use the

channel as a "service station" mainK
for educational programing . . .

KDKA, Pittsburgh, i> co-sponsoring

performances of the American Wind
Symphony, both in that city and on

tour . . . Frederick Knorr, presi-

dent of Knorr Broadcasting is acquir-

ing positive control of that corpora-

tion via buying out two stockholders

for something like 81 million each

. . . Anniversary notes: WHAS,
Louisville, celebrating its 37th year,

highlighted by a dinner for 305 ad-

vertisers . . . Fels & Co. advertising

on the Crosley Broadcasting Corp.

for the seventh consecutive year.

VL^

WBNS Radio
Columbus, Ohio

John Blair & Co., Representatives

The local advertiser buys and renews where results are

best. 73 of our local contracts have been in effect trow

2 to 27 years. 50 are renewals oj train 2 to 10 years
7

stand-

ing. 23 hate been with ns from II to 27 successful years.
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RAB, in a study of nearly one-mil-

lion radio announcements and some
43,000 programs has pinpointed ra-

dia spot lengths for all announce-

ments bought during the first quar-

ter, 1959 as: (1) 68.7%, 60-second.

(2) 15%, six-second, (3) 6.1%, 10-

second, (4) 3.59c. 20-second, (5)

3.5%, 30-second and (6) 3.2',.

three-second.

Sports business: Coca-Cola Bot-

tling Co., Cal., for one-quarter of the

University of Cal. football and basket-

ball games on KSFO, San Francisco

. . . The Security First National Bank
for the 10-game football schedule of

Fresno State College, on KFRE,
Fresno.

Kudos: To WWJ, Detroit, six

awards in the Michigan Associated

Press Broadcasters news competition

... To WGN, Chicago, its third cita-

tion within two months for news cov-

erage from Radio Press International

... To Harry Caray, veteran sports

broadcaster on KMOX, St. Louis, a

silver punch bowl to commemorate
his 15 years of St. Louis Cardinals

broadcasting.

They were elected charter officers

of the newly-formed San Francisco
Bay Area Fm Broadcasters:

President, Gary Gielow, KPEN;
v.p., Dave Larsen, KJAZ, and secre-

tary. Fred Gennert, KSFR.

Station staffers: Victor Forker,
new general manager of WDRC.
Hartford . . . William Dix, Jr., to

assistant manager and director of

sales for WGR-AM-TV, Buffalo . . .

Edward Forester, national sales

manager, WICC. Bridgeport . . . Ed-
ward Obrist, elected director of the

Conn. State Network . . . Edwin
Huse, general manager of WKHM.
Jackson, Mich, and v.p. of the Jack-

son Broadcasting and Tv Corp. . . .

John Thomson, sales manager and
Halsey Sandford, v.p. for opera-

tions, WKYW, Louisville . . . Hank
Guzik, assistant manager, KWIZ,
Orange County . . . Philip Smith,
to the promotion and p.r. department,

WFMB. Indianapolis . . . Al Racco,
to the sales staff. KNX. Los Angeles

. . . Charlotte Tucker, director of

station relations. Keystone Broadcast-

ing System.

72

TV STATIONS

Six out of every seven U. S.

households (86.3%) had at least

one tv set in May, 1959, accord-
ing to a report by the ARF.
The report, dubbed "National Sur-

vey of Tv Sets in U. S. Households,"

found 44.462 million homes with tv

sets—an increase of more than 12

million tv households since June 1955.

The total number of tv sets in

homes (including multiple-set house-

holds) hit a high 49.3 million in May
1959 compared with 33.3 million in

June 1955.

Ideas at work:
• Ambassador -at -large:

WAVY-TV, Norfolk-Portsmouth, is

calling on agency media directors and
timebuyers in New York this week
with a 13-year-old youngster wearing
a swallow-tailed morning coat, grey

striped trousers, ascot and black hom-
burg. Dubbed "Ambassador," the

youngster is making a three minute
flip-card presentation at each agency,

telling the station's merchandising

story, and leaving as a memento, a

miniature replica of himself.

• Who's singing now: Top 10
Dance Party, live teen syndicated

dance series, is running a Hush-Hush-
Hush prize contest. The idea: Three
well-known pop singers have record-

ed personal messages for all Top 10

programs. Viewers must guess the

correct identities of the disguised

singers. Incidentally. Top 10 was
picked up, this week, by WCSH-TV.
Portland, Me., for a weekly Saturday,

one-hour show, beginning early Sep-

tember.

• Flying 6,000 miles to cover
a local story: Jim Pridemore of

WALB-TV, Albany, went on a rou-

tine 11-hour training flight in SAC
B-52 Bomber, with permission from
the SAC and Air Force. Purpose: to

film a 15-rpinute documentary for lo-

cal showing before Turner Air Base,

in Albany, converted into a SAC base,

received a squadron of these large

bombers.

New quarters: WAVE-AM-TV.
Louisville, moved into their new Ra-

dio & Tv Center at 725 South Floyd

Street last week. The move took place

with no interruption of radio and tv

schedules.

1

happen
to a dog

!

And yet it does I It happens tc

best of us, time and time again,

lavish care and money on oric

footage to get them just right-

to have prints turn up that are

off broadcast specifications.

The answer is—give your lab

tory time and money to do the

right! Then ail your release p
will be on the beam 100%.

For further information write

Motion Picture Film Departme

EASTMAN KODAK COMP/
Rochester 4, N.Y.

East Coast Division

342 Madison Avenue

New York 1 7, N.Y.

Midwest Division

1 30 East Randolph Drive

Chicago 1 , III.

Wost Coast Division

6706 Santa Monica Blvd.

Hollywood, Calif.

W. J. German, Inc.

Agents for the sale and distributioi

Eastman Professional Motion Picture

Fort Lee, N. J.; Chicago, III.;

Hollywood, Calif.





NEGRO
Community
Programming

SPANISH
PUERTO RICAN

Programming

of Whirl-Wind

sales action

WWRL
NEW YORK DE 5-1600

*10:00AM-5:30PM ** 5:30PM- 10:00AM

CHECK fand

DOUBLE CHECK£
V
WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stationsl

VV
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS—ABC

TERRE
HAUTE
INDIANA

Represented Nationally
t>y Boiling Co.

Note-worthy sales: Katz Drug Co.

and its subsidiary. eBautyrama. for

$250,000 worth of time, over 52

weeks, on KSD-TV. St. Louis.

Treasurers'1 report: Net income

for the first fiscal quarter ending 30

June for Taft Broadcasting Co.:

$395,324—an increase of 32% over

the like period last year. Net sales

increased 16 r
r ... Earnings after

taxes for the 24 weeks ending 20 June

for Wometco Enterprises — up

17.6% over the like period last year.

Gross income amounted to $4.7 mil-

lion. (Wometco owns WTVJ, Miami.

WLOS-TV.. Asheville. and 20% of

WFGA-TV. Jacksonville.)

Thisa 'n' data: A plan for amal-

gamation of the Screen Directors'

Guild of America in Hollywood and

the Radio and Tv Directors Guild has

heen adopted by the boards of both

Guilds . . . KTTV, Los Angeles'

Miss Universe Pageant telecast "kay-

oed all opposition." according to the

station, with a 45.9 rating and a

81.4 share of audience between 10:30-

11 p.m.—a full hour before the selec-

tion and crowning of Miss Universe

. . . WEAR-TV will become the pri-

mary outlet for ABC TV in Mobile

and Pensocalo. Until now ABC had

only secondary outlets in both mar-

kets ... A University of Michigan

random sample survey shows news-

papers and tv running neck-and-

neck as the public's first choice

for political news . . . For the first

time, the fall fashions of the San

Francisco Fashion Industries Manu-

facturers and Wholesalers Assn. was

televised via two color telecasts on

KRON-TV, . . . Anniversary note:

WGR-TV, Buffalo, will celebrate its

fifth year this week with a one-hour,

anniversary show.

On the personnel side: Arthur

Swift, to manager and director of

sales for WTCN-AM-TV. Minneapolis-

St. Paul . . . John Kelly, national

sales manager. WJW-TV. Cleveland

. . . James Gerity, Jr., resumes po-

negro radio for

metro new york

sition as general manager of WNEM>
TV, Flint-Saginaw, with Tom Mat
thews to station manager . . . Rob-
ert Holben, general manager,
WTTV, Indianapolis, and Arthur
Hook, program and promotion man- i

ager . . . Albert Quinn, to news

manager; John Frankenfield, pro-

gram director and Stanley Cole,

operations manager, WBAL-TV, Bal-

timore.

REPRESENTATIVES

Promoting spot tv on a regional

basis: Avery-Knodel's Tv Divi-

sion is presenting to national adver-

tisers and their agencies a pair of

qualitative studies dubbed "Midwest

Marketing Today" and "A Spotlight

of the Southeast."

The studies are described as

"guides to marketing in areas ac-

counting for 43.8% of the country's

population."

They've become a subsidiary:

Gene Bolles Co. is now a division of

the Richard O'Connell rep firm.

They've changed addresses : Tv '

Advertising Reps, to 155 Montgom-

ery Street, San Francisco . . . Gene

Bolles, to 527 Madison Avenue, New!

York.

Rep appointments: PGW, for

WHIM, Providence, R.I Venard.

Rintoul & McConnell, for WNDU'|
AM-TV, South Bend . . . Boh
Dore Associates for Speidel Sta-

tions (WOIC, Columbia; WPAL
Charleston; WYNN, Florence, anc

WWBD, Bamberg, all S. C.) . .

Good Music Broadcasters foi

WAFM. Miami . . . The Meeket

Co. for KCSJ-TV, Pueblo . . . Jack

Masla & Co. for KLOQ, Yakims

. . . Bernard Howard & Co. io\

WAMO, Pittsburgh . . . Walker
Rawalt Co. for WPAR, Parkersburg

W. Va., and WBOY, Clarksburg.

Strictly personnel: Paul Keni

nedy, to manager of Weed Tv's Lol

Angeles office and director of tv salel

for the West Coast . . . Monte Ever

ett, to account executive in the Chi'

cago office of Everett-McKinney . . H

H. William Smutzer, Jr., to genjj

eral manager of Bernard Howard fa

Co.'s Chicago office. V
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TV COPY
{Continued from page 41)

Hroach: "Each storj and each prod-

uct is different, and we have to choose
1 the time and the content which will

test serve the client's purpose. Min-

utes are not necessarily duller than

shorter copy, hut you have to work

\ci\ hard to have 60 seconds of in-

• formative, entertaining, selling con-

tent. Shorties seem to lend them-

selves to immediacy, to sales events

land service advertising, to reminder

themes. They're great for teasers, and

'as auxiliary efforts to minutes." One
point on which she and her writing

colleagues concur: The simpler the

copy theme and the presentation, the

better—in terms of making a dent on

[the audience. "Even so-called long

eo|i\ in minutes." says Miss Sack,

"should have one basic copv theme

and stick with it. Unfortunately,

main account people and clients

think 60 seconds means you can make
light copy points. This just is not

so.

Clarity is the key to successful sell-

ing in a commercial, regardless of

length. But there are certain denomi-

nators which are more common to

short than to long, and vice versa.

Miss Saxon of DCS&S helps de-

lineate some of these. Here are some
natural uses of minutes in contrast

with themes and patterns more geared

to a chainbreak or I.D.

:

Long commercials: Demonstra-

tion demands long copy, with suffi-

cient time to illustrate the use of a

product. The demo, however, should

be valid "and ring true—not be hoked

up. Heavy appliances and costly

items, such as washing machines and

cars, require a greater length of time

for an on-the-air sale. So do com-

plicated products, those with a genu-

ine new development, those which are

making news of interest to consumers
and which offer a more dramatic con-

sumer benefit.

Serious products, such as insur-

ance and medical items, usually need

60 seconds to tell their story. And
long commercials are "musts" for the

setting of mood, client or product

Ifnage and humor. Writers think most

long commercials have copy news

which stresses "significant details"

rather than earth-shaking develop-

ments and. because the genuine copy

line is somewhat sparse, the writers

and producers are called on to fill the

60 seconds with art and production

elements.

So-called "shopping copj "—where-

in several food products or cars or

items in a line are shown requires

a longer period of time for showing

and for explanation.

Short commercials: Short cop)

— 10-second I.D.'s or 20-second chain-

breaks, on the other hand, stress the

reverse side of these client objectives.

The most natural theme for a short

commercial is a slogan
—

"Pake tea

and see." "You'll wonder where the

yellow went. Writers agree that short

copy relies more on visual appeal and

quick, dramatic effect.

Quick exposure seems to be more

suited to fun products, fast-turnover,

packaged goods, products which are

entrenched and don't need their image

sold, items which can be moved on

and off the screen fast with punchy

and dramatic copy and art.

If the consumer advantage is sim-

ple and easily expressed, a quickie

will solve the client need. Impulse

items, sales and special events, news
with a "now" and immediacv element

can take maximum advantage of the

shorter period of time.

Some of the differences show up

more clearly in specifics. The West-

inghouse sand test for a washer typi-

fies the success and impact of a 60-

second demonstration commercial

which required time for the illustra-

tion of several copy points. The tech-

nique was to throw sand in with laun-

dry in several washers, then show re-

sults achieved by the Westinghouse

product. And the Johnson's baby

powder image theme of depicting how
love is shown in many ways required

a mood setting, which takes longer.

But Coca-Cola, with its refreshment

and family-size themes, and Noxze-

ma's "The closer you shave, the more

you need Noxzema" were equally

adaptable to long and short announce-

ments. Both sloganized, thev fit into

a chainbreak format and meshed into

the 60-second slot well when extend-

ed and enhanced.

The writers answer to the problem

of writing to length: Start with the

creative strategy and let writers and

artists contribute their concepts of

how much copy and visual material

it will take to make the sales points.

Then, after hashing over with the ac-

count section, work with media and

creative timebuyers in settling on spe-

cific lengths. ^

IN SAN FRANCISCO . . . i iences

respond to KOBY's musical formula.
From New Ymk to San Francisco, ad-

vertisers know thai KOIIY motivates
the market!

II youi favorite tune is "Happ) l>a\s

are Here Again." played l>\ thousands
ol ringing cash registers . . . then it's

time you called youi Petrj Man. He'll

show you the rating facts and give you
the big reason to bu\ KOBY in San
Francisco I

10,000 watts
San Francisco

Sit in with your PETRY Man
in Greenville, Miss.—WGVM

Mid-America Broadcasting Co.

When in Denver, Stay at the Imperial Motel
— 1728 Sherman Downtown

A SIGHT TO SEE!

KTLE
CHANNEL 6

Idcios mfiL
TELEVISION STATION

BASIC NBC
REPRESENTED NATIONALLY BY

FORJOE & COMPANY
New York - Chicago - Los Angeles - Atlanta

San Francisco - Philadelphia
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THE OLD WEST IMS AGAIN...

el Rancho vegas

YOUNG STUDY
[Continued from page 42 I

,

Las Vegas, Nev.—DUdley 2-1300

INDIVIOUAL BUNGALOWS ON 66 SPACIOUS

ACRES DEDICATED TO YOUR MODERN COMFORT

BUT STRESSING WESTERN ATMOSPHERE.

. . . the world famous OPERA HOUSE THEATRE
RESTAURANT presents nightly the greatest names
in show business in lavish productions reminis-

cent of the exuberant Frontier Days.

Phone Direct for Reservations

New York San Francisco Los Angeles

LOngacre 3-6149 YUkon 2-7105 BRadshaw 2-3366

Beverly Hills Chicago Miami Beach

BRadshaw 2-3366 MOhawk 4-0111 |Efferson 8-0591

• SPRINGFIELD

• DECATUR
• CHAMPAIGN-URBANA

"Wltene. Mid Am&uca
' Jdiaei. and Quyi. . . .

rr

STATION LEADERS
IN THE FIRST 60

Market
Affili-

ation Rating

25. PORTLAND Ind. 4.5

26. TAMPA, ST.

PETERSBURG
NBC 4.0

27. BRIDGEPORT-
STAMFORD
NORWALK

Ind. 10.3

28. INDIANAPOLIS Ind. 4.8

29. HARTFORD-NEW
BRITAIN

NBC 6.1

30. COLUMBUS, 0. CBS 6.1

31. SAN BERNARDINO Ind. 4.3

32. NEW ORLEANS Ind. 5.8

33. PROVIDENCE Ind. 4.5

34. LOUISVILLE Ind. 7.1

35. ALBANY-SCHE-
NECTADY-TROY

Ind. 6.2

36. NEW HAVEN Ind. 6.2

37. DAYTON Ind. 6.7

38. ROCHESTER Ind. 7.0

39. SAN JOSE Ind. 3.7

40. FT. WORTH Ind. 6.3

41. PHOENIX Ind. 4.2

42. MEMPHIS Ind. 6.4

43. YOUNGSTOWN CBS
NBC

5.0
5.0

44. WORCESTER CBS 5.7

45. SAN ANTONIO Ind. 7.0

46. BIRMINGHAM Ind. 4.0

47. JACKSONVILLE Ind. 4.5

48. SACRAMENTO Ind. 5.2

49. AKRON ABC 8.7

50. SPRINGFIELD

HOLYOKE
Ind. 6.1

51. NORFOLK-
PORTSMOUTH

ABC 4.9

52. OKLAHOMA CITY Ind. 8.2

53. OMAHA Ind. 7.4

54. ALLENTOWN-
EASTON

Ind. 5.8

55. TOLEDO ABC 5.5

56. SYRACUSE Ind. 5.6

57. SALT LAKE CITY Ind. 4.8

58. RICHMOND NBC 5.6

59. WILMINGTON Ind. 7.0

60. NASHVILLE Ind. 5.3

SPONSOR ASKS
[Continued from page 55)

in the selection of a test market, so

that it will be a typical area. It i

should not be too urban or too rural,

but rather large enough to include a'

correct proportion of both urban and I

rural population. Its economic con-;

ditions should be average, certainly

not dominated by a single industry,

so that a severe depression or boom|

Representative

market,

typical ad

weight

in the industry will not influence the

test results. The area should contain

a representative cross-section of all

stores which will carry the test brand

in order that the product have distri-

bution characteristic of that which it

would have nationally.

Ideally, more than one test market

should be used, so that progress may
be observed under varying climatic,

geographic and regional conditions.

Similarly, the length of the test should

be ample to eliminate the effects of

any seasonal factors or unusual,

short-term competitive activity.

Another prerequisite of a success-

ful test is that the plan be so devised

that it may be applied elsewhere.

Ideally, all elements of the testing

program should be a direct transla

tion of a national or regional plan

Thus, if the desired results are at-

tained, the test may readily be ex-

panded to other areas.

An essential requirement for a

satisfactory test campaign is that ad-

vertising weight be normal, neither

too thin nor abnormally heavy. All

media to be used should be adequate-

ly represented, and should cover a

wide enough test area to be typical

of coverage elsewhere. If television

is an integral part of the plan, the

principal tv markets should be multi-

channel, and spot availabilities should

not be too tight, so that average-rated

announcements may be purchased.

The campaign, in other words,

should embody the correct combina-

tion of all marketing factors to in-

sure a proper appraisal of the brand's

potential, product appeal, market,

copy and media plan. ^
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"A,

People who like a good nights

sleep flyKLM to Europe >-J—

If you like comfort as much as speed ... if midnight fuel stops get on your nerves .... if

you appreciate the very best in airline service . . . KLM is your cup of tea. Non-stop DC-7C

across the Atlantic twice daily. Fly KLM to Europe . . . and beyond! See your travel
j

""".'."I"

agent or KLM office. KLM Royal Dutch Airlines, |609 Fifth Avenue, New York 17, N. Y. I
* jaT\
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This four-leaf clover

is worth looking over!

Missouri's 3rd TV Market
151,400 TV HOMES*

Lucky KODE-TV, Joplin, Mo, is 28% taller, 29%
more powerful than the nearest competition.

And KODE-TV covers: • a 4 state area • 151,400
TV Homes • 669,800 people with $776,919,000
buying power.

KODE-TV CHANNEL 12
JOPLIN, MISSOURI CBS-ABC

Rep. by Avery-Knodel • A member of the Friendly Group
'" *TV Mag., June '59

Hot Springs, Ark.

Pop. 33,800

is larger than

Midland, Texas

Pop. 64,700

in General Merchandise Sales

La Crosse, Wise.

Pop. 79,700

in Drug Store Sales

Sheboygan, Wise.

Pop. 91,900

in Apparel Store Sales

Ask Us "Why"

KBHS
5000 watts at 590 kc

113 Third St., Hot Springs, Ark.

Tv and radio

NEWSMAKERS

Walter Patterson has been named execu-

tive v.p. and general manager of the Knorr

Broadcasting Corp. and Knorr affiliated

radio stations. The veteran radio execu-

tive, currently general manager of WKHM,
Jackson. Mich, began in broadcasting as

program director in Terre Haute. He later

worked for NBC; WMAW, Chicago;

WJMS, Ironwood, Mich.; WMVA, Wheel-

ing; WING, Dayton, WSPD, Toledo and as radio/tv director for

Wheeling Steel Co. Patterson has written and produced radio shows.

Gustave Nathan has been appointed gen-

eral manager of the Herald Tribune Radio

Network, which is operated by VIP Radio,

Inc. He was, most recently, director of

sales development for WNBC & WKNB,
New Britain. Prior to his seven-year associ-

ation there, Nathan was station manager

and sales manager of WWCO, Waterbury,

Conn. In his new position. Nathan will

headquarter in New York with Martin Stone, VIP president, having

general responsibility over the four Herald Tribune o&o stations.

Thomas J. Swafford has been named v.p.

and general manager of CBS-owned

WCAU, Philadelphia. He was formerly

sales manager for WCBS, New York and,

for four years previously, account execu-

tive for CBS Radio Spot Sales in New

York. Swafford has also been associated

with KNX, Los Angeles and the Columbia

Pacific Radio Network in the capacity of

Eastern sales manager in New York. Earlier he spent some

time at KNX-CPRN, Los Angeles as assistant sales manager.

Richard E. Nason has been appointed

general sales manager of CKLW, Detroit.

For the past two years, was with WGBI.

Scranton-Wilkes Barre as general manager.

Prior to that. Nason was general manager

of the West Va. Radio Corp.. handling

various management responsibilities for

its radio tv properties in Pittsburgh,

Clarksburg. Morgantown and Elkins, W.

Va. Earlier, Nason served as operations manager and assistant to
|

the president of WJIM-AM-TV. Lansing and WGFG, Kalamazoo.

SPONSOR 8 august 1959
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From REEVE with
ttRASSUNG"

to ROMPER ROOM

PERSONALITIES make the difference on

WRAL-TV
Carolina's Colorful

Capital Station

"Local Live" means a lot on

WRAL-TV, the regional station

with the regional personality.

Network shows (NBC from

TODAY to JACK PAAR, plus

choices from ABC) are supple-

mented by lively Channel 5

favorites that make this Raleigh-

Durham station your best bet for

profitable results.

Wrestling 6-7 p.m. Saturdays

Romper Room 9-10 a.m. Monday thru

Friday

4 CAMERA MOBILE UNIT • VIDEOTAPE RECORDER • LARGE NEW STUDIOS • FULL POWER CHANNEL 5 • NBC AND LOCAL COLOR

WRAL-TV RALEIGH, N. C. REPRESENTED BY H-R, INC.

SPONSOR • 8 AUGUST 1959
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Facts, figures and creative selling

Here is a quote from a high level advertising agencyman

which deserves thoughtful consideration from everyone who

sells air media time. He told sponsor recently:

"'In all my years in the agency business I have never seen

an important inter-media decision—that is, a decision to use

one medium instead of another—made on the basis of figures

or ratings or cost-per-l,000's."

He went on to say that agency plans boards and agency

presentations to clients are far more concerned with ideas and

with the creative ways in which a medium can and will be

used, than they are with research data and statistics.

"Yet, despite this, we are constantly being sivamped ivith

surveys and cost computations, and seldom are presented with

challenging and exciting sales ideas by media representa-

tives."

To him there seemed something wrong with a system of

media selling (and he was criticizing not merely radio and tv

but newspapers and magazines as well) which underestimates

creative ideas.

We don't agree that there is anything substantially wrong

with our system of air media selling. But we do believe it is

possible to get so tangled up in statistics and costs and ratings,

that one can't see the forest for the trees.

Both radio and tv must have solid research to back up their

claims for advertising dollars. The development of sound

responsible research projects has been one of the healthiest

things that has happened in the air media.

But let's never forget that research does not take the place

of creative selling. Research substantiates sales arguments

—

but is never the complete sales job.

Beyond the facts and figures, beyond the costs and ratings

and statistics, there must be creative, imaginative sales ideas

to stimulate an advertiser's enthusiasm, and make him want

to buy time.

THIS WE FIGHT FOR: Constructive criti-

cism on all types of industry problems. Only

by a free, open discussion between buyers and

sellers of air media can radio and tv maintain

a healthy state of growth and development.

80

lO-SECOND SPOTS
Jingle bells: Just the other day, the

McGuire Sisters filmed a tv commer-
|

cial for soft-drink sponsor Coca-Cola. |
In bikinis and a convertible? No.

Ski suits and parkas. // summer
comes, can ice be far behind?

Teaser: For several weeks recently,

the Folger Coffee invasion of the Chi-

cago market was spearheaded by a

saturation teaser campaign in radio,

tv and print; tag line was "Captain

Folger says, 'I will bring a mountain A
to Chicago.' ' (The mountain, of

course, was a mountain of coffee.)

When Queen Elizabeth and Prince

Philip paid a visit to Chicago the

other week, the story goes, the Queen
wired ahead to Major Daley, "I will

bring a Mountbatten to Chicago."

Shut down: Found at last—the only

effective way to curtail advertising,

in New York City, anyway. The other

a.m. in the Graybar Building, the

elevators broke down, were immobile

from 8:50 to noon, giving JWT
agency people a perfect excuse to

stay away.

Mr. Clean: For some time now.

there has been walking around the

Madison Avenue section a fellow

wearing white ducks, white sneakers,!

white t-shirt, a shaved head and onel

gold earring. No, he's not paid by,

P&G; he's a Long Island contractor.

Neat trick: Finest piece of job-

hunting strategy we've heard about

in a long while: A New York agency! i

adgal. looking for another job, rented

a safety deposit box in a bank, stored

her resumes in it. In this way, no

tell-tale resumes were kicking around

her office to tip off her employer to

the fact she was job-hunting. Besides

this, she was able to use the bank's! I

typewriter for an occasional letter!

to a prospective hirer, the bank's- |

phone to set up a job interview.

Tv impact: From a A'. Y. Journal]

American news item

—

"Four young boys wanted a human

skull. So they broke into a Jersevlj

City mausoleum, pried open a coffin

and took one. . . . Police said the

bovs had been motivated by Zacher-

ley's (WABC-TV, N. Y.I tv horror^

films. . .
." Ghouls will be ghouls.

SPONSOR 8 AUGUST 195S

.



NO MATTER WHAT IT IS....

MORE OF YOUR SIOUX CITY CUSTOMERS ARE WATCHING KVTV
Whether it's early evening watching the 6:20 Markets* or mid-evening—quality programming results in more viewers.

No matter what time it is right now. call your Katz man. Ask to see the February-March ARB which proves wh) KVTV
i- the hest liu\ in Sioux Citv.

"The 6:20 markets with Warren Kester is part of the popu-

lar 0-6:30 News, Weather, Sports and Markets. The pro-

gram is edited and prepared by KVTV's local and Wash-

ington News Staff, the largest news staff in any TV station

in Northern Iowa.

ftKVTV
CHANNEL 9 • SIOUX CITY, IOWA

CBS • ABC

PEOPLES
BROADCASTING CORPORATION
WGAR
WRFD .

WTTMWMMN
WNAX.
KVTV .

Clevelond, Ohio
Worthington, Ohio
Trenton, New Jersey

Foirmont, West Virginia

Yankton, South Dakota
Sioux City, Iowa



In years, there has been nc

new star in syndication tc

compare to Ralph Meeker

Only a star of his calibe:

could be expected to meei

the challenge of CNP',J

latest television progran

series, "NOT FOR HIRE'

^m
Sws

NBC Television Films; a division of California National Productions, In'
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We do our
best advertising

here

V
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The best advertising for KPRC-TV,

The Houston Television Station

is done on Houston's television screens.

That's where performance records are

really written. You'll get your own

testimonial on the benefits

of Quality Salesmanship. The sure,

trouble-free and economical operation

will delight both you and your

advertising budget.

A^k your
Pqtry man
for ft now

Edward Petry & Co.

National Representatives

COURTESY OF KENDALL REFINING COMPANY

SPORTS GETS

PUSH FROM

AIR MEDIA

Here's why advertisers

will pour over $100
million into sports
broadcasting this fall

Page 31

What makes

Mogen David

stick with radio?

Page 35

Tips on producing

successful

tv specials

Page 38

Tv tape rings

cash register

for retailers

Page 44

DIGEST ON P



QUALITY
touch

The secret to a crisp and succulent

salad lies in the dressing, as any fam-

ous chef or proud housewife will tell

you. That special ingredient is the key

to fame. And when it comes to whet-

ting the appetite of advertisers, there

is nothing like that "quality" ingredient

which plays such an important role in

the operation of today's better radio

and television stations!

radio & television • dallas
Serving the greater DALLAS-FORT WORTH market

BROADCAST SERVICES OF THE DALLAS MORNING NEWS EDWARD RETRY & CO.. NATIONAL REPRESENTATlES



But Will They Get It In

. . . (With apologies to Stanley Flink, author

of the popular new book of the same name)

They will get it in Des Moines if your selling

message is on KRNT-TV, the one television

station with nearly all of the dominant
local personalties. This is the station which
gives your advertising the warm, personal

endorsement that is so believable, so memor-
able, so effective! KRNT-TV has TEN daily

live-emceed local programs, five of which serve

advertisers on a participating basis.

To make certain you're not missing important

profits which can be yours quickly and easily

through frequent use of KRNT-TV pre-selling,

call your Katz man for availabilities on
this station— now!

GET THIS ABOUT DES MOINES:
* 49% of Des Moines families consist of 4 or more

persons (a lot of people to sell to!)

* 48% of Des Moines' population is between the ages
of 21 and 39 (this is the age of acquisition!)

* 50% of Des Moines heads-of-households earn $5,-

000 or more annually (a lot of money to spend!)

TV
N IN DES MOINES

Variety Theatern
Emceed by one of the middlewest's most popular people, Bill Riley,

Variety Theatre is just one of the three daily KRNT-TV programs
that are going to the Iowa State Fair, attended by half a million people
each year. Now playing is a sensational showbill opening with Tne
Little Rascals . . . followed by Our Miss Brooks, and headlining Amos 'n
Andy! Hundreds of people will attend every performance of KRNT-TV
programs at the fair . . . providing unusual opportunities for actual
demonstrations and sampling.
Variety Theatre is one of the most important entertainment events
in Des Moines from 4:00 to 5:15 P.M. Daily

4:00 to 5:00 p.m. Daily

Represented by The Katz Agency

-I'ONSOK 15 august 1959



mm

it's

getting

to be a

habit

!

'uring the past 12 months,
WBIR-TV's average ARB Au-
dience Ratings have increased

more than 15%. Call KATZ
for information.

WBIR-TV
CHANNEL

CBS 10
KNOXVILLE-TENN.
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DIGEST OF ARTICLES

They'll be pouring it on in sports

31 This fall sees biggest sports programing innovations in air histon

with prime time coverage, specials, new advertisers in the limeligh

Mogen David puts 45% into radio

35 Third of six-part series on Blue Ribbon Radio tells why and how Moger

David Wine Corp., biggest wine ad spender, uses network and spot radic

How to produce tv specials

38 Award-winning dir. George Schaefer gives methods that produced tv sue

cesses like Green Pastures, Johnny Belinda, and Little Moon of Albai

What? Sponsor a fire?

4-0 Split-second timing on part of station, agency and advertisers it-ulte

in tv coverage and sponsorship of actual fire in Laurel Canyon, Cali

Clamour switch ups loans

41 Faced with Wisconsin's wary attitude toward borrowing. Thorp Financ

pulled out all stops in its $135,000 tv campaign to batter resistant

Easy way to strain air media's alphabet soup mix

4 3 sponsor, hoping to eliminate alphabet confusion, summarizes most fn

quently used abbreviations in broadcast advertising for quick referenc

Retailers cash in with tv tape

44 Macy's of California jumps into television with tape commercial

dozens of other retailers find station tape a new, effective sales t0(

FEATURES
22 Commercial Commentary

62 Film-Scope

27 49th and Madison

6 6 News & Idea Wrap-Up

4 Newsmaker of the Week

66 Picture Wrap-Up

50 Radio Basics

lO Reps at Work

46 Sponsor Asks

64 Sponsor Hears

15 Sponsor-Scope

80 Sponsor Speaks

48 Spot Buys

80 Ten-Second Spots

78 Tv and Radio Newsmakers

61 Washington Week
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i\ST YEAR, a thief stole money from 160 million people

including you. He stole some of your food money,
.' me of your savings, some of all the money you earned,

e stole some the year before last, and the year before

at. Unless something is done, he'll keep on stealing.

Who is the thief?

Call him "Inflation," "High Cost of Living," "The
i making Dollar," anything you like.

But what is important is the historical fact that in

• iy country where this inflationary process has been

rried to a conclusion, the l'esult has been depression;

it "recession," but depression— a dark, agonizing period

hardship, poverty and suffering, often leading to

volution and dictatorship.

How can we stop the thieving of inflation?

iERE IS A CURE. Something can be done about infla-

>n. All of us can help, including business, government
id labor.

iE GOVERNMENT can help by living within its income.

BUSINESS should be both judicious and responsible in

its pricing and also in its profit-taking.

LABOR should be both judicious and responsible in

basing its requests for increased pay on a reasonable

share of the gains from increased productivity.

WE THE PEOPLE must not demand that government

spend money for improvements—new roads, schools,

recreation areas—and then balk at paying for them

through the necessary increased taxes.

To anyone who studies this phenomenon of rising

prices and shrinking money, one thing soon becomes

clear:

The problem stems in large part from the desire ofgroups

or individuals to advance their own interests, and the devil

take their their fellow citizens and the country as a whole.

Once this is recognized we believe that inflation won't

be just one of those things the government and the

bankers worry about. Inflation will be something that

everybody will do something about.

'UNG & RUBICAM, Advertising

I* YORK • CHICAGO • DETROIT • SAN FRANCISCO LOS ANGELES • HOLLYWOOD • TORONTO • MONTREAL • MEXICO CITY • SAN JUAN • CARACAS • LONDON • FRANKFURT • GENEVA



97.2%
OF VIEWERS IN

Albany, Ga.
ARE TUNED TO

WALB -TV

WALB-TV's NEW

1000 FOOT

TOWER
ALMOST DOUBLES THE

EFFECTIVE WALB-TV
MARKET IN

SOUTH CEORCIA AND
NORTHWEST FLORIDA!

• GRADE B POPULATION
NOW IS:

730,600

• GRADE B TV HOMES
NOW ARE:

126,200

Write for

new Coverage Map!

WALB-TV
ALBANY, CA. — CH. 10

Raymond E. Carow, General Manager

Represented Nationally by

Venard, Rintoul Cr McConnell, Inc.

In the South by |ames S. Ayers Co.

One Rate Card

NEWSMAKER
of the week

The businessman has replaced the showman as Texaco's ad

chief. John H. Childs, account supervisor for Texaco at <

Cunningham & Walsh, has been named general manager of

advertising and sales promotion for the oil firm. He sue

ceeds Donald W . Stewart, who has been Texaco's top adman

for nearly 15 years, and will start work 1 September.

The newsmaker: John H. Childs is one of the new breed

of management executives that have been popping up in increasing

numbers in high corporate echelons, but have been relatively rare

birds in agency circles. He speakes the language of scientific manage-

ment fluently (via an M.B.A. degree from Harvard's Graduate Busi-

ness School) and sports a well-developed marketing orientation.

During his tenure as account supervisor for Texaco at C&W, he has

pulled off what even a competitive agencyman describes as an out-

standing job.

Childs is not well known in the

trade, and his appointment was

something of a surprise to out-

siders. But he is young (only 34)

and has a terribly impressive list

of qualifications. Bright, dynamic,

energetic, handsome and a superb

dresser, if he doesn't go on to bet-

ter things he will surprise a lot of

his colleagues.

In ons respect, at least, he re-

presents a striking contrast to the

man he will replace. Don Stew-

art loves show business and num-

bers many performers among his

friends. Stewart brought Milton Berle into Texaco's ken, following

in the great tradition of Ed Wynn on radio. But if Childs lacks thl

showman's knack (and it's still too early to say that positively), h

has the marketing man's appreciation for tv.

Childs will control what is probably the biggest air budget anion

oil companies. Texaco spent about $10 million in consumer an

business media last year, about half of which went to radio and t\j

Radio got the lion's share of the air budget. This year was higl

lighted by the 26-week purchase of the NBC TV early evening newsj

which will cost Texaco something in the neighborhood of $2.5 mil

lion. It will give Texaco some badly needed continuity. This, plu,

a handful of specials during the first part of the year, also giv\

Texaco's ad efforts a distinct video flavor. There may not be
J

variety show in Texaco's future, but there certainly is tv. #

John H. Childs
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this isthis is

growth
THE TAFT STATIONS ... in only ten

/ears, have experienced tremendous

growth. At present, nine Taft Radio and

elevision stations are reaching over

3,000,000 people in rich Mid-West and

Southern markets. This growth is a re-

mit of community acceptance gained

hrough integrity of programming and

nanagement . . . through gainful results

>roduced for an ever increasing number

)f advertisers.

[f you are interested in having your

idvertising dollars earn more . . .now

s the time to invest them in growing

iTaft Stations.

WKRC-TV
w
K
R
C

RADIO and 111

WTVN-TV

1

T

N
RADIO .n.l I M

lies Representatives: The Katz Agency, Inc., *The Young Television Corp.l^ Sales Office: Radio Cincinnat
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DAN DAILEY

THEFOUR
JUST
MEN

JACK HAWKINS

RICHARD CONTE

VITTORIO DE SICA

CHECK YOUR MARKET
TODA Y!

INDEPENDENT
TELEVISION
CORPORATION

488 Madison Ave. - N.Y. 22 - PLaza 5-2100
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Available for the first time because. .

.

YOU
ASKED
FOR
IT!

WITH SMILING JACK SMITH as host, this famous favorite of TV
half-hours—YOU ASKED FOR IT— is now available on film for

your markets.

With ratings consistently around 20 and better in all services,

YOU ASKED FOR IT has a family audience ideally balanced
between men, women and children... a huge audience of pros-

pective customers.

PRETESTED for more than 8 years on 81 network stations, YOU
ASKED FOR IT has never been without a sponsor. One sponsor
reports that, using this program as his only advertising, his busi-

ness increased 5 times in 4 years.

80,000 MAIL COUNT per year every year verifies audience interest

. . . and interest means potential sales.

104 EPISODES AVAILABLE right now... so investigate YOU ASKED
FOR IT today.

CROSBY/BROWN
PRODUCTIONS

BING CROSBY, Chairman • KENYON BROWN, President

Telephone or wire collect:

HENRY R. FLYNN, General Manager
1000 North Cahuenga Blvd., Hollywood 38. Calif., HOIIywood 2-7311

Check these other shows from CROSBY/BROWN who produce and
syndicate non-fiction, true-to-life travel and adventure programs.

k

\V«NdERS _
o{ the (fc. lundown

Adventure "fomrjirow

•m

%
PEOPLES
COURT
OF SMALL
CLAIMS

-



ZIV's NEW

SBUIN6 FAST COAST TO
BOUGHT BY:

AMERICAN TOBACCO in buffalo, beaumont, st. louis,

PEORIA AND SEVEN OTHER MARKETS

HOOD DAIRY PRODUCTS exclusively throughout
CONNECTICUT, MASSACHUSETTS, NEW HAMPSHIRE, VERMONT,
RHODE ISLAND AND MAINE

WIEDEMANN BREWING CO. in Cincinnati, dayton,
COLUMBUS, OHIO AND INDIANAPOLIS

DOW BREWING IN WATERTOWN AND BUFFALO

ANHEUSER-BUSCH in st lou.s

•WSM-TV- NASHVILLE •WSJV-TV- SOUTH BEND-ELKHART
• KFYR-TV- BISMARK • WDSU-TV- NEW ORLEANS
• KSYD-TV- WICHITA FALLS •WTVP-TV- DECATUR, ILL

J AND .OTHERS

'JJAk
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FAIRMONT FOODS
(ALLEN & REYNOLDS

ADVERTISING AGENCY)

In Omaha Now Features

"OtfUiog.^r
AtfoTiott

TKADEMARK COPYIIGHTED IIH BI MICHAEL J. FAOELL

EGISTERED

on TEN STATIONS
in EIGHT STATES

jl. Junior Auction makes sales soar

for FAIRMONT FOODS in Buf-

falo, New York, to Denver, Colo-

rado—from Sioux City, Iowa, to

Witchita Falls, Texas—also for

potato chips, bottlers, packaged
meats, bread, cookies—other food
classifications.

jl Junior Auction—a live half-hour,

weekly, television show—in its

SIXTH year—copyrighted, regis-

tered—telecast in 21 states and
Canada. Complete package fran-

chised exclusively for your spon-

sor.

jl Junior Auction takes the guess

out of advertising ... by pack-

ing a tremendous merchandising
wallop that GUARANTEES YOU
INCREASED SALES, and a

WEEKLY SALES REPORT TO
PROVE IT.

jl. Junior Auction mobilizes an
army of YOUNGSTER SALES-
MEN who persuade parents, rela-

tives, friends, neighbors and
others to BUY YOUR PROD-
UCTS ... so they can save YOUR
CAPS, TABS and LABELS . . .

and use them like money to come
to the Junior Auction show on
TV each week to win valuable
prizes.

WARNING: Junior Auction,
property of Mike Fodell Tele-

vision Productions. Junior Auc-
tion is copyrighted and its

property rights clearly estab-
lished. Violators or infringers

held strictly accountable.

Remember: Your competition won't

like Junior Auction.

YOUR MARKET MAY BE OPEN! Get

the facts today. Contact:

MIKE FADELL

TV PRODUCTIONS
25 years of Advertising, Merchandising

and Selling

Treasure Masters Building

605 - 4th Avenue South

Minneapolis 15, Minn. FE 3-3416

10

Reps at work

Albert C. Long, John Blair & Co., New York, feels that a great

deal of rough and tumble competition lies ahead for advertisers in

the next 10 years, and that with net profits thin and vulnerable, a

little mistake can quickly become a big loss in the battle for markets.

"If you're a media man you'll have to think in terms of individual

markets and marketing areas with

individual sales opportunities,

rather than the concept of a na-

tional market. Making quick de-

cisions and changing tactics with

every shift in the competitive line-

up will become important. There'll

be a necessity to constantly review

everything you know about your

accounts. Getting the real funda-

mentals; clearing out all the

guesses that are unsupported by

fact; asking questions of your ac-

count man, or reps and stations without embarrassments and mak-

ing sure you get all the answers you need. You'll have to work

closely with the reps in the planning stage to get the over-all pic-

ture, and in buying, to get the most effective schedules. Certainly,

it'll be the most competitive period advertisers have ever known."

Dan Kelly, Avery-Knodel, Inc., New York, points out what is

happening today in a station representative's office when an agency's

market list, made up on the research or account level, omits its

station's market. "Our research opens the first door and acquaints

agency research directors and account executives with our station

and market story. Equally impor-

tant, it creates a favorable climate

for our market and station with

the timebuyer." Dan feels well-

documented, comprehensive re-

search becomes especially valuable

in selling agencies time on a sta-

tion or group embodying a new

or uncommon market, or buying

concept. A typical example, he

says, is the study done by Avery-

Knodel as a guide to Pulse's sur-

vey of the Intermountain West,

and provides all pertinent market information and audience and

cost data for the Intermountain Network which it represents, com-

paring it with tv, newspapers and other radio buys in the area.

"Agency research directors and a.e.'s have recognized the importance

of these studies, and are increasingly using them as market guides."

.
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FORT BRAGG

THE PIEDMONT INDUSTRIAL CRESCENT

the FURN URE industry . . .

creates buying power in the Piedmont Industrial Crescent!

The South's giant furniture industry is another reason why WFMY-TV

. . . located in the heart of the industrial piedmont ... is the dominant

selling influence in this $3,000,000,000 market. WFMY-TV serves . . .

and sells ... in this heavy industrial 54-county area where 2,250,000

people live, work and buy.

fmy -tv _^?j_CHANNEL.
GREENSBORO, N. C.

'NOW IN OUR 10th YEAR OF SERVICE"

Represented by Harrington, Righter and Parsons, Inc.

New York, Chicago, San Francisco, Atlanta, Boston, Detroit

z
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ROUGHOUT THE NATION

-THE STATIONS THAT ACCENT THE SELL

Steer your sales to steady

increases with a name that is

known for results. Over the

years, the vast majority of

America's biggest and most
astute advertisers have consist-

ently relied on Storer leadership

for leadership themselves . . .

General Motors. ..Proctor &Gamble
...R. J. Reynolds...Revlon...General

Foods. ..Schlitz... Kellogg...General

Electric. Join these and many
hundreds of other distinguished

names on the stations that
assure success, because, with
Storer, you always know where
your sales are going. With Storer,

they're going up!

STORER BROADCASTING COMPANY

TELEVISION

DETROIT
WJBK-TV

Ch. 2— CBS
Your "Must" Station

to Cover Detroit

•

CLEVELAND
WJW-TV

Top News— Top Movies

CBS Programming

•

TOLEDO
WSPD-TV

1st in Toledo

Covers 2,000,000
•

ATLANTA
WAGA-TY
More Top Movies

More News— More Coverage
•

MILWAUKEE
WITI-TV

CBS Programming
Top Movies

RADIO

PHILADELPHIA
WIBG

50,000 watts— First, by far

in Philadelphia

•

DETROIT
WJBK

WJBK Radio is Detroit

CLEVELAND

WJW
Wonderful, just wonderful!

Tops in network— Tops in local

•

WHEELING
WWVA

Only full-time CBS
Network Station in

Pittsburgh-Wheeling area

•

TOLEDO
WSPD

It only takes one

to reoch Alt Toledo

•

MIAMI
WGBS

50,000 Watts— CBS
All South Florida

•

LOS ANGELES

KP0P
Covers the

2nd largest market

NATIONAL SALES OFFICES:

625 Madison Ave., NY. 22

Plaza 1-3940

oin m n:-u: a,.^ <-u:,
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HOME OWNERSHIP is high in com-

munities throughout the WGAL-TV
coverage area. Advertise on WGAL-TV
to reach aM of the rich Lancaster-Harris-

burg-York market.

AMERICA'S 1 Oth TV MARKET

nuiFONTi

READING

HARRISBURG"^
\

IHIPMHilnir, **ĴI^LANCASTER
YORK

COATI1VIUI I

GETTYSBURG

WtlTMINtTtft

NBC
and
CBS

316,000 WATTS

CDaeinnel S
I_ja.noa.ster, Pa.

HSTBO and CBS
STEINMAN STATION • Clair McCollough, Pres.

Representative: The MEEKER Company, Inc. • New York • Chicago • Los Angeles • San Francisco
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Most significant tv and radio

news of the week with interpretation

in depth for busy readers

& SPONSOR-SCOPE
15 AUGUST 1959 Radio could be on the receiving end of a rush from national advertisers in

copyright 1959 the next two or three weeks—sparked, in part, by virtue of this situation: Accounts

sponsor that had been waiting for 30 days before starting date to place their tv schedule are find-

publications ino. ing themselves in a virtual sellout market.

Some Madison Avenue media directors already have indicated that a turn in radio's

direction is quite feasible, particularly for those advertisers who are determined to

use minute announcements or else.

Incidentally, there's another encouraging probability for spot radio: More and more
national advertisers are thinking of that medium in terms other than just short

flights. Some of the schedules placed recently—plus a number on the fire—have 13-week

minimums.

This is decidedly unusual. Most national radio spot recently has been limited to brief

flights ranging from three to eight weeks.

JWT has started taking the wraps off that multi-million-dollar budget which

Ford will be putting into spot radio this fall, winter, and spring.

Availabily requested are being made for the first lap in over 150 markets, involving

20 one-minute announcements a week for three weeks starting in late September.

Along with the Campbell Soup, Trig, Kent, and Reader's Digest business, it

adds up to an encouraging takeoff for national spot radio for the last quarter.

A jingley ode to Friendly Schenley P.A. — an experiment in round-about

image projection for the big distiller via BBDO— may never tickle the ears of

radio listeners: Top strata at Schenley Industries and the agency are doing some soul-

searching this week whether to go through with the minute jingle or forget all about it.

The agency had asked reps for an assortment of Pennsylvania stations to find out

whether the jingle would be acceptable.

Apparently the response—perhaps because of what the NAB has had to say

about liquor—wasn't exactly on the enthusiastic side.

Rhapsodizes the commercial: Oh, the folks are very friendly down in Schenley

Pennsylvania/In friendly Schenley I want to stay/'Cause you'll never find a frown aroun'/

Down in friendly Schenley town/Down in FRIENDLY SCHENLEY, P.A.

Fm seems to be getting particularly strong support from Midwest agencies.

Here are some buys of the past week leading to this observation:

D. P. Brother: a 52-week schedule for Oldsmobile on WSWM, East Lansing, con-

sisting of an hour of classical music seven nights a week.

Klau-Van Pietersom-Dunlap : In several Midwest markets for A. O. Smith Corp.,

makers of frames for automotive companies.

Campbell-Mithun : Has extended its radio buys for Northwest Airlines to WBBM-
FM and WSWM.

(Trade) note: The National Assn. of Fm Broadcasters meets in Chicago next

month to map a big push for the fm cause on a national basis.

(See A New Head of Steam for Fm, 13 June SPONSOR, page 34.)
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SPONSOR-SCOPE continued

The pace of national spot tv buying for the fall quickened the past week b

in New York and Chicago with this noticeable twist: Advertisers are showing a greate

disposition to round out minute packages with some 20's or 10's.

The strategy in some of these cases: Should the famine in minutes lessen later in trj

winter, the accounts that filled in their schedules with smaller units would ethical

be entitled to the first refusal on minute spots as they become available.

Among the national spot tv fall buyers of the week in New York were Grove's 4-Wa

Cold Tablets (Cohen, Dowd & Aleshire) ; Norwich's Pepto-Bismol (B&B) and Maxwe
House .Instant (B&B), minutes in September and 20's in October.

Active out of Chicago: Maytag (Burnett), minutes and chainbreaks in the advertiser

lop 30 distribution areas; Bissell (Frank), minutes and 20's in 36 markets; Helene Curt

(McCann-E), 12-week campaign in western markets to introduce a new shampoo; Swift

Pard (DFS), minutes and 20's in top markets.

General Mills, via Knox-Reeves, and Pillsbury, via Campbell-Mithun, contri

uted much action to the regional side of spot tv buying the past week.

General Mills activity concerns new products, like a frozen pizza, and a strategy tes

Pillsbury acted on a seven-week campaign in Southwest markets for Ballard brands.

Vaseline Hair Tonic, which just switched to Norman, Craig & Kummell,
putting on heavy radio tests in Akron and other markets.

The budget for Akron alone (two stations) is $5,000 a week.

Also a tester via radio in Akron is the newest American Tobacco brand, Rivier

Timebuyers in quest of spots in tv kid-appeal time are taking out their fru

trations on toy jobbers who have managed to tie up chunks of such time for broke

age to top manufacturers in quite a few markets.

One timebuyer, in relating his woes this week, reeled off a list of at least 10 top ma
kets where he has been precluded from getting late afternoon spots mainly becau

of this situation.

It isn't often that reps are called in to give their opinion on the proprie

of a set of girdle commercials, but the MacFarland, Aveyard agency gave the Chicaj

contingent that very opportunity last week.

The preview was in connection with a sizeable spot tv campaign which the Sle

division of Formfit is just starting.

The agency promised: The girdle commercials will at all times be in good taste ar

contain nothing that viewers would object to. (In other words, all they'll see are animate

cartoons of the girdle's outlines.)

Competitive note: Sleex is Formfit's answer to Playtex (International Latex).

You'll see some strange commercial tight-rope walking on nighttime network

this fall because so many competitive cigarette-sponsored programs arc back to bac

With each of the networks set on keeping competitive commercials at least 15 mi:

apart, you'll find many a crossplug either in the middle or the beginning of tlj

program—not at the end, as has been the custom.

The outcries, patently, will be many. But both CBS TV and NBC have reserved tl

right to designate where the minor sponsor's cigarette plug is to go in the event t

competitive commercials are too close for comfort.

CBS says that it will go so far as to eliminate the crossplug altogether if the pr

ceding or succeeding cigarette advertiser can't be properly protected.

16 SPONSOR • 15 AUGUST 195



SPONSOR-SCOPE continued

Ansco's buy of 11 commercial minutes on NBC, TV's Laramie ami the Plains-

man for the fourth quarter brings to four the list of camera companies using night-

time network tv this fall.

The others: Bell & Howell, Kodak, and Polaroid.

Strange as it may seem, Ford the coming season will have not only more money
hut more commercial minutes than General Foods on the tv networks at night.

GF's four shows will give it 12 commercial minutes a week, while Ford's three

programs will allow for an average of 13 minutes a week. Ford will he spending an aver-

age of $550,000 a week as against less than $400,000 by General Foods.

Incidentally, P&G will have a record number of commercial hours per week: 16.

The cigarette brand that will have the biggest number of commercial minutes

on the tv networks this fall is R. J. Reynolds' Winston.

Here's how the three leading cigarette companies have allocated their network program-

ing according to total commercial minutes per week:

R. J. REYNOLDS: Winston, lV-2 mins.; Salem, 4; Camel, 2V2 .

LIGGETT & MYERS: Chesterfield, 5l/
2 mins.; L&M, 4%; Oasis, 2% plus participa-

tion in three sports events.

AMERICAN TOBACCO: Pall Mall, 4l/
2 mins.; Lucky Strike, V/2 - (Incidentally, Lucky

is backed up by syndication in about 60 markets.)

Here's the way tv network nighttime stands right now: CBS TV is about 97% sold

out and ABC TV close to 95%. NBC TV is around the 85% mark.

If all three tv networks were to achieve a complete sellout for their regularly scheduled

nighttime programing this fall, the collective bill to network advertisers would run to

well over $12 million per week.

In terms of program types—which SPONSOR-SCOPE has calculated below—the gross

billings for Westerns would figure 23% of the whole, suspense-crime fare 13%,
and adventure shows 12.5%.

NO. OF WEEKLY WEEKLY WEEKLY
PROGRAM TYPE SHOWS TIME TALENT TOTAL

Westerns f
1
/^ hr.) 18 $1,100,000 $720,000 $1,820,000

Westerns (1 hr.) 7 560,000 515.000 1,105.000

Suspense (% hr.) 7 120.000 270.000 600.000

Suspense (1 hr.) 6 480,000 165.000 015,000

Adventure (% hr.) 8 180,000 200.000 770.000

Adventure (1 hr.) 5 100.000 105.000 805.000

Situation comedy L3 780,000 1 (.0.000 1 .2 10.000

Comedy-variety f

'

A hr.) 1 80,000 1 15.000 325,000

Comedy-variety (1 hr.)
•>

> 270,000 320,000 500.000

Anthol.-drama (^ hr.) 6 550,000 250.000 800.000

Anlhol.-drama (1 hr.) 3 250,000 370.000 620.000

Anthol.-drama (90min.) 1 160,000 110.000 270.000

Audience participation 12 720.000 330.000 1 .050.000

Music-varietv
( V2 hr.) 4 2 10.000 155.000 395,000

Music-variety (1 hr.) 4 320.000 335,000 655.000

Interview-documentary 3 180,000 145,000 325.000

Sports 2 125.000 00.000 215.000

Total 105 $7,215,000 $5, 105.000 $12,620,000
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SPONSOR-SCOPE continued

In a bid for more fall daytime business, ABC TV has pegged its rates at a

point where they compare favorably with what it costs for Arthur Godfrey on radio.

ABC TV is offering a quarter-hour for 13 weeks for a $90,000 total, time and
talent—or just about what Godfrey brings CBS Radio for a comparable run.

Incidentally, a quarter-hour on ABC TV over 13 weeks gets the four-brand

rate. In other words, ABC's quarter-hour rate comes to $7,000, as compared to

over $20,000 on CBS TV and NBC TV.

CBS TV this week filled the top programing spot left vacant by the exit of Hub-

bell Robinson, Jr. It brought somebody

—

Oscar Katz—up from the ranks instead of

recruiting an outsider (the original gambit).

The appointment drew diverse comment from among Madison Avenue tv department

chiefs.

It's the first time, in any event, that an ex-researcher has assumed one of

the most important programing posts in air media.

Katz had been in charge of programing CBS' daytime schedule; but before that he

headed the network's research department.

For those who contemplate buying a participation in the various sports packages

that NBC TV has available, here's the network's policy on commercial minutes

allowable:

You're permitted 4V4 minutes commercial per quarter of any game, be it foot-

ball, golf, baseball, or basketball. A quarter of a game usually figures 45 minutes.

NBC sticks to this rule religiously. A hair-dressing which sought to buy into the

PGA tournament backed out when the network refused to grant it more than 4% minutes

commercial.

(For a complete sports roundup, see article on page 31.)

For an insight to how things are faring with the radio networks, note the follow-

ing comparison of weekly sponsored hours:

NETWORK JULY 1959 JULY 1958

NBC 33 hrs; 42 mins (53.9%) 36 hrs; 22 mins (41.2%)

CBS 13 hrs; 20 mins (21.3 ) 30 hrs; 5 mins (37.5 )

ABC 15 hrs; 29 mins (24.8 ) 15 hrs; 28 mins (21.3 )

TOTAL 62 hrs; 31 mins (100%) 80 hrs; 20 mins (100%)

Chicago tv has had a sudden renascence as a hot programing center. As an

example, note what's happening at these three stations:

WBKB (ABC TV) : It's tied up the Pan American Games (27 August-7 Septem-

ber) and will broadcast at least 90 minutes daily of the events from tape or film. Eight

major midwest stations have signed up to take a feed.

WGN-TV (independent) : Will broadcast 26 consecutive one-hour Great Music

from Chicago programs in color, using internationally-famed conductor and Deems Tay-

lor as narrator. RCA has picked-up a third of the tab.

WBBM-TV (CBS TV) : Has obtained the exclusive rights to Paris fashion

openings this fall and will syndicate them in hour-long film. The package so far has been

sold to Perma-Lift in Chicago. New York, and L.A. for $14,000, (time and program).

For other news coverage in this issue, see Newsmaker of the Week, page 4;

Spot Buys, page 48; News and Idea Wrap-Up, page 66; Washington Week, page 61; sponsor

Hears, page 64; Tv and Radio Newsmakers, page 78; and Film-Scope, page 62.
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When something big happens

in the Twin Cities,

Viewers always look for it on

Channel II

"^Mtiife
"*.

s

Flag waving? You Bet! WTCN-TV waves the

flag for every major community event .

Among dozens of Aquatennial events, WTCN-TV
televised the parade— participated, too.

P }

" r~j

Always carrying a torch for Minneapolis-St. Paul, WTCN-TV covered ten

full days of the nationally famous extravaganza ... a bonus for viewers.

Aquatennial Time in the Twin Cities . .

.

. . . and it's fun to be part of it. WTCN-TV is in it, WTCN-TV is

on it. This is what Twin Cities viewers expect . . . and get . . . from Channel 11,

Behind the scenes, too, WTCN-TV executives worked on vital

committees to help make the Northwest's biggest celebration a success.

When something big happens, WTCN-TV is always there to help make it

bigger. Twin Cities viewers know it because they see things happen—
every day—on Channel 11. When you have something important to say

... or sell ... in the important Twin Cities market, say it Bid on WTCN-TV.

tmn a 't3

WTCN-TV AND RADIO
MINNEAPOLIS • ST. PAUL REPRESENTED NATIONALLY BY KATZ AGENCY
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A bridge is a faster way to cross a river. When you take

it—you buy time.

Actually, to get our work week done, all of us purchase

this commodity from one another. When you hail a cab,

board a plane, or just pick up your phone you

buy time. We could go on.

When you buy SPONSOR you buy time, too,

and you ought to know just how much you're buying for

how little.

You buy informative time:—a staff of the best reporters

in the field deliver up to the minute news every week, 52

weeks in the year. You buy analytical time:—
the keenest minds in the broadcast industry give you

studies in penetration of the important trends of the

day. You buy digested time:—assembled and assimilated by

experienced hands to bring you the most comprehensive

picture of the broadcast field.

You're buying thousands of hours of this sort of time for

just 15^ per issue—52 issues for $8 a year. Can you afford

to be without it?

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE



of Mississippi

Retail Sales . .

.

$918,000,000
IN THE SOUTH'S
FASTEST GROWING

TV MARKET

Jackson, Miss
*

with these Jackson
stations

WelTv 12
KATZ

WlbT
HOLLINGBERY

Nation's business gains leader

by John E. McMillin

22
Mil

;

Commercial
commentary

The institutional sell

Watching the United States Steel Hour the

other night I was suddenly struck with the fact

that there is very little straight institutional ad-

vertising on tv these days.

Most modern tv expenditures are product-

oriented. Companies like GE, Dupont and AT&T
may seem, at first glance, to be doing an institu-

tional job.

But when you examine their programs and commercials, you will

find they are primarily concerned with the practical cost-conscious

task of selling specific consumer products—appliances, fabrics, ex-

tension phones.

The old, flowery, high-toned institutional campaigns which once

seemed such a sizable and important part of the ad business, are

not important factors in tv.

Even U. S. Steel, facing a possible public relations problem in

the steel strike and its recently announced largest earnings in history,

played down its institutional editorializing.

On its Theatre Guild show it did slip in one rather awkward

cartoon commercial., on the need for profits to provide tools for in-

dustry. I Those NAM-type announcements which try to teach a dumb

public the rudiments of "economics" are usually pretty pathetic.)

But in general, Big Steel was content to try to popularize its

Snowflake trademark on consumer goods, and let its institutional

intentions go hang.

This seems to be a definite trend among tv advertisers, and maybe

it is worth asking why.

Why the pros dislike it

One reason, of course, is that the high cost of tv, and particularly

the high cost of network tv programs, puts a premium on using the

medium in practical, traceable ways.

An advertiser who would not hesitate to splurge a fev thousand

on an institutional campaign in magazines or newspapers, usually

thinks twice before committing himself to a multi-million-dollar tv

expenditure for vague, hard-to-measure institutional ends.

Another reason, little known to the general public, is that a great

many professional ad men really dislike and distrust all forms of

institutional advertising.

Perhaps this statement will surprise outsiders who are accustomed

to think of those flossy ads in Time and Fortune as the absoluteh tie

plus ultra of advertising artistry.

If, however, you have ever been in the agency business long

enough to get past the "Gee whiz-ain't it wonderful?" stage, you are

apt to be pretty jaundiced about institutional campaigns.

You know that most of them are done solely to flatter some soft-
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In Tallahassee-Thomasville, there's

BIG NEWS

STARTING September 20, WCTV becomes a

primary affiliate of the CBS Television Network.

Besides the long list of high-rated CBS programs,

WCTV will also carry top ABC-TV shows, pro-

viding standout service to the big Tallahassee-

Thomasville Market.

BIG MARKET? Yes, 52 counties, over 225,000

families. Big enough to get strong spot schedules

for leading brands in this responsive area.

RESPONSIVE? Right! In the entire nation,

Tallahassee stands fifth in retail sales per house-

hold. The market andWCTV belong in your plans.

WCTV

TALLAHASSEE
THOMASVI LLE

>NA/
<r

TALLAHASSEE \6j THOMASVILLE
a John H. Phipps Broadcasting Station

the bright spot in your

national sales picture . .

.

WCTV can make it still

brighter!

BLAIR TELEVISION ASSOCIATES
Sational Rtpiestiitatiifs



"I DO MY BEST

WORK AFTER DARK"

THAT'S RIGHT,

K-7 HAS HAD A

INCREASE IN AUDIENCE
6 PMTO MIDNIGHT
OVER 1958

We've wooed

. . . and won

. . . the pros-

perous people

of the Golden

Spread with bright, new pro-

gramming and full power.

Nighttime, especially, has be-

come K-7 time in homes across

this rich four-state area ... as

evidenced by the 54% increase

in audience from 6 PM 'til mid-

night . . . and in just one short

year. See your Boiling man . . .

he will fill you in on the exciting

details.

KVII-TV
amarillo, texas

: Commercial commentary {continued)

C. R. "Dick" Watts
Vice-President and
General Manager

Represented
nationally by the

Boiling Company

headed corporate management, and you resent having to spend your

hard-learned sales and marketing skills for such ignoble ends.

16 years ago, for instance, I was ashamed and embarrassed when

I was forced to buy the radio broadcasts of the Boston Symphony

Orchestra as a vehicle for Allis-Chalmers.

I couldn't see then (and can't now) why a Milwaukee manufacturer

of heavy machinery needed Serge Koussevitsky and his musicians.

But my client insisted, and I hated myself when I gave the order.

Such typical agency antagonism to institutional advertising un-

doubtedly keeps down the amount of it on tv today.

Legitimate uses of tv

But does this mean that tv cannot and should not be used for

legitimate institutional purposes?

I don't think so.

As a matter of fact I believe we have only begun to scratch the

surface of tv's potential as a medium of institutional advertising.

Within the next couple of years, four or five or a dozen bright

lads are bound to startle Madison Avenue with new, imaginative

institutional treatments.

And they'll do it in one of two ways—either by getting institu-

tional plus values from straight product campaigns, or by direct in-

stitutional drives, planned with scrupulous cost-conscious care.

This latter, of course, is the harder of the two jobs.

Many present-day institutional efforts seem to suffer from fuzzy

thinking. I don't understand, for instance, why General Motors,

Ford and Chrysler want to promote their "Families of cars" in

those sprawling tv and magazine treatments. On the surface, they

look pretty silly.

Any advertiser, however, who can answer some tough pointed

questions about his institutional campaign is probably spending his

money wisely. The questions ( and maybe the motor boys know the

answers) are these:

Do you really have an institutional (as distinct from a product)

problem? Can you define that problem in exact terms? (Not just

as a vague, moonstruck need for an "image.") Can you document

it with research? Do you believe that advertising can solve it?

Then—are you willing to give it a price tag? What's it worth to

you to solve? ) And finally, will you agree to set up some method

of measuring whether or not your advertising is doing a job?

This is a rough catechism, of course. But sound institutional ad-

vertising can be built to these standards. And I am sure that many

fine campaigns will be in years to come.

The other approach to institutional advertising is simpler but re-

quires even more imagination. It involves looking for ways to build

institutional prestige while doing a straight product sell.

To me. GE's College Bowl program was easily the most interesting

new institutional job attempted on tv this past season.

GE, aided by a remarkably fine performance by M.C. Allen Lud-

den, and some truly inspired script on educational problems, built

itself a sizable amount of goodwill through its sponsorship of this

show.

Yet the College Bowl was also used practically and efficiently to

promote GE clocks, vacuum cleaners and spray irons.

Tv advertising can use a lot more of such smart, imaginative in-

stitutional thinking. W
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hen you strip-program

your cap

Robin Hood



Critically acclaimed by

educators and clergy-

men everywhere . . .

heartily approved by

parents. This is the

powerful film library that has brought sponsors tremendous rewards in

sales and brand identification. robin hood promotions are ready and waiting! Over

33 approved and popular tie-in promotional items built around Robin Hood

make this one of the most important promotable shows ever presented.

u immediate audience response-A Philadelphia station held a contest based on a

sponsor's product . . . received over 28,000 replies in one month.

Produced by Sapphire Films,

starring

Richard Greene

a proven success

for 4 years on

network... now

1 AQ exciting

140 episodes for

strip programming!

OFFICIAL FILMS, INC.

*?At%¥7
25 WEST 45TH STREET, NEW YORK 36, N. Y

PLaza 7-0100
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49th and

Madison

Objection overruled

In reply to the '"49th & Madison"

column in your issue dated 25 July, I

want to point out a few errors in Mr.

John McArdle's letter. He states that

"WTTG carries the first-runs of the

Whirlybirds series, whereas WTOP
i carries the re-runs under the program

title. 'Copter Patrol.

First, WTTG is not showing first-

Iruns of Whirlybirds; they are show-

ling re-runs of the first 39 Whirlybirds

I episodes.

Second, WTOP-TV purchased and

I showed the next 39 episodes of

YWhirlybirds under the title, 'Copter

I Patrol. These episodes had never been

llshown in the Washington, D. C. area.

lilt is true that WTOP-TV is currently

llshowing them again, but they are

not re-runs of a series previously

shown on WTTG as Mr. McArdle's

letter infers.

Third, the listing in sponsor on

13 June was correct, except that the

program should have been listed as

'Copter Patrol, not Whirlybirds. The

time period and rating were correct

for WTOP-TV.
Finally, readers mav be interested

to know that WTOP-TV has just pur-

chased the new episodes of Whirly-

birds and will show them under the

'Copter Patrol title in the fall.

Robert M. Adams
dir. of prom., WTOP-TV
Washington, D. C.

Tv coder glad for support

The most conscientious traffic officer is

sometimes severely criticized by auto

drivers because the driver is required

to make some sacrifice in his route

or detour when he is in a hurry. In

most cases, the driver will learn that

the traffic officer was doing his duty

as he understood it and. in many
cases, he is saving the driver time

and. perhaps, injury.

All of the above is just another way
of saying that the Television Code
Review members and the NAB Code
Directors are tackling a verv difficult

TODAY ...THE EFFECTIVENESS OF A RADIO STATION IS MEASURED BY
THE AMOUNT OF GOODS IT SELLS. And in Sacramento, KXOA sells more goods

because it reaches and influences more people. KXOA's signal covers the entire fast-growing

Sacramento market with such intensity that both Pulse (Apr. '59) and Hooper (Apr. '59) rate

KXOA first! Proof that KXOA reaches more people by far than any other station in the area!

And who buys more merchandise than people?

KXOA $ First in California's Capital

• *

SPONSOR 15 august 1959
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COMPETITORS, YES...

ED HODGES
Inland Marine

A. R. LIVINGSTON
Birmingham Outboard Marine

BUT THEY'RE BOTH SOLD
ON WAPI RADIO

I

"One hundred percent

of our radio advertising

is on WAPI.We doubled

our sales of Century
boats this year thanks

to WAPI. They reach

the adults who buy our

products."

"WAPI's varied program-

ming and wide coverage has

produced real sales results

for us. We've been using Dave

Campbell's Sports Outdoors

show for 8 years and we're

sold. Our business has ex-

panded and we feel WAPI
has helped us expand."

WAPI
50,000* Watts

BIRMINGHAM, ALABAMA
REPRESENTED NATIONALLY BY HENRY I. CHRISTAL CO., INC.

•5,000 Nights

problem and are taking their job;

very seriously doing the best the)

know how. I can certainly say to yoi

that this is one of the most conscien

tious and earnest groups of people

have ever been associated with ii

radio or television. To say our job i

tough is putting it mildly, but w<

have to do what we can to attain am
maintain the respect of the viewer

Your column ("Commercial com
mentary") on page 22 of the 4 Jul'

issue of sponsor, was very appropri

ate, and as a member of the Cod*

Review Board, I appreciate it. I knov

all other members will concur.

Gaines Kelley

gen. mgr., WFMY-
Greensboro, N. C.

Basic error

On page 171 of the 1959-60 editioi

of your Air Media Basics, you lis

the syndicated tape show Pro Wres

tling as a WHDH-TV production

Please be advised that this tape shov

is produced at WBZ-TV, Boston

Eugene Klebenov

Silton Brothers, Callaway Jnt

Boston

Sharing the facts

I enjoyed your recent article (6 Jun

'59) on Music 'til Dawn. Would i

be possible to send me five copies

Also, would you grant permissio

to reprint the article in the Amuse
ments Section (Radio-TV) of the Dai

las Times Herald.

Hugh Lampman
KLRD Radio Corp

Dallas

Your 11 July issue of sponsor car lie

a very interesting and informativ

article on "Spot tv for the era o

vanishing salesmen."

We would like to reproduce thi

article for the use of our local sales

men as well as to make the articl

available to the auto dealers in ou

coverage area. It will be ioproduce

in its entirety and proper credits wi

be given.

Trust that this will meet your ap-

proval and that we shall have a favo

able reply.

Tom Sumner
prom, and pub. dir., WNEM-T\
Flint, Michigan

• Note: SPONSOR is usually happy to grai

such requests for reprinting privileges. TV
provisions accompany this permission:

1. Requests must he in writing.
2. Credit must be given to SPONSOR.
We, ourselves, reprint many SPONSOR art

cles and have hack Hies on a number of then

28 SPONSOR 15 AUGUST 195

.



"M'SIEUR DuPRADE,
HOW WAS THE

CLIMATE AT CANNES?"

Tres Americain, mais definitement. "American entries scored a sweeping victory at the sixth annual Cannes
International Advertising Film Festival," said Advertising Age. One of the big awards*, it reported, went to

"Hockey Player," the Piel Bros, film commercial starring Bert and Harry Pie I and Philipe DuPrade, fractured'

French hockey ace. Agency: Young & Rubicam, Inc. Film producer: Terrytoons . Moral: You'll findjust the right

climate for all of your film commercials at prize-winning, internationally-renowned Terrytoons. Naturellement!

TERRYTOONS, A Division of CBS Films Inc., 485 Madison Avenue, New York 22, New York. Call PLaza 1-2345.
•First prize for live action or animation not longer than 60 Ml



ANOTHER GREAT MODERN RADIO STATION
FOR

YOUNGPRESENTATION
Effective August 1, 1959

Adam Young Inc.

became exclusive

national representative for

the high-flying new

K mmmmm mm - mmmmmmmmI'll i.1XX Hi
5,000 Watts and 930 kc . . .

first in dollar investment by local advertisers

who can see what's happening at first hand . . .

first with the news, and the awards to prove it . . .

only merchandising plan worth the name in prosperous

SAN ANTONIO
The knowledgeable Young men in seven important centers

have an ear-opening story.

ADAM YOUNG INC.
Representing all that's modem and effective in radio today

NEW YORK CHICAGO ST. LOUIS LOS ANGELES SAN FRANCISCO DETROIT ATLANTA
3 East 54th St. Prudential Plaza 317 No. Eleventh St. 6331 Hollywood Blvd. Puss Bldg. (Rm. 1207) 2940 Book Bldg. 1182 W. Peachtree

New York 22, N. Y. Chicago 1. III. St. Louis. Mo. Los Angeles 28, Calif. San Francisco 4, Calif. Detroit 26, Mich. Atlanta, Ga.

Plaza 1-4848 Michigan 2-6190 MAin 1-5020 HOIIywood 2-2289 YUkon 6-6769 WOodward 3-6919 TRinity 3-2564
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PILE-UP!

THEY'LL BE POURING IT ON
IN SPORTS THIS FALL

or hours on end this fall, tv and radio are going

to look and sound like the inside of the Roman Colos-

seum. Over $100 million will be poured into just

a I tout every sport you can think of.

There'll he more innovations in sports programing

in hoth radio and tv than at any time in air media

history, and these innovations are designed primarily

to accommodate advertisers. The reason: advertisers

ha\e found spontaneous live action affords the best

way to assemble a male audience.

<l'ONSOK 15 August 1959

Here in a nutshell are some of the significant

developments coming upon the sports front:

I. Prime Time Coverage

Both interest and controversy are being aroused

over developments which this fall bring sports into

some lucrative prime time blocks:

• Saturday Night Pro Football. A $1 million ex-

periment long in the planning stages at ABC T\

breaks this week. For seven weeks, starting 22

31
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HERE'S NETWORK LINEUP OF SPORTS SHCT

CB

CO

CD
CO
CO

SPORT SPONSOR DATE NET\

NCAA FOOTBALL 1/4 Bayuk, 1A Arrow Fall (10 Games) NB>

LIBERTY BOWL V2 Whitman, h B&W 19 Dec, 1959 NB

HOLIDAY BOWL (co-op) 19 December CI',:

BLUE BONNET BOWL (open) 19 December CB:

BLUE-GRAY Gillette 26 December NB

ROSE BOWL Gillette 1 Jan., 1960 XI!

SUGAR BOWL Bayuk 1 January NB

COTTON BOWL Texaco 1 January CB:

ORANGE BOWL Vz Carter, V2 Reynolds* 1 January CB

GATOR BOWL V2 Carter, Vz Reynolds* 2 January CB!

EAST-WEST (open) 2 January nb:

SENIOR BOWL Bayuk 9 January NB

PRO BOWL (open) 17 January NB

FOOTBALL SCOREBOARD Kemper Insurance* Fall (10 Games) NB

PRE-GAME SHOW V2 Gen. Mills, Vi Colgate Fall (10 Games) NB

SAT. NIGHT PRO BALL (see text below) 22 Aug.-3 Nov. AB

ALL STAR FOOTBALL 1/2 L&M Vi Carling 14 August AB

PRO FOOTBALL PREVIEW V2 Gen. Mills, V2 Carter Fall CB.:

PRO FOOTBALL
(10 regional nets)

Marlboro (with Ballantine,

Shell, Nat'l Brew., Amoco,

Duquesne, Gobel, Speed-

way, Fal., Kamm, Std. Ohio)

Fall CB!

WORLD SERIES Gillette 30 Sept. et seq. NB

WORLD SERIES SPECIAL Prestone 29 September NB

ALL-STAR GAME Gillette 3 August NB

MAJOR LEAGUE BASEBALL
V2 Bayuk, V* Nat'l Brew.

(east) V2 Busch (reg.)

April-Sept. NBl

GAME OF THE WEEK
Vi Falstaff, 1/8 State

Farm, 1 16 Gen. Mills,

1/16 Colgate

April-Sept. CB!

;iil!!i]|||||||i:illlllllllllllllilllllllllllillli!llliilllllli lil!llll[||||l!lllllllllllllllllllll!llll!ll[|l!IIIIIIIJ!!!l!!llllllllllllllli!l[||y

August, the network will fill valuable

network and option time ( 10 p.m.-

midnight) with pro football contests.

Original attempt, to begin the experi-

ment with baseball last spring, was

blocked largely by affiliates who ob-

jected to the scarcity of important

games available for telecast on Satur-

day night. When the network secured

an impressive football lineup, how-

ever, stations released the time. TV

tape removes any time-zone headaches.

Underwriting five exhibition games

are General Mills (one quarter na-

tionally )
, Haram and National Brew-

ing (one quarter in the West and

East, respectively ) . National Carbon

(for Prestone Anti-freeze ) joins them

for half sponsorship of the remaining

two games (regular contests).

Cost of each game is roughly

$149,000; program, $55,000; time,
|

$88,776; cable, $5,000. The big

question : Whether the games will
j

prove strong enough to pull viewers

from western and late movie fare in

.

the late Saturday hours.

• Sunday afternoon golf. A big

shakeup in tv's placid Sunday after-

noon pattern has been mapped by

32 SPONSOR 15 august 1959
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VND ADVERTISERS FOR 1959-60 TV SEASON f

SPORT SPONSOR DATE NETWORK

NBA BASKETBALL (pro)
<

Vi Bayuk (from 2 Jan.)

Vi Busch (reg

)

10 Oct. -3 Apr. NBC

NAT L INVITAT'L (college) Vi Bayuk 12, 19 March NBC

ALL-STAR GOLF \h Miller, V2 Rey. Metl. Oct.-April ABC

WORLD CHAMPION GOLF ASR (alt.) Oet.-May NBC

CROSBY TOURNAMENT (open) January ABC

TOURNAMENT OF CHAMPS Bayuk 26 April NBC

MASTERS TOURNAMENT V2 Travelers, Vi Am Ex.* April CBS

USGA NATIONAL OPEN (open) June NBC

[
PGA TOURNAMENT (open) July CBS

CAVALCADE OF SPORTS Gillette 52 weeks NBC

WED. NIGHT FIGHTS 1/2 Miles, Vi B&W 52 weeks ABC

TRIPLE CROWN Gillette May-June CBS

HORSE RACE OF THE WEEK (co-op) 25 Apr.-24 Oct. CBS

RACING FROM HIALEAH Bayuk Jan.-Feb. NBC

JACKPOT BOWLING Bayuk ~rl weeks NBC

JACKPOT BOWLING Bayuk Jan.-Feb. (Sats.) NBC

WORLD INVITATIONAL (open) 17 January NBC

BOWLING STARS (open) Oet.-Mar. ABC

NATIONAL LEAGUE HOCKEY
1 3 Carling, 1 3 Stroh,

1 3 Hamm (all reg.)

Oct. -Dec. CBS

NATIONAL TENNIS SINGLES (open) 12, 13 Sept. NBC

DAVIS CUP MATCHES (open) 29-30 Aug. NBC

SUMMER OLYMPICS (open) 25 Aug.-ll Sept. CBS

WINTER OLYMPICS (open) 12-22 Feb. CBS

• Probable sponsoo (s)

t For rundown of costs, see (SPONSOR-SCOPE) S August ly.'jO. »g. 13
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both NBC and CBS TV. Now firm, is

NBC TV's 32-week stretch of World
Championship Golf, starting 11 Oc-

tober. Slotted 4:30-5:30 p.m. square-

l\ in the middle of the "cultural

belt, the filmed sports show knocks

Omnibus right off the network.

American Safety Razor Products

Corp. is alternate-week sponsor, a big

\ wedge in the company's challenge of

the sports dominance of Gillette (with

its $~ million yearly gross billings in

tv alone). While golf shows have

never been big rating getters, the

sport offers tremendous merchandis-

ing opportunities to a select and loval

audience. I See Miller's plus: tv's out-

of-home audience, SPONSOR, 27 June

1959, page 38. for hints on merchan-

dising a solf show.)

• Sunday Sports Special. Counter-

ing the NBC Sunday sports move is

a still undefined plan by CBS TV.

Seeing a potentially captive male au-

dience I particularly in the East) dur-

ing the winter months. CBS wauls to

sew it up with some sort of ambitious

'"Sports Special." Budget estimated

at a cool $2 million, the project so

far lacks only an appropriate sport

SPONSOR 15 august 1959 33



(or sports) and a sponsor.

• Olympic Games. Of course. CBS
has in its future the most ambitious

tv sports hinge in history I which,

because of night events, will absorb

more prime time than any sport here-

tofore I . The network feels it can

bring the Summer Olympics ( 25 Au-

gust-11 September) in at a total of

$3,500,000. the Winter Olympics ( 12-

22 February) at $2,000,000. (When
it relinquished its option about a

month ago. ABC TV was estimating

total costs at closer to $9 million.)

Paring of costs, according to CBS
TV, is to make the package attractive

to advertisers.

II. More of everything

The step-up in sports activity is evi-

dent from such signposts as NBC
TV's estimate that its sports pro-

graming will increase by 10% I total-

ing 450 hours of sportscasts) in '59-

'60. Biggest jump is in basketball

coverage. NBC's coverage from Oc-

tober through March will be doubled

I with Saturday games added to the

Sunday games)

.

Of special significance in this step-

up is the fact that the weekend dou-

ble header replaces with pro basket-

ball the college games of last year.

The network will televise only two

college basketball games this year

(the National Invitational Tourna-

ment games, 12 and 19 March). Big-

gest reason: there is ample evidence

I to be examined next week) that the

main interest—and it's considerable

—in college basketball lies in region-

al markets, where advertisers are

capitalizing on it very handsomely.

III. Convenience to advertisers

The trouble with many sporting

events is that they fall either on holi-

days or after the year's consumer

spending is over and done with. Bowl

games are a big and expensive exam-

ple of this. The golden arm of tele-

vision is more than a little in evi-

dence in a brand new NCAA-spon-
sored Liberty Bowl game (from Phil-

adelphia's Municipal Stadium) on 19

December. NBC TV will carry it at

a cost estimated at $300,000.

It offers a purely impulse product

a logical reason to be in such an

{Please turn to page 54)

piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniM

HIGHLIGHTS OF THE BIG CHANGES IN SPORTS

Football moves into prime time with ABC TV's 7- Basketball coverage will be doubled by NBC TV
week experiment with pro football on Sat. night with emphasis shifted from college to pro grames

Golf displaces Omnibus on Sunday with 32-week Off-beat sports (like Jai Alai, taped in Tijuana)

film series turned out by Screen Gems for NBC TV are cashing in locally on accelerated sports craze
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Mogen David puts 50% into radio

* Nation's biggest wine advertiser is putting 50% of

its $2 million ad budget into network and spot radio

* Concord grape wine uses familiar jingle, copy appeals

for both men and women, peak seasonal selling slants

I t's no coincidence that the winery

which spends about a fifth of all

money invested in measurable media

by all kinds of wines in this country

—champagne and vermouth included

—has selected radio as its predomi-

nant medium for consumer selling.

The Mogen David Wine Corp. of

Chicago, in its current fiscal year

which ends 31 Aug.. is investing over

$2 million in network and spot radio.

tv, outdoor and newspaper. But the

radio portion is allotted over 50'
i

of this sum—more than $1 million.

Mogen David is distinguished par-

ticularly from its main wine produc-

ing competitors by the amount of

money it spends on consumer adver-

tising for Mogen David American

concord grape wine. Top wineries,

for example, include an\ where be-,

tween five and 20 brand names in

their lines.

Mogen David has put its entire

budget into consistent copy themes

which promote the sale of onlv this

concord grape wine. But within the

next few months it will complete test

marketing of a new blackberry wine.

If the new product advertising fol-

lows the pattern set for the brand,

radio will be used to hammer home
the name, with repetition and catch)

themes after the name has been set b\

all media.

Tv. as well as radio, has played an

important role in the development of

the Mogen David label since 1 (U7.

In that year. Henry A. Markus. presi-

dent of the winery, realize;! that the

Barloma label on which he d been

concentrating his sales and promo-

tional efforts wasn't selling nearly as

well as the unsung and unheralded

Mogen David.

He dumped 40.000 gallons of Bar-

loma to make storage room for the

Mogen David, launched a high-gear

production effort and switched the

Mogen David appeal to a general one
from its earlier limited sale to s\ no-

gogues and churches as a sacramental

wine.

Much of the new image of this

food and liquor store product was set

b\ t\. but last \ear the company and

its agenc\. Edward H. Weiss & Co.,

also Chicago, enhanced an earlier ra-

dio strategy. Chopping the video

budget by U)' , . the client took the

added dollars, invested them in a

hcavied-up spot radio campaign and

added network.

The current year's schedule, which

started last September: 50 announce-

ments weekly as participations on
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MONITOR APPEARANCE of B. J. Wiernik,

(c), v.p. for sales and advertising, tied in

with Mogen David's 39-week sponsorship

on NBC for year ending 31 Aug. With him:

(I), Max Cohen, board chairman; (r), Murray

Heilweil, NBC Radio marketing director

XW$W tllllM
mt jifi jS nfl i£ £ IN-STORE DISPLAYS help push seasonal

themes. A large share of all Mogen David

sales are made from Sept. thru Dec.

AGENCY PLANNERS on $2 million ac-

count include (I to r) Byron Bonnheim, v.p.

and copy chief; Martin H. Kreston, a.e.;

Marvin Mann, v.p. and acct. superv. Client

is test marketing new blackberry wine

NBC Radio for 26 weeks plus an ad-

ditional 30 announcements weekly for

13 weeks concluding in July, supple-

mented with spot announcements in

more than 100 local markets.

The buying strategy: to gain fre-

quency over the broad audience range

and thus reach women, who buy the

wine in food stores, and men. who
control family beverage consumption.

The client selected a variety of show
features and personalities appearing

on almost every day of the week at

all hours of the day to reach the

maximum cumulative audience.

Scheduling tended to peak, how-

ever, at the times when women are

most interested in shopping: on

Wednesdays, Thursdays, Fridays and

Saturdays. The weight of announce-

ments, both network and local, was
about evenly divided between 30- and

60-second commercials.

Mogen David and its agency use

the standard jingle developed for the

wine as an opening or closing tag in

every commercial, extending produc-

tion elements in the longer commer-

cials. The music varies from a trio

through a quartet or a combo to a

12-piece orchestra.

Wines—and particularly the Mo-

gen David grape variety—tend to be

consumed more heavily in certain

seasons. The radio schedule is de-

signed to level out some of the sales

peaks and fill in a few of the valleys.

These peaks center around holiday

and festive occasions—Thanksgiving,

Christmas, New Year's, the spring

Jewish and Christian holidays. That's

why a large share of Mogen David

sales is made in the four months of

September through December, and

this is when the advertising peaks up.

Last Christmas, despite the long

recession period, tightening money

and severe unemployment in many

major market areas, Mogen David

sales to distributors exceeded those of

the previous year and scored one of

the best seasons on record.

So says B. J. Wiernik, vice presi-

dent in charge of sales and advertis-

ing for the company. He directs a

planning strategy which calls for re-

evaluation of all media and the ad-

vertising blueprint every four months.
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This enables his sales plan to be as

flexible as the major medium he

uses to implement that plan: radio.

Flexibility is just one reason Mr.

\\ iernik and his agency made the de-

cision to use radio as the basis of

Mogen David's market structure.

"In our industry," he says, "we

have always been known as a leader,

not a follower. The only wayr to

maintain this position is by antici-

pating a trend before the trend ac-

tually exists. We saw the trend to-

ward radio and decided to take

action."

\\ In ? "Although our sales were

still increasing, we began to ask our-

selves many questions. On the basis

of the answers our research depart-

ment found, we decided the time bad

come to see if there were newer, bet-

ter ways of maintaining and increas-

ing the pace that had already put us

out front."

Radio seemed to offer advantages

Mogen David had not had, he says.

"Our analyses showed we might be

able to reduce our advertising cost

without reducing effectiveness. Radio

could offer us lower cost-per-impres-

sion than we could get in other

media. And of great importance was

the fact that radio gave us frequency

without increasing our over-all cost."

In addition, "Radio offers us the

broader coverage we need. And an-

other factor which appealed to us

was the versatility of radio and its

ability to reach men as well as

women during the morning and eve-

ning rush hours when they were

listening to their car radios, and to

reach people in out-of-the-wav places."

His total impression of radio: "Its

definite and unique advantage in

being able to register an impression

while the listener engages in some
other activity."

Any manufacturer of a grocery

store-distributed product is highly

sensitive to the moods and comments
of his jobbers and retailers.

So the final decision to convert the

bulk of the budget to radio was

clinched by a survey of wholesalers,

salesmen and retailers in 18 states

throughout the Midwest, where Mo-

gen David gains its highest sales ac-

ceptance. "The frequency and pene-

tration of radio appealed strongly to

these men," says Mr. Wiernik.

The wine business very quickly re-

lleets sales and promotional support

in cash register rings. So says Nic

Wolf, an account executive at the

Weiss agency on the Mogen David

wine account.

In his experience, "I've never

known a business where there is

such a direct relationship of adver-

content closely associates it with all

family or holiday enjoyment. Its

copy appeals thus stress fainiK -la-

bility more than socializing, yet they

take into consideration casual enl<i

tabling.

Radio commercials capitalize on

the pre-set image of the product and,

as Mr. Wiernik says. "Our agency

has developed a distinctive radio

commercial format that we feel does

a great deal in attracting attention,

RAB'S KEVIN SWEENEY SAYS . . .

Never have I seen a client de-

fine Radio's big pluses more

completely. Mr. Wiernik

makes radio's points for me:

He talks about radio's "broad-

er coverage. .
" "appeal to

both men and women in every

socio-economic group;" "abil-

ity to reach people in out-of-

the-way places;" "frequency

.... without increasing over-all cost;" "ability to reg-

ister an impression while the listener is engaged in some

other activity." And last but not least, radio's assist in

helping to "firm up our hold in many markets where

distribution had been relatively weak." What's left for

me to say is the obvious: When an astute advertiser

puts radio to work, its abilities are unlimited.

lllllllllllllllllllllllllllllllll Illlllllllllllllllllllllllllllllllllllllll !ll!lllllllllllllllilll!iillll!lllllllllll!llllllll!!llllllll!llli;ili!l!lll!lll!lllll!lllllli:il!li' IlllllllilllllllllllllllllllllllllllllllS

tising weight to sales. This is an in-

dustry very sensitive to promotion of

any kind. We can add weight in a

specific market and know approxi-

mately what we'll gain because the

proportion of weight to sales is rea-

sonably stable."

Mogen David, unlike many prod-

ucts in its class, has a reputation as

a household staple more than as an

alcoholic beverage. The wine is spe-

cially sweetened and its low alcoholic

in creating greater awareness and in

actually impelling people to ask for

it by name."

This "new commercial approach,"

repetition of a jingle commercial with

a frequency to reach a station's total

audience, has evoked "a great deal

of favorable comment. be adds.

"Our entire campaign is being no-

ticed, talked about favorably and

—

more important— it's selling wine!"

(Please turn to page 52 i
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HOW TO PRODUCE TV

GEORGE SCHAEFER (center, with glasses and script) and production staff rehearse cast for Hallmark production of The Tempest, scheduled for

May, I960. Liam Redmond (back to camera) plays Gonzalo. Roddy McDowell (foreground right) plays Ariel. This photograph was taken at

Ceitral Plaza Rehearsal Hall, New York, two weeks before The Tempest was put on tv tape. Hallmark will have six Hall of Fame specials in 1959-60

38 SPONSOR 15 august 1959



^ Award-winning director George Schaefer gives tips on methods that produced such

outstanding tv successes as Green Pastures, Johnny Belinda and Little Moon of Alban

W ith the greatest array of high-

budget special programs in history

scheduled for the tv networks this

fall, sponsor went for background on

the unique production problems in-

volved in specials to one of the most

highly respected director-producers

in the business.

George Schaefer has directed Hall-

mark Hall of Fame programs since

1953. This year he was voted the Tv

Academy of Arts & Sciences Emmy
award for his direction of Hallmark's

Little Moon of Alban, winner of four

Sylvania and four Emmy awards.

During the 1958-59 season he pro-

duced and directed four widely hailed

Hallmark presentations. Johnny Be-

linda. Berkeley Square, Kiss Me Kate

and Green Pastures. For other spon-

sors he directed Harvey, Gift of the

Magi and Meet Me in St. Louis.

This coming season, his new firm

Compass Productions, Inc. will be re-

sponsible for all six Hallmark pro-

grams, and is under contract to NBC
for three additional special shows.

His suggestions, therefore, for the

production of tv specials carry the

weight of a real pro.

In addition to the 10 tips listed at

the right, which he drew up especially

for SPONSOR, Schaefer has a number
of other strong convictions about tv

specials. He believes, for instance,

that it is often dangerous to take

a highly successful motion picture as

a vehicle for a special. "The movie is

usually better—and the audience re-

members."

On the other hand, he feels that a

tv special can frequently give added

dimensions to a successful stage play.

He likes tv tape, but prefers to use

it like live production—not like film.

His taping of Shakespeare's Tempest

was exactly as if he were doing a live

show.

Finally, he insists that more origi-

nal scripts are needed to keep specials

healthy. The problem which tv faces,

says Schaefer, is to find ways to be

able to "guarantee enough money to

attract top writers." ^
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10 SUGGESTIONS BY SCHAEFER
"There are no rules for tv specials," says George Schaefer, "which apply to every

situation. But here are a few I've tried to observe, not always successfully."

1

2

3

5

7

8

10

BE SPECIAL. There is no point in doing a "special

if your material, conception or execution are ordinary

TAKE TIME. Your results will rarely be special if the

planning and pre-rehearsal work is rushed or incomplete

HAVE CONFIDENCE in what you are doing or don't

bother to do it. If you don't believe in the project you can't

convince others that what they're watching is important

BE PERSONALLY RESPONSIBLE for the results. Try

to see to it that all blame or credit rests entirely with vou

RESPECT YOUR VIEWERS. If you expect them to

watch vour special, then respect their intelligence and taste

DON'T UNDERESTIMATE sponsor, agency opinions

in planning and preliminary stages. They're often helpful

DON'T OVERESTIMATE their opinions just before the

show goes on the air, when there's a tendency to plav safe

CAST FOR PERFORMANCE VALUES. Star names are

wonderful if they are right and properly used. But a star-

studded special full of misfits can be a real disaster

KEEP CALM. Avoid production hysteria. A happ)

.

relaxed company usually makes more friends in the home

PLAY TO THE LIVING ROOMS of America where

people gather in twos and threes. Avoid studio audiences

m
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SIX mobile units (three by KTLA, three by KMPC) covered Laurel Canyon fire. KTLA's Telecopter (transmitting helicopter) was also in action

WHAT? SPONSOR A FIRE?
^ Tv coverage of disaster in Los Angeles' Laurel

Canyon doubles viewing audience, attracts sponsors

^ White Front Stores and California Frozen Juice

build goodwill and sales with 2%-hour broadcast

\^uick thinking, fast action by sta-

tion, agency and advertisers resulted

in an unusual type of public-service

sponsorship when fire broke out in

the heavily populated Laurel Canyon

area of Los Angeles last month.

Fire began at 4:14 p.m. and

KTLA's Telecopter (only self-con-

tained transmitting helicopter in

existence ) went into action minutes

later. At 5:40 p.m., Arnold Isaak of

Robin, Lee, and Arnold, Beverly

Hills, who had been watching the

telecast, phoned Dick Jolliffe, station

s.m., to ask if sponsorship was avail-

able.

Jolliffe named a price of $1,500 a

hour. Isaak immediately called

Harry Blackman, president of White

Front Stores, whose instant reaction

was "Buy it." Later arrangements

were made to share sponsorship with

California Frozen Juice Co.

Sponsorship extended from 5:45

to 8:30 p.m., when the fire was

under control. Commercials were

limited to one live, ad-lib, public-

service-slanted minute per quarter

hour. Between these, voice-over an-

nouncements carried name of adver-

tisers and fact of public service spon-

sorship.

Results? White Front enjoyed the

biggest weekend in history, following

the fire, with many compliments for

its part in the telecast. ARB reported

that coverage increased KTLA's
audience to 12.8, about double that

of the same period one month previ-

ous. Ratings showed similar gains

to a high of 9.0.

KMPC, which covered fire with

three ground remote units and its

"Air Watch" helicopter, but did not

sell broadcast to any one sponsor,

also reported many phone calls to

station, and "tremendous" audience

reaction. ^
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GLAMOUR SWITCH UPS LOANS
* Tough Wisconsin attitude toward borrowing called

for drastic loosening up campaign by Thorp Finance

* Here's how $135,000 campaign—with film show,

live commercials, alluring art—built continuity and sales

P MILWAUKEE, WISCONSIN

ity the poor loan company in

Wisconsin. People in this state are

historically conditioned to believe that

• It's somewhat sinful to go into

debt (until two years ago, Milwaukee

had never been in the red).

• If you have to get some money
to tide you over, it's much more re-

spectable to get it from inside your

family—which is why credit unions

are a vital force in this state.

Thorp Finance Corporation has

been doing business in Wisconsin for

35 years, is the largest finance com-

pany in the state (with current assets

of $64 million and 1958 earnings of

over $1 million). But. on top of na-

tional competition, it must contend

with over 50 credit unions, 60 loan

offices. 30 banks and 20 savings and
loan institutions in the state.

It must also contend with that wary

attitude toward borrowing that is part

and parcel of the German, Polish and

Italian origins of the younger genera-

tion in Wisconsin. Loosening the

hand of the older generation is the

problem that faces Thorp day in and

day out.

Thorp was frankly surprised when
its agency—Klau-Van Pietersom-Dun-

lap—came to it with the suggestion

that a touch of glamour might do the

trick. Hardly a glamour-oriented

agency, with only a few sorties into

t\ i see box following pagei . Klau-Van

Pietersom-Dnnlap had a strong feel-

ing that the influence of a "family

friend" with a visual suggestion of

tin' glamorous touches money can add

to life would turn the trick.

Known local announcers with

strong audience pull were used as

hosts of a half-hour syndicated show,

The Count of Monte Cristo. An un-

looked-for development—the 1957 re-

cession—cut short the experiment be-

fore it was really tested out. But in

mid- 1958, when things were on the

upswing. Thorp was ready to take

another big advertising plunge.

Ever cautious, Thorp and the

agency decided on a media research

project to find out just what ad medi-

um could make a dent. In June of '58.

the agency mailed a questionnaire to

1,852 past and current borrowers

l from 19 Thorp branch offices i

.

"Results from a return of over

309? showed that television had been

the most influential medium for bor-

rowers selecting Thorp,'" says account

executive Ed Heinecke.

Thorp's re-entry into tv—on a six-

market basis—was also predicated on

another finding from the question-

naire: that borrowing had been moti-

vated for the good ( as well as the

necessary I things of life. Thorp felt

that a major expenditure was worth-

while to drive this wedge even further.

Copy was carefully oriented to:

• Remove the stigma from "frivo-

lous" borrowing

• Stabilize year-round borrowing

w ith a debt-consolidation theme

MORE CAREFREE ATTITUDE toward borrowing had to be whipped up in thrift-conscious

Milwaukee. Live commercials in film show used art with people, like frivolous vacationer above
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• Emphasize possibility for vaca-

tion and holiday borrowing

Another big consideration: choice

of announcer.

"We auditioned announcers with

great care for this campaign," says

Heinecke. "The live commercials are

important, we feel, for the opportuni-

ties they give us to build confidence.

It isn't enough that the announcer be

known in the market. Since the bulk

of Thorp borrowers are married

couples between the ages of 25 and

45 in skilled and semi-skilled occupa-

tions, our spokesman had to be known
in their tv areas as persons of respon-

sibility and good reputation."

Target was selected as the syndi-

cated vehicle for the 52-week six-

market lineup:

WISN-TV, Milwaukee; WISC-TV,
Madison; WKBT, La Crosse; WFRV-
TV, Green Bay; WSAU-TV, Wausau;
WEAU-TV, Eau Claire. Says media

Hill

v.p. Edward F. Ritz, "We estimate

that about 90% of Wisconsin tv

homes can be reached with this sta-

tion lineup."

Total budget for this statewide

campaign is estimated by SPONSOR

at $135,000. This figure includes

time, program, production and pro-

motion costs. All of these factors

were vital considerations for the fol-

lowing reasons:

Time. To work on a single member
of the family wouldn't accomplish the

Thorp aim. Prime time on Tuesday

night (between 7 and 9:30 p.m.) was

a must in order to reach the family

when it was together. Another strong

influence in the choice of time, ac-

cording to Heinecke: tv is often the

only form of entertainment available

to families in the many small com-

munities of which Wisconsin is large-

ly composed.

Program. Target seemed to fill the

bill on several counts: (1) Family-

oriented, (2) personality host

(Adolph Menjou) to reinforce im-

pact of local personality-announcer.

Production. Commercials were

kept simple and direct. The usual

pattern: a live pitch with still photo-

graphs to envoke the mood (like

glamour girl below). The "family

friend" approach should not get com-

plicated or over-produced, Thorp ad-

men feel.

Promotion. The promotional push

was designed to add to the glamour

as well as awareness of the show.

Some highlights:

(1) Pre-debut tour. Prior to the

16 September '58 kickoff of the

series, Menjou made a statewide tour

with Thorp executives and agency

people, visiting branch offices, posing

for pictures with branch managers

(Pictures were displayed in branches,

as well as newspaper plants.)

i;,ii!il

HORSELESS BUGGIES TO GLAMOUR GIRLS

How $12 million agency shifts old-line advertisers to tv

Harley Davidson
"The National Champion" £*

SHIFT TO TV for Thorp Finance Corp. by Klau-Van Pietersom-

Dunlap (largest Wisconsin agency) was based on need for excite-

ment, impact to crack market resistance. The agency itself has

been gaining momentum in air billings, and successful experi-

ence with Thorp marks transition period for the industrial shop

FIRST ACCOUNT, 52 years ago, was Harley-Davidson, bicycle-

motorcycle manufacturer. Agency was slow coming to radio,

put Wisconsin Electric Co. into newscasts 15 years ago, then

into tv in 1948. Toledo Edison, Kentucky Utilities were next.

Adjacencies to GE Theater, Westinghouse, etc. proved ideal

FARM, INDUSTRIAL ACCOUNTS found air media niches

"almost to same extent as consumer accounts." Examples: A.

0. Smith Co., auto frame manufacturer, uses fm for institutional

sell; Hess & Clark sells feed additives on Monitor farm segments
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(2) Program director's contest.

Thorp's pitch for promotional extras

was keyed to a contest which offered

gift certificates. Milwaukee Braves

ducats to program directors for best

promotional tie-ins. In addition to

on-the-air promotions, Thorp got

everything from Target signs on

mobile units to sandwich boards in

business districts.

Thorp maintains a concurrent ra-

dio campaign on 13 stations to reach

the northernmost sections of Wiscon-

sin. Here is the radio station lineup

on which early a.m. and noon minutes

are used on some, and 5-minute news-

casts on others: WECL, Eau Claire;

WKTY, La Crosse, WPRE. Prairie du

Chien; WATW, Ashland, WCCN,
Neillsville; WEKZ, Monroe; WHSM,
Hayward; WIKB, Iron River, Michi-

gan; WJMS, Ironwood. Michigan;

WMNE, Menomonie; WPFP, Park

Falls; WRCO, Richland Center;

WSWW, Platteville.

But the backbone of Thorp's adver-

tising is the six-market television cam-

paign with Target, winding up its

52-week schedule currently with 13

summer re-runs.

Two significant results have

emerged from the tv campaign on

which Thorp is basing its schedule

for next year.

First, according to R. Goeres Hays-

sen, Thorp's director of advertising,

"For the latest period reported by

the State Banking Department of the

total loans reported to the Depart-

ment in the loan licenses under which

we operate, Thorp had 20% of the

outstandings. We selected television

as our primary medium for its broad

coverage, impact, prestige and oppor-

tunity for sponsor identification; and

the results to date have proven this

position was justified."

Second, in June of 1959, Thorp

declared a five for one stock split.

W ithin a week of issue time, it was

over-subscribed. Thorp management
took this as further proof that famil-

iarity with the Thorp name was very

much enhanced by their identifica-

tion on television.

As soon as the current campaign

finishes its year, Thorp will start

another tv series, Lock-Up, which will

also run on a 52-week basis, using

the same station lineup as Target, with

commercials continuing live. ^
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EASY WAY TO STRAIN AIR

MEDIA'S ALPHABET SOUP
leophyte ad people as well as long-

time pros continue to be confused

about the complex arrangement of

letters which abbreviate the most

common industry trade associations,

unions and businesses.

Only the long-steeped ad observer

really can distinguish among the

ANA, Four A. ACA. AFA" and

AIAA. Only the experienced broad-

caster knows NAB is the former

NARTB (which, in turn, was the

former NAB, so the circle became

complete I. And its a rare adman
who knows such mysterious designa-

tions as IBEW and IATSE represent

two of the strongest unions which

serve the profession. But even when
the letters are unscrambled into com-

prehensible English, there's the added

burden of deciphering the words.

sponsor's attempt to help you win

the first round, unscrambling the

alphabet, follows in this list. ^
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AAAA American Assn. of Adv. Agencies

ACA Assn. of Canadian Advertisers

AFA Advertising Federation of America

AFM American Federation of Musicians

AFTRA Amer. Fed. of Tv and Radio Artists

AIAA Assn. of Int'l Adv. Agencies

AIEE Amer. Inst, of Electrical Engineers

AMA American Marketing Assn.

AMST Assn. of Maximum Service

Telecasters

ANA Assn. of National Advertisers

ARB American Research Bureau, Inc.

ARBI Attitude Research Bureau, Inc.

ARF Advertising Research Foundation

ASCAP Amer. Soc. of Composers, Authors

& Playwrights

BIB Broadcast Information Bureau

BAR Broadcast Advertisers Reports

BBM Bureau of Broadcast Measurement

BMI Broadcast Music Inc.

BPA Broadcasters Promotion Assn.

CAB Canadian Assn. of Broadcasters

CCBA Clear Channel Broadcasters Assn.

EIA Electronic Industries Assn.

FMA FM Assn.

IAA International Advertising Assn. Inc.

IAB Inter-Amer. Assn. of Broadcasters

IATSE Int'l Alliance of Theatrical Stage

Employees and Moving Picture

Machine Operators

IBEW Indpt. Brotherhood of Electrical

Workers

LNA Leading National Advertisers

MRA Market Research Corp. of America

MRS Market Research Services

NAB National Assn. of Broadcasters

NABET Nat'l Assn. of Broadcast Engineers

& Technicians

NABUG Nat'l Assn. of Broadcast Unions &
Guilds

NAFBRAT Nat'l Assn. for Better Radio and Tv

NFA Nat'l Federation of Adv. Agencies

RAB Radio Advertising Bureau

RCA Research Corp. of America

RTDG Radio and Tv Directors' Guild

RTES Radio and Tv Executives' Society

RWG Radio Writers Guild

SAG Screen Actors Guild

SRA Station Representatives Assn.

TvB Tv Bureau of Advertising

TWG Tv Writers Guild
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Retailers Cash In With Tv Tape

^ Macy's California jumps into local tv for first time

using KRON-TV, San Francisco, tv tape commercials

^ Station-made video-tape spots lure retail spenders

like department, furniture, auto, clothing, food stores

DEPARTMENT store video-tape commercials involve three-way team of retailer-agency-station.

Above, conferring on Macy's California spots are (I to r) KRON-TV director Vern Louden,

station manager Doug Elleson, Macy's California v. p. Harold Haener, Garfield, Hoffman and

Conner agency president Robert P. Hoffman, and producer Thomas Fraser. Below, model Lois

MacManus watches on video-tape playback monitor a three-minute tv fashion show just recorded

m t-tailers have been bitten by the

video-tape bug. In dozens of cities

they've traded in "live" tv strategy

in favor of tape as the solution to

commercials problems. In areas like

San Francisco large ad spenders such

as Macy's California have jumped

into tv for the first time expressly to

cash in on videotape's features.

Stations equipped for tape are the

beneficiaries of this local bonanza.

It's not unusual today for a station

to get five hours of work out of its

video-tape equipment in making local

commercials for each hour it spends

carrying tape programing on the air.

Seven types of retailers have been

especially active in tv tape: depart-

ment stores, automobile dealers, food

chains, furniture stores, clothing out-

lets, jewelers and banks.

Video-tape's most impressive in-

novation in local commercials is

probably the tv spot made right in

the store. Barker Brothers, for exam-

ple, brought KTTV's closed circuit

team into its Los Angeles store for

five hours and produced 23 minute

spots at an average cost of $100 each.

Two cameras went from .department

to department and showed viewers

exactly what they'd see if they were

in the store. Production cost was

one-fifth of estimated film expenses

for the same job.

A Minneapolis retailer had a cal-

endar problem that tape solved. S. S.

Kresge wanted a live children's audi-

ence for a Christmas show but the

air date conflicted with school sched-

ules. WCCO-TV taped the show on

a Saturday and delivered the chil-

dren's audience when it was needed.

Tape eliminates many of the haz-

ards retailers formerly faced in com-

mercials. "Running a retail television

commercial 'live' is like running a

newspaper ad without seeing proofs,"

stated Harold Haener, v.p. and sales

promotion director of Macy's Cali-

fornia. This San Francisco adman

nearly turned green some 17 months

ago, when a station studio hand in-

advertently picked up the wrong card
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during a sports shirt commercial.

The sign read "$399 with trade" for

an item actually priced at $3.99.

"Price and accuracy of product de-

scription are vitally important to the

retailer.'
1

Haener said. "A goof in

either area can lose sales and also

damage the store's reputation for

integrity."

Some types of retail merchandise

are especially sensitive to errors in

advertising description. An error in

fur pricing, for example, could prove

a very serious one. Macy's California

has decided to protect itself against

chance mistakes that occasionally

happen "live." It has banned "live"

spots and now insists, that all its

spots be on tape. "We get the same

feeling and eliminate the risk of mis-

takes," Haener explained.

Macy's California's tv spots are

produced by KRON-TV, San Fran-

cisco, through Garfield. Hoffman and

Connor, for six stores scattered

through the Bay Area. Two types

of spots are used; production com-

mercials using actors, models and

sets are carried during the Macy's-

sponsored Family Theater show, a

weekly feature film, and voice-over

commercials using cards and illus-

trations are employed for the rest

of its spot schedule on the station.

The tape spots are used just once

or may be repeated as many as 50

times, depending on need. Produc-

tion costs do not exceed more than

25% of time costs as a rule. Macy's

California links together tape spots

and their print advertising, frequent-

ly in support of the same item. Within

the store, items displayed on tv are

• merchandised with a placard stating,

I

"As advertised on tv."

The technique of a tape commer-
cial is not as important as the legiti-

mate reasons why the consumer
should buy, according to Haener.

While tape methods are not ignored,

realistic sales arguments are the

prime consideration in production

tactics.

Haener made this comment on the

importance of local advertising to

tv
: "Newspapers understand, and

studies continue to prove them cor-

rect, that local retail advertising has

a much higher percentage of reader-

',

THESE RETAILERS USE TV TAPE
TO SOLVE LOCAL AD PROBLEMS

AMERICAN FURNITURE Denver, Colo.

BARKER BROS. Los Angeles, Calif.

COMMONWEALTH FORD Richmond, \ a.

DENVER NATIONAL BANK Denver, Colo.

GOLDSTEIN-CHAPMAN Omaha. Neb.

HOWARD CLOTHES Syracuse, N. Y.

THE HUB (furniture) Los Angeles, Calif.

KISSLERS OFFICE FURNITURE Denver, Colo.

KLINE OLDSMOBILE Minneapolis, Minn.

S. S. KRESGE Minneapolis, Minn.

MAAS BROS. Tampa, FJa.

MACY'S CALIFORNIA San Francisco, Calif.

MOODY'S JEWELRY STORE Tulsa, Okla.

OKLAHOMA TIRE AND SUPPLY Tulsa, Okla.

RIVIERA CONVERTIBLE SOFA BED CO. Los Angeles, Calif.

SAFEWAY MARKETS Omaha, Neb.

SEARS ROEBUCK Richmond, Va.

SEIDENBACK'S Tulsa, Okla.

SHAVER'S MARKETS Omaha, Neb.

STANLEY FURS Denver, Colo.

IVEY TAYLOR DEPT. STORE Roanoke, Va.

VIRGINIA DAIRY Richmond, Va.

BOB YAEKEL (auto dealer) Los Angeles, Calif.
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ship than national advertising. Local

retail advertising is good for news-

paper circulation and likewise good

local advertising on television sta-

tions will attract viewers to those sta-

tions." Haener pointed out that

Macy's California has received more

fan mail on its commercials than on

the motion pictures it sponsors.

The revenue potential of large re-

tailers in tv is still partially untapped.

Haener urged stations to recognize

the value to themselves of good local

spots and also to reconsider their rate

SPONSOR 15 aucust 1959

structures in terms of the sporadic

saturation needs of retailers. He
favored a system of bulk discounts

for retailers based on a rate struc-

ture different from the standard one

of monthly and yearly contracts.

A seven-day planning system is

used bv Macy's California to reduce

production costs and assure a mini-

mum utilization of time with tape

equipment. On the first day, Jack

Melchoir, Macy's California ad man-

ager, meets yvith agency account ex-

{Please turn to page 56)

45



As emphasis on "numbers" persists, SPONSOR ASKS:

Are ratings helping or hurtining

Agencies continue to rely heav-

ily on ratings in their fall buying

decisions. Here, agency, rating

and station representative people

evaluate use of ratings in radio

Frank J. Cromer, Jr., manager of

media, Foote, Cone & Belding, New York

If I had to choose one side it would

have to be the one that takes the

stand that rating services are helping

the medium.

With today's emphasis on quanti-

tative media measurements, there is

Ratings

are having

a positive

effect

no question hut that rating services

have had a positive effect by helping

to evaluate radio in relation to the

other media types with which it com-

petes for a share of the advertiser's

budget.

Here are just two examples

—

Although it delivers individual

ratings that are low in relation to

television, radio schedules can ac-

cumulate very impressive audiences

over a period of time. Radio's abil-

ity to do this is generally accepted

by most advertisers and it is one of

the medium's most persuasive sell-

ing arguments. Yet, without rating

service data this important attribute

of radio would not be known.

Radio also has the ability to

achieve what amounts to tremendous

frequency of commercial exposure

among its regular-listener groups.

This has been demonstrated by many
special rating service analyses and

has very likely been one of the im-

portant reasons behind the purchase

of a number of intensive radio sched-

ules. Without rating services this

evidence of radio's potential effective-

ness would be unavailable.

Now for the other side to this

question

—

Although rating services are help-

ing advertisers evaluate radio in rela-

tion to other media, they are not

helping the medium as much as they

should.

For example, a really valid, confin-

ing measurement of automobile and

other out-of-home listening would

add appreciably to radio's salability.

Today's listening patterns are such

that the lack of information of this

kind results in radio's being serious-

ly short-changed when its audience

levels are compared with those of

other media.

Perhaps even more serious, is the

substantial variation in radio rating

levels reported by different rating

services. It is often said that radio

can be made to look good or bad. de-

pending upon the rating service used.

This kind of situation can only result

in suspicion being cast on all radio

ratings data, and hence on the medi-

um in general.

Ted Kelly, media account supervisor,

McCann-Erickson, New York

Ratings are only one of a large

number of different tools or criteria

used in arriving at decisions relative

to commercial radio usage. A large

number of considerations such as ad-

vertising objectives, over-all media

Are not

completely

accurate

measure

mixture, product marketing needs as

well as a wide range of creative judg-

ments play a part in media usage de-

cision.

Ratings, per se, are not able to re-

flect the total contributions of any

proposed purchase plan. Further-

more, ratings cannot, in many in-

stances, provide a completely accu-

rate measure of the size of the audi-

ence, the number of potential pros-

pects in the audience or the number
of actual customers effectively influ-

enced by the advertising message. It

is most important for the user of rat-

ings to be aware of the wide range

of limitations with regard to what

ratings can indicate.

In summary, ratings, when proper-

ly used by a competent practitioner,

do become one of the many helpful

tools used in arriving at usage deci-

sions. In general, ratings, as is true

with most of our tools, contain limi-

tations and the need for continued

improvement. When these tools, of

limited accuracy, are improperly used

they can hurt an advertiser whose in-

vestments are affected by their usage;

under these circumstances they can

also hurt some segments of the media

who fail to receive their qualified in-

vestments. On the other hand, they

may appear to hurt some segments

of the media when the most judicious

and reliable use of these indicators

points to the conclusion that the me-

dium does not offer the most desir-

able contribution for a particular

marketing-advertising plan. Within

the framework of this last situation,

we believe that in the long run the

medium will not suffer because of

the avoidance of its improper usage.

However, it would be desirable if the

accuracy and completeness of these

tools were sharpened. The most ju-

dicious and expert application of

these tools will often produce a less

than perfect product.

Dr. Sidney Roslow, dir., The Pulse,

Inc., New York

It is our good fortune to interview

some 2 million different families an-

nually, millions of different persons,

to observe the growth and greatness

of America in all income levels, and

the tremendous appeal of radio, both

in the home and away from home.

Commercially, radio gets sales more

efficiently than any other medium,

I
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radio?

The records of hundreds of America's

large corporations spending many
millions of dollars in carefully meas-

ured and rated time, and the records

of thousands upon thousands of local

retailers prove radio's deep-digging

-ales effectiveness. Radio is not a

costly siren like television; she's a

comely girl who cooks well and is

easy to live with.

Ratings, as Pulse has always main-

tained, are not a "price tag," but a

measure of program coverage and ef-

fectiveness. Without accurate ratings

it would be impossible for buyer and

seller to come together and do busi-

ness. We were an established, general

research practitioner, long before

getting into ratings. We have pio-

neered techniques of qualitative meas-

urement you hear more and more
about these days. For instance, we

Ratings are

a measurement,

not a

price tag

measured the cumulative audience for

the single day, week and month in the

early '50's on a commercially syndi-

cated basis. Area reports became a

big part of our business years ago.

We have produced numerous "image"

studies that ante-date current aware-

ness. Just because a smart Madison

Avenue advertising executive bor-

rowed the word "image" from the

psychologist's vocabulary does not

mean he invented the process of dis-

covery. We experimented with "No-

rating-week" for nearly two years

before adopting 365 days a year in-

terviewing in the homes of the nation.

We allocate radio listening outside

the home correctly to the individual

station and program, and, in fact,

received the American Marketing As-

{Please turn to page 58)

The only full time sports director in

Grand Rapids belongs to WOOD-AM. Who
is he?
DUFFY DOUGHERTY AL ACKERMAN

BENNIE OOSTERBAAN

I
/?!>/</ si/) uo sunf

l»}Oj sd330f umtuayjy jy jo/jjjiq s/jodj;
>

Speaking of sports, and other news in

general, how many full-time two-way-radio
news cruisers does WOOD-AM use?13 5

(liljUV) I pun sisfioijiap on SJ3S17U3 pi

The weekend listening audience, swelled
with travelers, belongs to WOOD-AM.
What's this station's average share?

35% 27% 21%
,(sjhoi{ /suipuojq *;y fo

PIO $g Ul Spv^l SJUOlflHV spyjDUl UOijUIS

lis Sly) fo %i7 mbiutav' /VVfJOO.ll i

WOOD-AM's weekend programming in-

cludes direct reports from state parks,

beaches, news sites and traffic points.

How many remote pick-ups in a typical

weekend? 57 69 75

(/Dj/uaj oipo}/

QOOAX °l p^aivaq S9Bo8S9tu 9Uiu-/lj2t£)

How to rate your WOODquotlent:

right— Ignorance is no excuse.

1-2 right— Improve your WOODquotient! Call Katz.

3 right— Aaaah, we made 'em too easy.

4 right— All right, smarty, where's your order?

*WOOD-AM is first — morning, noon, night, Monday through Sunday
March '59 Pulse Grand Rapids — 5 county area

WOOD AM
TV

WOODIand Center, Grand Rapids, Michigan

WOOD-TV — NBC for Western and Central Michigan:

Grand Rapids, Battle Creek, Kalamazoo, Muskegon and Lansing.

WOOD — Radio — NBC.
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WCTV Solves

Another Problem
for a district manager

Dave's sales skipped markets he

knew had people.

His sales manager was a most

unreasonable man.

>*$$&y

Joe Hosford showed him that

big-city coverage is not enough,

said Atlanta is 212 miles away,

and Jacksonville is 158, sug-

gested that he use WCTV to fill

I he gap.

Blair TV Associates made a trip

to the agency.

Now Dave has fun on weekends.

WCTV
Tallahassee

Thomasville

for North Fla. and South Ga.

John H. Phipps

Broadcasting Stations

National and regional buys

in work now or recently completed

^Smr H HmP ^bbf W ^fcBBF

TV BUYS
Parker Pen Co., Janesville, Wis.: A back-to-school and Christmas

campaign for T-Ball Jotter begins 24 August for 17 weeks in top

markets. Minutes, 20's and I.D.'s are being used, frequencies vary-

ing. Buyer: Larry Claypool. Agency: Tatham-Laird. Inc., Chicago.

R. T. French Co., Rochester: Going into about 19 markets with

schedules for Instant Potatoes. 17-week flight of minutes, 20's and

10's starts 24 August. Buyer: Mario Kircher. Agency: J. Walter

Thompson Co., New York.

Paper-Mate Co., Chicago: Short-term schedules go off early in

September in about 25 markets for its pens, with minutes in fringe

time to reach school children. Buyer: Pat Chambers. Agency: Foote,

Cone & Belding, Chicago.

International Latex Corp., New York: Campaign is being readied

for Playtex girdles in about 25 markets. Placement is for nighttime

minutes, to start early September for 13 to 52 weeks, depending on

market. Buyer: Charles Theiss. Agency : Ted Bates & Co., New York.

Bristol-Myers Co., New York: New schedules of nighttime min-

utes are being lined up in about 20 markets for Bufferin. Flights

are for 52 weeks, start late August in most markets. Buyer: Gene

Grealish. Agency: Young & Rubicam, New York.

Continental Baking Co., Rye, New York: Children's show par-

ticipations and adjacencies are being placed in about 10 markets

for its Hostess cakes. Schedules start early September, run through

end of year. Buyers: Arthur Goldstein and Perry Seastrom. Agencj :

Ted Bates & Co., New York.

Avon Products, Inc., New York: Campaign is being set in about

170 markets for its cosmetic line. Schedules start 31 August for

14 weeks and are for day and fringe night minutes and 20's. Buyer:

Georgialee Masson. Agency: Monroe F. Dreher, Inc., New York.

RADIO BUYS
Sutton Cosmetics, Inc., New York: Campaign in top markets

kicks off 8 September for 13 weeks for Sutton Stick Deodorant.

Daytime and some traffic minutes are being bought, frequencies de-

pending on market.

C. Gumbinner A.A.

Buyer: Anita Wasserman.

New York.

Agency: Lawrence

Greyhound Corporation, Chicago: Buying traffic times and day-

time adjacencies to network and news shows in about eight Mid-

western markets for its Central line and about 20 Coast markets for

its Western. Minute- and 30-second announcements promoting fall

touring begin 13-14 September for 13 weeks. Buyer: Joan Ruttman.

Agency: Grey Advertising Agency, New York.
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Audience direction
(the difference, perhaps, between rating first and running behind)

A good show may not be good enough—particularly in this season, which

promises an abundance of superior television programming.

You have to take your case to the people—with forcefulness and fre-

quency. And that is where TV Guide magazine comes in.

It goes to over 7,000,000 families each week—equivalent to a 17 rating.

They read it from cover to cover, because television is important to them.

They find it so authoritative, accurate, informative and entertaining they

have made it America's best-selling weekly magazine.

Talk to TV Guide's 26 million readers about your program—and your

product. It's good for business.

7,250,000 circulation guarantee effective October 31 , 1959
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RADIO BASICS/AUGUST/«

Facts & figures about radio today
1. CURRENT RADIO DIMENSIONS

Radio homes index

1959 1958

49.5
radio

homes

48.7
radio

homes

51.4 50.6
U.S. homes U.S. homes

Source: A. C. Nielsen estimate, 1 Mar. each
year, homes figures in millions.

Am
Fm

Am
Fm

Radio station index

End of July 1959

Stations
on air

CPs not
on air

New station New station"
requests bids in hearing

3.388

628
125

160

476
42

End of July 1958

3,271

552
105

93

412

36

Source: FCC monthly reports, commercial stations. *June each year.

163

22

126

18

Radio set index Radio set sales index

Set
location

Home
Auto

Public
places

Total

1959 1958

98,300,000

37,900,000

93,000,000

36,000,000

10,000,000* 10,000,000*

146,200,000 139,000,000

Source: RAB. 1 Jan. 1959. 1 Jan. 1958,

sets in working order. *No new information.

Type June 1959 June 1958
6 Months

1959
6 Months

1958

Home

Auto

678,195

637,806

656,728

235,433

3,158,881

2,900.196

" 2,964,338

1,464,519

Total

Source: Elec

figures are fad
RAB estimates

1,316,001

tronic Industries

ory production.

that 2.2 million

892,161 6.059,077

Assn. Home figures are estimtaed

These figures are of U.S. production

Japanese sets were sold in U.S. du

4,428,857

retail sales, auto

only. In addition,

ring 1958.

2. CURRENT LISTENING PATTERNS
^iiiiiliiiiiiiniiiiliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim lini!lllllll!llll!lllllllll!IIIIHII!l!ni!llliU>llll!llllllllllllll!llllll!lllllll!lllll!llllll!llllllllllll!lli:illllllN Illllllllllllllllllllllllllllllllillllllllllllllllllllllllllllllllllllllllllll.

PRIME TIME ACCOUNTS FOR ONLY 22% OF WEEKLY IN-HOME LISTENING

Percent weekly in-home listening

during traffic hours

7-9 a.m.

4-6 p.m.

14.5%

7.7%

Total 22.2%

LISTENING
BY DAY PARTS

% of WEEKLY CUMULATIVE TOTAL

weekly Radio homes reached Avg. hrs. per

total % (000) home reached

Mon.-Fri. Morn. 32 66.8 33.033 6.47

Mon.-Fri. Aft. 25 57.9 28,632 5.60

Sunday Morn. 4 34.1 16,862 1.58

Sunday Aft. 5 30.8 15.231 2.06

Saturday Morn. 5 39.9 19,731 1.62

Saturday Aft. 5 32.8 16,220 1.99

All Evenings 19 53.1 26.258 4.82

12 Mdn.-6 AM 5 15.6 7,714 4.58

24 hr. 7 day total 100 83.4 41,241 15.91

Source: A. C. Nielsen Co.. 1-7 March, 1959. Traffic hours listening total is Monday-Friday. Morning is (i a.m. -noon: Afternoon is noon-6 p.m.; Evening

is 6 p.m. -midnight. Times are Eastern Standard.
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IN INLAND CALIFORNIA (AND WESTERN NEVADA)

fvV
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KFBK ° SACRAMENTO

N \
KBEE © MODESTO

KMJ O FRESNO

^ \
KERN ° BAKERSFIEIO

BEELINE—
Beeline radio covers 3 of the top farm income counties in the
nation, including Fresno County, the national leader. If you're
interested in cotton-picking, turkey-plucking counties, Fresno
is number two in both. For an added fillip, there's Stanislaus
County, number one in peaches, number two in dairy.

Agriculture is a big business — and a very profitable

one. Dip into this rich market with a message on Beeline
radio.

Purchased together, Beeline stations give you more
radio homes than any combination of competitors . . .

at by far the lowest cost per thousand.

(SR&D & Nielsen)

Cotton combine
harvests cotton

in the Fresno area

flAeClodbdUAf B^adccLsijA^ CoHcfnkAuf
SACRAMENTO, CALIFORNIA

PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE
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77ie Million Dollar Stations featuring

Million Dollar Music on CKLW Radio
Million Dollar Movies on CKLW-TV

CKLW-CKLW-TV GUARDIAN BLDG. DETROIT

ROBERT E. EASTMAN & CO., INC.

Natl Radio Rep.

YOUNG TELEVISION CORP.

Nail TV Rep.

J. E. CAMPEAU

I

[

IMOGEN DAVID
{Continued from page 37)

Radio has been purchased by Mo
gen David consistently since 1950,

three years after the product became

the sole brand in the company's line

I and at a time when the new Mogen
David Wine Corp. replaced the form-

er name of Wine Corp. of America).

The company had long used spot an-

nouncements in key markets as well

as sports and news programs on ABC
Radio. But the big bulk-up carne last

fall with its NBC schedule.

Mr. Wiernik says Mogen David is

also sold in such foreign countries as

Germany, Japan, Canada as well as

in Guam, Alaska, Puerto Rico and

Hawaii.

The general radio pattern is ex-

pected to be continued as the new

fiscal year starts in September. Plans

are still being considered and no

final blueprints have been drawn, but

the agency anticipates working as

usual with major distributors in key

market areas and backing them with

radio commercials.

What are the results of this past

year's intensive use of radio?

Mr. Wiernik says, "We are very

pleased and willing to give radio a

major share of the credit," even

though he used other media as well.

"But in many areas radio was used

alone."

"Our radio campaign proved itself
j

in several other ways.

"Not only has consumer response

been excellent, but dealer enthusiasm

for the campaign—a mighty impor-

tant factor—ran extremely high. In

addition, we have been able to firm

up our hold in many markets. Both

consumers and dealers are much more

Mogen David conscious than they

were before.''

Referring to the importance of

Christmas merchandising and market-

ing, he said, "Our fears that radio

would be unable to dramatize a color-

ful, foil-wrapped gift package we in-

troduced this past Christmas were

proved unfounded by the results.

While we did support our campaign

with television spots in some markets,

we are convinced that radio's low

cost and frequency advantages more

than made up for any lack of visual-

ization."

His final conclusion about the re-

vamping of the advertising strategy:
|

"We like radio." #

!
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Who
Looks After the

Other 27 Minutes?

For $100,000, more or less, you can

buy one half-hour of network televi-

sion with three minutes' worth of com-

mercials. And books have been written

about the care, the prayer, and the

talent it takes to get your money's

worth out of those three minutes.

But unless the other 27 minutes at-

tract and hold an audience, you may
as well skip the commercials.

That's why one of the key jobs at

the Leo Burnett Company isn't held

by an advertising man. Our TV Story

Editor is a showman. His job is to

check every script before it's made
into a program.

The job description says: "he must have a

sound sense of showmanship, a good head for

costs, and a solid feel for splicing nine minutes

of quality entertainment between every min-

ute of commercial."

He has, and it helps our clients get

their full $33,333.33/3 worth for every

commercial minute.

We try to give the following clients their money's worth: Allstate Insurance Companies • American Mineral
Spirits Co. • Atchison, Topeka & Santa Fe Railway Co. • Brown Shoe Company • Campbell Soup Company • Chrysler
Corporation • Commonwealth Edison Company and Public Service Company • The Cracker Jack Co. • The Electric

Association (Chicago) • Green Giant Company • Harris Trust and Savings Bank • The Hoover Company • Kellogg
Company • The Kendall Company • The Maytag Company • Motorola Inc. • Philip Morris Inc. • Chas. Pfizer & Co., Inc.

The Pillsbury Company • The Procter & Gamble Company • The Pure Oil Company • The Pure Fuel Oil Company
Star-Kist Foods, Inc. • Sucar Information, Inc. • Swift & Company • Tea Council of the U. S. A., Inc. ft

LEO BURNETT CO., INC.
CHICAGO, Prudential Plaza • NEW YORK • DETROIT • HOLLYWOOD • TORONTO
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SPORTS
[Continued from page 34)

event. Whitman candies (through

Ayer) has taken on co-sponsorship

to capitalize on male oversights in

last-minute Christmas shopping. (Co-

sponsor is sports veteran L&M.)

CBS TV's Holiday Bowl, a fixture

for several years, falls on the same

day every year (19 December) and

is offered for co-op sponsorship. The

network also telecasts a Blue Bonnet

Bowl on that day.

Whitman is only one advertiser

making its bow in sports.

IV. New advertisers

Influx of new advertiser categories

to sporting events is highlighted by:

• Insurance companies. Life and

auto insurance are basically male

preoccupations and insurance compa-

nies are flocking to sports to reach

them when they're most vulnerable.

Travelers Insurance made its network

tv bow co-sponsoring (with Ameri-

can Express) CBS TV's Masters Golf

Tournament last Easter, at a cost to

Beam your sales message to

DULUTH-
SUPERIOR

the

LARGEST

MARKET
in both Minnesota and

Wisconsin

Zooming sales have made the Twin

Ports metropolitan area the 2nd

largest market in size only to the

Twin Cities in Minnesota and Mil-

waukee in Wisconsin.

In WDSM-TV's coverage area live

800,000 people, spending over I bil-

lion dollars* annually.

You can best sell, best adver-

tise to this growing industrial,

shipping and vacation center

by using WDSM-TV . . .

*SRDS 5/10/59

AT THE HEAD OF THE SEAWAY

S£Jk
WDSM-TV
DULUTH, MINN. NBC SUPERIOR, WISC.

PETERS, GRIFFIN, WOODWARD, INC.
EXCLUSIVE NATL. REPS.

WAYNE EVANS & ASSOC.
REGIONAL REPS.

each sponsor of $112,000. Kemper
Insurance spent $125,000 in gross

time billings for Football Score-

board on NBC TV in 1958. Pilot

Insurance is sharing regional spon-

sorship with Lucky Strike of Middle

Atlantic basketball conference series.

State Farm Mutual was quarter spon-

sor (with Colgate, Falstaff, General

Mills) of CBS TV's Baseball Game

of the Week, budgeted at $7,500,000.

(For costs of net sporting events, see

Sponsor-scope, 8 August 1959.)

• Mens Toiletries. When Mennen

deserted the sports ranks last year

—

relinquishing co-sponsorship (with

Miles Labs) of Wednesday Night

Fights on ABC TV to Brown and

Williamson — other men's toiletries

soon filled the void. About that time,

Bristol-Myers was bringing its Trig

deodorant out with a bang. In 1958,

for this and other men's products,

B-M spent $1,047,039 in gross bill-

ings for Fight Beat ( following Gil-

lette's Cavalcade of Sports) on NBC
TV, (This year Fight Beat was re-

placed by Bayuk's Jackpot Bowling).

Carter, for its Rise Shave Cream,

has been steadily expanding its sports

coverage, will co-sponsor (for the

second year with General Mills) Foot-

ball Preview in 10 regional markets

where CBS TV telecasts pro football.

• Automotive. Prestone Anti-

Freeze will pick up NBC TV's World

Series Special on 29 September on top

of the two Saturday Night Pro Foot-

ball games on ABC TV noted above.

Midas Mufflers underwrote half of

CBS TV's PGA Tournament in July,

sharing $180,000 tab with Haram

Brewing. Bardahl blankets sports ad-

jacencies in its spot markets (see

Bardahl battles the real 'Big Boys,'

sponsor, 10 January 1959, p. 36).

Gasolines, of course, continue to

swell the air media sports ranks.

• Movies. United Artists' spon-

sorship of the Patterson-Johansson

fight on NBC Radio to launch its

"Horse Soldiers" is another signifi-

cant first certain to be copied.

Also in the wind are upheavals in

rights, a growing trend among na-

tional advertisers to concentrate on

regional markets where team loyalties

run high, a local upsurge in many

sports and more off-beat contests get-

ting their first exposures in tv/radio.

Details of these and other develop-

ments will make up Part II (next

week) of sponsor's look at air media's

biggest sports pile-up to date. ^

54 SPONSOR 15 august 1959



BEAT . . . .

... a patrolman's tour of duty, that tired feeling when work's com-

pleted, or to overcome something significantly. Case in point: in

the 24 counties (over
! \ of Wisconsin's) surveyed by ARB* . . .

W'SAU-TV BEAT all other competing stations by remarkable margins.

It proves authoratively that if you want to reach more than 600.00*1

people in this 24 county area with your sales message . . . look into

the facts . . . rates and rating! . . . you need onlv BEA T a path

Co \\ SAU-TV's close-at-hand representatives.

-March, 1959

WAUSAU •WSAU-TV • WAUSAU

Represented by THE MEEKER CO., ISC and HARRY HYETT (Mph I
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RESPONSE THROUGH
RESPONSE-ABILITY

Advertisers demand response and

they get it on WJAR, the best buy in a

"must-buy" market. Our responsibility

to you stems from 35 years of solid-sell

to the nation's most concentrated popu-

lation, with buy-ability.

PLUS
• New personalities, programming

and promotion
• Low cost per thousand

• 5000 watts of Sell, in the Billion-

Plus market
• Merchandising if you need it

• Top buy in a Top Test Market

THE^BIG SOUND?

means BIG SALES

SALESMAN
SHERM BROWN

5 a.m. — 9 a.m.

Monday through Saturday

SALESMAN
ART CURLEY
5 p.m. - 9 p.m.

Monday through Friday

SALESMAN
GENEDEGRAIDE

9 p.m. — 1 a.m.

Monday through Saturday

Sister station of WJAR - TV
Represented proudly by Edward Petty & Co.

TV TAPE
(Continued from page 45)

ecutive Lloyd Fabri and copywriters

at the store; the latter receive a fact

sheet and see the actual merchandise.

On the second day spot schedules are

sent to the store and department and

division heads. On the third day

the story board is approved and on

the fourth day photographs and type

are ordered. On the fifth day paste-

ups needed are completed and sent

to the store for approval, and copy

goes to the talent on the sixth day.

Due to the week of advance prepara-

tion, no more than two takes are

needed in seven out of 10 spots, and

video-tape production is completed at

KRON-TV on the seventh day.

The same talent is used in most of

the commercials. Lois McManus is

the regular "Voice of Macy's Cali-

fornia," and station announcer Vern

Wilson does most of the voice-over

spots. Below-the-line production costs

of the action commercials are only

11 to 14% higher than the voice-over

announcements.

Retailers found that video-tape is

also satisfactory when used in com-

bination with other elements. Barker

Bros., for example, uses live copy in

combination with the tape segments.

The copy features specific sale and

highlight information; the tapes,

which are reused, deliver general

visual concepts on quality, selection

and value. Local advertisers found

economies through tape that have

enabled them to expand tv activity

without increasing their budgets.

Tapes made by KHJ-TV, Los An-

geles, for auto dealer Bob Yaekel

enabled him to put production sav-

ings into additional time buys.

One advertiser uses the personal

touch. Wally Sherwin, executive ad-

vertising director of Riviera Con-

vertible Sofa Bed Co., Los Angeles,

delivers his own commercials. His

production costs are estimated to be

half what he'd pay for film. The

tape spots are seen on two Los An-

geles stations.

Stations that make tape commer-

cials frequently provide bonuses to

their clients in the form of waived or

reduced fees for carrying video-tape

spots. While some stations charge

an extra tape fee that may be as large

as the time cost itself, for spots made

bv the outlet this service charge is

either waived or reduced.

Department and variety stores are

some of the largest retail users of

video-tape. These include Sears Roe-

buck; S. S. Kresge; Barker Bros., Los

Angeles; Maas. Bros., Tampa; Ivey

Taylor, Roanoke. Auto dealers and

auto supply stores using tape are

Commonwealth Ford, Richmond;

Oklahoma Tire and Supply, Tulsa;

Kline Oldsmobile, Minneapolis; Bob
Yaekel, Los Angeles and others.

Furniture and clothing stores using

tape spots are Howard Clothes in

various markets; American Furniture,

Denver; Thom McAn; The Hub fur-

niture, Los Angeles; Riviera Sofa Co.,

Los Angeles; Stanley Furs and Kiss-

ler's Office Furniture, Denver.

Food chains and dairies are also

using video-tape. Safeway markets

and Shaver's markets of Omaha and

Virginia Diary of Roanoke are ex-

amples of food field users of tape.

Retailers have been one of the most

difficult groups for tv stations to sell,

according to the experience of some

station managers. But now with

video-tape as a new sales tool, retailers

have become partisans to tv as well.

They've been bitten by the video-tape

bug and they appear to like it. ^

SIGHT TO SEE!

IANNEL 6

lAJ {j(2
/V10U$

TELEVISION STATION

BASIC N8€
REPRESENTED NATIONALLY BY

FORJOE & COMPANY
New York - Chicago - Los Angeles - Atlanta

San Francisco - Philadelphia
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FOUR
TIMES

YOUR
MONEY'S
WORTH

In Shreveport, one of America's fastest

growing markets, you get a lot more for

your money when you specify KTBS-TV,

Channel 3.

All Nielson surveys show KTBS-TV the

dominant station in a market over four

times larger than Shreveport's metropoli-

tan area in population and income. Here

is coverage that really counts— 1,318,600

people with $1,661,784,000 to spend.

Ask your Retry man for the story on the FULL

Shreveport market. You'll find KTBS-TV not

only gives you your money's worth, hut more,

lots more.

NBC E - Newton Wray ' Pres - & Gen
-

M ^ r '

ABC
" ~~
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AUDIENCE
RUSTLING

is

LEGAL ....

if you are clever

enough to do it/

KOCO-TV
is stealing the audience

in Oklahoma's Richest

Market with 30 minutes

of ENTERTAINMENT at...

MINUTES NOW AVAILABLE

KOCO-TV

Q
OKLAHOMA CITY

Charlie Keys, General Manager

BLAIR TELEVISION ASSOCIATES
National Ktpre$e»talitri

SPONSOR ASKS
(Continued from page 47)

sociation award in recognition of

that important contribution back in

1950.

So, in brief, here at Pulse we can

tell you who buys most of what,

when, where, and why—and for how
much. If it were not for ratings, cer-

tain short-sellers would be happy to

make a monkey out of radio—but

fortunately ratings research is no

monkey-business. Radio's greatest

burden is opening the fatuous mind

of the amateur, prodding the dullards

and pseudo-pros, and the "me-too,"

"we-too" imitators who can't see be-

yond a printed page. Certain few

large spenders temporarily concen-

trating almost exclusively on tv, are

slavishly, thoughtlessly imitated. This

is a competitive advantage for the ad-

vertisers who know the sales-wallop

of radio. Radio is bigger than Mr.

Clean in the book of those who think

big. Bigger than it was yesterday

—

still bigger tomorrow!

Erwin H. Ephron, director of press

relations, A. C. Nielsen Co., New York

"Ratings," or more politely "broad-

cast research," has grown up with

the air media. Today, research is as

basic a complement to buying and

selling radio as production figures

are to manufacturing.

Audience

measurement

must be

adequate

There is no question that more can

be done and is being done in radio

research to properly evaluate modern

radio. Accurate measurement alone

is cot enough. A service which is go-

ing to realistically evaluate radio

must also measure it adequately.

The low-per-broadcast rating is a

crippling yardstick of radio. Using

a single station an advertiser can

reach 30 or 40% of a market in one

month because of the turnover of a

station's audience. This has become

recognized as the key to radio's ef-

fectiveness. To emphasize the small

reach of individual announcements is

to lose sight of the effective reach of

radio as a medium in time. You can't

offer an advertiser 3% of the homes

in a market and expect him to regard

this as a strong story. To be a pri-

mary medium, radio must be sold as

one. The 3% per-episode (15-minute
I

rating) will build into 10% over

three hours. The three-hour block

over a period of a month will reach

nearly 30% of the homes in the area.

This is what the advertiser must be

sold.

Locally and nationally the Nielsen

Company has pioneered in the report-

ing of radio cumulative audiences.

We have also stressed the total reach

of the individual station rather than

limiting measurement and reporting

to a narrowly defined metropolitan

area. In these ways we have sought

neither to inflate nor deflate radio as

a medium, but to give radio the full-

est information possible on the actual

size of its audience.

W. Ward Dorrell, »-p- * director of

research, John Blair & Co., New York

One of the many kinds of valuable

information available to buyers and

sellers of radio time is ratings. We
could not get along without them

—

plural. For we use the major systems

of ratings. How could any intelligent

buying be done without the basic in-

formation provided in ratings? We
maintain a large, extensive and ex-

pensive research department, with an

experienced staff that is not misled by

the latest big deal or fashion in re-

search or ratings. When we take over

a station for representation—serving

as management's alter ego in count-

less situations—the first thing we want

to know is what the station knows

about itself. We want to know all

about its ratings, who made the sur-

veys and when. We take it for granted

that scientific sampling is an estab-

lished, accepted procedure. The solid

facts thereby derived are worth a ton

of surmise hard-earned by such ob-

solete gimmicks as contests, trick pro-

motion and one-time or home-cooked

surveys built around the subjective

judgment of somebody with an axe

to grind. We have a hearty respect

for the techniques of the established

rating service organizations. Who

else delivers so much for so little?

Continuous subscription is just plain

horse sense.

Criticism of ratings is good, pro-

vided it comes from people who really

(Please turn to page 65)
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SILK ORGANZA GOWN BY LUIS ESTEVEZ— INTERIOR DESIGN BY MICHAEL GREER

Blending simplicity with sophistication, possessed of a gracious maturity, striving

unceasingly for ever higher accomplishments ... a "metropolitan" personality.

METROPOLITAN
BROADCASTING
CORPORATION
206 East 67 Street, New York 21, N. Y.

New York Citii ^^±.

Washington, D.C

Cleveland



EAST SIDE fWEST SIDE

ALL ARQUND THE BAY
The Big Bay audience is swinging to "Big Bay
Radio"! Right from the downbeat ... listeners on
all sides of the Golden Gate are in tempo with
KEWB — Channel 91 — "BIG BAY RADIO:'
Contemporary, concise, exciting "Big Bay Radio"
harmonizes with Bay Area living . . . paced by an
up-beat staff inspired by America's most notable
independent: "kissin' cousin" KFWB in Los
Angeles.

Letters and telegrams set the theme: six thousand
responses in the first week of broadcast . . . joining

Why sit there waiting for

'rating books"? Get on the

horn now for full details

on avails direct from KEWB
or your nearest Katz office.

the chorus affirming that KEWB — Channel 91
— hits them where they live in the six-county Big
Bay Area.

The Big Bay audience likes "BIG BAY RADIO"
. . . but mail response is only part of the story.

Local clients and national clients (such as Ford
Motor Co., Union Oil, Hamm's, Kinney Shoes,

Stokely-Van Camp) sing the praises of Channel
91 . . . report the happy music of cash changing
hands at the retail counter.

BUILD BIG SALES

BUY BIG BAY RADIO

ROBERT M. PURCELL, president

MILTON H. KLEIN, general manager

KEWB • Bermuda Building • 2150 Franklin • Oakland 12, California • EXbrook 7-2891 • TEmplebar 6-0910 the KATZ AGENCY, INC.

National Sales Representatives

A Service of Crowell- Collier
KEWB
Channel 91

San Francisco
Oakland

KFWB
Channel 98
Los Angeles

ROBERT M. PURCELL
President

and
General Manager
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What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
The legislative correction lor the FCC's Lar Daly ruling continues on its

snail-like pace through Congress: The House Commerce Committee has now ap-

proved a more restricted measure than that passed by the Senate, and this mea-

sure waits Rules Committee clearance for floor debate.

Rep. Oren Harris (D., Ark.), chairman of the House Commerce Committee, shepherds

the bill in his own good time. The Rules Committee will clear the bill on a Harris request,

but Harris hasn't asked for haste. The Arkansas Democrat will not, however, permit the

bill to pass over until next year. It could be that there will be a House vote in this upcom-

ing week.

The next stop after that will be a Senate-House conference to iron out the less-

than-serious differences between measures passed by the respective chambers. Most

significant differences are exemption for documentaries in the Senate bill, against no such

exemption in the House measure. Plus provision for a study within three years of how

the new exemptions are working, as contained in the Senate bill and omitted from the House

bill.

The FCC staff is digesting the mountain of arguments against the proposal

to cut network option time by one half-hour, but there is little difficulty with

virtually non-existent arguments in favor.

This does not mean that the FCC, itself, will necessarily vote to terminate its rule mak-

ing proceedings on the subject. It is trying to convince a dubious Department of Justice

that option time is "reasonably necessary" to conduct of network operations. Reduction

of time permitted to be optioned was thought of as a device to make it more "reasonable."

The antitrust laws say restraints of trade are not illegal if they are "reasonably neces-

sary," which is the reason for what otherwise might appear to be a struggle over mere

semantics.

This also goes into the deep freeze until the FCC vacation is over at the end of

this month, and perhaps even until the FCC is at full strength following the return of our

delegation to the Geneva frequency-use talks.

The Senate Commerce Committee approved seven procedural bills, six sug-

gested by the FCC and the seventh proposed by the Federal Communications Bar
Association.

The FCC asked that off-the-record approaches to any commissioner be banned, that

provision in present law authorizing acceptance of honorariums by commissioners

be repealed, that the office of opinions and review be permitted to advise commissioners

although still not to be allowed to participate in final decisions.

The bar association wants protest provisions changed so that the right of parties to

protest after grants-without-hearing will have a mechanism under which they can come in

with their objections before the grant.

Ratification of NARBA and U.S. -Mexican broadcasting treaties are off at

least until next year.

Chairman Wayne Morse (D., Ore.) of the Senate Judiciary subcommittee involved has

decided to give the industry that much more time to try to resolve objections of daytime

broadcasters on Mexican clear channels.
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Marketing tools, trends, news,

in syndication and commercials

FILM-SCOPE
The syndication time clearance problem, its complexity and its solution are

graphically pointed up by moves made by Lucky Strike through BBDO this year.

Lucky Strike's first move into syndication was with MCA's S. A. 7. The problem: It

couldn't clear certain large markets. The solution: It ordered enough small markets to equal

the circulation of the trouble areas.

Next Lucky Strike moved into Ziv's Lock-Up, effective with the expiration of its

S. A. 7 buy. The problem: Again it couldn't get satisfactory time in certain markets. The

solution: It split its campaign into two shows and used Ziv's This Man Dawson as a

strategy for gaining entrance into added markets.

Dramatic shows are making a comeback in syndication this selling season:

they have more regional backing to their credit than any other program type

among syndicated entries released since spring.

Leading the field are dramatic programs with four shows in the running: Ziv's Lock-Up,

ICT's Four Just Men, NTA's Grand Jury and Flamingo's Deadline.

Note that action-adventure shows, perennial best-sellers in syndication, are represented

at the moment by only two entrants: Screen Gems' Manhunt and Ziv's This Man Dawson.

While there's been a big production boom for mystery-detective shows, only MCA's
Coronado 9 is understood to have closed substantial business.

Two westerns doing business in syndication the past few weeks are both re-runs: CBS

Films' Trackdown and CNP's Californians. Similarly, CBS Films' Phil Silvers is an off-net-

work availability and ITC's Ding Dong School is a revival.

Further, there isn't a single science-fiction show on the new roster.

The evidence continues to mount up that syndicated shows do just as well dur-

ing the 13-week repeat cycle as during the other part of the year when the 39 first

runs are played.

CNP's Silent Service, for example, actually averaged two ARB points higher during its

repeat cycle in ten cities than during its first runs. The repeat cycle, furthermore, was during

the spring and early summer so that the increase couldn't be attributed to a sets-in-use rise.

Here are some ARB ratings and shares Silent Service earned in each run:

62

FIRST RUN AVERAGE PEPEAT AVERAGE

CITY Rating Share Rating Share

Boston, WBZ-TV 17.1 54% 21.6 55%
Chicago, WNBQ 20.2 36% 19.9 30%
Dallas-Ft. Worth, WBAP-TV 10.1 19% 16.3 36%
Detroit, WJBK-TV 12.4 30% 18.2 35%
Los Angeles, KRCA-TV 8.5 16% 9.8 31%
Miami, WTVJ 23.9 46% 21.2 44%
Milwaukee, WISN-TV 21.3 41% 24.8 54%
Pittsburgh, KDKA-TV 22.9 49% 21.2 54%
Seattle-Tacoma, KING-TV 16.0 32% 22.3 48%
Washington, D. C, WMAL-TV 14.1 32% 13.2 32%
Ten-City Average 16.7 18.9
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FILM-SCOPE continued

Each season in syndication has its hopefuls among new shows that for one rea-

son or another end up on the shelf, and this season is no exception.

A check of eight distributors shows as many as 19 programs that were at the starting

gate three months ago but haven't advanced.

Main reasons why these entries have stalled: (1) production problems, and (2)

lack of sales interest.

There's no evidence that delayed or unsold shows were of the wrong program type since

the titles likely going on the shelf represent varied program categories: Six are mystery-

detectives, five are westerns, four are adventures and four are dramas.

Analysis of 50 leading shows in syndication last season demonstrated that

adventures, mysteries and children's shows dominated the top half of the ratings

class.

Here's how the shows fell into groups by type and Telepulse ratings:

PROGRAM TYPE NO. IN TOP 25 NO. IN NEXT 25 ' t IN TOP GROUP

Adventure 7 3 70',

Children's 7 5 57$
Mystery 4 3 56$
Westerns 5 7 42%
Drama 2 4 33%
Comedy 3 0%
The average of the 50 shows was 12.0, half of the sample scored 11 points or more, and

the range was from 19.6 to 8.0.

The 20th Century-Fox grouping of 160 feature films to be distributed by
NTA is one of the last pre-1948 feature film libraries to be released to tv stations.

The only holdout of any size remaining among pre-1948 product is the Goldwyn group

of some 40 features which is not yet linked to any distributor.

You can take it from Screen Gems that they won't be the distributor of the Goldwyn

features if and when a distributor is named.

The release strategy behind the Goldwyn pictures is apparently to wait for a Hollywood
product shortage so that it could go for the highest prices and the most favorable

distribution deal.

COMMERCIALS

A survey of stations on how they use video-tape revealed that producing com-

mercials is their major U9e for tape equipment today.

One typical station used its video-tape recorder 13 hours a week in making spots and

only 2.5 hours weekly in carrying programs, according to a TvB source.

This station is carrying 28 of its own-made tape spots a week, and none made bv other

producers.

Said this station: "Our greatest need is for a second tape machine."

Macy's California ha9 jumped into tv in San Francisco largely on the basis of

being able to use video-tape commercials produced locally by KRON-TV.
Program commercials up to three minutes in length are made for their weekly feature

film, Family Theater, and voice-over announcements are taped for wild spot use during the

week.

Department stores, auto dealers and furniture and clothing stores appear to be spear-

heading the bandwagon towards tape by local retailers. (For details, see p. 44. this issue.)
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A round-up of trade talk,

trends and tips for adme

SPONSOR HEARS
Shulton apparently finds it hard to veer away from its old newsprint orien

tation.

In evaluating newspaper vs. tv circulation it gives a newspaper credit for its entire

circulation, but it measures tv circulation by the number of sets tuned in at a par-

ticular time.

Leave it to the femme timebuyers to deflate current fads with a nifty pinprick

—

like the copywriters' insistence on minute spots.

Quipped one such Chicago lass this week when asked what she was buying for a tv

campaign:

"Twenties, of course; a campaign just isn't chic this year unless it's 20s."

Now that ABC TV is attaining parity with the other two tv networks in more than one

way, reports have it that a shift in the top stratum at AB-PT itself is in the making,

Leonard Goldenson is expected to take over as chairman of the board, and

Simon B. Siegel, the organization's finance skipper, is figured to succeed him as presi-

dent.

;

Ford's Tuesday night NBC TV series will figure importantly in the Detroit jam
boree it is staging for its 7,000 dealers as the new models start coming off the line.

JWT, with the aid of MCA, is expected to deliver around 60 stars for the event.

The dealers will be brought in in two sections for a three-day stay at the factory's ex<

pense (expected to run well over $1 million).

The passing of Edgar A. Guest last week must have recalled to radio oldtim-

ers the era when poetry was a sponsored staple.

Guest and his verses were a feature of a Household Finance program for several sea-

sons. Other versifiers who found fegular berths in radio were Ogden Nash (Ballantine

Beer) and Dr. William L. Stiger (Fleischmann's Yeast).

Network salesmen have learned that a sale often can be made to a trade association

if a check is first made on how influential the star is with the members of that par-

ticular group.

A good case in point is American Dairy's alignment with Dave Garroway for the

fall. The network capitalized on the angle that Today has a strong following among
dairymen.

It sometimes is awfully touchy to take an agency man who's been successful

as a troubleshooter on one account and move him elsewhere in the same capacity.

A $10-million-plus account in a Madison Avenue shop is in serious jeopardy

largely for this reason:

The man who put relations with that client on a cozy keel in recent years has been trans-

ferred to another trouble spot; the $10-million account, not having been consulted,

doesn't like it.
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SPONSOR ASKS
[Continued from page 58)

;now what they are talking about.

Jut negativism, such as "Let's have

i moratorium on ratings," or "No-

>ody ever came to my home," are

ired expressions of worry and defeat,

>ften stemming from well-publicized

gnorance, such as the slipping star,

he fan-mail enthusiast, the sales ex-

We respect

techniques of

established

services

• cutive alibing sales, or the tough-

lient - and - the - worried - agency. We,

urselves, cannot afford the luxury of

mateurism about ratings. We do not

jotton to the "Let's upstage 'em"

chool of a few hardy individualists

no repetitiously enunciate the

[leadership principle," and that "our

nations are biggest and best, first on

iiivone's list." There are few if any

Nations that are number one the full

[ound of the clock, except in a one-

tation market. We serve many leader-

hip stations and we know. Where
[wo or more stations are involved in

market, there is a see-saw relation-

hip that makes "always first" claims

latuous indeed.

Who would know the score if it

|rere not for ratings? Certainly not

I
mebuyers at the agencies—they con-

sider ratings their most important

(ingle yardstick for decision-making,

tation management has a recognition

If its true station standing and com-

ietition obtained by "seat of the

I ants" intuition and experience. Now
nd then a new-money interest or

>>\ ire gets a little off the promotional

lieam, making claims that do not quite

I
leasure up. But it's a short flurry,

or competition really works fast in

huch relatively few instances, quickly

llebunking and refuting.

The impressive volume of informa-

1 on of a qualitative nature that goes

into demographic characteristics, in-

I
ome, audience comp and so on is

Increasing steadily.

The acceptance of the station for

u\ ing guidance, the frame for the

pmmercial message, the total effec-

ve marketing coverage, measured
iles results—this kind of informa-

tion is on tap in the going operations

of the better ratings outfits. Perish

the thought of ever going back to the

old "Blind Man's Buff" days! Ratings

are a bulwark of radio's strength, and

competitive media well know it!

Max Friedman, account executive, Il-R

Representatives, Inc., New York

As young as radio is, and younger

still our rating sources—the fact is

we have become old-fashioned and

even archaic in our gauging of the

various audiences offered by a radio

station. Simple as it is, a rating of

any station, and its programing, does

not give the pertinent facts of a facili-

ty's worth, its salability, distinction,

power and influence in the community

and its ability to make a sale.

To say a station has 25% of an

audience is only saying that of the

people listening, a station has a cer-

tain portion thereof. But it doesn't

mean that because one station rates

higher in listenership, it sells better

than the one that doesn't. Too many
cases of poor sales from higher rat-

ings and good sales from low and

medium ratings are in the books.

Why? The answer isn't simple but it

is clear: It isn't what you hear that

counts, it's how you listen. Absorp-

tion comes from real listening, want-

ing to know, and a desire to learn.

Do not

reflect the

important

thing—sales

What does a rating service offer to

a buyer? The present rating services

give the percentage of families listen-

ing. They tell you how many men,

women and children are home at

the time and what percentage of

families listen to their car radios. But

they do not give you the percentage

of believability a station has, nor the

stature it has earned in a community.

They do not tell you of the tremen-

dous sales successes a station enjoys,

or whether a person who tunes in a

program is actually listening. Rating

sources say, "We are only interested

in whether a person has his radio

turned on." This is the same thing as

saying, "We know 5,000 people went

{Please turn to page 77)

Gets Smaller Job

Demoted to rateholding for a

couple of summer months, Mr.
WSLSTV has this to say: "! ().*"

WSLS-TV • Channel 10 • NBC
Television • Mail Address: Roa-

noke, Va. National Representa-

tives: Blair Television Associates

•"What kind of a way is that to sell a

58-county market of 448,001 tv homes!

CHECK Cand

DOUBLE CHECK

V
WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS—ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.
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NEWS & IDEA

WRAP-UP

BOOSTING HISTORICAL South Park City,

is Col., Kay Howe (c.) women's director,

KHOW, Denver, who aired her show there

with help of residents in Centennial clothes

"KRAZY DAZE" promotion by merchants of

Ottumwa, la. attracted the "craziest" para

ders—d.j.'s John Reardon (I) and Gene Kaye

of KBIZ did stunts for station and stores

ratJMii
m <w i in»m

to-day /jr
4*M

AY fiOWE DAY!
I KHOVV«o/o63o,r«-fe» °*'H«OI*I.

XMAS IN JULY sale at sponsor Poe Motor Co. was promoted by KINT, El Paso. Here, sales-

man Bob Presley and models in brief Santa outfits tour city in buggy to promote event

AGENCIES

Norman, Craig & Kummel, one
of the agencies in Chesebrough-
Pond's family, has been named
for CP's Vaseline hair tonics and
lip-ice balm.

The account, with estimated bill-

ings nearing the $3 million mark,

left McCann-Erickson a month ago.

CP has yet to appoint an agency

for its Pertussen products, which will

be relinquished by McCann 1 Janu-

ary. 1960.

Other agency appointments:
P&G's Ivory Flakes, billing about

$750,000, from Compton to Grey . .

.

George W. Helme Co., snuff manu-

facturers billing some $500,000, from

C&W to Kastor, Hilton, Chesley,

Clifford & Atherton . . . Shulton's

Pharmaceutical Division, for its Thy.

lox medicated hair and skin prod-

ucts, and Ice-O-Derm, to the Ralph
Allum Co. from Wesley Associates

(See sponsor, 1 August, page 69)

TOMATO BEARS MELONS to agencies to)

herald radio's audience superiority over tv

in July (Sindlinger). Here, Liz Gardner gets

route from RAB's Miles David (I), v.p.-prom

dir., Robert Alter, mgr., sis. admin.
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. H. P. Hood & Sons' Bella and

nzio pizzas, to Kenyon & Eck-

ardCs Boston office . . . The Na-

onal Institute of Drycleaning, a

ade association representing more

lan 8,500 member drycleaning plants,

» EWR&R, Philadelphia . . . Farm

ouse Frozen Pies. Wethersfield,

onn.. to Smith/Greenland, New
ork ... KNX and CBS Radio Pacific

etwork, to Stromberger, LaVene,
(cKenzie, Los Angeles . . . Rich's

apartment store. Atlanta, to Liller,

eal, Battle & Lindsey, of the same

t\. for the store's tv and radio cam-

aign . . . The Moxie Co., maker of

loxie and Ted's Root Beer, to

ampbell, Emery, Hughey &
[utkins, Boston . . . Filler Prod-

•ts. manufacturer of party foods, to

i (arris & Weinstein Associates,

tlanta.

ccount resignations: Salada-

hiriff-Horsey, billing about $1 mil-

•011. from SSC&B . . . United Air-

raft Corp.. billing $1.5 million, from

ennen & Newell. Both resigna-

tions brought about by product con-

flicts at the agencies.

On the move: Increased activity in

the tv/radio department at Ketch-

um, MacLeod & Grove has result-

ed in that department's transfer from

the Pittsburgh to the New York office.

Personnel involved in this move:

Edgar Donaldson, to N.Y. as v. p.

and director of the tv/radio depart-

ment: Warren Rossell, to manager

of KM&G's Pittsburgh tv/radio staff;

Donald Fox, to New York as tv pro-

duction supervisor and Norton
Gretzler, named tv/radio business

manager.

Thisa 'n' data: Lavenson Bureau
of Advertising, Philadelphia, cele-

brated its 30th anniversary last week

. . . Richard K. Manoff moving to

new offices at 575 Lexington Avenue,

New York . . . Eldridge, Inc., Tren-

ton, N. J., is set to sponsor its second

13-week series of radio programs pro-

moting the advertising industry, via

a half-hour weekly show on WTTM,
Trenton.

They were named v.p.'s: Albert

Cochrane, in the Los Angeles office

of D. P. Brother & Co. . . . Leo
Higdon, Bernard Lubar and John
Jackson, at B&B . . . Solita Arbib.

at McCann-Erickson . . . William
Hartman and Robert Kibrick, at

Richard K. Manoff . . . Ott Horn.
at Sanders Advertisiim. Dallas.

More people, more appoint-

ments: George Zachary, to tv

radio programing supervisor at K&E
. . . Joseph Spery, senior producer:

Robert Warner, associate producer

and Joseph Battaglia, business

manager, all in the tv/radio depart-

ment of Doyle Dane Bernbach . . .

Dave Crandell, to the Hollywood

office of N. W. Aver & Son to handle

the tv activities for Plymouth . . .

Raymond Corder, to manager of

Creative PR . . . Stanley Newman.
media director. Richard K. Manoff

. . . Max Glandbard, producer and

EMBASSADOR AT LARGE' Allan Smith,

diplomatic regalia, representing WAVY-
I, Norfolk-Portsmouth, points out his "consu-

te" to Tom Knode, v. p., NBC sta. relations

WORLD'S LARGEST 'COLOR TV SET'—this 35-foot replica formed the backdrop (and

model dressing room) for the Fall Fashions in Living Color fashion show colorcast via KRON-
TV, San Francisco from the city's Union Square. The NBC TV color mobile unit made possible

this first colorcast of an outdoor fashion show—which attracted some 30,000 spectators

YOU'VE GOT THE STICKER, YOU GET THE TRANSISTOR says WBAL, Baltimore, as Lynne Bagdon, 'Miss WBAL' stands ready with a

artable transistor radio for presentation to a motorist, whose car bears the station's bumper sticker. Requests for stickers exceeded 10,000

Tcn.Ln.l'aS^, i
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Sidney Maran, account executive,

K&E . . . David Meisle, to the copy

department of the Ben B. Bliss Co.,

New York.

ADVERTISERS

Campaigns:

• The success of Robert Reis &
Co.'s initial entry into tv has lead

them to expand their tv schedule this

fall. The campaign will feature

Perma-Sized. Reis' shrinkage control

process, beginning in San Francisco

for a six-week back-to-school spot

schedule. Agency: Doner & Peck.

• Chun King's four-week spot tv

campaign (See sponsor, 1 August,

page 58) has an unusual selling ap-

proach: They're giving away com-

petitors' products. The idea, a la

Chun King commercial: "Buy your

now-favorite frozen tray dinner and a

CK frozen dinner." The American-

Oriental foods producer will then re-

fund the cost of the other "dinner."

The campaign will break 14 Septem-

Ask fhe man ^° 3efe Qtounj

WDBJ is one of the

best buys in

television . • •

anywhere!

WDBJ -TV covers 53 coun-
ties . . . where there are over
400,000 television homes,
$2 billion in retail sales. You
can buy into this rich market
economically and effectively,

for WDBJ-TV furnishes highly

rated shows at comparatively
low cost to you.

For example, Anne Howard's
PANORAMA, most popular
women's show in the area, has
an average daily rating of 14.7,

and delivers viewers for only

82 cents per M on a 10 Plan;

$1.05 on a 5 Plan.* Powerful
sales-producing merchandising
support provided, too!

It will pay you to take a
closer look at PANORAMA
and other "best buys" offered

by WDBJ-TV.
'all cpmi faosed on March, 1959 NSI

ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES

Maximum Power • Maximum Height

ROANOKE, VIRGINIA

ber in major markets. Agency:

BBDO, Minneapolis.

Treasurer's report: Net consoli

dated profits for Zenith Radio
Corp. during the three month period

ending 30 June, $1,577,830—a 65%
increase over the same period last

year, establishing new second quarter

records.

Strictly personnel: Thomas Far-

rahy, Jr., to assistant to the direc-

tor of advertising for Westinghouse

Electric Corp. . . . Lorenzo De La'

Vega, to advertising manager- Inter-

national division of Shulton, Inc. . .

Robert Woodward, to sales pro

motion manager of the Glidden Co.'i

Paint Division.

ASSOCIATIONS

NAB's Tv Information Commit!
tee will meet again in New Yorkj

this Wednesday to clean up such^

unfinished business as:

1) Pick the director of the TIQ

from a list of 20,

2) Approve an immediate over

all program for the Office, and

3) Draft an operating budget.

Calendar of upcoming events:

26-27 September: American Worn
en in Radio and Tv's Southwesl

Area conference, Shamrock Hotel

Houston.

2-5 October: National Sales Ex
ecutives' fall board of directors

meeting, Roosevelt Hotel, New York

9-11 October, AWRT's New Yorlj

State conference, Otesaga Inn, Coop

erstown.

They were elected: Henry Shea

director of engineering, Triangle sta

tions, named chairman, technica

committee, Association of Maximurr

Service Telecasters . . . NAB personne

news : James Couric, to manager o

public relations: F. C. Sowell, v.p

WLAC, Nashville, elected chairmar

and Thomas Bostic, v.p. Cascade

Broadcasting, vice chairman of th<

negro radio for

metro new york
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radio board, and Frank Morris, to

West Coast representative Tv Code

Affairs department.

American Women in Radio and TV:
president, Dora Cosse; first v. p.,

Betty Merritt, second v.p., Carolyn

Johnson; recording secretary, Lysle

Williamson; corresponding secre-

tary, Fanny Lee Garrett; treasurer,

Louise Barringer, and president,

Philadelphia chapter, Mary Doyle,

merchandising manager, WRCV.

Radio-TV Research Council : pres-

ident, Melvin Goldberg, director of

research, Westinghouse Broadcasting;

v.p., Julius Barnathon, ABC v.p.

stn. rel. and secretary-treasurer,

Mary McKenna, director of research

and sales development, Metropolitan

Broadcasting . . . Hollywood Adver-

tising Club: president, Felix

Adams; v.p. public relations, Dick
Westman; first v.p.. Stan Spero;

second v.p.. George Allen, and

treasurer, Lem Bailey . . . Flint

Radio Broadcasters Association;

president, Marvin Levy, WFDF;
secretary, Eldon Garner, WKMF,
and treasurer. David Croninger,

WTAC.

FILM
The growth of syndication's sales

potential continues to be solidly

based on the natural expansion
in year-to-year food consump-
tion and buying, according to a
Ziv study.

The study revealed these salient

points on food field spending in syn-

dication:

• There are now four times as

many food advertisers using Ziv

shows as there were in 1956. •

• Some 3000 food advertisers

comprising chain stores, food brands

and dairies now account for 23%
of Ziv's business.

• Ziv's sales to food advertisers

are up 70% over last year, compared

to a 46% overall increase in grosses.

• Trailing closely behind food

spending in syndication are brew-

eries, with 21% of Ziv's volume, and

cigarettes, with 16%.

Sales : CBS Films' sales on six shows

are: Trackdown to KMSP-TV, Min-

neapolis; WLW1-TV, Indianapolis,

and WRGB-TV, Schenectady; U. S.

Border Patrol to Amoco on WRBC-

CQJMMU1CIAL-?'
tt**S

The very air in the PRESTO plant is washed with water pumped at 250 gallons a

minute from our own private well. The technicians who inspect each PRESTO disc

have been on the job for a minimum of 15 years, and have the keen eyes that insure

perfection on a scale no mechanical equipment can match. Ask for presto when

you order. You'll always know that your discs are PRESTO-perfect.

bogen-presto CO., Paramus, New Jersey. A Division of The Siegler Corporation.

^P) Since 1934 the world's most carefully made recording discs and equipment.

TV, Memphis; Lord Calvert Coffe

on WBTW-TV, Florence; Wellar

Dept. Store on KALB-TV, Ale:

andria; Phillips Petroleum on KSTI
Minneapolis, and to stations KFJi!

TV, Ft. Worth; KRNT-TV. Dt

Moines; WSAU-TV, Wausau
WDAY-TV, Fargo; KFYR-TV, BM
marck, and KUMV-TV, Welleston

Rendezvous to Hotpoint Appliances o

WGEM-TV, Quincy; KFVS-TV, Cap
Girardeau; WICS-TV, Springfield

and KRGC-TV, Jefferson City; Erne:

son Rug on WBZ-TV, Boston : Marin
Trust Co. on WBEN-TV, Buffalo; an

to stations WISH-TV, Indianapolis

WBRZ-TV, Baton Rouge; KHSL-T\
Chicago; KTSM-TV, El Paso; KPLC
TV, Lake Charles; and KALB-T\
Alexandria . . . Other CBS Film sale,

'are Colonel Flack to WAGM-TN
Presque Isle; WBKB-TV, Chicago

KPLC-TV, Lake Charles; WCA)
TV, Burlington; CBLT, Torontc

CBMT, Montreal; CBWT, Winnipeg

CBUT, Vancouver; CBOT, Ottow

and CJON-TV, St. Johns; Air Pow<

to KLIX-TV, Twin Falls; KRNT-TV
Des Moines; KJEO-TV, Fresno, arj

KPIX, San Francisco; and Navy Lt

to KDKA-TV, Pittsburgh for Natur

Gas Co.; KFJZ-TV, Ft. Word
WDBO-TV, Orlando; KTVO-TV,
tuma, and KJEI-TV, Fresno.

Additional sales: MCA's Par

mount package to WPRO-TV, Pro\

dence; WKRC-TV, Cincinnati, ai

WFRV-TV, Green Bay . . . Victoi

Program Sales' Hopalong Cassidy

WSJS-TV, Winston-Salem; KTV1

Denver; KTVW, Seattle; WAST-T
Albany; WALA-TV, Mobile; KG(|

TV, San Francisco; WKOW-T
Madison; WXIX-TV, Milwaukee

WPTA-TV, Ft. Wayne; WPST-T
Miami; KPAC-TV, Port Arthur, ai

WHIZ-TV, Zanesville.

Promotion: Screen Gems' Huch
berry Hound character is off on •

tour of department stores to promo •

franchised merchandise. He'll vis

stores in Boston, St. Louis, Parami

Philadelphia, Pittsburgh, Washin

ton, New Orleans, Los Angeles. CI

cago and Cincinnati . . . Ziv repoi

fan mail received averages 5,5'

letters a week; reactions serve

guide producers in planning futu

episodes . . . MCA-TV reports hi

Trendex scores on premieres of Pai

mount features on WSOC-TV, Chf

lotte.
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"Me an J.K.

10th Anniversary of CHANNEL 10

is just like this!" WJAR-TV not only has a corner on quality feature films in the Providence

market, but also exposes them with rare showmanship. Morning and afternoon films, for example,

are emceed daily by personable Jay Kroll who asks viewers to write and tell him what they would

like to see, then waits for the mailman to clue him

on local tastes. Between "acts", Jay interviews

visitingcelebrities, and leaders of local and national

civic groups. "The«Jay Kroll Show" another

good reason why WJAR-TV has won the TV heart

of the Providence Market. Cock-of-the-walk in the PROVIDENCE MARKET

NBC • ABC • Represented by Edward Petry & Co., Inc.

WJAR-TV

'"WW __*
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Topeka has
1 TV Station

WIBW-TVisit

That's Why
NOBODY FROM NOWHERE

Can Saturate
TOPEKA

like

WIBW-TV
SATURATES TOPEKA

ALL DAY-
ANY DAY
survey- proved WIBW-TV

tops all competition!

• WIBW-TV is the ONLY station in

Topeka—the 2nd largest market in

Kansas;

• Serves 38 rich rural and urban counties

ITelepulse) with 349,300 set count;

Share of Audience
In Area (Telepulse)

7:45 a.m. 12 N- 6 pm-
-12 N. 6:00 p.m. Mid.

57.0% 50.3% 51.1%

In Topeka (Nov. '58 ARB)

33.9% 42.5% 38.0%

• From sign-on to sign-off WIBW-TV
has practically TWICE the audience

of either the second or third station

that can be seen in metropolitan

Topeka; (Nov. '58 ARB).

• In the top 15 Once-A-Week Shows,

WIBW-TV had an average rating of

37.69%.

WIBW-TV
CBS - NBC - ABC
Channel 13 Topeka, Kansas

Represented by

Commercials: Joining MPO as pro-

duction coordinators are Philip

Frank and Philip Donoghue . . .

Music Makers appoints Roy Eaton
as associate creative director for

jingles and promotes Willis
Sehaefer to the post of associate

creative director of scoring . . .

Walter Lowendahl joins Wilding

Inc. as executive producer . . . Play-

house Pictures has added animation

specialists Robert Canon and Ed-
ward Levitt . . . Plandome Pro-

ductions' study on video-tape re-

ports that it will substantially in-

crease the tonal quality of sound in

tv commercials . . . Playhouse Pic-

tures won a Detroit Art Directors

Club award for a Ford commercial

in color.

Strictly personnel: Lloyd Burns
is appointed international v.p. of

Screen Gems . . . Jerrold M. Mar-
shall an eastern account executive

for Sterling . . . Otto Ebert joins

UAA's midwest staff . . . Joseph
A. Brandt, former NTA comptroller,

has opened financial consulting offices

at 250 W. 57th Street in New York

. . . Burt Nodella to Screen Gems
as assistant to Irving Briskin . . .

William Hillpot and Jack Flax

appointed v.p.'s of Video Interna-

tional Productions . . . Flamingo adds

five men to its sales staff: John
Fugate in the south, Robert
Thorne for southcentral Atlantic

states, Barney Mackall in the north-

west, George Gilbert in northcen-

tral states, and Stan Byrnes in

southwest states.

NETWORKS
The growth of ABC is also re-

flected in the reorganization, this

week, of its legal department.

How it will be divided: Mortimer

Weinbach will continue in the senior

capacity as v.p. and general counsel

for ABC; Omar Elder, Jr., promoted

to general counsel for ABC TV;
Charles De Barre, to general counsel

for ABC Radio and for the ABC o&o

tv and radio stations.

negro radio for

metro new york

Network tv sales: Warner-Lam-
bert (Lambert & Feasley), for alter-

nate weeks of CBS TV's Person to

Person, joining Pharmaceuticals. The
new series will be hosted by Charles

Collingwood and feature filmed or

taped visits with foreign dignitaries

. . . General Electric's Lamp Divi-

sion (Grey), for Man With A Cam-
era, on ABC TV Mondays, 10:30-11

p.m. starting 19 October . . . Anheu-
ser-Bugch (Gardner), for one-

quarter of the NBA professional bas-

ketball games on NBC TV next sea-

son. Bayuk has one-half of these

games . . . A. H. Pond Co., makers

of Keepsake Diamond Rings (Flack

Adv.), to participate in Dick Clark's

American Bandstand on ABC TV
beginning 5 October.

Specials: Coca-Cola (McCann) will

sponsor the third of its "America

Pauses" specials on NBC TV Fri-

day, 18 September, 8:30-9:30 p.m.

... The first of CBS TV's Christ-

mas specials will be Christmas at the

Circus, starring Ringling Bros., Barit-

um & Bailey circus, Thursday, 10 De-

cember, 7:30-8:30, in part for Rem-
ington Rand (Y&R) ... The Kit-

chens of Sara Lee (C&W, Chica-

go), for one-half of the Arthur God-

frey Spectacular, on CBS TV 16

September, 10-11 p.m.

Network radio sale: Electric Auto-

Lite Co. (Grant) returns to NBC Ra-

dio via one-quarter of News-On-The-

Hour for 13 weeks beginning 31

August.

New network affiliations: WCTV,
Thomasville, Ga.- Jacksonville, Fla.,

to CBS TV . . . WHYZ-TV, Duluth.

to ABC TV.

Thisa 'n' data: Garry Moore is

coming back to daytime CBS Radio

this fall with a 10-minute morning

show . . . Northwest Schools "Stella"

award trophy to Father Knows Best

for the second consecutive year, as

"the best situation comedy."

RADIO STATIONS

The Bartell Family Radio Group
is spearheading a new industry

organization comprised only of

radio stations broadcasting
"modern or independent or ma-

jority appeal" programing.

72 SPONSOR 15 august 1959



The executive director of Broadcasting Foundation of America wrote:
"The jury found the production a clear, honest, often moving, and
always interesting study ... we are delighted to present this fine pro-

duction as a representative of American television."

"A Sound Life" was produced by the WSB-TV staff in cooperation
with Atlanta's Junior League School for Speech Correction. It showed
how deaf children are taught to speak. Responsible, imaginative pro-

gramming in the public interest has earned heart-warming rewards for

WSB-TV. And for this station's advertisers also.

WSB-TV
CHANNEL 2 ATLANTA

Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Represented by Edw. Petry and Company.

Associated with WSOC, WSOC-TV, Charlotte: WHIO, WHIO-TV , Davton
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Its purpose: to build sales pres-

tige and improve member stations'

public image.

This was one outcome of a meet-

in" of Bartell executives and man-

agers in New York this week.

Other results of the meeting:

1 I Announced a 300% increase

in billings this past fiscal year and a

projected group billing approaching

$5 million for the coming year.

2 l Formed a department for cre-

ative activities to coordinate group

merchandising, publicity and promo-

tion, headed by George Goldman, at

KYA, San Francisco.

3) Appointed Jayne Swain gen-

eral manager and v.p. of WAKE
Broadcasters, Atlanta; Tom Whitley,

general manager of WYDE. Birming-

ham, and Len Schindler to station

manager of WOKY, Milwaukee, as

Mel Bartell moves to N. Y. to become
general manager and president of

wov.
4) Announced plans for a public-

stock issue.

Madison Avenue's watermelon
pateh: RAB this week gifted wa-

termelons to New York's top 25

agency presidents, as a gimmick to

accent what it called summer's "juci-

est" fact: radio listening surpassed

tv viewing for the first time in two
years. This "fact" is based on the

finding of Sindlinger & Co. for the

first three weeks of July. (See pic-

ture, page 66.)

Ideas at work:
• Horror comes to radio: To

celebrate the arrival of d.j. Don
Shafer (billed as the "Night Crea-

ture"), KALL, Salt Lake City, is

giving away shrunken heads, toy

snakes, lizards and spiders.

• Seeing is believing: As part

of KYW's (Cleveland) aim of ac-

quainting Ohioans with the history

of their home state, the station

packed some 200 people into four

busses last week for the first of four

tours of history-filled sites. A portion

of the tour fee was turned over to

The Western Reserve Historical So-

ciety for historical markers.

• A new approach to traffic

safety: The upsurge of auto pedes-

trian accidents involving children in

Omaha has activated KOIL into de-

veloping new traffic safety messages.

The idea: children, from three to

thirteen, are reporting to station's

studio to record messages to the mo
torists.

• Helping folks cool off:

WTCN, Minneapolis-St. Paul is of.

fering listeners a chance to count

ice cubes, and win a freezer. The
idea: Station has put a freezer on
display, filled with cubes. The person

coming to the closest number on how
many cubes it takes to fill the freezer

wins the freezer.

• Cockle-doodle-doo : WOW,
Omaha, attracted some 1,000 specta-

tors and 67 roosters to take part in

its annual "Rooster Crowing Con-

test"—which was aired on the sta

tion, with a "crow-by-crow" descrip

tion, for three hours. The winner

an eight-year-old rooster who crowed

a total of 22 times in 10 minutes.

• Keeping them up-to-date:

WILD, Boston, has devised a new

way of telling advertisers, agencies

and people what the station's been

doing. It's dubbed "W-I-L-Diary"—

groups of sheets describing station

activities, personalities and client re-

sults.

Station purchases: WDRC, Hart-

ford, from the Connecticut Broad-

order reprints of

TIMEBUYING BASICS

TV & FILM BASICS

RADIO BASICS

MARKETING BASICS

AIR MEDIA BASICS $2 each

1 to 10 40 cents each

10 to 50

50 to 100

100 to 500
500 or more

30 cents each

25 cents each

20 cents each

15 cents each

To Readers' Service, SPONSOR, 40 E. 49th St. N. Y. 17

Please send me the following:

AIR MEDIA BASICS

TIMEBUYING BASICS

TV & FILM BASICS

RADIO BASICS

MARKETING BASICS

Name

Firm

Address.
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tasting Co. to Buckley-Jaeger Broad-

casting Corp. for $815,000 (See

"Radio-Tv Newsmakers," page 78)

. . . WFDS-FM, Baltimore, to the

Hearst Corp. for the fm outlet of

WBAL.

Thisa 'n' data: KOMY, Watson-

ville, Cal., has initiated a shark patrol

and is airing any shark sightings by

patrols of Monterey Bay . . . RAB
reports 70.1% of all pleasure boats

have radio aboard, with listening at

the helm ranging to more than 20

hours weekly . . . KDKA, Pitts-

burgh, is offering a "vacation guide"

brochure to its listeners, covering a

200-mile radius of recreation spots

. . . WOWO, Ft. Wayne, via three

aired announcements, was able to

recruit blood donors willing to take

a day off to travel to Indianapolis

and give blood to help a Ft. Wayne
heart patient . . . Kudo: KMOX, St.

Louis, awarded a citation from the

St. Louis Office of Civil Defense for

its "distinguished service to the CD
program and to the community."

Station staffers: Ralph Goshen,
to general sales manager, WCBS,

New York . . . William Ray, to

owner and manager of KASI, Ames,
la. . . . Milton Milter, to general

manager, WYNG, Warwick-E. Green-

wich, R. I. . . . Robert Bartusch,

general manager, WLOK, Memphis
. . . Bill Goodwin, general man-

ager, WIVY, Jacksonville . . . Wil-

liam Queen, general manager, Mid-

dlesex Broadcasting (WTAO and

WXHR, Boston) . . . Tyler Stewart

and Edward Lydon, account execu-

tives, WIL, St. Louis . . . Roy Phil-

son, assistant sales manager, KDKA,
Pittsburgh . . . Thomas Ruben,
station manager, WLOL-FM, Minne-

apolis-St. Louis . . . Robert Cohen,
account executive, WFEA, Manches-

ter, N. H. . . . Jim Nesbit, promo-

tion director, WISH, Indianapolis

. . . Jack Brown, account execu-

tive, KYA, San Francisco . . . Rose-

mary Lewis, public relations direc-

tor, KIOA, Des Moines.

TV STATIONS

The fields of radio and tv con-

tributed $762 million to the na-

tional income, in 1958, accord-

ATLANTA? WILMINGfOrfPl
ROCHESTER?

NO, THIS IS "KNOE-LAND"
(embracing industrial, progressive North Louisiana, South Arkansas,

West Mississippi)

JUST LOOK AT THIS MARKET DATA
Population 1,520,100 Drug Sales $ 40,355,000

Households 423,600 Automotive Sales $ 299,539,000

Consumer Spendable Income General Merchandise $ 148,789,000

$1,761,169,000 Total Retail Sales $1,286,255,000

Food Sales $ 300,486,000

KNOE-TV AVERAGES 78.5% SHARE OF AUDIENCE
According to April 1959 ARB we average 78.5% share of audience from Sign On to Sign Oft

7 days a week. Curing 361 weekly quarter hours it runs 80% to 100%, and for 278 weekly
quarter hours 92% to 100%.

KNOE-TV CBS • A B C

A James A. Noe Station

Channel 8

Monroe, Louisiana
Photo: Spencer Chemical Company's Vicksburg, Mississippi, Works, where nitrogen products

for industry and agriculture are produced.

Represented by

H-R Television, Inc.

ing to the Department of Com-
merce.

This is only $28 million less than

was accounted for by the film in-

dustry.

Broadcast employees averaged

$7,038 per year, while the film indus-

try had an average of $4,029.

Ideas at work:
• The last roses of summer:

WTAE, Pittsburgh, has gathered

some 10,000 roses together to pre-

sent to 10 hospitals—1,000 each. The
idea: During the past month, sta-

tion has invited viewers to stop at

area floral shops and "vote for the

hospital of your choice to receive

1,000 roses."

• Be a clown—be a clown: To
promote Bozo the Clown, WSB-TV,
Atlanta, launched a month-long

clown contest, giving the two young

winners a big day at the circus with

"real clowns."

Tv station acquisition: Trans-

continent Tv Corp. is selling its 50%
interest in Shenandoah Valley

Broadcasting (WSVA-AM-FM-TV,
Harrisonburg, Va.) to Evening Star

Broadcasting for $700,000.

Thisa 'n' data: WNDU-TV, South

Bend-Elkhart, will become the sec-

ond station in Indiana to install

Videotape equipment when two Am-
pex machines arrive this week . . .

WOW-TV, Omaha's farm director

Arnold Peterson and some 130 mid-

Westerners are off on a 13,000 mile

jaunt to Hawaii and Alaska to study

farming methods . . . WBTW, Flor

ence, S. C, marked tv history in tha

state when it was allowed to take its

news cameras into a circuit cour

trial . . . Buchan Baking Co.'s week

day news program on KJRO-TV
Seattle, is being promoted through

out the city's traffic areas via bill

boards . . . Sports note: KTTV, Los

Angeles, will cover all U. of Cal. foot-

ball games via videotape . . . Anni-

versary: Tv Kitchen, marking its

500th telecast on WRCV-TV, Phila-

delphia.

negro radio for

metro new york
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[Something personnel : Robert

Fransen, to national sales manager

and Robert Reardon, regional sales

manager, WTCN-TV, Minneapolis-

St. Paul . . . T. Marshall Weaver,

to sales manager. KRGV-TV, Wes-

laco, Tex. . . . John Brigham, to

the sales staff at WCBS-TV, New
York.

REPRESENTATIVES

Rep appointments: KRDO-AM-
TV, Colorado Springs, to the Bran-

ham Co. . . . WDOD. Chattanooga,

to Jack Masla & Co. . . . WSAI,

Cincinnati, and WALT, Tampa, to

Gill-Perna . . . WNDU-AM-TV,
South Bend -Elkhart, to Venard,

Rintoul & McConnell.

Strictly personnel: Robert Mahl
man, to manager of the Detroit of

fice of Daren F. McGavren & Co. . .

J. Riehardson Loughrin, to gen

eral manager for the Los Angeles of

lice of TvAR . . . Len Lundmark,
to the sales staff in Los Angeles of

H-R Tv, Inc. ^

SPONSOR ASKS
(Continued from page 65)

into the store but we don't know

if they bought anything."

And what have "ratings" done for

the client? The fact is ratings do not

necessarily reflect sales. There is only

one true basis for the value of any-

thing . . . you know it well. It is

known as results. The advertising

record books are filled with terrific

results from low-rated programs, and

no results from high-rated ones.

What happens when a station is

rated low? Special deals. Cutting

rates. Special packages. Who benefits

from rate-cutting? Nobody! Just be-

cause a survey company reports a

station rates low, is that a reason to

make special deals, to cut prices be-

low the published rates? Wouldn't

it be better to either justify rates by

results or re-adjust them so that

everyone receives the same rate? To-

day's policy of making rates to suit

a client is not only creating chaos in

the industry, it is one of the real

reasons why national advertisers are

going to other media. They don't

trust some of the radio stations any

more because they look askance at

all special rates and wonder "Are we
ui King the best price possible? Are

the others getting it for less?"

Not only are rate-cutters and spe-

cial dealers hurting the radio indus-

try, but so are the "escalator" stations

who continue to raise their rates every

three or six months, because some

rating service benefits them at the

time. Their cost-per-1,000, in many
cases, becomes not only as high as

tv's, but in a great many cases higher!

Perhaps the solution for the radio

station would be four rate cards: a

local rate card, a Nielsen rate card, a

Hooper rate card and a Pulse rate

card. In this ridiculous manner a

station could justify its rates for the

agencies who use these various serv-

ices. It could give all agencies firm

published rates. Preposterous? Sure,

but not as damaging as the prevalent

use of unpublished rates.

If radio is going to continue to sell

itself short, if discouragement from

lack of ratings is creating a panic, if

stations eliminate justifiable rates

which are based on proven results,

then all they are doing is taking the

"R" out of radios and leaving the

word "adios," which everyone knows
means "goodbye." ^P

IT'S JUST

NO CONTEST"

WJAC-TV

- &^m®
WJAC"TV is way out front

in the Johnstown- Altoona area!

Go by limousine, not by flivver. With WJAC-TV you travel

"first class" with 71.9 station share of audience, sign-on to

sign-off, all week long, as compared to only 28.1 for station R.

TOP 30 SHOWS ON WJAC-TV
Johnstown- Altoona Trendex, Feb., 1959

74/Ati6dMA

VCNANQO

McKEAN

25%oimou

POTTER

covewae.
Buy the station that delivers

I he viewers—nearly three times

as many viewers for WJAC-TV

as for the nearest comj)etitor.

You get a guaranteed audience

when you buy WJAC-TV!

Get all the (acts from

HARRINGTON, RIGHTER & PARSONS, INC
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ARE YOU IHE MAN??
We don't know where you are, but
we do know7 xchat you are: you're
a bright and enthusiastic man pos-

sessing the drive and creativeness to
head up the Program Department
of a major TV station, located in

the East, in one of the nation's top
ten markets.

Right now, you might be in the TV
department of an ad agency; you
might be the Program Manager of
a TV station (the kind which really

does a programming job, and
doesn't just ride the net) or you
might be working for one of the
networks, or for a packager in
Hollywood or New York.

In any case, you have plenty of
experience in programming and
production, much of it at the local

station level. You know how to
handle a staff, deal with and de
velop talent, and you're at home
both in live and film programming:
above all, you're genuinely creative.

If you're the person we're looking
for, there's a fine future for you
in every way. Write us an informal
letter than can get across the kind
of man you are; the way you think
about yourself and television.

ADDRESS TO:

SPONSOR BOX 15

Ray Eliingsen

HOTOGRAPHY

can give

your

photographic needs

the kind of

attention

you like

. . . backed by

experience

and artistry!

Simply call

DEIaware 7-7249

or write to

12 E. Grand Ave.

Chicago

Tv and radio

NEWSMAKERS

with

John

James C. Cominos has been named v.p. in

charge of tv/radio programing at Need-

ham, Louis & Brorby, Chicago. His back-

ground includes tv and radio work at agen-

cies, and producing and directing several

tv and radio programs. Cominos joined

NL&B in 1951 and was elected to the agen-

cy's board of directors early last year.

Other appointments at NL&B: James Isham,

the agency since 1948, to v.p. in charge of creative services and

Keck, to assist Cominos as v.p.-dir. of radio/tv programing.

Stephen R. Rintoul has been elected v.p.

of Vernard, Rintoul & McConnell, station

representatives, succeeding his father Steve

Rintoul, Sr. Rintoul began his career in

radio when his father owned stations in

Stamford, Conn, and Albany. He later

worked for another rep firm in New York

and then joined the merchandising depart-

ment of Life magazine. Rintoul has been

with VR&McC for the past four years. Another appointment at the

rep firm: Brock Peterson, formerly with B&B, to the sales staff.

Martin Codel, former publisher-founder

of Television Digest and of Broadcasting,

has been elected v.p. and member of the

board of directors of Star Valley Elec-

tronics. Inc., Salt Lake City. The company

was recently formed to introduce a new

series of electronic music instruments in-

vented by C. Richard Evans, formerly gen.

mgr., KSL-AM-TV, Salt Lake City and

recently exec, v.p., Hawaiian Broadcasting System. Electronic jazz

and classical guitars will be the first products of the new firm.

Victor E. Forker has been appointed gen-

eral manager of WDRC-AM-FM, Hartford,

Conn. He has been with WNEW, N. Y.,

for the past four and one-half years as

an account executive. Prior to that, For-

ker was with John Blair & Co. and Blair

Tv station reps. He was also program-

promotion manager and then advertising

manager of WPIX, N. Y. Forker is

living in Darien with his wife and five children. WDRC was

recently purchased by the Buckley-Jaeger Broadcasting Corp.

78 SPONSOR 15 august 1959



One TV station is unique

?*•

Only with KVOS TV

can you dominate*

these two major markets

* KVOS TV now covers with a class "A" contour

100% of Greater Vancouver and Greater Victoria

KVOS TV
(CANADA) LTD.

plus the Fraser Valley and

most of Vancouver Island.

SPONSOR • 15 AUGUST 1959

VANCOUVER OFFICES—168V West Broadway. REgent 8-5141

STOVIN-BYLES LIMITED—Montreal, Toronto. Winnipeg
FORJOE TV INC.—New York, Chicago, Los Angeles, San Francisco

ART MOORE and ASSOCIATES—Seattle. Portland
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The Fischer proposals

Mr. John Fischer, writing in the July issue of Harper's

magazine, has come up with some rather startling proposals

for improving the state of tv programing.

Mr. Fischer does not think that tv is all bad, but he feels

that it is "not as good as it could be—nor as good as the public

has a right to expect." He also feels that "the industry in its

present form is powerless to deliver what it has promised

—

solemnly and legally—it would deliver."

He proposes, therefore, a complete revision of our Amer-

ican system of broadcasting, built around the renting rather

than licensing of tv and radio channels.

All tv and radio stations, under the Fischer plan, would

pay a "modest percentage of annual earnings—say 10 or

15%" as a rental fee.

The moneys collected (Mr. Fischer rather dreamily esti-

mates them at $50 million) . would be used to set up a

National Broadcasting Authority, with directors who hold

"responsible positions in education, culture and information."

This authority would hire a program director who would pro-

duce three hour-long public service programs a week, to be

scheduled on all stations and networks in prime time.

The programs would be "news-in-depth, top quality music

and theater, documentaries dealing with science, the arts and

public affairs," plus "experimental features."

We don't doubt that Mr. Fischer is a sincere man. But we

are convinced that he is a misguided one.

First, because we don't believe that an Authority composed

of the "president of Harvard, heads of the Carnegie and

Rockefeller Foundations and the director of the Metropolitan

Museum" would necessarily guarantee tv enlightenment.

Second, because like most tv critics, Fischer is starting

rear-end backwards. Before speculating on grandiose money-

raising schemes, let's hear specifically and in detail what

kind of programs he wants. That's the only business-like way

to approach the problem. And the only sensible one.

THIS WE FIGHT FOR: More experimenta-

tion by networks, stations, agencies and adver-

tisers on new program forms. Such experi-

mentation is needed for the health of air media.

80

lO-SECOND SPOTS
Ad lingo: From Phil Stone, CHUM,
Toronto, comes latest agency-ese:

"Lets put this idea through the dairy

and see if it comes out fat free."

Quote: Phil Silvers, discussing fu-

ture plans in TV Guide: "I want to

give the public a chance to miss my
face for a while." Tv offers plenty

such chances.

Beat: KPIX, San Francisco outlet

for WBC, has come up with the first

program devoted to "Beatniks." An-

other San Francisco Beat?

Nipponesque: A New York adver-

tising artist, commissioned to do a

brochure on the popularity of tran-

sistor radios imported from Japan,

went to the Japanese Tourist Infor-

mation Bureau for an authentic trans-

lation of "Transistor Radio" in Nip-

pon characters suitable for reproduc-

tion. An authentic Japanese obligingly

wrote the equivalent for "Radio" with

a ball-point pen. It looked unimpres-

sive to the artist. "Have you no

brush?" he asked.

"No. No brush," said the trans-

lator. The artist went back to his

studio, brought brush and black ink.

The Japanese gentleman brushed a

handsome word that meant "Radio."

"That's fine," said the artist. "Now
will you please do the same for 'Tran-

sistor'?"

"Is no translation," said the Japa-

nese, sorrowfully. "Is a European

word."

"Well, then," said the artist, "can

you just write it phonetically?"

"Phonetically?" mused the Japa-

nese. "Sorry, no. 'Phonetically' is

European word, too."

Switch: A sponsor staffer has just

got herself a kitten which she calls

"Mouse."

Short short story: In TV Guide,

Stefan Hatos, producer of tv show

It Could Be You, tells this 0. Henry-

twisted tale—Hatos invested several

hundred dollars and two weeks' work

in trying to arrange a reunion on the

air between a U. S. girl and her

fiance, a GI in Germany. When he

finally reached the GI on an overseas

phone, the soldier said, "Heck, man,

I don't want to marry this dame.

That's why I requested foreign duty."
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of the total

automotive gross sales

are made in the

KEYSTONE COVERAGE AREA!
• Eighteen and one half BILLIONS of DOLLARS in

automobiles and accessories are purchased in areas cov-

ered by Keystone stations.

We'll be happy to send you our just completed

KEYSTONE AUTOMOTIVE STUDY and our latest

STATION LIST. Write to our nearest office:

CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO
111 W.Washington St. 527 Madison Ave. 3142 Wilshire Blvd. 57 Post St.

STate 2-8900 ELdorado 5-3720 DUnkirk 3-2910 SUtter 1-7440

DETROIT Penobscot Building

• TAKE YOUR CHOICE. A handful of stations or the network ... a minute or a full hour-it's
up to you, your needs.

• MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network
coverage for less than some "spot" costs.

• ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best
time and place are chosen for you.

BROADCASTING SYSTEM, inc.

T m £ VOICC \or HOMCTOWI



£L Everyone In GROWING Jacksonville!WR3A-TV
CHANNEL \YA Jacksonville, Fla.

The Best Of NBC and ABC Call Peters, Griffin, Woodward, Inc.

i
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and timebuyer revolt
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Early morning tv

a prime time for

some products
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NEW IN THE NORTHWEST...
EXCLUSIVE WITH KSTP!

"Feature Drugs Merchandising" added

to famous Feature Foods Service

by KSTP Radio and Television

Beginning September 1, 1959, KSTP Radio

and TV, Minneapolis-St. Paul, brings an-

other outstanding and exclusive merchan-

dising service to the vital Northwest market.

On that date, Feature Drugs Merchan-
dising Service becomes available

—

free of

charge—to all qualifying KSTP Radio and

TV advertisers!

In sixty high-volume drug outlets, the full-

time KSTP Feature Drugs staff will main-

tain continuing service including placing of

display material, improving visibility, fac-

ings and position, checking on distribution,

stock conditions, popularity of special deals

and collecting competitive information.

These activities will be reported to partici-

pating advertisers twice during each 13-week

cycle. This is similar to the famous KSTP
Feature Foods Merchandising Service

which provides special displays, Bargain

Bars and store calls in 200 key supermarkets.

Your nearest Edward Petry office or a

KSTP representative will be happy to give

you all the details on this, the most com-

plete, most effective merchandising service

in the Northwest.

Radi
50,000 WATTS

1M3M
100,000 WATTS

.IS • ST. PAUL Basic NBC Affiliate

*Z^ Mnti&wetfL [eaefau? Station
*

Represented by Edward Petry & Co., Inc.
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THOSE VIEWERS IN YOUR MARKET WHO
MISS IN THE FIRST

EPISODE OF "NOT FOR HIRE" WILL

BE SORRY. THOSE WHO MISS HIM IN

ANY OTHER EPISODE WILL BE FEW.

EL

.

NBC TELEVISION FILMS-A DIV

CNL
ISION OF

P
#*v^k CALIFORNIA NATIONAL PRODUCTIONS. INC.
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A BIG NEW
MARKET IN THE
GROWING SOUTH!

MERIDIAN
MISSISSIPPI

This fast-growing, changing market

has now mushroomed into one of

the South's new metropolitan areas.

A highly diversified economy makes

the Meridian, Mississippi area a

stable, steady market.

Covering 29 key counties in Mis-

sissippi and Alabama, plus a sur-

prisingly low cost, makes WTOK-TV
one of the nation's most efficient

media buys.

• $427,311,000 RETAIL SALES

• $601,297,000 EFFECTIVE BUYING INCOME

• OVER 100,000 TV HOMES

• $200,000,000 CONSTRUCTION PROCRAM

Maximum power 316,000 watts
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DIGEST OF ARTICLES

Net tv schedules are changing spot buys

33 Big shakeup in net patterns this fall cuts chainbreaks, station hours,

increases spot carriers; but, so far, no counter from stations, reps

Four out of 10 look like this

35 RAB releases new figures which show four in 10 groups in recreational

areas carry portable radios with 75% tur.e-in, audience of four per set

Local sports challenges net audiences

36 Second of two-part sponsor series looks into question of local vs. net

coverage of sports, controversy over radio rights, new sports packages

Community Club brings grins

38 How Community Club Awards merchandising plan boosted sales in

Baltimore, reaping profits for local radio station and its sponsors

Alemite puts all in radio—wins in sales

39 Three automotive products of Alemite div. spend about $1 million an

nually on network and spot radio with long commercials, short programs

$210,000 for tv's 7 a.m. audience

44 Insurance Co. of North America needed a male audience, female interest

and a vehicle for promoting to dealers, so it turned to early-a.m. tv

Radio only, fills Florida theaters

45 Theater Party promotion, pioneered at WCKR. Miami, packs 2,123-seat

house at 8 a.m. movie. Plan spreads to other Florida cities; may go NBC

How radio gets big audiences

46 Charts from Air Media Basics dramatize power of am outlets in amassing

large audiences quickly from relatively small per-broadcast ratings

FEATURES
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70 News & Idea Wrap-Up
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THE DIFFERENCE
BETWEEN GOOD & GREAT

IN TWIN CITY TELEVISION IS . . .

All television is good in Minneapolis

St. Paul. But the difference be-

tween good and great in this mature

TV market goes much deeper than

the Top 10 programs. Everyone

can't buy the Top 10, or Top 10

•Nielsen Station Total Audience, March-April, 1959

adjacencies. In the Minneapolis-

St. Paul Area, WCCO Television

has 10 of the Top 10. Of the Top

20, WCCO Television has 17. And

of the Top 40, the score for WCCO
Television is 29*^

Represented by Peters, Griffin, Woodward, Inc.
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CLUB 21

a teen-aac

DANCE SHOW

dk
72%

ADULT AUDIENCE

February and May ARB rates

WPTA's Club 21 (Sat. 10:30}

consistently a top adult inter-

est program. COST PER THOU

SAND $1.94 (1 X CLASS B

NAT'L. RATE)

WPTA
Fort Wayne with

Unique Programming

that SELLS

PROMENADE 21

Tues. 10:30—The new adult

square dance show

fun n; STUFF

Mon.-Fri. 6:00 — Top rated

children's show featuring Pop-

eye (Feb. ARB)

TOM ATKINS REPORTING

Mon.-Fri. 7:15 — Number 1

early evening news (Feb. ARB)

-Arih the man from

YOUNG TV CORP.

wpta a

NEWSMAKER
of the week i

For the first time in network tv history, a top program plan-

ner has been drawn from a background heavy in research.

The pace-setter is CBS TV, which has named Oscar Katz v.p.

in charge of network programs. Previously v.p. for daytime
programing, Katz will now concentrate on development of
new programing from outside rather than inside the network.

The newsmaker: Oscar Katz has worked for Columbia

for 21 years. He's held many responsible positions with the network,

but this newest one, as v.p. in charge of all daytime and nighttime

programs, puts him in the vanguard of show business at its most

competitive.

His appointment is regarded by industry observers as a move by

the network to build a strong administrative program unit—in con-

trast with a purely creative one under the recent aegis of Hubbell

Robinson—and to concentrate on the acquisition of program proper,

ties and name-value stars from

sources outside the network.

This theory is backed by the ap-

pointment late last week of Robert

M. Weitman as v.p. for independ-

ent productions. His job: to han-

dle negotiations with outside pack-

agers and performers. Heretofore,

CBS TV has developed more of its

own program product than either

of the other networks.

The CBS TV stamp will still be

affixed to shows, but it appears the

basic ideas will be developed by

independent producers.

Mr. Katz, since his assumption of the daytime tv vice presidency

in 1956, has worked in the development of many network program

concepts. Among them: The Verdict Is Yours, commended by the

American Bar Assn.; the Woman! series which started in April; On

the Go, an innovation in the use of mobile tape equipment; develop-

ment of daytime specials with the production and pacing of night-

time specials.

Louis G. Cowan, president of the network, said, in commenting on

Mr. Katz' appointment, that his immediate work will concern devel-

opment of the coming season's schedule, but that he will also "imple-

ment projects put on the drawing board for 1960, 1961 and beyond."

Mr. Katz has been a member of the CBS TV network executive

program plans board since 1951, the year in which he was promoted

from director of the research department. He is a member of the Mar-

ket Research Council, the Friars and the Players Clubs. A native New
Yorker, he is a graduate of the College of the City of New York. ^
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Interview: JuJbru'

Clinton E. Frank Agency Radio TV Supervisor tells why she selects

the WLW TV Stations and WLW RADIO for Wilson's Evaporated Milk.

"The Crosley Broadcasting

Corporation with its WLW
TV Stations and WLW
Radio has been a leader

in its field for 37 years."

"This outstanding

background and experience

in technical skills, in

showmanship, and in sales

cannot be topped in the

whole broadcasting

ndustry."

/

"So the WLW call letters

speak for themselves to

make any advertiser or

agency sit up and listen."

Call your WLW stations representative . . . you'll be glad you did! The dynamic WLW stations

WLW-A
Television

Atlanta

WLW-

1

Television

Indianapolis

WLW-D
Television

Dayton

WLW-C
Television

Columbus

WLW
Television

Cincinnati

Crosley Broadcasting Corporation a division of Avco
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39 THRILLING FIRST-RUN

FILMED HALF-HOURS BASED ON

SAN DIEGO POLICE DEPARTMENT FILM
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STARRING

VICTOR JORY
CO-STARRING

PATRICK MCVEY

ALREADY SOLD IN 96 MARKETS

TO MAJOR ADVERTISERS INCLUDING.

ALKA-SELTZER
Los Angeles
San Francisco
San Diego
Tucson

GENESEE BEER
Buffalo

Syracuse
Utica

Rochester
Erie

Schenectady
Watertown
Binghamton
Plattsburg

COORS BEER
Denver
Colorado Springs
Yuma
Roswell

INDICATED BUY of the Year!

FOR DETAILS, CONTACT

SCREEN if GEMS, inc.
TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP.
NEW YORK • DETROIT • CHICAGO • HOUSTON . HOLLYWOOD . ATLANTA . TORONTO

DREWRY'S BEER
Chicago
Detroit

Indianapolis

Lansing
Davenport
Toledo
Grand Rapids
Bay City

KROGER STORES
Atlanta

Birmingham
Chattanooga

JAX BEER
New Orleans
Dallas -Fort Worth
Houston
Oklahoma City

Baton Rouge
Shreveport
Amarillo

Austin
Beaumont — Port Arthur
Corpus Christi

Midland — Odessa
San Antonio
Alexandria
Mobile

AND TOP STATIONS INCLUDING.
WCKT
WBTV
WTVI
WLW-D
WLW-C
WLW-T
WATE-TV
WCSC-TV
KERO-TV
WFLA-TV
KING-TV
WTAR-TV

- Miami
- Charlotte
- St. Louis
- Dayton
- Columbus
• Cincinnati

Knoxville

Charleston
Bakersfield
Tampa
Seattle

Norfolk
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Your INDEX to

GREATER SALES in the

Rocky Mountain Market!

«"To„ed
P n,0n »how .,*ee'>-PhonJ

* • • . J3.«_s-05.9.00
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AT GAy,
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SALES THROUGH SHOWMANSHIP! 560
ON YOUR DIAL

CALL YOUR KATZ MAN or LEE FONDREN, DENVER

RADIO
CBS for the ROCKY MOUNTAIN AREA

I

1
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WTVT station on the move in the market on the move . .

.

TAMPA - ST. PETERSBURG

!

#•TOTAL SHARE OF AUDIENCE WTVT 48.6% ...Latest ARB

GET YOUR SHARE OF AUDIENCE IN

THIS FABULOUS MARKET ON THE MOVE
WITH THE STATION ON THE MOVE

WKV-TV Oklahoma City WKV-RADIO Oklahoma City

SPONSOR • 22 \l (,l ST L959

Check the top 50 shows!
WTVT .... 37
Station B . . . 9
Station C . . . 4

Channel 13

TAMPA - ST. PETERSBURG

THE WKV TELEVISION SYSTEM, INC.

WSFA-TV Montgomery Represented by the Katz Agency



For the Picture of Pictures :. .

TAPE IT RCA! M



GIVE YOUR t/A

RCA G

A TO

NIUS!

The same genius and craftsmanship tkat pioneered in the development of television

. . from cameras to transmitters . . \ has nowVconceived an advanced TV Tape

Recorder. This is equipment that's opmpatible in every respect—you would

hardly expect anything less from the leader in television. With the most precise

adjustments possible on any tape recorder, recording and playback of tapes is

inherently superior. Even tapes recorded on improperly aligned machines can be

"optimized" in a few seconds while the tape is\pn the air. Newest arrival on the TV
Tape scene, the RCA recorder offers many improvements over older designs . . .

ingenious features which make it easy to get and keep i ictures of superb quality . . .

features such as electronic quadrature adjustment sy.ic regeneration, four-channel

playback equalization, built-in test equipment. Don'tA settle for less than the best!

See your RCA Representative. Or write to R]CA, Dept. TR-3, Building

15-1, Camden, N. J. In Canada: RCA VICTOR yQompany Limited, Montreal.

ANOTHER WAY RCA SERVES INDUSTRY THROUGH ELECTRONICS

RADIO CORPORATION of AMERICA
Tmk(s) ®

broadcast and/television equipment

c/mden, n./j.



No matter what or how far away the occasion

may be, if it is of interest to the WSM-TV
audience, the ubiquitous WSM-TV remote
cameras are there. Above, the event is a

Steeplechase. It could easily have been a

football game, a military maneuver, or a

Governor's Inauguration . . .

Constant on-the-spot coverage of Special

Events is just one movement in the WSM-TV
selling symphony. For the full concert see

Hi Bramham or any Petry man.

WSJVI

Nashville, Tennessee

Represented by PETRY

OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY
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Most significant tv and radio

news of the week with interpretation

in depth for busy readers

SPONSOR-SCOPE
22 AUGUST 1959 Don't confuse the status of the medium's efficiency with the audience leveling

copyright i»59 that's going on among the three tv networks. For the fact is that the average cost-per-

sponsor thousand -homes-per-commercial-minute at night is still downward.

publications iNO. In other words, the efficiency factor among the networks continues to fluctuate, but the

risk as a whole is getting smaller.

For example, take this March CPMPCM comparison:

MARCH 1959 MARCH 1958NETWORK

ABC TV
CBS TV
NBC TV
Average

$3.27

3.48

3.93

3.53

$3.79

3.28

3.62

3.54

MARCH 1957

$4.56

2.92

3.79

3.68

Spot radio continued to elbow into the national fall buying game strongly

this week.

The richest source of the business by a long shot was Esty, which started buy-

ing long market lists for both National Carbon (Eveready and Prestone) and Leem-
ing (Paccruin, Bengay, Silk 'n Satin). The National Carbon business will run for eight

weeks, starting September, and the Leeming group for at least 20 weeks.

Out of Detroit: General Motors' Guardian Maintenance campaign (D. P.

Brother) in 68 markets for five weeks, starting 7 September.

Out of Atlanta: Creomulsion cough remedy (Wayne, Tucker), 16 spots a week

for 25 weeks, beginning 5 October.

What may be a numerical record for spot radio saturation is the campaign that

Donahue & Coe has mapped out in connection with a Squibb test product: 4-00

to 500 announcements a week for two weeks in September.

The markets: Providence, Portland, Ore., Atlanta, Cincinnati, Omaha, and
Phoenix.

The buy consists of 10-second spots on the hour from early morning to 11

p.m., urging listeners to look for a Sunday supplement ad for the new product or to get a

copy of the ad at their druggists.

Looks like S. C. Johnson will return its Bravo (FCB) to the laboratory to give

the product more of the color and scent that women have come to associate with

all-purpose liquid detergents.

A Pittsburgh test disclosed that: (1) while the mild floral scent was okay, it psycho-

logically didn't convey the impression of something used for heavy cleaning, (2) the

blue wasn't identified with a cleansing product, and (3) the name Bravo itself didn't im-

part a product image such as Mr. Clean, Genie, or Handy Andy might.

There'll be more money than ever for beer advertising this fall. It's been a rec-

ord sales summer, and agency experts on the industry see brewers plowing some of the dif-

ference into advertising regardless of pre-set budgets.

January-June comparisons from the U.S. Brewers Foundation: 42 million barrels in

1959 vs. 40.7 million barrels in 1958.

PONSOR 22 august 1959 13



SPONSOR-SCOPE continued

-The big spot tv break of the week in the New York sector came from Standar
Brands through its recently designated agency, JWT.

It called for availabilities in behalf of Chase & Sanborn coffee (both instant and
regular) involving 14 announcements a week over 13 weeks, starting 21 September, in a

hefty list of markets.

Other weighty New York activity in spot tv included Sal Hepatica (DFS) and Buf-
ferin (Y&R). Meanwhile, Norman, Craig & Kummel is readying a spot tv cam-
paign for Vitalis with an October starting date.

Spot tv action out of Chicago included: Tea Council (Burnett), I.D.'s in 20 mar-

kets; Hoover (Burnett), minutes in 40 markets for 10 weeks; National Presto (KM&J),
eight weeks in 14 top markets and six weeks in lesser markets, starting in October; Hodge
Products' weight-reducer Twill, quarter-hour film, It's Fun to Reduce, starting with Chi-

cago, Detroit, Cincinnati, and New York.

Reassuring note: Bos"o wz>s asked by its agency, Donahue & Coe, to take a look

at participation in ABC TV's kid strip, but the account rejoined: "Let's stick with spot."

Hence it'll be another season of spot tv for the product in 50-odd markets.

The media director for one of the top agencies in spot tv told SPONSOR-SCOPE
this week that tv stations ought to take advantage of the medium's crest status to

reconstruct their ratecards from stem to stern.

The nub of his thesis: Tv stations would get a much more logical setup if they did

away with all plans and repriced their rates according to the homes reached at

specific hours.

In his view, this system would be more in keeping with the unique character of the

medium, prove more equitable for the advertiser, and most likely bring more reve-

nue for the stations.

This should be of interest to those tv stations that are wrestling with the prob-

lem of revising their rate structure to avoid giving up to 50% in corporate dis-

counts:

P&G, it was learned from an authoritative source this week, would be agreeable to

the stations jettisoning their manifold plans and going back to just annual fre-

quency discounts.

The core of the stations' discontent: When business was ailing last year, stations went

hogwild with numerical plans. After buying maximum plans, P&G reminded the stations

that it was entitled also to a corporate discount covering all plan buys. This reduced the

station's net to around 50%. Now—with spot facing a sold-out market—these same tv

stations would like to garner more of the rates.

Noted a P&G agency: "We didn't invent the plans. All we're asking for is what

the ratecard says we're entitled to."

A rep consulted by his stations on the dilemma opined they had one of two escape

hatches: (1) make 10 spots the maximum plan, or (2) cut out all plans.

Marketers are finding it wise to continue their probing in test markets even

after the product has been launched nationally.

By extending such operations in test markets it is often possible to come upon

wrong turns that might make it advisable to pull the product before the company gets in

too deep on distribution, etc.

Cited as a classic case of more recent vintage where this procedure was ignored: A
hair-curling brand put out by a manufacturing giant.

Esso (McCann-Erickson) has put itself down for about $2.5-million worth of

the NCAA football games on NBC TV this fall.

For that money it gets half sponsorship of the 10 collegiate events.
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- SPONSOR-SCOPE continued

ABC TV this week turned to something new in network strategy to serve a dual pur-

pose: showing a sample episode of a new sponsored series to stations to (1) ob-

tain clearance in uncommitted two-station markets and (2) spark greater promotional

activity among stations that are set to carry the show.

First to be given this closed circuit treatment— it took place Thursday — was P&G's
Captain of Detectives. Next in line: P&G's The Rebel.

Here's a new sales dodge that NBC TV is pitching to last-minute shoppers that

sellers of spot might adopt for their own uses.

With the choice of convenient half-hours being quite narrow, the network has resorted

to a mutual fund analogy to sell the late lookers on the idea of buying into a pat-

tern of nighttime minute participations.

Substance of this new gambit: Like a mutual fund, a participation pattern gives you

a chance to average out on the hits and misses and avoid the possibility of not

getting a worthwhile audience reach out of a single program.

By the way, of the 702 nighttime minute participations ABC TV had available

for sale for the fourth quarter, only 22 were left unsponsored as of this midweek.

For a line on what NBC TV is asking for minute participations in its nighttime

fall programing, here are the prices combining time and talent:

PROGRAM MINIMUM ADVERTISER MAXIMUM ADVERTISER

Five Fingers $26,200 $21,700

Laramie 34,000 29,800

Richard Diamond 29,600 24,120

Tales of the Plainsmen 29,600 24,120

(See page 33 for an analysis of the network spot carrier situation and its im-

plications for the entire national spot picture.)

Watch for the upper echelons at the tv networks to focus more of their at-

tention on daytime programing and sales promotion.

Daytime business for the fall, all the networks will agree, has fallen away off the pace

of nighttime, and there's a big job of pulmotoring to be done.

Among the things you can expect in the daytime area from the networks:

1) Speeding up changes in the program schedules (NBC TV this week chucked

the A. J. Alexander live strip and replaced it for the time being with Blondie reruns)

.

2) Putting pressure on P&G to put back some of its reduced 1959 daytime

budget (20% less as compared to the year before).

3) A reappraisal of the price structure by NBC TV and possibly CBS TV.

If you're on the lookout for up-to-the-minute data on the effectiveness of daytime

tv, you might find useful some figures that NBC TV pitched to Pond's Cream in

quest of a contract renewal.

The figures were culled from a survey among 3,143 women just completed for the net-

work, and the questions and answers affecting Pond's were these:

1) Q. When you think of cold cream what brands come to mind? A. 55%
of those who hadn't seen Pond's daytime programs on NBC named Pond's as against 62%
who had seen the Pond shows.

2) Q. Which of the cold creams on this list do you favor most? A. 45% of

the non-viewers said Pond, as compared to 50% among Pond program viewers.

3) Q. What cold cream have you actually at home? A. 22% of the non-viewers

answered Pond's, whereas the segment among Pond program viewers was 27%.
P.S.: NBC got the renewal for four quarter-hours a week ($55,000 net).
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g* SPONSOR-SCOPE continued

The prevailing shortage of open time on local tv kid shows has started a trek
of what were perennial spot advertisers to ABC TV's 5:30-6 p.m. EST strip.

The network is asking $22,835 gross per quarter-hour, which comes out to $7,600 a min-
ute, time and talent, with a quoted $1.10 CPMPCM. Hookup: 100 stations, with a cov-
erage factor of 90.6%.

Wheaties, once the kingpin of the General Mills cereal empire, seems to be staging a
big sales comeback as the result of making Bob Richards, pole-vaulting champ,
the pitchman on the brand's sports programs.

Wheaties (Knox-Reeves) now is garnering 5% of the cold cereal market,
topped only by Kellogg's Cornflakes, 12%, and General Mills' Cheerios (DFS), 9%.

You can look for NBC TV affiliates to protect their syndication or other lo-

cal commitments whenever the Ford Tuesday night show laps over into the 10:30-
11 p.m. EST period during the coming season.

Here's what's expected to happen: Some network show earlier in the evening will

be cancelled out and the vacated half hour will be assigned to the syndicated show bumped
out of the 10:30-11 slot.

Looks like P&G's Dreft (DFS) may next turn its copy accent on the special

value of the product as germicide for diapers.

Statistical note : With the baby population at three million and the average change
eight diapers a day, there's a mighty big potential market for this bacteria slant.

Other side of the coin: Admen say that motivational research has shown that the

germicidal appeal for consumers is negligible unless faced with a positive threat

like a flu epidemic.

ABC TV's stations relations was vague this week on whether the alternate

sponsors of the Donna Reed show (Campbell Soup and Johnson & Johnson) would ex-

tend spot privileges for the 1959-60 season.

BBDO, acting for Campbell, last fall bought time for the series on a spot basis in 45

markets where the network couldn't clear time. About 30 of these dropped the show this

spring when Shulton discontinued as the other sponsor.

Meantime the network has on tap an order for the delivery of 141 stations

from the show's latest sponsor entente.

Hep marketingmen observe that the ratio of impulse buying has become so over-

whelming that agencies still living in the era where the "planned purchase" was

dominant may sooner or later find themselves in the ranks of the dodo.

TV, because of its superior ability to establish a built-in product image, these

marketers say, has influenced the shift to impulse buying tremendously.

The breed that's seriously affected by the drift from planned buying are the copywrit-

ers addicted to stating reasons in logical, step-by-step prose, or stressing minutely

the difference between one brand or another.

Add such marketers: The medium that plants the image that triggers the impulse to buy

has a big advantage over the medium that argues the virtues or distinctions.

For other news coverage in this issue, see Newsmaker of the Week, page 4;

Spot Buys, page 59; News and Idea Wrap-Up, page 70; Washington Week, page 61; sponsor

Hears, page 64; Tv and Radio Newsmakers, page 86; and Film-Scope, page 62.
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COURTESY OF THE GULF OIL CORPORATION
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... as we were saying, the two hottest

film properties in all of first-run syndication are available from CBS Films.

Recently, The Phil Silvers Show and Trackdown were offered for off-network

sales. Since then, advertisers have flocked to syndication's top new comedy

show and top new Western ... to the tune of more than 2 million dollars!

Big, big markets such as New York, Chicago, Los Angeles, Detroit are signed



for one, or both. And so are Pittsburgh, Milwaukee, Washington, Minneapolis,

Miami, Ft. Worth, Charleston and Salt Lake City ... to mention but a few.

Like we said, if you want to sign either of these smash hits for your sales

area, better act fast. Because, in the words of Variety, "sales are piling up."

".
. . the best film programs for all stations.'' Offices in New York, Chicago, Los Angeles, j~^ Try £» T?TT ~\M~Q /SS

Detroit, Boston. San Francisco, St. Louis, Dallas. Atlanta. Canada: S. W. Caldwell. Ltd. X^ilJiO i ± X-/lfjf»3 >3<



has Greater

Food SALES
than the 12th

Metropolitan
Market

28th Radio Market - WPTF
$541,043,000

28th Metropolitan Market
$193,673,000

12th Metropolitan Market
$479,519,000

NATION'S

28th RADIO

MARKET
b

50,000 WATTS 680 KC
NBC Aliiliale lor Raleigh-Durham

and Eastern North Carolina

R. H. Mason, General Manager
Gus Youngsteadt, Sales Manager

PETERS, GRIFFIN, WOODWARD, INC.
Notional Representatives

Timebuyers
at work

I

Joy Harper, Donahue & Coe, Los Angeles, feels one of the great-

est handicaps in buying is the tendency for the client, and in some

instances the timebuyer, to be influenced by personal preferences.

"The only time sheer opinion should enter into the situation," Joy

says, "is when the ingredients are so similar, and that is very rare,

that a personal choice comes into

play. The incident of the client

who surveyed his employees and

was influenced by their listening

habits in his buying, is a perfect

example of undisciplined buying."

Joy points out the importance of

the buyer, and agency properly

analyzing availabilities (so that

the client can clearly see the ad-

vantages and disadvantages of a

schedule) and, once a recommen-

dation is made, standing firmly

behind it. "An agency which does not have the courage of its con-

victions hurts both the advertiser and itself," Joy says. "It under-

mines its own creativity, gives the advertiser an inferior campaign

and more often than not, eventually loses the client. The client is

paying for the agency's experience and knowledge; it's smart busi-

ness to give him honest guidance, and reflects itself in sales."

Jack Blomstrom, Campbell-Ewald Co., New York, says, "Of course,

we look for high ratings in selecting stations for specific markets

—

the higher the better. But we also know the highest ratings don't

always constitute the most effective buy for our client's purposes. A
sudden surge ahead in ratings is always duly considered in our

(p decisions, but more important to

us is the make-up of this increased

audience. We would like to see

stations and reps give us more en-

compassing, authoritative make-up

data." Jack feels that while the

cry for more audience composition

information is an old one, and

difficult to produce, because of the

regional market -by -market mer-

chandising of the larger companies

today, it is necessary to know how

many potential buyers will hear

the client's message. "Often a station that ranks second or even

third is a better buy in terms of possible customers for us than the

one with highest ratings," Jack says. "Stations that can prepare I

and document this kind of information get first consideration."
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IN
MERCHANDISING
in Richmond & Central Virginia

1. COMMUNITY CLUB AWARDS
Thousands of clubwomen compete for big cash

prizes by saving proof-of-purchase of your product.

2. IN-STORE FOOD DISPLAYS
Drop, end-of-aisle and shelf extender displays.

3. IN-STORE DRUG DISPLAYS
Special WXEX-TV displays featuring your prod-

uct in key drug stores throughout the area.

4. GROCERY BAR PROMOTIONS
ln-store food demonstrations, sampling, couponing.

6. PERSONAL FOLLOW-UPS
Regular calls on jobbers, wholesalers, retailers.

7. SPECIAL BULLETINS
Mailed regularly to retailers, chain store buyers.

8. REPORTS TO ADVERTISERS
Give a complete picture of own and competitors'

stock, sales and displays at retail level.

9. PROMOTIONAL TV SPOTS
Telecast at freauent intervals to keep your

Program fresh in customer's mind at all times.

5. STORE WINDOW DISPLAYS 10. NEWSPAPER ADS
Colorful WXEX-TV streamers featuring your product. Appearing in leading Richmond newspapers.

Tom Tinsley, President NBC-TV BASIC

TV
Irvin Abeloff, Vice Pres.

National Representatives: Select Station Representatives in New York, Boston, Philadelphia, Baltimore, Washington

larke Brown Co. in Dallas, Houston, Denver, Atlanta, New Orleans; Daren F. McGavren Co. in Chicago, St. Louis, Detroit and on West Coast
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MOP
IN THE

OF KANSAS

~~_y

40.4 MORNING

42.3 EVENING
Latest Hooper

41 QUARTER HOURS 1sts

MORE THAN
ALL OTHER STATIONS COMBINED

Latest Pulse

ON

'top!

1490 ON THE DIAL

by Joe Csida

Sponsor

22

Who said radio's dead?
Even if you only pay casual attention to the

conversation of the broadcasters (tv and radio),

the advertisers and agency men you encounter,

you can't help being hit right between the eyes

with the glowing good health of the media. And
if you consume whole shakersful of salt while

scanning the press releases which hit your desk,

you still come away with a clear-cut conviction

that sponsors are finding radio and television more potent sales

makers than ever before, and that this condition is likely to prevail

and grow for years to come.

The single possible exception to this rosy view is network radio,

which the most recently released Printers' Ink index shows to be

some 9% down under last year's figures. Network television, on
i

the other hand, is 9% up over a year ago. It is, of course, still to be

hoped that the untiring and zealous efforts of such men as NBC
Radio's Matthew (Joe) Culligan, CBS Radio's Arthur Hull Hayes,

ABC Radio's Ed De Gray and their co-workers will somehow meet

and solve the audio web dilemma. But as this corner has stated

previously, we believe it's a valiant but losing struggle

Beats tv in July

Radio over-all, however, and particularly radio on the independent

local station level, is booming as never before. All kinds of recent

developments and newsbreaks demonstrate this. The Albert Sind-

linger report on the leisure activities of the American people indi-

cated that for the weeks of 9, 16 and 23 July more people listened to

radio than watched television. The relative numbers aren't too im-

portant, in my opinion, but here they are: During the week ending

9 July, 79,400,000 people aged 12 and older listened to radio, while

78,600,000 viewed television; 16 July, 79,100,000 listened to radio

and 77,900,000 watched tv; and 23 July, 79,300,000 tuned in radio,

and 77,100,000 their tv sets. This, according to Sindlinger, is the

first time in two years that radio listening has exceeded tv viewing.

Paralleling this success on the station side was the news that the

Radio Advertising Bureau membership has grown to 1041 stations,

with a record number of broadcasters, 39, joining in the month of

July. Kevin Sweeney and his RABoys, including ex-SPONSOR editor

Miles David, are doing a fine job for the broadcasting industry.

Among other interesting recent promotional highlights developed by

the broadcasting promotion bureau was the fact that more than 70%
of the over 7,000,000 pleasure boats on the waters of the nation today

have radio sets. The sea-going radio audience is estimated at some

37,000,000 people.

There are plain indications, too, that both tv and radio audiences

will continue to grow. One of these, of course, is the recent an-
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in DETROIT
YOU KNOW WHERE YOU'RE GOING WITH

WJBK-TV
EiiiSr

CBS PROGRAMMING • CHANNEL 2

Sales are UP in booming Detroit

Dept. Store Sales UP 17.5%

New Car Sales UP 76.5%

Factory Payrolls UP 26.3%

Car and Truck Output UP 66.7%

And UP is definitely the word for

WJBK-TV viewers

Both July and June ARB 35.2%
of audience—almost 20% higher

than any other Detroit station.

(—one of CBS' highest in any
4-or-more station market.)

You know where your audience

and sales are going with WJBK-TV—
They're going UP!

a STORER station

CALL KATZ
STORER NAT'L SALES OFFICES

6^5 Madison Ave.. NY. 22
•

230 N. Michigan Ave.
Chicago 1
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DAN DAILEY

THEFOUR
JUST
MEN

JACK HAWKINS

RICHARD CONTE

VITTORIO DE SICA

CHECK YOUR MARKET
TODA Y!

INDEPENDENT
TELEVISION
CORPORATION

488 Madison Ave. • N.Y. 22 - PLaza 5-2100

Sponsor backstage continued

nouncement by P. J. Casella, executive vice president of the Con-

sumer Products Division of the Radio Corporation of America, that

tv set sales are 65% ahead of last year, and that transistor radio set

sales are a full 60% ahead of a year ago. It's my guess that the

1959-1960 period will see the first really big step for color television,

too. For one thing, Admiral is joining the drive to sell color tv sets

this fall. Till now, of course, RCA Victor has attempted to do the

color selling job singlehandedly, insofar as set manufacturers are

concerned. If Admiral does fairly well, and I think they will, other

manufacturers will soon fall into line. And each manufacturer will

speed the progress of color by just that much.

RCA itself, as the 16-page special section run in last Sunday's

Netv York Times by the N. Y. metropolitan area distributor, Bruno-

New York clearly stated, is giving bigger trade-in allowances on

black-and-white sets to those buying color receivers than ever before.

The RCA distributor is giving buyers up to $200 per set. And dis-

tributors across the country, working co-op with the manufacturer

are offering similar inducements to color buyers.

Tv's continuing progress, black-and-white and/or color is no sur-

prise to observers. But local radio's remarkable progress must be

stunning news to those who were writing the medium off not too

many years ago. Again as we've often stated previously, this con-

tinuing progress is largely due to the aggressive, hard-working inde-

pendent operators. One of this group, the Bartell Family, took an-

other step last week to further develop what they refer to as "mod-

ern" local radio. They set about organizing an association of "mod-

ern" independent broadcasters in the larger markets. The purposes

of the Association are simple: To win dollars for "modern" inde-

pendent radio away from "old-image" and network radio and tele-

vision, as well as other media, by solid research and documented

sales material; to exchange programing and sales information among

members.

New phase of competition

I'm sure the association will become a reality, and I believe the

new phase of competition they develop through the association will

be tough, but clean and effective.

And while they're pounding away at continuing their spectacular

radio successes, the independent broadcasters are simultaneously ex-

tending their influence in television. Many of them, of course, own

television stations in this country, and last week it was announced that

the Bartells and Elroy McCaw of slugging, "modern" independent

WINS, New York, were getting a tv station in Port au Prince, Haiti,

ready to go on the air this winter. And the Bartells also closed deals

for television stations in Curasao and Aruba. They sure get around,

these hard-driving broadcasters. And wherever they go, they build

sales-producing media for sponsors. ^

Letters to Joe Csida are welcome

Do you always agree with ivhat Joe Csida says in Sponsor Back-

stage? Joe and the editors of SPONSOR will he happy to receive

and print your comments. Address them to Joe Csida, c/o

SPONSOR, 40 East 49th Street, ISetv York 17, ISeiv York.
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WLUK is POPPING
in Green Bay Packerland and the Fox River Valley!

M «E TOWER
SO feet above average terrain,

and going up.

MOKE POWER
316 kw E.R.P.

MORE COVERAGE
Serving 53 counties
in Wisconsin and Michigan

*

IQ^JV

market data
TOTAL RETAIL SALES
51.798,902,000

FOOD SALES
5461,671.000

DRUGS
546,305,000

AUTOMOTIVE
Sa94,710,000

GAS 4 OIL
5l55,955

>000

ormerly WMBV-TV

CHECK THESE FACTS
COUNTY POPULA- TV TOTAL RE- FOOD DRUGS AUTO- GASO-

TION HOMES T All SALtS MOTIVE I NE OIL

(000) (000) 000) (000) (000)

W 1 S C O N S 1 N

1. Adomi 7,000 1,730 6,238 1,159 141 1,326 615

2. Brown 118,200 29,520 153.121 40,025 3,667 21,919 8,709

3. Calumet 17,700 5,6*0 15.520 2,354 319 2.414

4 Columbia 40,300 9,520 50,292 9,671 1,477 9.112 4,655

5 Dodge 60.400 17,040 56,253 12,169 1,238 8,458 4,978

6 Door 20,400 6,250 29,967 6,774 610 5.029 2,170

7. Florence 3,400 830 2435 406 43 305 366

8. fond du Lac 74,100 1 9,630 86,647 1 9,679 2.567 15,558 7,035

9. Foreit 5,500 1,620 7,244 2,295 172 1,175 770

10, Green lake 16,200 3,850 20,046 4,382 387 3,715 1,523

It. Juneou 17,700 4,120 21,111 3,878 441 5,036 2,336

J 2. Kewaunee 18,700 4.710 14,224 2,671 304 2,394 918

13. Langlade 21.900 5,010 20.128 5,498 380 2754 2,051

14. Lincoln 3.000 5,410 24,410 6,440 698 4,747 2,525

15. Manitowoc 73.100 20,180 77,584 1 8,779 1,237 13,025 5.00B

16. Marathon 90,100 20,860 81.356 18,593 1,661 13.868 6,009

17 Morfnelle 36.100 9,250 37,973 9,906 530 5,542 3.281

18 MorqueHe 8.400 2,190 8,944 2,136 116 1,254 808

19. Oconto 22.800 6,720 22,4 35 4,526 386 3.605 2,351

20. Oneida 22,100 5,220 32,261 9,079 926 5,045 3,236

21. Outagamie 94,400 25,130 120,715 27,556 3,073 1 9,768 7,844

22. Otout... 33,000 7.540 35,933 7,094 809 8,537 3,992

23. Porloge 36,000 8,2 B0 33,397 8,318 1,179 5.790 2,140

24 Showono 33,700 9,000 30,847 6,546 575 4,931 2,039

25 Sheboygan 93,100 25,530 98.757 24,005 2,379 13,381 7,965

26 Vitoi 7,900 2.300 4,315 274 2,036 1,262

27. WoiMnglort 42,000 10,870 45,638 11.122 765 5,629 3.9(4

28. Woupoco 38,500 10,330 37,011 7,746 B87 6,677 3,365

29 Woo.horo 12.400 3,360 16.539 2,787 294 4,363 1,670

30 Winnebogo 104,200 27.S70 121,157 29777 3.058 15,478 8,513

31 Wood 57.200 13,790 66,060 15.466 1.94 3 1 ! 487 5.929

M 1 c H 1 G A N

1 Alger 9,100 2,370 9,302 3.504 262 1.203 94 4

2 Bo-ogu 1,680 5,536 2.046 305 793 606

3. Bemie 8,100 2,370 8,520 2,494 435 1,344 968

4. Charlavoi* 13,800 3,460 15,838 4.045 461 2,345 2,087

5 Cheboygan 1 2,900 3,360 18,617 4,804 857 2,996 3.188

6 Delta 31.800 8.320 41,440 1,151 6,017 3,305

7. Dlckimon 22,600 6,290 27.993 7,774 681 5,083 2,695

8. Emmetl 15,400 4,270 25,686 5.667 815 4,407 2,946

9 Grand Trover.* 33.500 7,950 51.602 11.466 1,609 9.228 5,980

10 Houghlon 32,900 7,410 35,586 14,402 1,011 5,382 3.477

1 1, Iron 18,900 4,540 17,360 5.333 585 3,059 1,384

12. Keweenaw 2,200 570 1.372 738 — — 177

13. leelcnow 9,100 2,260 6,235 2,185 264 300 1,012

14 Luc. 7,400 1,480 6.74.

'

1,924 461 1.711 434

15. Mackmoc 9,400 2.140 12,718 4,620 102 968 1.629

16. Mamil.e 19.800 5,4 30 20,726 5,086 831 3.188 2,392

51.200 11,780 52,136 19.857 1,061 6.254 4,510

IB. Moion 22.000 6,050 25,049 7,386 842 4.532 1,899

19 Menominee 26.100 6,870 22,760 5,846 288 3,257 2,983

20. Oceana 16,000 4,050 16,400 5.252 505 3,077 1,873

388 1.668 1,445

22 We .lord 1 9,000 2.250 72,990 6,087 845 3,520 2,267



Meet Lady WLUK
th« "W ta silent .

Tc&tte /

1,644,000
POPULATION

423,760
TV HOMES

$1,798,902,000
RETAIL SALES

CHANNEI

a

CHANNE

Lady WLUK
"She's a real sweetheart who packs

. plerity of punch, power, "and person-

ality . . . and alt in the right places.

Local programs have a new refresh-

ing sparkle, and there's ^\BC
"hottest" network going.

Check- the facts when you bu .

irppori:ant market.

.You gotta haveWLUK

Serving Green Bay Packerlandan

Joseph D. Mack/ft?

Genera/ Manager

Represented Nationally

by Geo, P: Hollingberry

In • Minneapolis '

See Bill tlurley

Tip ToTimebuyers

Hollingberry men
* are ready to -talk

now on "top" net-
work and local ad'-

iacencies.

aff i I i ate LUK
d the' FoxRiVer Valle 126 NORTH MAOISON STREET; GREEN BAY. WISCONSIN AND 4 00 WELLS STRE ET. MARINETTE. WlSCONS"



49th and

Madison

\ nice job

got a real kick out of your story on

n\ radio/tv views as reported in the

Vorid-Telegram & Sun. I don't par-

ieularly seek personal publicity hut I

lo like to be defended when I am
nisquoted!

Incidentally, the Nielsen rating on

Summer on Ice was even higher than

ou gave it. NTI for June shows that

he program had a rating of 31.5 and

i 61.2 share of audience.

Philip Liebmann, pres.

Liebmann Breweries, Inc.

Brooklyn, X. Y.

f oung a bit old

tour story on the Adam Young

tudy ("Indies rate high in top mar-

;ets." 8 August) shows clearly the

mportant position of independent

adio stations. But. the Young fig-

ires for the St. Louis market are not

he latest available. The May-June
3„
'ulse report shows WFIL { Ind. ) with

n average rating

CBS) with 5.0.

in average rating of 5.4 and KMOX

Stanley M. Kaplan

asst. to the v.p., W1L
St. Louis

\\t Media Basics

lour timely and informative 13th

iir Media Basics arrived this morn-

ng. B\ closing time it had worked

hree hours for this agency. Timely,

ndeed, since the first problem of the

norning was the gathering of infor-

mation on three other midwest cities

tor a client wishing to expand his

radio and tv advertising. Informa-

tve, naturally, since the information

required was all there in your A.M.B..

ndexed the way a "thinking man"
would do it.

^ our new book has had a busy dav

lere. It's filed now. alongside the good

companionship of sponsor's 11th An-

lual Tv Radio Basics and vour 1958
'all Facts edition. I'm certain it

won't be filed long enough to gather

dust.

George L. Ackors

Ackors Adv. Agency

Indianapolis
* * *

In regard to the 13th Air Media Ba-

sics which I have just received today,

you can quote me: It is the UNIVAC
for the small agencies.

William G. Mors
Durk, Inc.

Las Vegas
* * «

I have only just begun to use Air

Media Basics and already it has

proved a most useful tool. Here un-

der one cover a broadcast media buy-

er can become an expert in all phases

of broadcast media, and also obtain

valuable facts to meet the ever in-

creasing demands of marketing

knowledge on the part of media buy-

ers.

I would most definitely recommend
Air Media Basics to all media buyers

and account people who are directly

or indirectly connected with the

broadcast media. Needless to say it

could serve as a valuable tool in

agency training programs.

Robert F. Bruno

Reach. McCIinton & Co., Inc.

N. Y. C.

Permission

The article in the 11 July issue of

SPONSOR about the new Katz studv is

wonderfully interesting and I want to

ask your permission t > have it repro-

duced bv offset so that I mav dis-

tribute it to all television stations in

the eleven western stilus and possibly

also to radio and other media.

Warwick S. Carpenter

Pacific coast mgr.

Sales Management
Santa Barbara, Calif.

• Note: SPONSOR i- Usually hapny to grant
such requests for reprinting privilegeSf Two
provisions arrompaiiy this permission:

1. Requests must be in writing.
2. Credit must be given to SPONSOR.
SPONSOR reprint- many of its articles and

ha- back tiles on a large number t>f them.

s|'(»\S0R 22 august 1959

"MR. TIMEBUYER!

Have you heard of

Puget's latest sound?

Have you seen the latest

HOOPER (July)

in Seattle?

• Cutie (KQDE) NOW
OUTRATES ALL THREE

50,000 watt stations...

and is practically tied

for 2nd place. (July,

HOOPER, 7 a.m.-6 p.m.

• KQDE has one rate-

locally and nationally.

KQDE gives you the

lowest cost per M in

greater Seattle.

! Its 1000 watts, full-

time on 910 kc, covers

all of Seattle's 400,000

radio homes.

• KQDE is affiliated with

KQTY-Everett, Wash.,

the =1 station in a

wealthy 250,000
market.

COLORFUL CUTIE'

SEATTLE
WASHINGTON

Ask FORJOE & CO. or WALLY
NELSKOG, President, (Alpine
5-8245) for the latest avail-

abilities.

29
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WITH A GUARANTEED RETURN

wrcatv'S unprecedented, prime-

time spot rotation plan assures

you of net audiences as much as

25% bigger than those delivered

by fixed-position announcements

—at no increase in cost.

orbit guarantees every adver-

tiser in the new season powerful

adjacencies to established hits

like Tennessee Ernie Ford, Bat

Masterson and Groucho Marx.

Your message will also benefit

from the excitement of brand

new NBC Television Network

attractions like Riverboat, Sun-

day Showcase and Bonanza!

orbit is available in either one,

or both, of two dimensions. In

Horizontal Orbit, your message is

spotted in the 8 p.m. time period.

On successive weeks, it rotates

through Sunday, Monday, Tues-

day, Friday and Saturday nights.

In Vertical Orbit, your message

rotates through consecutive half-

hour breaks from 8 to 10:30 p.m.

on successive Thursday nights.

There's no time like the present

to invest in this sales plan of the

future. Call for details today.

WRCA-TV CHANNEL 4 IN NEW YORK
NBC OWNED • SOLD BY NBC SPOT SALES



w
TO TELEVISION COVERAGE
IN THE ENTIRE SOUTHEAST
IS CHARLOTTE-WBTV
Make your own comparison ! *P^
NCS #3 gives CHARLOTTE-WBTV 632,070 TV homes.

Atlanta has 579,090. Louisville 509,480. Birmingham

587,800. Memphis 453,240. CHARLOTTE STATION "B"

442,690. Miami 434,800. New Orleans 380,020. Nashville

366,560. Norfolk-Portsmouth 337,580. Richmond 31 1,680.

Take the biggest step first—enjoy Charlotte's invigorating

sales climate. Contact WBTV or CBS Television

Spot Sales for the complete market story.

JEFFERSON STANDARD
BROADCASTING COMPAh



NET TV SHAKES SPOT
^ Big shakeup in net patterns this fall cuts chain-

breaks, station hours, and increases spot carriers

W Problems multiply for agency buyers but so far

there's no evidence of a revolt by the stations or reps

1 his week, with both net and spot

t\ zooming toward their biggest sales

in history, sponsor took time out to

examine some of the changes that are

creeping in to network schedule pat-

terns.

These changes are coming gradual-

ly. They have not been heavily pub-

licized. Manx admen and even sta-

tions are still unaware of what's been

happening.

But sponsor believes they ought to

l>e brought out into the light. For
they may have a profound effect on

i the future of tv buying, both net and

,
spot. And they are bound to influ-

ence the relationships of advertisers,

agencies, networks and stations to

each other and to the tv medium.

At the present time sponsor has

been able to detect little dissatisfac-

tion or grumbling about present

trends. Perhaps it is too earlv for

stations or station representatives to

become excited over the implications

of certain recent developments.

But several questions are rapidly

emerging as important and signifi-

cant. Among them are:

1. What's going to happen with

nighttime chain breaks? The net-

work is ((impelled, by FCC regula-

SPONSOR
22 AUGUST 1959

SPOT CARRIERS
ON THE TV NETS
FALL 1959-60

Mam more net tv programs

are being sold on the basis

of one-minute participations

this year. Here is the list

of "s/tot carrier'' programs,

many of which are sold out.

Program &

length Comm'l mins.

ABC TV—54 min./wk.

Sugarfoot/Bronco 1 hr.
6

CBS TV—13 min./wk.

| The Line-Up 1 hr.** 4

Rawhide 1 hr. ^>

Perry Mason 1 hr.
: 3

NBC TV—18 min./wk.

Laramie 1 hr.
6

Five Fingers 1 hr.

Rich, Diamond '/2 hr,
::::

J
Tales of Piainsmen '/2 h r -

3

•Alt weeks ml)

: sUtll :. SOW

6

The Untouchables 1 hr.
6

The Alaskans 1 hr.
41/4

Cheyenne 1 hr.
6

Bourbon Street 1 hr,
6

Adv. in Paradise 1 hr.
41/s

Hawaiian Eye 1 hr.
6

77 Sunset Strip 1 hr. * H

Jubilee USA 1 hr.* 3

Leave It to Beaver \/2 hr.
3

Man With Camera V2 hr.
3

JPONSOR 22 august 1959 33



Hon. to cut away to the station on

the half-hour. But: this season there

are nine more hour-long shows than

last year (32 vs. 23). There are, by
one count, 270 "specials" scheduled.

What will these—what have these

—

program changes done to the mid-

program break?

2. Network short - announcement

carriers— the multiple- sponsored

show—what transformation do these

programs, now for the first season un-

abashedly being offered in quantity

by the networks, bode for spot busi-

ness, and to advertisers generally?

This season (see box), 18 such mul-

tiple-sponsored shows are offered.

Many are already sold out, but by

format, an advertiser could buy as

little as one 20-minute segment (two

commercial minutes) on them.

3. The total amount of pre-sold

evening programing that networks

are feeding to stations: in what direc-

tion is it moving? The biggest change

comes from ABC TV, which this sea-

son adds a half hour each week-night

to its schedule, and is feeding many
time segments this year on a "sold"

basis, that were open for local spon-

sorship a year ago. For the upcom-

ing season, NBC TV is programing

two additional half hours (10:30 to

11 p.m. on both Monday and Wednes-

day, plus a dozen occasions when
Ford Specials on Tuesday night will

run over their 10:30 limit to an 11

p.m. ending). CBS TV will also feed

pi[|||lll!ll!!ll!!l!llllllll!ll!llll!J!ll!ll!l

SIX POINTS BEAR WATCHING
IN THE NET-SPOT TV SCENE

• Network programing will fill more evening hours this season.

CBS TV adds at least an hour of commercial time, NBC TV is

2 hours stronger, and ABC will feed at least 2Yo more hours.

• Chainbreaks will occur in a new pattern. On NBC, single spon-

sorship of hour-long programs will erase 3 breaks. CBS stations

will lose one alt.-week break. ABC TV, though, plans more breaks.

• The demand for one-min. spots is forcing prices up. A sub-

stantial number of stations no longer price 60-sec. at the same cost

as 20's, whereas virtual parity between the two formerly existed.

• 20-sec. spots are still in good supply, but frustrated timebuyers,

denied scarce 60-sec. availabilities, are likely to gobble the 20's up

fast. Many sponsors are caught short with no 20-sec. films readied.

# The sellers of spot time are countering the "network spot"

carriers with renewed claims for spot's unique capabilities: "We

can deliver—via other time segments—any audience wanted."

• No up-in-arms attitude leading to specific action can be dis-

cerned among stations and reps over the growing "network spot."

But such protests are very likely to spurt if current spot billings falter.

lillllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllW

two additional half hours (Tues., i

8:30 p.m.— unsold last year— an

Weds., 7:30-8 p.m.). The resul

of course, is reduced prime time sp<

tv availabilities.

Concern over the obliteration

station breaks has a real basis. Th
rising popularity of the one-hour fo

mat has already eliminated a numbf
of chainbreaks. This season, NB
will have three fewer chainbreaks pe

week, due to single sponsorship i

three shows: Steve Allen, Perry C
mo, and the Ford Specials. CBS T1

will reduce chainbreaks by on<

every other week, when Colgate

sole sponsor of the hour-long Perr

Mason show.

More comfort is found at ABC
where the network states it has wri

ten provisions into its contracts wit

sponsors of hour-long shows, provic

ing that on shows where there

dual sponsorship, the network re

serves the right to include a mid-hou

cut-away. Several ABC TV show

that last year eliminated the chah

break—including 77 Sunset Strip an<

Cheyenne—will this season have it re

stored, and contractual provision ha

been made in virtually all of AB(
TV's new programs. However, whethB

er the network will exercise its righ

to use chain-breaks in all shows, re

mains to be seen.

Even more acute than the concen

over chainbreaks, is the attentioi

with which alert broadcasters and ad

vertisers are watching the networl

spot carriers. As the accompanying

table shows, ABC TV put 54 minute

per week of commercial time on sal

in this type of show, NBC TV li

minutes, and CBS TV 13 minutes. A
present, the ABC TV nighttime avail

abilities are said to be 95% sold . .

CBS TV has only The Line-up left, o:

three programs in prime time it was

offering for multiple sponsorship . .

NBC TV is almost equally well but

toned up.

Why then hasn't there been more

outcry and distress from the stations

and the sales reps? "Prosperity" is

one answer—the spot sellers hav

been doing well enough on their own

hook to mute any real anguish in

their complaints.

Frank Pellegrin, vice president of

H-R Television and an active figurei

in the Station Representatives Assn.,

says: "I would hate to see us stir up,

(Please turn to page 50)
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FIGURES in Pulse-RAB study, show 40% of those having "fun in sun," as this couple on a Long Island, N.Y., beach, have portable radios

FOUR OUT OF 10 LOOK LIKE THIS
^ New RAB research reveals 40% of groups at beaches,

parks and picnic areas now take along portable radios

^ Huge sale of transistors (4.4 million in past year)

boosts radio's out-of-home listening to a record high

W hether they're on vacation,

away for the weekend, at the beach

or lolling in the backyard, a whop-

ping number of Americans are tuned

to portable radios. Radio Advertis-

ing Bureau reminds advertisers and

•agencies of this significant selling

• fact this week in reporting some new
out-of-home listening figures.

A survey conducted in 10 major

I cities by The Pulse at such tune-in

I
spots as beaches, parks and picnic

grounds shows that more than four

in 10 (40.8% ) pleasure-seeking

groups carried portable radios with

them, and more than seven in 10

( 75.3%) of the radios were tuned in.

The groups tended to be large, with

an average of 42.2 persons per group.

Outdoor and non-home tune-in

keeps attracting significantly larger

audiences, especially important to

advertisers who want to retain a year-

round impact despite mobility of

their listeners. Sindlinger & Co., for

example, reports that daily radio lis-

tenership exceeded tv viewing during

three consecutive weeks in July, with

12.5% of this listening attributed to

portable tune-in and 30% to auto

listening. The company anticipates

a continuing high rate of non-home

radio listening for August because

"more people are outdoors this sum-

mer, and more are turning from tv to

radio."'

Weekend portable listening, of

course, rises in comparison with week-

day radio tune-in, RAB notes. On
weekends, 43.2% of groups in rec-

reational areas have portables with a

tune-in of 79.3% at the time of the

interview. Mid-week figures, respec-

tively, are 39.7%? and 73.3%.

The trade association points out

that on the average summer day one

family in 10 visits a recreational area.

Transistor portables have boosted

this non-home tune-in. RAB reports

that almost 4.4 million were sold last

year, more than 1.6 million imported

from Japan.

It reports this radio circulation

pentration for non-home areas: 70 ri

of all pleasure boats. 70% of busi-

ness establishments. 30% of trucks,

more than 70% of all cars. ^
SPONSOR 22 august 1959 35



SECOND PART OF A TWO-PART SERIES

LOCAL SPORTS
ON TV/RADIO
CHALLENGES
NET AUDIENCES

^ Battle rages over network vs. local sports ; American

Tobacco supports its local strategy with rating data

^ Another scrimmage: between broadcasters and col-

leges over costs for radio rights, deemed "unrealistic"

I wo weeks ago, some 90,000 porta-

ble radios turned up on the banks of

Seattle's Lake Washington. With neg-

ligible exceptions, all were tuned to

the ninth annual running of the Gold

Cup hydroplane race on the lake. Tv
sets in Seattle (which hover around

a 9.6% summer Sunday average)

jumped to an unprecedented 73.5%.
All this points up one inescapable

fact: the hottest and heaviest impact

of air media sports is at the local

level. This is where advertisers are

getting their big payoffs in audiences,

merchandising and sales.

Four years ago. American Tobac-

co's experiments with regional cover-

age of college basketball on tv were a

trial-and-error proposition. Today's

pattern: a tight interlocking of mar-

kets where excitement for the "local

team" is guaranteed to be at fever

pitch. Coverage and merchandising

of Big Ten, Southwest and Middle At-

lantic Conference basketball games
by American Tobacco has been on

the increase in spite of a network de-

cline in college basketball coverage.

( NBC TV, as pointed out last week,

has doubled its basketball coverage

this year, but at the same time has

switched to pro games.)

BBDO supports its contention that

sports programing has a bigger im-

pact on the local level with these

rating comparisons:.

• Item: During the 1954-55 sea-

son, CBS TV's network coverage of

Big Ten games pulled an average

Nielsen rating of 7.8. In '57-'58,"

American Tobacco's Big Ten regional

network had an average rating of 13.

• Item: Last year, NBC televised a

series of college basketball games

which pulled an average Nielsen of 6.

Again American Tobacco's regional

coverage hit around 13.

American Tobacco co - sponsors

these games. Big Ten contests, for

example, are shared with a regional

advertiser, Standard Oil of Indiana

in 40 markets.

Regional advertisers kev local

sports programing to market expan-

sion. Says B. A. Schloemer, Hudi

pohl Beer a.e. at Stockton-West-Burl

hart in Cincinnati, "Dominant sport

programing is helpful in maintainin

entrenched markets as well as devel \

oping new or relatively weaker mai I

kets." Hudepohl pays $250,000 fol

rights alone (total cost: $750,000

1

to Cincinnati Redlegs on a five-statio]|l

network; in winter switches to pnjl

and college basketball on both radi< !

I

and tv.

Beers lead in the sports advertise I

ranks on the regional and local level
j

As one example, the U. S. Brewer I

Foundation notes that in majo:^

league baseball, beers sponsor 28 sepj

arate radio and tv broadcasts: ga:

and oil companies, 17; tobaccos, 16

I For complete rundown on basebal

sponsors, costs and rights, see "$2f|

million grand slam," SPONSOR, 2}\

March 1959.)

Looming bigger than ever before b

the increasing problem of charges foi

rights on the local level. It has be-

come particularly acute among coll

leges and hits radio hardest. While

tv rights to college games are conl

trolled by the NCAA, radio broad-l

casters and advertisers must still ne-;

gotiate directly with the schools.

As one station manager put it to
j

sponsor, "Colleges are charging;

prices which are completely unreal-:

istic today. These rights were sen

36 SPONSOR 22 august 19591
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I

.ears ago when games were not tele-

ised, and yet they still stand. Obvi-

>usly, these costs must be passed on

o the advertiser who, in many cases,

s just not willing to pay them any-

nore."

Here are some rights structures as

be) exist today for radio:

• Big Ten. Cited by most observ-

rs as unrealistic. Michigan charges

u<> and a half times a station's hour-

v rate for a single game I or about

1,000) ; Minnesota, Michigan State

nd Ohio, two times; Illinois. North-

vestern, Wisconsin and Iowa, one and

half times; Indiana and Purdue,

qual to the hourly rate.

• Southwestern Conference. Hum-
>le Oil Co., which handles the rights

o most of these games, pays approxi-

uately one and a half times the high-

est hourly rate for the radio rights.

• West Coast Conference. Schools

on the West Coast charge from 200-

300$ more than schools in other

areas.

• Big Eight. These fees are con-

sidered more realistic—$100 in the

case of all schools except Oklahoma

I which charges $200)

.

• Southeastern. Mississippi. Mis-

sissippi State. Kentucky, etc. also

charge a flat $100.

Both networks and local tv stations

continue to chafe under the NCAA
ban on all but 10 nationally televised

football games ( and a limit of three

regional dates for each area). NBC
TV. of course, which televises the na-

tional games (at a total cost of $5

million) thus loses a golden oppor-

tunity to showcase its color to the

fullest where it does the most good
and could cause the most excitement.

The wide variety of advertisers

profiting from sports programing is

probably nowhere better illustrated

than on the local level. Running
through local advertiser lists for its

Came of the Day baseball broadcasts,

Mutual notes banks, insurance com-
panies, home-building organizations,

loan firms, a pest control unit, three

commercial refrigeration companies,

a junk yard, a cement block manu-
facturer and auto accessory outlets.

The network also points to an Okla-

homa sheriff who campaigned for re-

election and a religious committee

that plugged for church attendance

via Came broadcasts.

Pointing out that "ladies like base-

l Please turn to page 50)
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NETWORK AUDIENCE TREND IN SPORTS
8,404

MILLIONS OF HOMES

5,940
5,984

LOCAL RATINGS are often reverse of network. Ameri-

can Tobacco doubles network NCAA basketball ratings in

local markets. Bowling ratings rise sharply at local level.

Except for boxing, special events pull largest network

audiences. Here are Bowl game average ratings for same

period (in millions of homes) : Rose—14,652; Sugar—
10,032; Orange—6,380; Senior—6,380; Cotton—6,072

3,740

2,640
2,992

2,552

1,327

I
BOXING BOXING BASKET- RODEO GOLF PRE GAME BASKET- BOWLING BOWLING GOLF GOLF HOCKEY

(Cavalcade (Wed. BALL (Texas (Crosby (Wheaties BALL (Bowling (Women's (All-Star, (All-Star, (Hockey
of Sports) Night

Fights)

(NBA All-

Star Game)
Champ-
ionship)

Tourn.) Sports

Page)

(NBA Pro) Stars) League) 1st V2 hr.) 2nd Vz hr.) Preview)

Source: A. C. Nielsen, Jan.-Feb. 1959.

'"HI Hllli|lll!lilllllllll!llilllllllllllillllllllllllllllllll!lllllllllllllllllllllllll!!llllillN
I

PONSO

R

22 august 1959

.

37



COMMUNITY CLUB GETS GRINS
^ Here's a case history of how the Community plan,

now used by over 300 stations, worked in Baltimore

^ In 4^2 years WITH, scheduling 3 cycles a year, has

had 13 million responses, paid out $130,000 in awards

#% nationwide system of promo-

tional merchandising has produced a

landslide of packages and profit for a

Baltimore radio station and its spon-

sors. The Community Club Awards,

an independent promotional plan

used by over 300 stations, has re-

corded better than 13 million re-

sponses for Baltimore's WITH and

has given over $130,000 to local

women's clubs for charitable use.

The idea, conceived four and a

half years ago in Norfolk, is aimed

at America's 20 million organized

ladies. The plan involves the pur-

chase, by listeners, of CCA sponsors'

products. The buyer then sends in

her wrapping, label, purchase slip or

other proof-of-purchase to the station

on behalf of her club. At the end of

each 13-week cycle the club with the

most dollar value in proofs-of-pur-

chase wins a $1,000 grand prize.

(There is also a modification to bene-

fit the smaller sized clubs.) In addi-

tion, $8,000 in runner-up prizes are

awarded.

Each CCA sponsor contracts for 15

spots a week for the cycle. Competi-

tive brands within one cycle are not

allowed. WITH runs three CCA cy-

cles a year and is now completing its

fourteenth cycle since adopting the

plan as a charter member.

At the beginning of each cycle CCA
circulates 100,000 copies of a booklet

SMILING FACES surrounding WITH's vice-president and general manager R. C. Embry are

Baltimore clubwomen who have received the end-of-cycle prizes in the CCA merchandising plan

containing one-page ads for each c

WITH's advertisers (at no extra co;

to the sponsor) to Baltimore houst

wives. This serves as a guide to tli

value of each proof-of-purchase. Th

regular commercial air time providt

the big push which sends housewivt

streaming to the stores.

WITH's part of the plan is a bi

one. Each 13-week cycle brings in

million proofs-of-purchase to the sti

tion. To handle this load, the statio

has its own Community Club Aware

department headed by Mary Koh
and a full-time staff. The departmei

receives and tabulates the proofs-o

purchase for the end-of-cycle banqut

at which the prizes are awarded. Tr

operation is conducted along lin<

laid out by one of CCA's 13 men i

the field at the inception of the pr<

gram.

WITH was the second of what ai

now over 300 CAA stations. Since

started its first cycle in 1955, the st

tion estimates that it has grossei

close to a million dollars throug,

CCA alone or better than $80,000 pt

cycle. Prizes cost $10,000 per eye.

and there is a fee for CCA service

R. C. Embry, v.p. and gen. mgr. <

WITH, attributes a great part of the

success with CCA to the fact that, "w

use newspapers, transit cards, bi

boards and newsletters, as well as ii

tensive on-the-air promotion. As a r

suit, we believe that the Baltimo

housewife is more aware of CCA tha

of any other similar merchandisir

system."

Merchandising of this sort is esp

cially popular with the advertiser I

says WITH, and provides good pu

lie relations and charitable comm
nity interest.

In late fall, SPONSOR will run

depth coverage story of CCA so th."

our readers may have a closer look
'

this rapidly expanding merchandi

ing idea.

CCA taps the potential of tl
l

20.000,000 clubwomen in 1959. Th

potential exists because a woman

"club activity" is her medium of e'J

pression, be it church, PTA, social

civic or charitable—and to her il

important. It's her major contrib

tion to her society.
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FOURTH IN A SIX-PART SERIES

Alemite puts all

in radio — wins

sales leadership

^ Stewart-Warner's 3 automotive items allot total

consumer ad budget of $1 million to net, spot radio

ff Successful sales format : five-minute news and sports

allows with long commercial copy aimed at men drivers

I he story of how three new prod-

id- in the highly competitive field

)f automotive accessories achieved

heir highest sales results in a reces-

lion year is also the story of radio,

[for this is the basic medium and the

•nly consumer advertising medium

I
mrchased by the Stewart-Warner

lorp., Chicago, to push its Alemite

.D-2. Kleen Treet and Alemite Cool-

[}ng System Conditioner. More than

jl million invested in radio last year

netted the company more sales than

II an\ previous year despite "a rather

lievere recession in the automotive

jnd petroleum industries."

i This is the assertion of Fred R.

[jlross, director of advertising for

Itewart-Warner and its various di-

visions. And these results, plus earlier

sales gains for the company on the

basis of extensive radio experience,

have led to his conclusion that radio

is a basic rather than a supplementary

medium. He uses it in pin-pointed

fashion: to reach men and only men.

He contends radio "is strong enough

to carry the full responsibility for

building consumer demand for a

product" for three major reasons.

1. "I know of no region in the

U. S., with a few freak exceptions,

that isn't covered by radio signals."

2. "The circulation figures for

radio are still going up. According

to the latest RAB figures, there are

146.2 million working order radio sets

in the country today, 37.9 million of

which are in cars."

3. "Radio is reasonably enough

priced to enable one to buy a lot of

frequency of exposure in his message

without a colossal budget. And since

an oral commercial is a fleeting mes-

sage that you can't go back and read

again, frequent repetition is vitally

important."

These precepts for the use of radio

form the buying base of the Alemite

advertising tactic. The company's

strategy this year is to combine net-

work and spot in some 250 markets

with a five-minute program format

which allows for the use of a live per-

sonality in combination with live and

transcribed commercials.

The bulk of the radio budget dur-

ing the first half of this vear went to

a daily series of four five-minute pro-

grams aired by CBS Radio on its

200-plus affiliated stations. For 26

weeks, these national personalities

—

Rusty Draper, Ned Calmer, Phil Riz-

uto and Eric Severeid— conducted

w ide-appeal news, sports and music

vignettes which reached a wide seg-

ment of the network "s listening audi-

ence with frequency and personal

identification. Spot programing in

some 25 markets supplemented this
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NETWORK SPAN THE NATION
WITH GREATEST CAMPAIGN IN AUTOMOTIVE ADDITIVE HISTOI

SPONSOR POINTS TO FOUR STAR PROGRAMS

AS EVEN BIGGER, MORE CONCENTRATED EFFORT

THAN "OPERATION ALEMITE RADIO '58"!

Niw Shows AM at More Tttan

7 Million Motorists Eray Week!

2! SJeraits Stows to

Blanket Nation Weekly!

FAMED CBS PERSONALITIES HELP SELL ALEMITE!

DEALER PROMOTION includes (I) Operation Alemite Radio with

sales aids for Alemite CD-2, Kleen Treet and Cooling System Condi-

tioner. Trade ads (r), like this in Gasoline Retailer, plugged radio

AtHtUf'S'ttlC SCVAPCm >NS TK

Alt MITE PREDICTS

BIG PROFIT YEAH

IN 1953! >
I

portion of the advertising strategy.

During the second half of this year,

Alemite is re-scheduling its radio

commercials and placing most of its

money in spot newscasts and sport-

casts with local personalities in some

50 major market areas. Its sports

feature on CBS continues, however,

because Stewart-Warner has found

Phil Rizzuto highly merchandisable

with its dealers, wholesalers and job-

bers. The spot schedule calls for

straight announcements in some mar-

kets, but the predominant pattern is

the five-minute program.

In Mr. Cross' opinion, "The five-

minute newscast forms an ideal

framework for a one-minute com-

mercial, but it also puts the commer-

cial somewhat on the spot. It must

not be trite or commonplace or it

will seem entirely out of place in its

setting. It must be as crisp and

newsy and factual as the news itself,

and couched in simple, lucid language

or the listener won't understand our

story or be convinced that he should

give our product a trial."

40

The five-minute program format

continues because Mr. Cross and his

advertising associates at the company
and at the agency, MacFarland, Ave-

yard in Chicago, agree that long

copy is a "must" for the products

which Stewart-Warner is selling.

CD-2, the motor oil additive which

set out six years ago to buck long-

entrenched competition, set the pat-

tern for detailed radio descriptions of

its value. As Mr. Gross says, "We
knew if we hoped to sell CD-2 against

competition, we had to explain clearly

what our product will do and what

.

makes it different. That simply can-

not be done in 10 or 20 seconds."

This same need is reflected in the

copy points used for the other prod-

ucts which were added to the line two

years ago—Kleen Treet, a gasoline

additive, and Alemite Cooling Sys-

tem Conditioner—and to a new one

which is currently being test-mar-

keted, Hi-Po, an additive for auto-

matic transmissions to rejuvenate

fluid.

Alemite established a series of new
radio guideposts after the initial ra-

dio introduction of its CD-2, even

though the company had been a

steady radio sponsor since 1937. In

that early year it pulled its money
from magazines and put it into net

work radio with the highly successfu

"Horace Heidt for Alemite" cam
paign. Even in those days, the en

tire consumer budget went to radio

Some of the lessons learned then car

ried over to the much later era o

introducing CD-2.

The company late in 1953 isolated

the nature of its distribution prob-

lem with its 35 Alemite distributors

who. in turn, sold the product to auto-

motive jobbers (who resold the prod-

uct to garages, service stations and

car dealers). After experimenting

with some spot radio for the new

item, it bought a specially packaged

show offered by NBC Radio with

John Cameron Swayze in a nighttime

five-minute newscast.

Printed promotion of this national

network radio effort went to 200,000

service stations and car dealers, with

the program extending over two sea-

sons. During this time the head-
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Imiarters advertising opera l ion worked

closel) with distributors and the fol-

Howing \ear the shift ol ad emphasis

jut'itl from national to local. Dis-

tributors as'-ed for advertising sup-

port for media lhe\ themselves pre-

ferred and handled their ad program

fecally. The end result of this two-

hear effort was "a rather chaotic state

[for our advertising and patience was

'tried to the breaking point!" says Mr.

Cross.

This is what he told other members

[of the Automotive Advertisers Coun-

cil at their annual meeting last May.

|His solution to the dilemma: organ-

ize and conduct campaigns from

[headquarters. And. "believe it or

' not. a lot of our distributors got tired

Fof being advertising experts and glad-

Lb turned the whole job back to us!

They decided there was just too much
Iwork connected with it . . . and too

much risk." Cross told the AAC.
Ibis is when the real radio con-

centration started — the final push

which put CD-2 over the top and

which led to the introduction and

sales success of the other items in the

line. In 1957. Stewart-Warner formed

four blitz crews of four men each

and sent them into the field to work

on weak distribution problems with

jobber salesmen in calling on and

^elling the retail trade. During and

a'ter their visits, saturation radio

backed their efforts locally and deal-

ers' names and addresses were men-

tioned in tags.

By 1958. Mr. Cross— combining

his lessons learned in earlier network

sponsorship and in the CD-2 push

and experimentation—had developed

these five guideposts for his radio

advertising.

1. Continuitv of advertising had

proved to be all important. Auto-

mot i\e packaged products like ours

must have frequent, consistent, vear-

round advertising support to main-

tain jobber and dealer enthusiasm

and customer demand.

2. "We decided, from experience,

that radio was the most productive

medium for us. It got quick action

from customers and was highlv mer-

chandisable to dealers. Television

could deliver excellent results al-o.

but it was too expensive for us to

buy on a sustained basis."

3. "Our advertising should be di-

rected as much as possible to an all-

male audience. Women simply do

not buy this t\pe of product."

4. "Our radio advertising seemed

to work best when we talked to a man
while he was driving his car. There-

fore, whenever we bought radio time,

it had become our standard practice

NETWORK RADIO sparked first half of 1959, with four five-minute shows daily on 200 CBS stations. Contract signers (I to r): W. E. Adams,

acct. supvr. MacFarland, Aveyard agency, Chic; Charles Adell, CBS sales; R. K. Byers, exec v. p., M-A; Roger Houston, CBS mgr. net radio

sales; F. R. Cross dir of adv., Stewart-Warner; E. N. Robinson, mgr., mktg. div. (seated) W. A. Brown, v. p.-gen. mgr., Alemite-lnstrument div.
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HOW 3 OTHER AUTO PRODUCTS USE RADIO

F. R. Cross, director of advertising for the Stewart-Warner Corp., iskei colieagues in Automotive Adver-
tisers Council to tell how the/ have used radio and what they've learned from it. Here are three answers:

AUTOMOTIVE DIV., ELECTRIC STORAGE BATTERY CO., PHILA.

G. W. Linn, advertising manager: Out

last experience with radio was a limited spot radio

program for Exide running from August, 1957, to

January, 1958. We used 18 50,000 watt stations

in major markets across the country, our basic plan

being to run four 10-second and one one-minute

spots a week. The 10-second recorded spots were

light and humorous, the voice being patterned after

well-known people such as Humphrey Bogart, Basil

Rathbone, Edward G. Robinson.

The program was very well received by our dis-

tributors and salesmen, and generated considerably

more comment both ivithin and outside the com-

pany than any other advertising we ever used.

Even though we used only 18 stations, the area

covered was big enough to persuade us to announce

the program to all distributors and dealers. The

cost for time was approximately $10,000 per month.

Here is what I can recall of the "lessons learned" :

1. Start to buy time as early as possible; good

time during heavy traffic hours is liard to obtain.

3. To get good coverage of car sets, buy time

from 1 to 9 a.m.

3. The type of commercials you use will con-

tril ute a lot to your success.

4. Get merchandising assistance from stations.

2. OLIN MATHIESON CHEMICAL CO., BALTIMORE

Richard Carr, advertising manager: Anti-

freeze is our major automotive product. This is

divided into two areas: private and our own Pyro

brand. In volume, private label is much the larger.

Naturally we do not advertise our customers'

brands; our promotion is fundamentally for anti-

freeze in general. This promotion is focused on

draining and cleaning the radiators in the spring

and fall, and installing anti-freeze early in the fall,

with an adequate service job. Last year we used

recorded Peter Lorre spots on Monitor (NBC
Radio) in the spring to warn car owners of the

dangers of leaving anti-freeze in. The preceding

year we used Miss Monitor, tvho was then in vogue,

to tie-in early anti-freeze buying with her tempera-

ture reports.

We hope our radio advertising did persuade

some car owners to take the desired action. But

the real benefit we derived was from intriguing our

private-label customers. Both promotions were well

received and our customers made generous use of

cur point-of-sale tie-in material. Some of our sales

success is credited to our ability to provide good

promotion.

Our radio advertising for our own brand has

consisted of buying spots in those markets where

our distribution seemed to justify it. Its usefulness

to. us is basically as a sales tool with our jobbers.

CHAMPION SPARK PLUG CO., TOLEDO

E. F. R. Horner, sales promotion man-
ager: We are buying one-minute spots in ap-

proximately 40 major markets between 7 and 9 a.m.

and 5 and 7 p.m. We hope to reach prospects in

their cars when they are likely to be thinking about

them. We are also hoping to influence dealers who

will probably hear our messages, because many

keep the radio on at all times.

Our tests showed a definite awareness of both

motorists and dealers of the sales messages we de-

livered. They have also proved to us that it is

necessary to keep the message simple and to the

point to have it click.

Radio has great flexibility, which is ideal for us

in that we can hit spots within a couple of days

after a race victory, or schedule it to tie in with

any special merchandising requirement.

We have made a sincere effort to keep our own

people aware of our program by giving them a com-

plete listing of the stations carrying our messages,

time schedules, transcripts of the commercials and,

if desired, platters to be used at sales meetings.
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when possible to buy between 6:30

and 8 :30 a.m. and 4 :30 to 6 :30 p.m. to

catch men going to and from work."

5. "The ideal vehicle and unit of

time, for our kind of product and

our budget, seemed to be a five-min-

ute newscast. It gave us an oppor-

tunity to establish a pattern that

would be recognizable all over the

country, with a characteristic open-

ing and close that would build strong

Stewart-Warner and Alemite Corpor-

ation prestige and identity."

These lessons predicated allocation

of the entire ad budget to radio on

behalf of the chemical products in

1958. In Mr. Cross' opinion, "radio is

a fine advertising vehicle for a con-

sumer item which is sold in the auto-

motive after-market, especially if it

is handled by a service station." Much
of this conviction was spurred by

special Radio Advertising Bureau re-

search material, which he discussed

in the speech before the Automotive

Advertisers Council. Some o{ the

highlights of the RAB survey which

he extracted for his colleagues appear

below.

The survey was made with 9,041

car drivers who bought gas or some
other product from 30 service stations

in Baltimore, Detroit, Dallas and San
Francisco during a one-week period.

On the day the drivers drove in

and made a purchase, before buying

54.2% had listened to radio, 44.5%
had seen a newspaper, 14.6% had
watched tv and 9.8% had looked at

a magazine. When asked if they had
been exposed to the medium for 16

minutes or more, 42.5% said yes for

radio, 28.7% for newspapers, 12.8%
for tv and 6.1% for magazines. Of
all the customers who had been

reached by these media 30 minutes

before the purchase. 33.6% had been

reached by radio, 5.1% by news-

papers, 3.6% by tv and 1.1% by

magazines.

In a special new analysis <>1 Lhis

survey. RAB last week released lis-

tening figures for the men interviewed

before making a purchase at the

gasoline stations.

Radio accounted for 63.4' '< of l!,

total lime men spent with all id

mi ilia on the day of the purchase

before they bought anything. Other

conclusions: more than half (55.4$ '

of the men listen to radio the da)

the) buy bejore the\ buy; 42.8' ,

listen to radio within two hours be-

fore the purchase, and 35.4% hear

radio within 30 minutes of the buy-

ing transaction.

It's this loyal audience of men
which Alemite is buying.

To take maximum advantage of

this male audience on wheels, Mr.

Cross sticks to his long-copy concept

and a straight sell rather than enter-

tainment. In reporting to his auto-

motive colleagues, he cautioned then?

to use light and semi-humorous

announcements with restraint, even

though some are needed to add va-

riety and avoid monotony. "But it

isn't >our province to entertain; you

are on radio to sell," Cross reminded.

"You can work out a good musical

commercial or some distinguishing

mark. But don't ever believe that

you can't make a lot of sales by a

straightforward, sincere message

about what your product can do for

the listener. We've used a lot of

straight, down-to-earth sales talks

and I know the) work!"

His final counsel: "You've got to

have enough time to tell the advan-

tages that make your product differ-

ent from the others, or you won't

[Please turn to page 51 I

NETWORK AND SPOT RADIO get heavy merchandising support from stations. Compaign

is integrated at Chicago headquarters by ( I to r) W. E. Adams and W. C. Power of the

agency; Fred Cross, Stewart-Warner ad director; R. F. Burke, Alemite div. adv. mgr.
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RAB's KEVIN SWEENEY SAYS . . .

r^s with the advertising of any special-appeal product.

Alemite must target a specific audience with accuracy and

economy. To reach its potential customers—men—Alemite

relies almost exclusively on radio. Literally hundreds of other

advertisers also are taking advantage of radio's ability to pin-

point the prospects—whether they are men. /corking women,

young marrieds, suburban home-owners or housewives'. What-

ever the consumer target, radio can select it—and sell it. As Ale-

mite's Mr. Cross puts it. radio gels 'quick action from cus-

tomers'—the kind of action that built Alemite CD-2 to first

place among all products of its type and the highest sales in

its history."

liiilllUI
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$210,000 for tv's 7 a.m. audience

^ Insurance Company of North America needs male

prospects, female interest, dealer enthusiasm and tie-ins

^ So this fall's campaign concentrates in early-morn-

ing net tv to get males, intrigue women, spur dealers

A
Blessings on this house

ujith its

Simplified
Security

byiNA

MALE IDENTIFICATION is aim of cartoons, with light theme designed to intrigue women

THEY SELL MALES IN DAYTIME

Advertiser Participations Cross outlays

Evinrude (Outboard Marine) 120 (5 years) $840,000

Ins. Co. of No. America 104 (4 years) 705,000

Niagara (Therapeutic Chairs) 65 (2 years) 390,000

Barclay (plastic garden panels) 31 (1 year) 186,000

Amer. Petroleum Inst. 30 (1 year) 234,000

Rolling Green Ridge (real estate) 13 (1 year) 78,000

Alliance Mfg. (garage openers) 10 (2 years) 75,000

Maremont Mufflers 10 11 year) 75,000

yum

44

*On NBC TV's Today.
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A supposedly conservative company
is counting on cartoons like the one

on this page to intrigue an adult audi-

ence in a 7 a.m. tv show. You might

figure it would take a brave agency

and an understanding client.

Yet N. W. Ayer is taking just this

course for Insurance Co. of North

America in NBC TV's Today show,

Moreover, both agency and sponso

expect results from the campaign

(spotted opposite kiddie- and mother-

oriented Captain Kangaroo on CBS
TV) to be just wonderful.

Three commercials (keyed to Whit-

ney Darrow drawings) are rotated in

28 one-minute participations from 13

July to 24 November. Cost, by SPON-

SOR estimate: $210,000. In this buy
(now in its fourth year) the company
is after more than merely duplicating

nighttime audience conditions. Hen
a nutshell, is what INA gets,

?re.

ac-

to ad manager Frank Har-

m
cording

rington:

• Housewives (who are not easily

excited by the subject of insurance).

• Males, who make most such de-

cisions (and account for 30% of the

audience North America gets at that

time, according to ARB).
• A dealer pepper-upper, not only

a bracer for the day's work but a

set-up for local agent tie-ins and a

vehicle for merchandising to them.

• A certain number of peripatetic

businessmen las well as agents)

whose traveling takes them away
from home but not from home in-

fluences. (Advertest reports that

nine out of 10 business executives

have tv sets in their hotel rooms while

on business trips, that four out of 10

watch Today.)

To make this whole audience mix
respond and interact has involved

trial and error, experimentation,

change of pace. Where the entire

thing stands or falls is in commercial

approach, dealer promotions, tie-in

advertising.

Total emphasis in North America's

tv copy is on a package policy for

homeowners and tenants. Though in-

troduced state by state in 1950, the

concept was still something of a nov-

elty in 1956 when the company
brought it to tv to solve the dealer

and consumer problems outlined
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above. At the time, straight nuts-and-

bolts copy was deemed necessary.

"In moving into our fourth year

on tv, a little more leeway not only

seemed possible hut actually desir-

able," says Bob Murphey. account ex-

ecutive at A\er. "The cartoon ap-

proach is not new for insurance com-

panies. Travelers, for example, has

used it extensively. But, for us, it

solves certain basic problems." Here,

according to Murphey, is what the

new copy approach provides:

(1) A talking point for agents.

The Darrow cartoons are a conversa-

tion opener, a reason to talk about

the commercials ( and the commer-
cials' message). In addition, they are

something to link local tie-in spots to.

(2) A way of drawing women into

the copy. This has always been a big

problem because of the lack of female

interest in the subject.

(3) An improvement on the stand-

ard "family appeal" of insurance ad-

vertising, "which tries to pull every-

one in with pictures of everything

from the whole family piled into the

family car to roasting hot dogs in the

backyard." Murphey feels people are

mentally blocking out this kind of

"sweetness and light" approach, but

will accept a switch to the same sub-

ject in a lighter vein.

Biggest stumbling block to making

a switch to humor is cost. Any ad-

man knows that humor is expensive.

Settling on the cartoon approach by a

well-known artist ruled out the ne-

cessity of having to go to animation,

but it involved projection problems.

The usual method, rear screen

projection, was considered too static.

"Merely popping one drawing on af-

ter another," says Jerry Siref, Ayer
tv radio producer, "wouldn't give us

the continuity, flow and emphasis that

we were after. So we went to Cello-

matic. This is a process that closely

resembles rear projection, but the

mounting technique ( black-and-white

positive mounted on clear acetate,

then on frame) makes it possible to

achieve such 'opticals' as round and
square irises, wipes, dissolves, crawds

and supers."

"Going hog wild with opticals,"

says Siref, "would have impeded

|
rather than enhanced the flow of

copy which, on the average, calls for

|
10 frame changes in 60 seconds. We

|
use roughly two per commercial, prin-

(Please turn to page 55)
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RADIO, AND RADIO ONLY,
FILLS FLORIDA THEATERS

f\n idea which originated two

years ago in a conference between

former NBC pres. Niles Tramell. now
president of Biscayne Television

Corp., owners of WCKR, Miami, and

officials of Florida State Theaters,

seems bound to influence future use

of radio advertising by movie theater

operators throughout the country.

WCKR, which held its third "The-

ater Party" promotion on 22 May.

filled Miami's 2.123-seat Olympia to

capacity and had to turn away hun-

dreds of ticket requests.

Florida State Theaters, delighted

with the "Theater Party" success,

have arranged similar functions

throughout the state. Walter Tremor
of the theater chain wires, "This is

probably the finest cooperative ven-

ture we have ever done. Theater Par-

ties tremendously successful in every

instance. Tampa station WFLA and

Tampa Theater manager Joe Taylor

delighted with near capacity turnout.

Equally happy were Davtona station

WMFJ and manager Daytona The-

ater Ted Chapin. Also Gainesville

WRUF and Florida Theater manager
Ed Roberts. Orlando station WABR
and Eeacham manager Walter Coby

report that they had great success."

Here is how the "Theater Party'

has been working at WCKR. Sponsor

I Florida State I selects a top grade

movie that, despite its merit, is hard

to sell I i.e.. Home Before Dark, The

Young Philadelphians i . and turns

over the 01) tnpia Theater to the sta-

tion for an early morning show, pre-

viewing the picture. WCKR airs spot

announcements two weeks in advance

inviting listeners to the preview, and

offering tickets to those writing to the

station (no other promotion in other

media is used ) . Announcements also

feature door prizes and souvenirs are

donated by theater.

At its kst theater party, requests

for tickets exceeded theater capacity

2 1/) days before show time. Audience,

numbering 2,123, was 90% adult

(early morning time excluded school

kids). Following the preview, the

station recorded audience reactions

in a lobby interview, and commercials

for the picture were made from these

tapes. Smash hit character of the

promotion has generated plans for

a fourth party in the near future,

and NBC is reported interested in a

country-wide adaptation. ^

WCKR listeners began lining up at 7:30 a.m. for 8:30 Theater Party showing the The Young

Philadelphians. 15 minutes before curtain the line was a block long on Miami's main street



How radio gets big audiences
^ Charts from Air Media Basics dramatize power of

am outlets in amassing large audiences in a short time

^ Average station reaches about half its market and

about 90% of its total listening audience within a week

I here's one thing about radio you
have to understand, and if you don't

understand it, you don't understand
radio.

It's this: It doesn't mean anything

to measure the audience to one an-

nouncement or one broadcast. Radio

must be looked at as a medium whose

audiences are piled up for the adver-

tiser—time period by time period,

spot by spot. With the saturation

techniques in use, the audiences ac-

cumulated can mount up to hefty

totals.

There's not much argument about

radio's ability to build an audience.

The really important question is: how

fast can radio build this audience?

Some answers to these questions

can be found in sponsor's Air Media
Basics, published at the end of last

month. Two charts from the section

on "Spot radio's cumulative audi-

ence" are reproduced on these two
pages.

The chart below, couched in terms

of total coverage, provides a good
idea of the speed with which a sta-

tion can reach its total audience. The
chart at right shows what percent of

a defined market area stations can
reach daily and weekly.

The first chart, taken from NCS
No. 2, shows some consistent patterns.

On the basis of this it is safe to gen-

eralize that:

• A station reaches its total audi-

ence in a month. (Nielsen 12-week
figures show only slight additions to

the monthly total. I

• A station reaches about 90% of

its total audience in a week.

• A station's daytime daily audi-

ence is about half of its total audi-

ence.

In other words, a station reaches

close to its total audience damn quick.

The other chart also shows some
consistent patterns. Measuring the

metropolitan areas of nine represen-

tative markets scattered around the

country, Pulse shows:

• The average station reaches

about one out of four homes in a

market daily.

• The average station reaches

about one out of two homes in a mar-
ket weekly.

The Pulse figures, however, show
the range of market penetration to be

HOW STATION AUDIENCES MOUNT IN A MONTH

Station circulation (homes reached) in six markets

Daily

Market Rank Day Night Weekly Monthly

New York
Top station 1,287,530 763,830 1,840,200 1,966,580

Median station 614,090 432,220 948,540 1,003,270

Chicago
Top station 826,580 465,440 1.497,710 1,663,050

Median station 521,170 307,490 935,190 1,031,100

Houston
Top station 125,960 59,420 214,730 234,140

Median station 45,610 21,010 94,330 104,750

New Orleans
Top station 249.120 241,750 525,700 596,110

Median station 45,970 21,700 84,590 91,700

San Diego
Top station 46,150 22,950 81.600 94.350

Median station 36,970 11,730 72.680 81.350

Dayton
Top station 87,750 29,710 151,410 170,640

Median station 42,620 19.260 83,190 95,400

Data above come from NCS No. 2 (Spring, 1956), show different homes reached over various periods of time. Stations

are ranked according to weekly circulation. Note that weekly figures range about 90% of monthly reach. Nielsen 12-

week figures indicate slight additions but for all practical purposes stations generally reach total audience in a week

46 SPONSOR 22 august 1959



i^!!l[|il!!IIJ!l!llJlll!!lll!lllllll!ll!!IIIIJIIIIII^ I

STATIONS CAN REACH 80% OF MARKET WEEKLY

Daily, weekly penetration of radio stations in nine markets

AVERAGE
HIGH

LOW

AVERAGE
HIGH

LOW

AVERAGE
HIGH

LOW

Albany-Troy-Schenectady
(7 Stations)

DAILY WEEKLY

Buffalo
(8 Stations)

DAILY WEEKLY

Baltimore
HO Stations)

DAILY WEEKLY

27.77 52.65 27.66 49.78 21.48 41.52

45.7 75.7 58.3 80.3 41.7 72.9

7.1 16.8 9.6 21.3 3.0 8.1

Chattanooga
16 Stations)

DAILY WEEKLY

Cleveland
18 Stations)

DAILY WEEKLY

c
(7

DAILY

olumbus
Stations )

WEEKLY

30.7 18.:;:: 27.48 52.0 15.6 30.2

44.2 86.2 45.9 78.6 29.72 55.07

i :..f. 30.2 8.1 19.7 9.8 25.9

(8

DAILY

Dallas

Stations)
WEEKLY

(11

DAILY

Denver
Stations)

WEEKLY

Sacramento
(6 Stations

DAILY
)

WEEKLY

28.95 49.7 24.07 48.33 32.55 62.38

67.9 85.2 50.3 77.2 43.7 77.4

3.8 8.2 6.9 15.8 20.3 37.6

These Pulse figures, taken from surveys during the October. 1958 through January, 1959 period, show percent

of homes reached in market area surveyed during average day and week. Stations can hit 80% of homes weekly

lll|[||ll!llll!lllflllll!lll!lllll!l!IJi

considerable among the stations. In

the nine markets measured weekly

reach goes from less than 10% to

more than 80%.
Except for the Nielsen breakdown

of daily day and night audiences,

these figures cover the entire broad-

cast day. Most advertisers concen-

trate campaigns within certain time

blocks.

Some hints about station reach

during three-hour day-parts are given

in another Air Media Basics chart

(see bottom of page 52 in that issue)

.

In this study, taken from a special

Nielsen analysis for SPONSOR, four

stations in as many markets were

looked at. A different day-part was

chosen for each station. Though the

stations were picked at random, each

one reached about 10% of the mar-

ket in a weeks time. The four-week

cume showed a greater variation,

with market penetration going from
17 to 25 7o.

The difference in market penetra-

tion is not necessarily indicative of a

station's ratings. Which brings us to

another important measure of a sta-

tion's ability to reach people: fre-

quency.

In the day-part study cited above,

a New York network station reached

a four-week cume of 18.4% while the

station's average listening home was

hit by 34.6 broadcasts during that

period.

A Columbus, O. indie, with the

same average per-broadcast rating,

boasted a four-week cume of 25.2. But

the number of broadcasts per home
was only 25.

The explanation: The New York
station had less turnover in audience,

hence, each home in its audience was
reached more times than in the case

of the Columbus outlet. In other

words, the New York station had a

more loyal audience.

A loyal audience is neither good

nor bad. It depends on what the

advertiser wants—audience turnover

or frequency.

In actual practice, most radio ad-

vertisers want both. Which is why
clients buy more than one station

per market if they can afford it.

This brings up one more important

question about cume radio audiences:

How many stations in a market do

\ou have to buy to reach a given per-

cent of the homes in that market?

The answer, of course, varies. You
can take a look at figures, such as

those in the charts on these two

pages, and get a rough idea. For

further clues on gaining audience

over a period of time see Get more
reach from prime time radio buys,

sponsor, 7 March 1959. p. 44.

Clients can also get special tabula-

tions of unduplicated homes reached

h\ specific campaigns on specific sta-

tions— which arc among the services

supplied by the A. C. Nielsen Co. ^
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D O M I A T E S
CENTRAL NEW YORK

WSYR-TV ALONE DELIVERS 44,287

MORE HOMES THAN ITS COMPETITOR
•

WSYR-TV AND ITS SATELLITE,

WSYE-TV, DELIVER 73,089 MORE

HOMES THAN ITS COMPETITOR
*AII figures NCS No. 3, weekly circulation.

Get the Full Story from HARRINGTON, RIGHTER & PARSONS
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NET TV
{Continued from page 34)

the feeling that spot is so tight that

advertisers will go away and use

some other medium."

Likewise, an important station op-

erator, even while registering his dis-

content with the growing tide of spot

carriers, says: "From the standpoint

of the network and some advertisers,

I can well understand it—and it is,

in ways, a good thing for tv." But he

adds that one reason there hasn't

been more protest from station peo-

ple is that they don't seem fully aware

of the growth and scope of the net

spot carriers.

Paul H. Raymer. president of the

rep firm of his own name, says:

"There's unquestionably less time

available for us to sell. So far as

steps to combat the networks, it is a

long contest—and I have long felt we
need a national bureau fighting sole-

ly for spot. However, the difficulty is

defining what is spot and what is

network. You can't blame the net-

works if they can make money selling

short announcements."

Quiescence on the part of the sta-

tion reps is due partly to the fact that

it has already proposed its Station

Reserved Time plan to the FCC, in

the course of that body's option-time

hearings: a plan that would forbid

stations to give, or networks to use,

one "reserved" station hour per quar-

ter-day. Frank Pellegrin says: "We'll

see how we do with that. But we're

not exactly helpless—we have reme-

dies if the situation gets desperate."

The situation obviously won't get

desperate while individual stations

are doing their present land-office

business. The dearth of good night-

time spots has forced many adver-

tisers into daytime and other periods

they would otherwise never had tried,

and more than a trickle of stations

have already increased their ^ne-min-

ute spot announcement rates.

What local stations will have to

guard against is the burgeoning atti-

tude as expressed by one timebuyer:

"Sure, they tell you you can do as

well—accumulate the same audience

as a nighttime viewership—by taking

odds and ends of spots. And the more

you move into unknown areas—areas

least documented by research, the less

you know. And consequently, you

are pulled toward other media. ^

SPORTS
(Continued from page 37)

ball, too," Mutual even lists women's

clothing stores, drug chains, bakeries,

beauty salons, dry cleaning establish-

ments, grocery and supermarket

chains, hotels, motels and jewelers.

Minor League advertisers report simi-

lar advertisers in tv, though the bulk

of these sponsorships are regional

beers.

Perhaps the most rapidly multiply-

ing type of sports programing on the

local tv level is bowling. Reasons for

the bumper crop of bowling shows

springing up are: (1) growing popu-

larity of the sport, (2) increasing

number of women bowlers, (3) low

production costs, ranging from $800

(see sponsor, p. 34, 25 April 1959).

(Ironically, the advertiser who gave

network bowling its biggest impetus

—American Machine & Foundry

—

probably will not sponsor Bowling

Stars, its vehicle of two years, on

ABC TV this fall. Feeling it has

worked on the bowling public long

enough with its filmed show, the

bowling equipment manufacturer now
aims at drawing non-bowlers to the

sport. Instead, it will sponsor tv

I

i

Servicing and Selling

•i

H TRANSCONTINENT TELEVISION CORPORATION
n Offices: 15 East 47th Street, New York City, PLaza 1-3030 • 70 Niagara Street, Buffalo, MOhawk 2600



shows of a general nature and con-

tinue its spot radio campaign.

Off-beat advertisers are balanced

by an increasing number of off-beat

sports contests, some completely for-

eign to the U. S. Take, for example,

the jai alai package taped in Tijuana

which is now being run by several

stations (including New York's

WNTA-TV), a cricket match recently

televised by KTTV in Los Angeles'

Griffith Park.

Another innovation on the sports

horizon: baseball in the winter. Two
video-tape packages are now making

the rounds. Already set in 20 mar-

kets (including New York, Los An-

geles, Chicago) is a Cuban League

baseball series, Winter League Base-

ball. Vying with this package will be

Pete De Met's hour-long edited ver-

sion of baseball games from the sea-

son just ended.

Such developments on the sports

scene indicate the sky's the limit

where innovations are concerned.

With more and more dollars rolling

into sports programing, the coming

year will unquestionably see sports

getting its biggest push to date from

air media. ^

ALEMITE
(Continued from page 43)

sell. Just repeating the name and a

slogan isn't enough unless you've got

a Coca-Cola or a Salerno Butter

Cooky."

Live commercials are used exclu-

sively on network programing, but

at the local level the client prefers to

have the local newscaster handle the

commercial copy from a script sup-

plied by the advertising agency.

Whenever possible, the news or sports

show opens and closes with a tran-

scribed musical jingle. The sign-off

copy: Get a bright drive, a right

drive, feel that power come alive!

Your car runs smoother and your

car runs right, or get your money-

back from Alemite, a division of

Stewart-Warner Corporation.

All radio advertising aimed at the

company's customers is promoted to

retailers, wholesalers and jobbers in

a variety of ways. Bulletins and pro-

motion kits with suggested ad ma-

terials and displays go out frequent-

ly; supporting ads in trade papers are

used to reach Alemite customers.

Stations cooperate in the com-

pany's merchandising program, us-

ually limiting their efforts to mailing,

occasional meetings and sales sessions.

One of the company's star "sales-

men" is Phil Rizzuto. who attends

automotive conventions, autographs

baseballs at public events and serves

as a company spokesman. Company-

sponsored local personalities at the

local level do the same.

Ad director Cross, concluding 'hat

radio is a basic medium with certain

characteristics which makes it especi-

ally attractive to automotive adver-

tisers," says the "best way to use ra-

dio is the way that fits in best with

your over-all objective." He and his

colleagues think they've found the

answer for the Alemite products.

But to help round out his own

checkpoints for radio success he

queried other advertising managers

of automotive companies to see how

they are using the medium. His sum-

mary of how three companies and

their spokesmen—E. F. R. Horner of

Champion Spark Plug, Richard Carr

of Olin Mathieson Chemical and G.

W. Linn of the Automotive Div. of

the Electric Storage Battery Co.

—

regard and use radio appears in the

box on page 42. ^

1 I

he Markets ofAmerica

Buffalo, N. Y. WGR-TV, WGR • Rochester, N. Y. WROC-TV

Scranton-Wilkes-Barrc, Pa. WNEP-TV • Harrisonburg, Va. WSVA-TV, WSVA

San Diego, Calif. KFMB-TV, KFMB • Bakersfield, Calif. KERO-TV

r*fc

REPRESENTED BY EDWARD RETRY & CO., INC.



As broadcast-print competition grows, SPONSOR'ASKS:

How can broadcast

attract more co-op
Station and promotion men discuss

means of more effectively selling

broadcast to manufacturers and
retailers who do co-op advertising

Robert Hyland, v.p., CBS radio and

general manager, KMOX, St. Louis

Radio can play an increasing role

in national and local co-op advertis-

ing by two means: aggressively pre-

senting its story to advertisers whose

co-op plans are traditionally based on

print, and streamlining traffic and

billing procedures to serve those ad-

vertisers efficiently once the accounts

are on the air.

Through dealer

contacts and

merchandising

folloiv-through

At KMOX, we have attracted co-

op dollars in the hard goods, ap-

pliances, furniture, food, and drugs

fields through making clear how
much of the market these advertisers

are missing by confining their plans

to newspapers. "The Voice of St.

Louis" continually works to arouse

interest in the impact of our stations

at the local retail and regional dis-

tributorship level. Selling the men
who sell the consumer in your home
market is the primary step in this

effort.

These local retailers and regional

distributors must be shown, both

through research and working exam-

ple, how impact and readership of

newspaper advertising is declining, as

they become larger and larger with

crowded multiple sections.

The die-hard must be convinced

that splitting co-op effort between

print and broadcast media multiplies

impact far more than a concentrated

newspaper approach.

KMOX radio points out how news-

paper circulation dropped in St.

Louis's growing suburbs—a vital area

for hard goods sales particularly.

If enough enthusiasm is generated

at the local level, traditional co-op

plans can frequently be shaken.

Once co-op accounts are on the air,

Ave at KMOX radio continue to stimu-

late retailer and distributor enthusi-

asm for radio advertising through

dealer contacts and merchandising

follow-through. A steady flow of in-

formation about the campaign in the

market to the agency and co-op ad-

vertiser at the national level keeps the

ball rolling.

The administration of co-op ac-

counts is as vital as this "depth"

sales effort. A tightened traffic pro-

cedure with accurate follow-through

is essential, convincing co-op adver-

tisers of the ease of buying radio.

Radio can, and should, fit into the

co-op picture more and more as our

busy mobile population devotes less

and less time to any single page, sec-

tion, or ad in a newspaper. Radio

can "close the sale" that was initi-

ated by co-op print effort.

Lester Krugman, v.p., advertising &
public relations, National Telefilm Asso-

ciates, Inc., New York

Advertising revenue stemming

from co-op funds represents a prime

source of additional income from sta-

tions. The bulk of this revenue ends

up in newspapers. More aggressive

activity by the sales organizations of

stations is required before the broad-

Give

manufacturers

better proof of

performance

cast industry can hope to get a more

equitable share of this annual two-

billion-dollar melon. This activity

falls into four broad areas.

First, stations must develop a more

acceptable form of proof of perform-

ance. Newspapers present tear sheets

—physical proof of performance.

Stations present documents which pro-

fess to certify proof of performance.

These documents are viewed with

jaundiced eyes. Until stations de-

velop physical proof of performance

(storyboard, etc.) executives who
dole out co-op funds will continue to

preclude air media from their co-op

programs.

Second, rate cards must be simpli-

fied. Complex rate cards, in addi-

tion to program costs which are not

measurable, discourage those who are

responsible for co-op programs. They
never know whether they are getting

full value for their co-op dollars.

Since they have to account to man-

agement for their expenditures, they

tend to eliminate air media, follow-

ing the line of least resistance.

Third, stations receive carloads of

information from their respective as-

sociations about co-op activities, in-

cluding lists of manufacturers who
make co-op funds available to their

retailers and/or distributors. Proper

use of this information will produce

revenue. The smart station salesman

will call on all retailers carrying the

products of manufacturers who make
co-op funds available and will sell

those retailers time to be paid largely

or entirely by his co-op funds. Sur-

veys reveal the fact that each year

tens of millions of dollars allocated

to retailers for co-op advertising are

never utilized. Many retailers aren't

even conscious of the funds at their

disposal. Stations can make them

conscious of these funds and can help

them spend the dollars effectively in

air media. And the retailers will con-

sider it a favor.

Fourth, stations must develop more

creative selling patterns. For exam-

ple, a rug manufacturer offers co-op

funds to his retailers. The allocation

for each retailer may be too small for

broadcast advertising. A creative

salesman will call on all the rug deal-

ers, sell them on pooling their funds,
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money?
and develop a program in which re-

tailer credits can he rotated. In cases

where the total is still insufficient, the

distributor may allocate additional

funds from his co-op kitty. Further-

more, when a manufacturer is in-

formed that a number of retailers

carrying his products are willing to

pool their funds to finance a respec-

table program, seldom will he refuse

to make an additional contribution.

Several aggressive stations have had

much success with this formula in the

sewing machine and outboard motor

industries.

To paraphrase a cliche, sales can

absorb as much additional revenue

as moving feet can endure.

Bill Rozan, general manager, KXYZ,

Houston

As we all know, the majority of

national co-op money is expended in

print, and particularly in newspa-

pers; this seems to be the traditional

thing to do when a retailer places na-

tional advertising dollars. Therefore,

obviously, we must attack the prob-

lem at the local and regional level.

The fault cannot be laid at the retail-

er's door. There has never been anv

concerted effort on the industry's

part to attract more co-op money, nor

Provide

retailers with

more

information

an\ organized attempt to swing the

business to radio or tv.

There is no doubt in our minds
that broadcast is the strongest of all

advertising media. It has become
increasingly difficult for newspapers

to reach outlying market areas with

am degree of consistency, and if

a regional distributor wants other

I Please turn to page 54)
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FRESH AIR from Radio Catalina gives radio advertising extra impact.

This refreshingly distinctive format of individual music programs provides a

perfect opening for a powerful sales punch. Your message on KBIG hits

a receptive, adult audience everywhere in Southern California . . .with the force

of conviction and clarity. Heavy fan mail and the biggest billings in years

prove the effectiveness of the new KBIG programming concept. And the cost of

this profitable coverage is 71% lower than stations with comparable reach.

Surround your product advertising with FRESH AIR . .

.

good copy deserves nothing less!

Radio Catalina . . . 740kc/10,000 watts

JOHN POOLE BROADCASTING COMPANY, INC.,

6540 Sunset Blvd., Los Angeles 28. Calif. • HOIIywood 3-3205

National Representative: Weed Radio Corporation



SO NICE
TO COME HOME TO . . .

KOBY—San Francisco

KOBY's got the record for being "at

home" with San Franciscans. And they

come home with KOBY, too—because
this loyal audience keeps its car radios

tuned to KOBY day and night.

That's why your products and s;rvices

offered in San Francisco via KOBY get

big audiences and sell fast!

See Petty—and drive your sales story

home on K O B Y!

KOBY
/ 10,000 Watts

/
ln

± San Francisco

For Greenville, Miss.—WGVM
(When you're in Denver, stay at the

Imperial Motel, 1728 Sherman, downtown)

Mid-American Broadcasting Co.

CHECK Kand

DOUBLE CHECK
J>

WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

vV
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS—ABC

TERRE
HAUTE
INDIANA

Represented Nationally
toy Boiling Co.

than metro penetration, which, of

course, he does, he has to buy broad-

cast.

Much of the national co-op money
comes with recommendations on

where to spend it ; so the dealer accepts

the recommendations without due

consideration of air media's value.

Therefore, the station must make the

first move. KXYZ has attracted a

goodly sum of national monies by

selling the retailer, distributor, etc.,

before national money is allocated,

and national recommendations are

met with a watchful eye.

Because of the fact that so few co-

op dealers are spent in air media,

there is a problem of education. By

continually supplying local outlets

with information on our industry,

case histories of successful campaigns,

research figures demonstrating the

influence of radio, tv and reports

from service organizations such as

RAB and TvB, it is possible to wear

down this age-old habit of placing

co-op dollars in newspapers.

Sales efforts should not be limited

to a pitch after co-op money has been

allocated, but regular sales calls will

work wonders. And if we really want

to be aggressive, we can pitch for ad-

ditional co-op money. We at KXYZ
have had several successes in secur-

ing extra co-op dollars for local

dealers.

Hundreds of millions of dollars are

spent annually by co-op dealers. Ra-

dio and tv, with a little effort and

more imagination, can turn the tide.

But the question of co-op money is

just one area where, unfortunately,

radio takes a back seat to print media.

It is amazing in the year 1959 of our

electronic age that many local adver-

tisers still think of a newspaper page

when they visualize advertising. One

of the reasons is that radio, unlike

newspapers, has rarely sold and pro-

moted itself as a medium. I'm the

last person in the world to belittle

hard, competitive selling, but there

must be a place in our sales repertoire

to implant a positive, favorable im-

pression for the radio medium itself.

The plain truth is that radio is being

short-changed in favor of less cost-

efficient and effective media, and each

one of us bears a share of the blame.

Now is the time to take a cue from

our newspaper competitors and all

pull together for a common cause

against a common adversary. ^

with the

BIG CHEESE in Wisconsin

Not only 34 million people

but 2 million cows.

WEAU-TV
EAU CLAIRE, WISCONSIN

THE OLD WIST lIVESSCaiH...

B

EL RANCHO VEGAS

Las Vegas, Nev.—DUdley 2-1300

INDIVIDUAL BUNGALOWS ON 66 SPACIOUS

ACRES DEDICATED TO YOUR MODERN COMFORT

BUT STRESSING WESTERN ATMOSPHERE.

. . . the world famous OPERA HOUSE THEATRE
RESTAURANT presents nightly the greatest names
in show business in lavish productions reminis-

cent of the exuberant Frontier Days.

\

Phone Direct for Reservations

New York San Francisco Los Angel

LOngacre 3-6149 YUkon 2-7105 BRadshaw 2-331

Beverly Hills Chicago Miami Beat

BRadshaw 2-3366 MOhawk 4-0111 JEfferson 8-05!
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INSURANCE CO.

{Continued from page 45)

cipally to underscore or dramatize a

point. In one case, we used a wipe

to point up the parallel between a

drawing of a woman buying all her

groceries in one place and her hus-

band getting all his home protection

in one policy. In all three commer-

cials, we use an iris to pull attention

to the company's shield."

Lifeblood of INA's operation is en-

thusiasm among its agents. Explains

ad manager Harrington, "Our adver-

tising vehicle has to encourage local

advertising by agents as well as a

strong sales push. The net show gives

us something agents can tie their an-

nouncements to. For the most part,

they buy in the hour following the

show on the local NBC station."

Promotional stunts are a big sales

exciter among agents. INA's first

large-scale stunt tied to tv was a

"Thanks, Dave" promotion which

still stands as a peak among its suc-

cessful "pepper-uppers."

Says Harrington, "We knew from

sales rises our first month on tv that

dealers applauded our use of televi-

ion. In fact, we added 40 stations

to the original list, putting us in 97

major markets, to cash in on this

initial spurt. The missing ingredi-

ent, however, was a 'motivator.' We
decided on a three-week concentrated

sales period in which every agent

who sold a homeowners or tenants

policy would post card Garroway
with a simple word of 'thanks.' A
drawing of these post cards would
pick six agents who. with their wives,

would be given a New York whirl."

The promotion topped INA's ex-

pectations. "In fact," says Boggs,

fwe wound up the year with premi-

ums for this package policv amount-

ing to over $19 million—a 37% in-

crease over the 1955 record of nearly

&14 million.

Saleswise, INA boosted income
from the package policv another 51%
n 1957, to $28,862,387; in 1958 an-

other 38%, to $39,748,861. In all,

[NA's assets surpass the billion dol-

ar mark. ^

'U

negro radio for
meiro new york

ou/> news \s HoireBT
Hottest news in WBT's area is the success of WBT's news
programs.

They outdraw the so-called "music and news" stations' news-

casts by 98% more listeners mornings, 91 % more afternoons

and 137% more at night.*

Seven news gatherers cruising in seven two-way radio equip-

ped cars join with CBS' honored news staff to provide

Carolinians with the most complete radio news service in the

nation's 24th largest radio market.**

Let us make sales news for your product. Call CBS Radio
Spot Sales for a WBT news schedule.

Pulse 25 county orco 1959 Morch

A. C. Nielsen Co.

WBT CHaPlPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY
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t. Louis!

This month. Last month. Month before. For fourteen consecutive months,

Nielsen has shown CBS Owned KMOX-TV solidly in first place. With an

average share of audience that has grown steadily to its present 42%—
bigger than before the advent of St. Louis' fourth station !

ARB, too, confirms that Channel 4's margin of leadership is bigger

now than it was before... with a 16% lead over the second station, a 91%

lead over the third station and a 149% lead over the fourth station!

Ditto Telepulse. And on top of everything else, KMOX-TV currently

commands 9 of the 10 top multi-weekly programs and 10 of the top IS

once-weekly programs enjoyed throughout Mid-America.

Whichever rating service you rely on, whatever yardstick you apply,

the story is the same: KMOX-TV is clearly, indisputably the leader in

the St. Louis market. Contact CBS Television Spot Sales or KMOX-TV
to make your product...jet... || m

ditto!



FAMOUS MEASURING INSTRUMENTS: I ^—-^ his is the national standard

/^^ \ of mass for the United

13 ) States ... a platinum

\^__^S iridium cylinder known as

Prototype Kilogram No. 20. Kept at

the United States National Bureau

of Standards in Washington, it is an

accurate copy of the international

standard kept at the International

Bureau of Weights and Measures, at

Sevres, France. It is exactly 39 mm
in diameter and 39 mm high. The

last recomparison with its interna-

tional prototype in 1948 showed that

the United States standard has re-

mained constant within one part in

50 million during approximately 60

years.

Unaided by such precise

gauges, the measurements of mass

audiences in television is a difficult

business. American Research Bureau,

pioneer in the field, is nonetheless

regarded as the ultimate in precision

(within its own strictly defined limits)

in measuring this volatile mass, as-

sessing its preferences, and reporting

them to ARB clients with Accuracy

. . . Reliability . . . Believability.

The standard by which others are judged

mwcrmmi

nli i.

The important gauge of television's

worth as an advertising medium is

the amount and type of audience it

can attract and hold. In measuring

both dimensions of television's audi-

ence, accuracy, reliability and believ-

ability are the important criteria.

ARB measures these dimen-

sions ... by program, by station, by

time period . . . both nationally and

in every major TV market . . . with

the utmost in

Accuracy . . . Reliability . .

.

Believability

AMERICAN
RESEARCH
BUREAU, INC.

WASHINGTON O NEW YORK
LOS ANGELES

C CHICAGO
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National and regional buys

in work now or recently completed

mUFil U 1 I W^ 'Oat

TV BUYS
Welch Crape Juice Co., Westfield, N. Y.: Getting off the fall cam-

paign for its various beverages, with day and fringe night minutes

beginning in September. Initial schedules are for six weeks in about

75-80 markets; also being set are 52-week schedules in roughly the

top 25 markets. Buyer: Stan Newman. Agency: Richard K. Manoff,

Inc., New York.

Colgate-Palmolive Co., New York: Fall schedules for Super Suds

starts 1 September in about 25 southern markets, followed in Octo-

ber with flights throughout rest of country. Schedules are for 13

weeks using minutes, 20's, chainbreaks and I.D.'s. Average fre-

quency: five to seven per week per market. Buyer: Delores Carbone.

Agency: Street & Finney, Inc., New York.

Brown & Williamson Corp., Louisville, Ky. : Schedules in West

Coast markets for Life cigarettes begin late August and late Septem-

ber. Nighttime minutes, 20's and 10's are being placed for 52 weeks.

Buyer: Bill Warner. Agency: Ted Bates & Co., New York.

% Maytag Co., Newton, la.: Buying day and night minutes and a

I few choice chainbreaks in their own top 30 distribution markets.

Eight-week schedules start 1 September. Buyer: Mary Lou Ruxton.

Agency: Leo Burnett Co., Chicago.

: Bissell Carpet Sweeper Co., Grand Rapids: Campaign in about

|36 markets for Shampoo Master starts 6 September for 13 weeks.

Placement: day and night minutes and 20's, frequencies varying.

|! Buyer: Helen Davis. Agency: Clinton E. Frank, Inc., Chicago.

Swift & Co., Chicago: A good budget has been allocated for Pard

4 dog food for a medium saturation campaign. Schedules start in

| September; minutes and 20's in top markets. Buyer: Barbara Lumas.

Agency: Dancer-Fitzgerald-Sample, Chicago.

American Tobacco Co., New York: Lining up with Lucky Strike

)
30-minute slots for sponsorship of the Lock Up film series. 13- and

26-week schedules kick-off in September in about 60 markets. Buyer:

Hope Martinez. Agency: BBDO, New York.

RADIO BUYS
Esso Standard Oil Co., New York: Fall campaign being readied for

its gasolines and oils, with four-week flights of traffic minutes. Sched-

ules for the Carolinas begin in September; all other markets in Octo-

Iber. Buyer: Joe Granda. Agency: McCann-Erickson, New York.

Bristol-Myers Co., New York: Going into about 35 markets for

Trig men's deodorant in mid-September for six weeks. Daytime and

(nighttime breaks and I.D.'s are being bought, frequencies depending

on market. Buyer: Hal Davis. Agency: BBDO, New York.

Campbell Soup Co., New York: Preparing its fall and winter cam-

paigns in top markets. Daytime schedules of minutes, breaks and

il.D.'s start 8 September for 10 weeks, 4 January for 12 weeks. Buyer:

•Hal Davis. Agency: BBDO, New York.
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SAN ANTONIO

*
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BALANCED

Programming

Sells to Everyone!

Family listening is at its best in

the vast San Antonio market on

KONO Radio. With fop ratings

throughout the day, KONO
delivers MORE men, MORE
women, MORE teens, MORE kids

— and at less cost per 1000.

To check ratings, check audi-

ence composition . . . and to

check availabilities — call your

KATZ AGENCY
REPRESENTATIVE

5000 Watts • 860 KC

JACK ROTH, Mgr.

SAN ANTONIO, TEXAS
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overwhelming
admission

"Judging from the crowds

attending our shows, it is very

obvious that the 'Sound of

Quality' on WRC is doing an

excellent selling job for our

pictures at all of Loew's theatres

in Washington." (signed)

Orville Crouch, Eastern

Division Mgr., Loew's Theatres.

Further evidence that nothing

has the power to move audiences

in Washington, D. C, like

the • 'Sound of Quality.
'

'

WRC
NBC Owned

980 in Washington, D. C.

Sold by NBC Spot Sales
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What's happening in 11 . S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
22 AUGUST 1959

Copyright 1959

SPONSOR

PUBLICATIONS INC.

Amendment of the equal times rules to correct the FCCs Lar Daly ruling

continues a slow week-by-week progress through Congress.

This week's eliff-hanger consists of the Senate-House conference on differences be-

tween the two measures.

Even this slow, measured pace was faster than originally planned by Rep. Oren

Harris (D., Ark.), chairman of the House Commerce Committee. The decision of Congres-

sional leaders to try for adjournment about Labor Day forced a speedup in his plans.

Broadcasting lost a strong advocate this week in its fight against carte blanche au-

thority by sports enterprises to ban tv coverage. Sen. Estes Kefauver took off in

the direction of compromise.

At issue are various proposals to exempt professional sports from the antitrust laws.

The provision opposed by broadcasters would permit teams to act in concert to ban tele-

casting of games within 75 miles of a city in which a home team is scheduled to play.

Sen. Kafauver last year almost single-handedly blocked passage of a bill approved by

the House. He now has agreed with Sen. Everett Dirksen (R., 111.), Senate minority

leader, and Sen. Thomas Hennings (D., Mo.) on a bill less sweeping than the pro-

posals backed then.

The compromise measure, however, contains that 75-mile permission which the

Justice Dept. and FCC last year testified would permit a blackout of sports broadcast-

ing for most of the nation's population. The bill applies only to football, basketball,

and hockey. (The Supreme Court has already established antitrust immunity for baseball. I

Kefauver wants to push for passage this session ; but over in the other chamber, Rep.

Emanuel Celler (D., N.Y.), chairman of the House Judiciary Committee, is in no
hurry. He may not even begin hearings before the adjournment of Congress.

In 1958, total broadcast revenues of the tv industry (sale of time, talent, and
program material to advertisers) for the first time exceeded $1 billion—$1,030 mil-

lion was the figure. The 1957 figure was $943.2 million, or 9.2% less.

Expenses rose 9.6% from $783.2 million in 1957 to $858.1 million in 1958, so that

profits before Federal taxes rose 7.4% from $160 million in 1957 to $171.9 million

in 1958.

The networks and their o-o's reaped $516.7 million, up lOA f/
< ; saw their ex-

penses rising 10.7% to $439.7 million; profits went up 8.9% to $77 million. The 94 pre-

freeze vhf's grossed $263.6 million and netted $75.8 million. The 322 post-freeze vhf's grossed

$223.6 million and netted $21.3 million. The 79 uhf's grossed $26.1 million and had an

aggregate loss during 1958 of $2.2 million.

Total time sales of $951 million, before agency and rep commissions, were divided

up: $424.5 million sale of web time to national advertisers, $345.2 million sale

of non-web time to national and regional advertisers, and $181.3 million sale of

time to local advertisers.
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Marketing tools, trends, news,

in syndication and commercials

FILM-SCOPE
Foreign auto advertisers are touching off an unexpected syndication boom that

could have wide repercussions among Detroit admen.
Volkswagen, for example, in its first regional buy, signed last week for ITC's Four Just

Men in six Pacific markets: San Francisco, Sacramento, Fresno, Seattle, Portland and Salt

Lake City, and the Los Angeles market might also be added to the list. Agency is Fuller and

Smith and Ross.

Beer advertisers making decisions on fall tv plans have spearheaded regional

syndication buying of the summer selling season.

Of \"i tegional deals closed in recent weeks, nine involve beer advertisers.

They are: Carling, Budweiser, Schlitz, Schaefer, Ballantine, Falstaff, plus two regional

deals each for Jax, Drewrys and Genessee.

Note that three of these are national ad spenders, refuting the argument that

beer advertisers use syndication only because they have regional distribution and

can't use other media.

Note also that national brands in other product categories have been pacing syndication

buying this summer: Lucky Strike and Alka-Seltzer both served themselves a repeat helping

of syndication.

Product types other than beer especially active in regional syndication right now are

foods, cigarettes, gasolines and drugs.

If you've been looking for ratings and audience composition data on the top

20 shows in syndication this past season, here's a special chart prepared for FILM-

SCOPE by Telepulse giving four-month weighted averages.

The data below is January-to-April, 1959, reflecting winter viewing levels:

62

4 MO. WEIGHTED AUDIENCE COMPOSITION

RANK PROGRAM (DISTRIBUTOR) AVERAGE RATING M w T c TOTAL

1. Sea Hunt (Ziv) 19.6 83 89 15 21 208

2. Highway Patrol (Ziv) 17.0 83 87 16 25 211

3. Death Valley Days (U.S. Borax) 15.9 76 82 17 53 228

4. Mike Hammer (MCA) 15.9 86 94 16 27 223

5. S. A. 7 (MCA) 14.7 79 82 12 9 182

6. U. S. Marshal (NTA) 14.4 69 74 17 64 224

7. 26 Men (ABC Films) 14.1 76 87 15 46 224

8. MacKenzie's Raiders (Ziv) 14.0 79 84 14 26 203

9. Popeye (UAA) 13.9 78 83 16 34 211

10. Rescue 8 (Screen Gems) 13.9 78 83 16 34 211

11. Bold Venture (Ziv) 12.9 78 83 15 33 209

12. Huckleberry Hound (Screen Gems) 12.8 65 73 16 78 232

13. State Trooper (MCA) 12.8 79 84 17 32 212

14. Silent Service (CNP) 12.6 74 81 17 48 220

15. Superman (Flamingo) 12.2 65 72 16 83 236

16. Whirlybirds (CBS Films) 12.2 63 67 17 87 234

17. If You Had A Million (MCA) 12.1 83 89 15 29 216

18. Boots and Saddles (CNP) 12.0 71 78 17 56 222

19. Cisco Kid (Ziv) 11.9 58 62 15 79 214

20. San Francisco Beat (CBS Films) 11.5 84 93 14 23 214
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FILM-SCOPE continued

Quaker Oats (JWT) ha9 bought the Screen Gems package of Alcoa-Goodyear

Theater reruns in 27 western markets for 39 weeks, starting in October.

The plot: Sponsor the series exclusively for the first 13 weeks and alternating the

brands between Aunt Jemima and Ken-L Ration, and for the remaining 26 weeks alternate

the sponsorship with another advertiser.

Purpose: Greater product identification and added weight against stiff com-

petition.

The programing trend of the current crop of new shows in syndication is

heavily in the direction of mystery-detective programs and dramatic series.

Here's the breakdown of some 20 shows that have come out since 1 May: Mystery-de-

tective, 6; drama, 5; action-adventure, 3; westerns, 3; comedy, 2; and children's, 1.

More careful scrutiny of the new availabilities gives the weight even more heavily

to mystery-detective shows and dramatic programs since two of the three westerns and

both of the new comedy shows are actually off-network re-runs rather than fresh production for

this season.

COMMERCIALS

Don't look for any widespread kill-off of film companies in the commercials

field as a result of video-tape's growth.

The initial impression that the rise of tape would badly hurt film men has turned out to

be largely erroneous. The biggest reason is that video-tape grosses in commercials are largely

billings the film producers never had to begin with: live network commercials.

Producers with film reputations are just as eager to prove themselves with video-tape

commercials as anyone else; the only obstacles are questions of financing, facilities and techni-

cal know-how.

Two groups of film men in most jeopardy from tape are studio owners and processors,

and both these groups are vigorously moving towards ways of serving as facilities and
duplicating functions with video-tape.

There are already more than a dozen independent producers active in pro-

ducing video-tape commercials and programs in addition to the network and sta-

tions that provide this service.

Here's a who's who of independents now rolling with tape:

PRODUCER
Intercontinental TV, Camden, N. J.

Peter DeMet, Chicago

Giantview TV, Flat Rock, Mich.

John Guedel, Los Angeles

Mobile Video Tape Service, Los Angeles

NTA-Telestudios, N. Y.

Elliot, Unger & Elliot, N. Y.

Filmways, N. Y.

Videotape Productions of N. Y.

Termini Video Tape, N. Y.

Sports Network, N. Y.

Mel Wheeler, Pensacola

TvAR, N. Y.

Acme Film Labs, Hollywood

Meridian Films, Toronto, Canada

DESCRIPTION OF FACILITIES

Two recorders, mobile unit

Two recorders

Mobile unit

Two recorders, mobile unit

Mobile unit

Three recorders

Two recorders

One recorder

Two recorders

Mobile unit

Two recorders, mobile unit

Mobile unit

Westinghouse station representatives

Two recorders; duplicating services

Two recorders
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A round-up of trade talk,

trends and tips for admen

SPONSOR HEARS
22 AUGUST 1959 The only tv name with a steel-riveted two-year contract from an advertiser on

conyriBht IMa the coming network schedules is Jack Benny.

sponsor That's the deal he wanted and got from Lever. He gets $70,000 for each original.

Again those rumors that Milton Biow will return to the agency field simmered
in the haze of Madison Avenue this week.

Says Biow: It's getting monotonous denying them (the rumors). It's much too

late to start all over again, and he's content with just taking care of his investments.

Some of the earlier Hollywood stars in tv film have found that their antici-

pation of residuals as a retirement fund is pretty much a delusion.

Noted one male star recently: "The money out of subsequent runs is split up so many
ways that a participating performer is lucky to wind up even. I would have been better

off if I had sold my share outright."

To give you an idea how tough the networks are finding the task of station

clearance for fall nighttime, here's an anecdote related this week by the media director of

a leading Madison Avenue agency:

He got a call from a network asking that the agency please use its spot buying

weight to help clear time in certain markets.

If you measure time by the longevity of tv program, here's one for the books: The
Lone Ranger (General Mills—DFS) will be on its sixth network re-run this fall.

There hasn't been a new episode shown in years. Incidentally, when Jack Wrath-

er took control of the Lone Ranger property, he had a batch of episodes made up in

color and is keeping them in a vault awaiting the day of industry-wide tint tele-

casting.

When an agency checked this week to find out how it had come to overspend

on a big midwest station, it made this startling discovery:

The station had put out three successive ratecards without posting them where

the agency's buyers could see the changes.

The agency's recourse: It has notified the station that no further rate changes will

be acceptable unless the agency is notified by registered mail.

A network sales executive has discovered, ruefully, that you can't be an Indian giver

while competing for a piece of business.

To sweeten his offer involving a couple half-hours a week, the executive tossed in (as a

bonus) 26 one-minute participations in an untested show.

At the behest of a company higher-up, the network official later tried to withdraw

the whole proposition; but the advertiser retorted that a decision had already been

made on the buy and the network would be held to the original offer.
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Oklahoma City

the station

with by far
• T

Largest Audience
is also

the

Prestige

Station

Call your

Katz Man for the

Audience & Coverage figures

: :

.

:-•

s*fe

For
39 YEARS

Undisputed Leader
in

Oklahoma City

Radio

930 K.C.
Independent Modern Programming

Owned and operated by

The WKY Television System, Inc.

WKY-TV, Oklahoma City

WTVT, Tampa-St. Petersburg, Kla.

WSFA-TV, Montgomery, Ala.

Represented by the Katz Agency





THE PGW COLONEL SAYS:

"The C. I.C.

is a V.I.P.

at PGW"
Every station represented by PGW has a

C.I.C a "Colonel-in-Charge" who is that

station's special on-the-spot spark plug. He

is an extra special line of communication

between the station and all other PGW
salesmen.

The C.I.C. adds a big plus to our service and

a big plus to our selling, and we think that

every plus in this business is very important.

Don't you?

P JETERS
;

G RIFFIN

W OOBWARD, inc

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD

ATLANTA DALLAS FT. WORTH SAN FRANCISCO



Capsule case histories of successf,

local and regional radio campaign

ADIO RESULTS

APPLIANCES
SPONSOR: Hynes Brothers AGENCY: Direct

Capsule case history: Selling appliances in Washington,

D. C, is highly competitive, but Hynes Brothers, the area's

distributors of Gibson refrigerators, had little difficulty after

purchasing a spot campaign on WMAL. It was the first

time radio had been used by the firm, and no other adver-

tising was used. Although Washington has about the high-

est percentage of working women in the country, Hynes went

ahead and scheduled 40 spots a day in the daytime hours, a

time when most women are at work in the Washington area.

"We used spot radio on WMAL for four weeks in June and

Gibson had the biggest sales month in the history of the

company," said John Hynes. "Those 40 spots really did a

selling job for us; 498 refrigerator sales resulted and can

only be attributed to WMAL." The saturation run paid off

many times over the cost of the schedule for the distributor,

and Hynes Brothers plans to use radio now in all its cam-

paigns, with heavy concentration on WMAL in particular.

WMAL, Washington, D. C. Announcements

RESTAURANT
SPONSOR: Pub Restaurant AGENCY: Direct

Capsule case history: The Pub Restaurant had been using

WSKP, Miami, off and on for over two years. Their first

schedule came three weeks after WSKP went on the air in

1957. At that time George Bacher, restaurateur and part

owner of the Pub restaurant, sold out and purchased another

establishment, and WSKP advertising was cut. In the

spring of 1959, Bacher returned and bought out the Pub

Restaurant and at the same time purchased a schedule of

41 15-second announcements a week on WSKP. Results

were so good that shortly after Bacher doubled his schedule

using 30-second announcements. Cost to Bacher was $180

per week. Bacher reported that "business for the summer

of 1959 is about 100% higher than the same period last

year." Approximately 90% of all Bacher 's advertising dol-

lars is spent on WSKP. He feels that his success has been

mainly due to the quality programing and the high-income

group that listens regularly to WSKP in the Miami area.

WSKP, Miami Announcements

TRAVEL
SPONSOR: Province of Ontario AGENCY: The F. I

Hayhurst Co., Limite

Capsule case history: A Canadian province promotin

vacations found that radio furnished the most leads at th

lowest costs. The province of Ontario embarked on a mult

market radio campaign urging listeners to "Vacation i

Ontario." The schedule ran in 48 United States market

from April, 1959 through May, 1959. Stations were used i

major markets in Indiana, Illinois, Ohio, North Dakota, Ne

York, Pennsylvania, Wisconsin, Michigan, Minnesota an

West Virginia. The F. H. Hayhurst Co., Limited, of Torontc

Canada, agency for the province, was extremely gratifie

with the results obtained by WSAN, Allentown. The station

cost-per-inquiry (37^) was lowest in all the Pennsylvani

markets of Pittsburgh, Philadelphia, Wilkes-Barre and A

lentown, and next lowest in the country, although almost

stations used produced highly creditable results. The es

cellent response to Toronto's radio advertising has been dupl

cated by other travel advertisers using similar campaigns

WSAN, Allentown, Pa. Announcemen

PRINTING
SPONSOR: Wiggins Printing Co., Inc. AGENCY: Direc

Capsule case history: It isn't often that a printing con

pany uses broadcast media to advertise its services, becaus

its product is not a mass-marketed one. However, the Wi^

gins company felt that, as selective as its market was, ther

would still be a large enough audience which uses prints

services. The firm decided that KXYZ, Houston, could d<

liver the kind of audience it needed, and placed a schedul

for a two-month period of three announcements per daj

Total cost: $2,600. Results were immediate and Edward E

Wiggins, its president, told the station, "Summer sales ar

usually slack, but sales have continued to rise since w

started our broadcast campaign." A survey of the firm'

staff has indicated that the schedule produced much of th

new business that has come to the firm in the last few month

and, as one example, sales for legal forms have more tha

doubled, proving that the company's broadcast budget is we

justified. "We are well satisfied with results," said Wiggins

KXYZ, Houston Announcement
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ADVERTISERS

NEWS & IDEA

WRAP-UP
MEANWHILE, BACK AT THE TEPEE: Howard Burke, Ranger Ed on KODE-TV, Joplin, Mo.,

interviews Quapaw Indians celebrating 160th year of Quapaw Pow Wow at Devil's Promenade

HIM TARZAN, THEM JANES? No, they're the winner (Joseph Parra) and runners-up

(Gerry Besta and Roselyn Lachel) in WINS, New York's "sun tatoo" contest at Palisades

Amusement Park. About to award winner I 10 silver dollars is d.j. Murray Kaufman (r)

70

U. S. Steel, for the sixth eonse*

utive year, is ready with ii

"Operation Snowflake' campaig
to promote major appliances a

Christmas gifts.

Set to begin 16 November, th

campaign will include:

• Nighttime and daytime networ

tv via two CBS TV shows: The U.

Steel Hour and the Sam Levenso

Show.

• Tie-in kits for radio and tv st£

tions to help develop special holida

advertising by local appliance dea

ers. Last year, 731 radio and 65 t

stations participated in Operatio

Snowflake.

Agency: BBDO. Pittsburgh.

The unprecedented number o
new products introduced las I

year came in for special mentioi I

at a board meeting of General!

Mills last week.

Also highlighted at the meeting'

COLD CUBES FOR HOT HANDS: During

heat wave, WKRC-TV, Cincinnati had thes

models distribute ice cubes to passersby a

busy corner. Cubes bore "keep cool and rela

by watching refreshing WKRC-TV" messag

MINX-MASTER: Homer Groening, of Port

land, Ore. agency, takes Hillman, as tod

prize in KGW-TV, Portland contest, from

(I to r) Bill Montgomery, sta's agcy; Walte

Wagstaff, sta mgr.; Joe Fisher, car dist

SPONSOR 22 august 1955



idvertising expenditures were in-

creased to a new high of $33.2 mil-

llion—a 30'/( increase over the pre-

pious year.

Campaigns:
• Hodge Products' Twill, a

iOJ'bean powder weight reducer to be

nixed with milk or fruit juice and

aken morning and noon in place of

ireakfast and lunch, is a relative new-

oinei to spot tv. It's now in four

narkets I Cincinnati. Detroit, New
ork and Pittsburgh! via a quarter-

lour filmed show, It's Fun To Re-

tire, which they're placing on week-

. a.m. strips. Twill is planning a

ig push in Chicago next, and it al-

leady has a foothold in Marshall

ield & Co. Their current problem:

ome stations have been skeptical

bout accepting the business because

If the current stigma attached to the

»'>-called reducing remedies. Twill.

lowever, is backed by Food and Drug

lict approval and other endorse-

ments. Agency : Ettinger Advertis-

jig. Cedar Rapids.

• Southern Bell Telephone &
Telegraph Co. jumped into the

football picture last week via its plans

to sponsor Sunday hour film replays

of all 1959 Auburn football games

on a six-citv Alabama tv network

(WSFA-TV, Montgomery; WAPI-
TV. Birmingham; WKRG-TV, Mo-
bile: WOWL-TV. Florence: WMSL-
TV. Decatur and WAFG-TV. Hunts-

villel. Agenc\ : Robert Lucky & Co..

Birmingham.

• Erloom Ribbons has pur-

chased ( via Adam Young. Robert

Eastman and Blair I The World of

Fashion in 20 major markets to be-

gin 12 October. The radio campaign

will be coordinated with the Kresge

Stores in each market.

• Simpson-Millar, Indianapolis

specialty store, kicked-off its five-

week push for Allied Chemical's car-

pets via a 14 hour long radio "spec-

tacular" on WFBM. Station moved its

entire operation and personalities to

store for a day of on-the-spot broad-

casting.

Marketing note: Coca-Cola is test-

marketing its new 12-ounce fiat top

can in Brockton and Lynn, Mass. and

in Providence. R. I.

Strictly personnel: Ed Condon,

named advertising director and War-

ren Mattix, to assistant ad director.

Bankers Life & Casualty Co., Chica-

go .. . John Innes, to manager of

Libby. McNeill X Libby's Detroit

sales branch.

AGENCIES

George Mallis of Philadelphia,

may turn out to be one of net-

work radio's biggest sources of

billings this fall.

This week the agency, for Niagara

Therapy, placed an order with CBS
Radio for $600,000 worth of busi-

ness combining Arthur Godfrey,

Garry Moore, House Party and some

serials.

A study by JWT, Chicago, on ra-

MISS CHANNEL 8," shapely Sue Martin, winner of WBTW, Flor-

nce, S. C. beauty contest, is flanked by "Tootsie" Dennis, "Miss S.S.

,960" and Dick Taylor, station announcer who m.c.'d the competition

"MY MUMMY LISTENS TO KQEU" is sign carried by youngster

parading "mummy" through Albuquerque Streets to promote station

TRADING BROADWAY for

tv Scott Brady gladhands

Leonard Faupel, adv. mgr., Bal-

lantine Breweries, sponsor of

Brady's film series Shotgun Slade

in 28 markets debuting in Nov.



dio listening habits and attitudes

of housewives, came up with this

finding: the majority of house-
wives have a great deal of station

loyalty.

The survey, made through the JWT
Family Advisory Staff la panel of

some 3.200 housewives all over the

country that they keep on tap perma-

nently for just such research) in-

cludes responses from 90% of the

panel, or 2,874 respondents in all.

Other findings include: (1) house-

wives like radio best for music and
news, with the majority favoring

"good music"; (2) they felt com-
mercials are too long, "boring"' and
"silly"; (3) there are peak periods

of listening: one occurring at 8 a.m..

another at noon and a third at 6 p.m.

Agency appointments: Minute
Maid Corp.'s Hi-C Division, to

Dancer-Fitzgerald -Sam pie . . .

WSAZ, Inc., Huntington, to Stock-

ton, West, Burkhart, Cincinnati

. . . The Merritt Corp., Jersey City,

with plans for a radio/tv spot cam-

paign for its Clarimacin skin cleans-

er to V. S. Becker Advertising,

N. Y. . . . Josiah Wedgwood & Sons,

makers of fine china, to Doyle Dane
Bernbach . . . Granco Products,

Long Island City, manufacturers of

fm radio receivers and hi-fi equip-

ment, to Weiss & Geller, New York
. . . The National LP-Gas Council,

to Bozell & Jacobs, Chicago.

Subsidiary: Miller, Mackay,
Hoeck & Hartung, New York,

formed by this Seattle agency to as-

sume all timebuying and account

servicing for Bardahl lubricants. Bos-

ton, and Bardahl, New York. Joseph

Scanlan, formerly of PGW, will man-

age the New York office, with Jan

Stearns as media director.

Another new organization: Ce-

lebrity Endorsements Corp., an

advertising agency service formed to

establish a logical relationship be-

tween celebrity and product—to dis-

cover which personalities use and

prefer certain products for natural

and suitable endorsements of them.

Gatherings: The Mutual Adver-
tising Agency Network will hold a

three-day annual awards meeting 17-

19 September at the Hotel Bismark

in Chicago, to judge goals, overall

concept and achievements of specific

advertising campaigns planned and

produced by member agencies dur-

ing the past year.

Thisa 'n' data: A series of work-

shop seminars for agencies was in-

augurated, last week, by Forrell,

Thomas & Polack Associates,

New York creators of music and

lyrics for commercials. Purpose of

these free seminars: to acquaint

agencies with the power of the musi-

cal word over the spoken word . . .

For the record: Agency for the

Westinghouse-sponsored convention-

campaign-election coverage on CBS
TV and Radio in 1960 is Ketchum,
MacLeod & Grove, who will share

the responsibity for the commercials

with McCann-Erickson and Grey.

Agency appointments— person
nel: Robert Pliskin, to v.p. i

charge of art; Alfred Goldman
v.p. and associate creative directo i

and Jean Brown, v.p. and creativ

supervisor at B&B . . . Lloyd Dui
ant, to v.p., tv/radio director on th

East Coast and Don Blauhut, to th

like position on the West Coast fo

Parkson Advertising . . . Home
Eastman, to account supervisoi

Grant Advertising, Detroit . .

George Burrows, named a medi

director of N. W. Ayer . . . Robei
Leary, to manage the Boston offic

of Simonds, Payson Co. . . . Fre
Braun, director of merchandising

VanSant, Dugdale & Co., Baltimor

. . . Joe Perry, to the New Yor
office of Tatham-Laird as assistari

account supervisor for Whitehall

Stephen Salonites, sales manage;

Tv Personal Interviews . . . Robei
Kroll and William Crother, t

the copy department of William Est

. . . Carroll Pfiefer, new merchai

dising executive at K&E . . . Rue
yard MeKee, to JWT . . . How
ard Paul, to Van Handel Adverti:

ing, Milwaukee, as marketing coord

nator.

Gertrude Scanlon, BBDO exec

tive, is recovering from a heart a

tack at St. Clare's Hospital.

FILM

Syndication continues to tap vi

gin territory this season insofa

as leading new brands to mak

WGR-TV Selling the Buffalo-Niagara Falls market

repeat orders in the nation's 14th market, as anywhere else, are the best evidence of television's

selling ability, wgr-tv, nbc in Buffalo, is proud that 25 national and 21 local advertisers, who

have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959.

These, and newer advertisers, will get even better sales results in 1959, as wgr-tv continues

to provide better service for more viewers in the mighty and prosperous market known

as the Niagara Frontier.

For best results in Buffalo from America's most powerful selling medium, call your Petry

television representative about availabilities on WGR-TV—this year celebrating its fifth anniversary.
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serving a great state

Michigan is marching

forward, to a booming

fall and winter. And WWJ-TV
s ready to richly satisfy

;he wide variety of

wastes and interests represented

n its coverage area-the

business heart of the state.

Quality, integrity, believability,

is always, will mark the new-

season programming-will make
ATWJ-TV, as always, your

lumber one buy in Michigan.

iPONSOR • 22 AUGUST 1959

Detroit, Channel 4 • NBC Television NetworkWWJ-TV

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN. WOODWARD, INC.

Associate AM-FM Station WWJ
Owned and Operated by The Detroit News
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their first local and regional film

buys.

McCormick Co.'s Schilling Division

is among the most recent syndication

initiates. They will sponsor CBS
Films* Rendezvous on KRON-TV, San
Francisco and KABC-TV, Los An-

geles on behalf of their coffee, tea

and spices products.

Time periods cleared for this new
sponsor in both cities are at 7 p.m.

WBKB, Chicago, has plans for a

large venture in cooperation with

Playboy magazine—another At

Random type show for the 11 :30
p.m. Saturday time slot.

It's an hour and one-half format,

with Hugh Heffner, Playboy's pub-

lisher, hosting the show. Dubbed
Playboy Penthouse, the show will be
set in a bachelor's apartment. It will

also be taped for syndication.

Playboy owns the show; WBKB
supplies the air time and sponsors,

and the magazine and station will

split the income.

Sales : ITCs Four Just Men, put on
sale four weeks ago, has been sold in

| 11 '' /-r-z-i-.

VaAN

FOR BEST COVERAGE IN THE
NATION'S 47th TV MARKET
(Davenport, Iowa — Rock Island — Moline, Illinois)

Here is a 42-county market with a fine balance of rich

farming communities and booming industrial centers

. . . the largest market between Chicago and Omaha . . .

Minneapolis and St. Louis . . . the 47th TV market in

the nation.

POPULATION
FARM POPULATION
EFFECTIVE BUYING INCOME
GROSS FARM INCOME
RETAIL SALES

1,632,100*

322,300

$2,879,387,000*

$1,213,506,000

2,042,037,000*

I1AVFNPORT |

RFTTINDORF I

ROCK ISLAND

MOLINI

EAST MOLINF

'Sole* Management's "Survey of Buying Power — 1959"

WOC-TV is No. 1 in the

nation's 47th TV market—lead-

ing in TV homes (438,480),
monthly coverage and weekly
circulation — day and night —
as reported in the Nielson

Coverage Service No. 3, Spring,

1958. For further facts and lat-

est availabilities, call your PGW
Colonel . . . NOW!

WOC-TV Davenport, Iowa is part of Central
Broadcasting Co., which also owns and operates
WHO TV ond WHO Radio, Des Moines, Iowa

74 markets for a gross of $1 millioi

Regional sales include a six marke

deal to Reynold C. Johnson Co
Volkswagen distributor; four regior

al sales totaling 33 markets to Schac

fer Beer, Drewry's Beer, the Crosle

station group and Standard Oil o

Texas. The Canadian Broadcastin,

Corp. bought it for a 40-station line

up . . . CNP's Flight series sold I

KHAS-TV, Hastings; KATV, Littl

Rock; WJTV, Jackson, Miss.

WFMY-TV, Greensboro; WIS-TV
Columbia, S. C; WBRC-TV, Birm

ingham; KCEN-TV, Temple, Tex

and KPHO-TV, Phoenix.

NTA officially announced its sal

of KMSP-TV, Minneapolis,
20th Century Fox.

Purchase price: $3.5 million

cash, and the assumption by the sta

tion of $600,00 in forward film com
mitments.

More sales : ABC Films' 26 Men t

WBTW, Florence; WRVA-TV, Rich

mond, Va.; WNTA, Jackson, Miss.

KALB-TV, Alexandria, La.; KPLC
TV, Lake Charles; KERO-TV. Ba

kersfield; WFMY-TV, Greensboro

WITN, Washington, N. C; KXLI
TV, Butte; WVEC-TV, Norfolk

WAFG-TV, Huntsville, Ala.; KFJi
TV, Ft. Worth; KSWS-TV, Rosewel

N. M.; WCCO-TV, Minneapolis

KXMC-TV, Minot, N. D.; WTWV
TV, Tupelo, Miss, and KHAS-T\
Hastings, Neb MCA TV's Pan
mount Package to WKRC-TV, Cii

cinnati . . . Official Films' Robi

Hood, to the 7-Up Bottling Co.

Santa Barbara, Ventura and San Lui

Obispo for 52-weeks via KEY-T.

New series notes: Bernard
Schubert to produce and distribut

David Harum, starring Chill Wil

. . . Trans-Lux Tv Corp. has ej

tended its new Animal Parade seri

to 39 quarter-hour segments . . . Th

National Sports Council will i

lease for syndication 39 half-hours

Live Like A Champion . . . NTA
filming a new underwater adventu

series, as yet untitled, to star Bi

Williams . . . Associated Tv Lt

to star Whiplash for distributio

globally by ITC . . . Bernard
Schubert to release for syndicatio

Way of Life, 143 half-hour fil

starring some 50 Hollywood playe

. . . World-Wide Tv Sales Cori
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There is no close second to WTOP in the Pulse 20 county study of the

Greater Washington area. In quarter hour wins, WTOP leads the number

two station by 73% and takes a thundering 166% lead over the number three

station. In fact, all the other stations combined fail to equal WTOP in

quarter-hour wins! To listeners and advertisers alike, the IMPORTANT

station remains . . .

Tn
WASHINGTON, D. C.

An affiliate of the CBS Radio Network

Represented by CBS Radio Spot Sales

fated by THE WASHINGTON POST BROADCAST DIVISION:

>P Radio, Washington, D.C. WTOP-TV, Channel 9, Washington, D.C. WJXT. Channel 4. Jacksonville, Florida



is packaging Major League Baseball

Presents, the best 26 games, produced

by Peter DeMet Productions (See

SPONSOR, 1 August, page 64)

.

The Brotlerick Crawford affair:

Reports from London that Crawford

would be featured in a British tv

series produced by John Nasht

brought this reply from Ziv: "Legal-

ly impossible."

According to Ziv, Crawford is still

under an exclusive contract to them

for all tv appearances and is, there-

fore, in no position to enter into any

such agreement with Nasht.

Strictly personnel: Philip Besser,

to production coordinator and Herb
Lazarus, sales coordinator of ITC . . .

Leon Mirell, named director of

business affairs for MGM-TV . . .

James O'Rourke, to Chicago as

account executive; Gerald Wolfe,
to sales promotion research assistant

in New York and Robert Stuart, to

account executive in Dallas, all for

CBS Films . . . Hugh Gollogly, to

Take another look at the Cadillac market

WWTV COVERS

MORE TV HOMES

THAN ARE IN

ALL OF *

VERMONT!

NCS No. :

both doytii

shows Ihol WWTV has doll/ cireulolion,

I and nighttime/ in 36 Michigan counties.

Even after you've covered the

Detroit, Kalamazoo and Grand

Rapids markets, Michigan still

offers you LOTS of TV oppor-

tunities!

WWTV, Cadillac, reaches more

television homes than there are in

WKZO TV — GRAND RAPIDS KALAMAZOO
WKZO RADIO— KALAMAZOOBATTLE CREEK

WJEF RADIO — GRAND RAPIDS

WJEFFM — GRAND RAPIDS KALAMAZOO
WWTV — CADILLAC, MICHIGAN
KOLN-TV— LINCOLN, NEBRASKA

Associated with

WMBD RADIO — PEORIA, ILLINOIS

WMBDTV— PEORIA. IUINOIS

the state of Vermont*, and no

other station even approaches

WWTV's popularity—Pulse leader

in 305 of 332 quarter hours sur-

veyed (Nov. 5-12, 1958)—in the

big Northern Lower' Michigan
market

!

AddWWTV to your WKZO-TV
(Kalamazoo-Grand Rapids) sched-

ule and get all the rest of outstate

Michigan worth having. // you

want it all, give us a call!

*Vermont has 92,500 television homes.

NCS No. 3 gives WWTV a nighttime

weekly circulation of 106,130.

WWTV
316,000 WATTS • CHANNEL 13 • 1282' TOWER

CBS and ABC in CADILLAC

Serving Northern Lower Michigan

account executive in the Great Lakes!

Division of Wilding, Inc. . . . Franll

Smith, v.p. of Cinema-Vue, leaves t<|

open the company's Los Angeles of I

fice this week.

INTERNATIONAL

Admiral and Goodyear will spon
sor the Pan-American Games (ii

Chicago, 27 August - 7 Septem
ber) over 85 Latin Americar
shortwave stations.

The feed will come from WRUL
Gillette will also use WRUL for

daily 15-minute report of the games

and provide its own internationa

hookup for covering the meet.

Incidentally, there's no interest as

yet in the international sponsorship,

of the Olympic games.

Tv facts from Brisbane, Aus
tralia: One commercial tv statior

should be in operation there by th(

end of the month, with 12,000 sets

expected to be in use when tv starts 1

Agency appointments : Bristo

Myers de Mexico, for Ammen's Tal

cum and Baby Powders and Quakei

Oats de Mexico for Quaker Oats and

Aunt Jemima Products, to Kenyoi

& Eckhardt de Mexico . . . P&G's

Gleem and Crisco, in Puerto Rico, tc|

Young & Rubicam, San Juan
Mene Grande Oil Co., a subsidiar)

of Gulf Oil Corp. and P&G's Tide

Camay, Duz, Drene Shampoo anc

Clorox, to Young & Ruhieam
Caracas, Venezuela.

Expanding: Bernard L. Schu<!

bert, Inc. has opened five new of;

fices overseas, bringing to eight thtj

number of branches the tv film com

pany now has in operation abroad.

The branches: in Paris, headed b)

Margaret Jansson; Tokyo, headed h\

Akira Shimizu; Sydney, Australia!

with Stanley Eskell; Mexico Cilyfl

Robert Benjamin, and in Buenosi

Aires, headed by Isidor Rosenfeld!

Personnel across the border \\

Townsend Griffin, v.p. of B&B, to

resident director of Lambe & Robin'

son-B&B, Ltd., London . . . Rem
Morrell, to assistant European

news bureau chief, headquartered irl

London for the Westinghouse Broadi

casting Co. . . . William Heinlein

'

76 SPONSOR 22 august 1955



IT

ADDS
UP

TO A BAKERS (F ELD)

DOZEN

<z
1

-f^T>J*

t because the mailing address happens to be Bakersfield, don't let that limit your thinking market-wise. KERO-TV

le only single advertising medium that reaches California's Southern San Joaquin Valley, peopled by over a million

spenders. It's one of the most fertile spots in all America to plant a good product and watch it grow. And, every

fcar you invest in KERO-TV time brings you a bonus of big-time facilities and an alert, professional staff to make every

ft: work overtime for agency and client. Plus, a marketing and merchandising program that forms a bridge between

Screen and customer sales. That's a baker's dozen in any field! Good thing to bear in mind when the Petry man calls,

ker still — why not call him?

KERO-TV CALIFORNIA'S SUPER-market
BAKERSFIELD CHANNEL 10 NBC

PRESENTED BY EDWARD PETRY & CO., INC.



STEP UP
TO

KJEO-TV

RESULTS

Insist your FRESNO, CALI-

FORNIA time buys get KJEO's

added viewership . . .

—Where nearly 40% of this 3-

Station Market's top shows,

network and non-network,

are KJEO's !

—Of the top 16 Syndicated

Shows, 10 are KJEO's !

—Of the top 10 Movie Shows,

8 are KJEO's!

Source : July 1959: Nielsen

And ycur H-R representative

will show you, the results you

get on KJEO are at rates right

with the lowest in the area. See

him now for top availabilities.

THE BUY-
WHERE
FRESNO,
CALIFORNIA
BUYS—IS

channel©
J. E. O'Neill

Joe Drilling

President

Vice President

and General Manager

W.O. Edholm— Commercial Manager

See your H-R representative U'n^C

to marketing manager for the inter-

national department of B. F. Good-

rich Chemical Co. . . . Jaime Taron-
ji, to media and traffic manager of

Robert Otto & Co.. Puerto Rico.

NETWORKS
Network tv sales: Jell-O (Y&R)
for Hennesey, on CBS TV, beginning

28 September . . . Liggett & Meyers
(D-F-S) and Whitman I N. W.
Ayer) for the Liberty Bowl football

game, 19 December, on NBC TV . . .

Other NBC TV sales include : Liggett

& Myers (Mc-E) and Anahist
(Bates) for thirds of Laramie, Tues-

days, 7:30-8 p.m.; Corning Glass

(N. W. Ayer), Midas ( Edw. H.

Weiss) and Anahist (Bates) for

thirds of Five Fingers, Saturdays,

9:30-10:30 p.m., and Liggett &
Myers (Mc-E) for alternate half-

hours of Bonanza, Saturdays, 7:30-

8:30 p.m.

New affiliates: W.INF, Manchester,

Conn., and WZOK, Jacksonville,

Fla., with Mutual . . . KTRE, Luf-

kin, Tex., with NBC TV.

Specials note: The Miss America

Pageant, CBS TV, 12 September, 10

p.m.-midnight will be sponsored for

the sixth successive year by Philco

(BBDO).

Years of service: While adding 21

names to those who have been with

the company for 10 years or more,

NBC, Chicago, noted that more than

half of its present employees have

logged 10 years, 20% have served

more than 20 years, and nearly 17%
of the staffers are members of the 25

year club.

RADIO STATIONS

The second quarter of '59 saw

an upsurge in the number of ra-

dio advertisers, according to RAB
Figures,

An RAB tabulation of spot and net-

negro radio for

mefro new york

WHEELING
37th TV
MARKET

* Television Magazine 8/1/58

One Station Sells Big

Booming Ohio Valley

NO. 13 IN A SERIES:

CHEMICALS

With the deep salt wells supplying the

essential brine, and the broad Ohio
River furnishing economical transporta-

tion facilities, a rich, thriving chemical
industry has arisen in the bountiful

WTRF-TV area. Typical is the Colum-
bia-Southern Chemical Corporation at

Natirum, W. Va., just south of Wheel-
ing. Here more than 1,000 employees
are engaged in the production of chlo-

rine, caustic soda, chlorinated hydro-

carbons, ammonia and titanium tetra-

chloride. The more than $5 million an-

nual payroll dollars help make the

WTRF-TV 39-county area a super mar-
ket for alert advertisers.

For complete merchandising service and

availabilities, call Bob Ferguson, VP
and General Mgr., at CEdar 2-7777.

National Rep., George P. Hollingbery Company'

wtrf t

v

Wheeling 7, West Va. ^^^
316,000 waits

[\ |J Q network color
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WHY TELEVISION TAPE ENGINEERS
AND PRODUCTION MEN CHOOSE

THE AMPEX CONSOLE

7 WAYS BETTER...

Console design is the hottest talking point among the men who do the actual day-to-day production

work on TV tape. Seven hands are better than two, and they know it. And they know that Ampex
console design gives them those extra hands with a speed and efficiency in production unmatched

by rack or any other design . . .

• One operator has complete control over all recording and playback functions while standing in

one position.

• All pushbutton controls are within fingertip reach.

• Monitoring is at eye level.

• Waist-high tape transport makes changing reels quick and easy.

• Splicing is a 30 second operation, right on the recorder.

• Desk-top convenience provides space for cue sheets and extra reels — no extra table required.

• And it's safe — you can't bump into turning reels.

There are already more than 410 Ampex Videotape* Television Recorders in operation throughout

the world — in all major networks, in stations and production companies.

Write, wire or phone today for an Ampex representative — or ask for the new, fully illustrated

brochure describing the new Ampex VR-1000B. Whatever you want to know about the advantages

and profits in TV tape, get the facts from Ampex.
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work clients for that period disclosed

that 1,448 different brands were ad-

vertised via radio—a 17.2% increase

over brands advertised during the

first three months of the year.

Other RAB reports of the week:

• An analysis by R. H. Bruskin of

motorists buying products in service

stations showed (1) more than half

listened to radio on the day they buy
—before buying, (2) 42.8% listen

to radio within two hours before pur-

chase and (3) 35.4% hear radio

within 30-minutes before buying.

• A survey at beaches, parks and

picnic areas in 10 major markets

showed 40.8% of all groups in these

locations had portable radios and

75.3% of these radios were tuned in

at the time of the interview.

Ideas at work:
• Dog days in Texas: Lubbock

now knows that 100 lbs. of weiners,

laid end-to-end, measures some 487

ft. via a contest run by KDUB. The
idea: Station got long-time advertis-

er Lubbock Packing Co. to contrib-

ute 200 lbs. of franks—100 for meas-

uring and 100 for a prize. Personnel

McLaughlin's Dollar

Buys More on WKOW
"Our radio schedule pro-

moting MANOR HOUSE
COFFEE was given even

greater strength by the ag-

gressive mechandising sup-

port provided by WKOW
and WKOW's hard-hitting

Merchandising Director,

Jim Miller. Personal calls

on grocers, window dis-

plays at your downtown
studio, and merchandising
letters to all retailers helped

our people sell by keeping
them informed of the sales

boost they received from on
'Wisconsin's most powerful
radio station.'

"

Charles Jallings

Sales Representative

MANOR HOUSE COFFEE

"Thanks, Marilyn Duff of

Earle Ludgin & Co., for the

opportunity to demonstrate

WKOW's ability to deliver

more for the money in South-

ern Wisconsin."

Ben Hovel

General Manager

WKOW

WKOW
MADISON,WISCONSIN

TV-®
RADIO- 10 KW- 1070

then strung the "dogs" and hung
them from a 20-story building in the

downtown area, asking listeners to

guess how long they measured.

• Beaming Latin America: Be-

ginning this week, WSM, Nashville,

will begin a new dimension in Inter-

American relations via airing brief

news summaries in Spanish to listen-

ers in the Caribbean and Central

America.

• Cool contests: Both KXOK,
St. Louis, and KCMO, Kansas City,

erected towers of ice near their stu-

dios, asking listeners to guess when
those gigantic icebergs would melt.

• For the distaff employees:
Proving that the working girl is not

forgotten, KOIL, Omaha, is asking

them to write a card to the station

telling where and for whom she

works. Each day, the station sends

a corsage to one of them, and at the

end of the week, KOIL selects a

working girl for an expense-paid

"night-on-the-town."

• No rock 'n' roll: "The sta-

tion that found the melody" is how
KXYZ, Houston, describes its new
music policy. To promote it, they

adopted an "Ear Conditioned" title,

and conducted a contest utiliizng the

phrase. The idea: Between 7 a.m.

and 7 p.m. each day, a voice said

"XYZ is completely ear conditioned."

The person guessing how many times

the words are aired wins an air con-

ditioner.

• For the Russian Premier:
WNEW, New York, is conducting a

music election to find the songs most

typical of American music. The 25

songs receiving the most listener

votes will be translated into Russian

and presented to Krushchev during

his visit to NY. In addition, station

will feature these songs on the air

while the Premier is in the city.

• On the pole for polio: To

boost the failing March of Dimes'

fund in Omaha, d.j. Fritz, of KBON,
aired his all-night show for two

weeks from a shack atop a pole erect-

ed at one of Omaha's busiest inter-

sections.

• A chance for the youngsters:

WTCN, Minneapolis-St. Paul, will

make some kid's dream of a "great

adventure" come true. The idea:

Children are asked to send in the ad-

venture they'd like to experience. Sta-

tion will make it a reality for the

winning letter writer.
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BIGGEST SELLING VOICE' IN VIRGINIA

Whether
by the

you
DOW(

sell

srful

autos or weenies, ask your PGW Colonel for details or

*50,000 Watt Selling Voice of WRVA-RADIO . . .

the terrific

Virginia's

sales job being

argest single c

done for a

dvertising

dvertisers

medium.

WRVA-RADIO RICHMOND, VIRGINIA • NBC AFFILIATE

^ife|L^T REPRESENTED BY PETERS , GRIFFIN, WOODWARD, INC.
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• On the ''cold front": While

the major radio networks were being

cut-off from Moscow, WFTL, Ft.

Lauderdale, pulled off what it terms

a "news scoop"': Station placed a 37-

minute call to a couple Ft. Lauder-

dale businessmen in Moscow for re-

broadcast two days after the Nixon

party landed in the U.S.S.R.

Summer daffodils: Tom Loone^

,

d.j. on KICN, Denver, is literally

"swinging." He's hanging 25 feet

off the ground suspended from a

crane cable at a shopping center un-

til the station "becomes number one

in Denver."

Note-worthy switch: Murray Cox,

farm editor of WFAA, Dallas, who
has been airing sponsors' products

directly related to the farm, is trad-

ing in his plows for skirts via a new

sponsor. Montgomery Ward Big

Town chose his show to premiere on

radio their fall line of back-to-school

wear.

Programing note: KFMB-FM,
San Diego, will air 1 September with

what it describes as "a totally differ-

ent approach to the fm program for-

mat": It will be built around the

broad field of genuinely great jazz.

Thisa'n' data: WABC, New York,

is inaugurating a new daytime music

policy featuring the best tunes of all

time . . . Winner: Norman Wain,

of Marc Wyse Advertising, Cleveland,

came closest to guessing that it would

take 131 days for WHK, Cleveland,

to "become number one" according to

C. E. Hooper Audience Survey report.

His prize from WHK: $100 . . .

"Target" is the new theme WLEE,
Richmond, is using for its promotion.

As a tie-in, the station is giving away

a $1,000 bond to the person locating

target that has been placed in a sec-

tion of the city . . . Eulogy for Three

Non-Adjusted Men. a 'wax museum'
program aired on WFMT-FM, Chi-

cago, has been chosen to represent

the U.S. in the 11th annual interna-

tional competition for the Prix Italia.

Station purchase: WWOL. Buf-

falo, from the Greater Erie Broad-

casting Co. to Grelin Broadcasting,

Inc., for $250,000—brokered by Ed-

win TornbrrT & Co.

2

GENE AUTRY
starring in 56 HOUR FEATURES

ROY ROGERS
starring in 67 HOUR FEATURES

REALLY ROUNDIN' UP RENEWALS
Originally bought Renewed in 1959 m

WCCO-TV 2 runs 5 Year Profit Plan j

Minn. -St. Paul B
KPRC-TV 6 runs 5 Year Profit Plan I
Houston m
WHIO-TV 3 runs 5 Year Profit Plan 1
Dayton I
WFBM-TV 4 runs 5 Year Profit Plan §
Indianapolis m
WSLS-TV 2 runs 5 Year Profit Plan I
Roanoke M
WTVM 3 runs 5 Year Profit Plan f
Columbus, Ga. I
WATE-TV 2 runs 5 Year Profit Plan 1
Knoxville 1
KOB-TV 3 runs 5 Year Profit Plan J
Albuquerque I
KVOO-TV 4 runs 5 Year Profit Plan 1
Tulsa 1
WFLA-TV 3 runs 5 Year Profit Plan |
Tampa P

and many, many more!

...and really

ratkin' up raves:

"Great ratings, highest

in the city . . . have
signed for five more
years." WTVM,
Columbus, Georgia,
April 6, 1959.

"For almost two years

now . . . they have been

eminently successful."

WCDA- TV,
Albany-Troy.

mca
TV FILM SYNDICATION

New affiliations to the Keystone
Broadcasting System: KTOC,
Jonesboro, La.; WDLB, Marshfield,

Wis.; WWIZ, Lorain, O.; KGRO,
Gresham, Ore.; WRWH, Cleveland,

Ga.; KASO, Minden, La., and KRMS,
Osage Beach, Mo.

Station staffers: Roy Holmes, to

general sales manager of the Quality

Music Stations . . . Bob Dunn, to

general manager of KSFA, Nacog-

doches, Tex. . . . WBC appointments:

Gordon Davis, to general manager,

WIND, Chicago; Carl Vandagrift,

the same, at KYW, Cleveland, and

Ed Wallis, to WOWO, Ft. Wayne,

as general manager . . . O. P. Bob-
bin, to v.p. of LBJ Co. in charge of

sales . . . Tom Duggan, sales man-

ager, KICN, Denver . . . Lewis

Click, comptroller, WSAZ, Hunting-

ton-Charleston . . . Randy Archer,

local sales manager, KING, Seattle

. . . James Fesperman, general

manager, KFSA, Ft. Smith, Ark. . . .

Edward Newman, commercial man-

ager, WWIN, Baltimore . . . David
Yarnell, publicity director, WCBS,
New York.

REPRESENTATIVES

Rep appointments: The Herald

Tribune Radio Network, to The Boil-

ing Co WFPG, Atlantic City, to

Jack Masla & Co. for national rep-

resentation exclusive of Philadelphia

. . . WYNG, Providence, to Good
Music Broadcasters . . . WOPA,
Oak Park-Chicago, to B-N-B, Inc.-

Time Sales for the West Coast.

Strictly personnel: Lionell Col-

ton, to Chicago as v.p. in charge of

mid-west operations for Walker-

Rawalt . . . Gregory Murphy, Jr.,

manager in charge of the Atlanta of-

fice of the Katz Agency . . . Ted
O'Connell, to Chicago as mid-west

sales manager for CBS TV Spot Sales

. . . Dick Cruise, to the Los Angeles

tv sales staff of Edward Petry . . .

Pete Watkins, to the New York

sales staff of Gill-Perna . . . Robert

negro radio for

metro new york

82 SPONSOR • 22 AUGUST 1959



^g

^V ^^6^
«Sk'-K.,

1OkV\V»^^

WeeReBeL, Columbus, Ga., and Jackie Moore, time buyer, BBD&O. Inc., New York, reveal a few secrets.

Haue you heard what the UUeeReBel

said to BBD&O?
"Over a million people can watch WRBL-TV"

Over a million people can watch us in the 47-county area served by WRBL-TV; and

the only way you can reach them all on TV is with WRBL-TV. Metropolitan Colum-

bus has the highest family income in Georgia and 25th highest in the nation. Columbus

belongs on every Southern schedule. WRBL Radio programs to the adult audience

with top buying power in Columbus. Call HOLLINGBERY for choice availabilities

in Georgia's second market.

WRBL
TV-CHANNEL 4 • RADIO-5000 WATTS

a I01UI11BUS, GB©
Represented by George P. Hollingbery Co.
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SHARE OF AUDIENCE
IN A COMPETITIVE,

3-STATION MARKET*
More audience than all other El
Paso stations combined! That's
what the latest ARB gives KROD-
TV ('February 1959.) And that's

why KROD-TV is the "must" buy
to reach the vast West Texas-South-
ern New Mexico market.

JKRQD-TK
EL PASO, TEXAS

Dorrance D. Roderick, Pres.

Val Lawrence, V.-Pres. and Gen. Mgr.

REPRESENTED NATIONALLY BY THE BRANHAM COMPANY

just %tj^fyman/
and ^nis siqaatufP

people
REACT
to the

voice and vision

of NBC in

South Bend - Elkhart

call Petry today!

WNDU-TV
BERNIE BARTH & TOM HAMILTON

McGinnity, to radio salesman,
Thomas F. Clark Co.

William Rambeau, the recently-

resigned president of Rambeau-

Vance-Hopple, has set up an office

in New York where he'll become a

station consultant.

TV STATIONS

The plans of WBBM-TV, Chi-

cago, to syndicate a series of

Paris fashion programs has be-

come a cropper, besides an em-
barrassment and financial stick-

er.

It seems that when the station's

crew and top brass got set on loca-

tion they found that the William

Morris agency had all the designers

under tv rights contract.

The station had sold the series to

Perma-Lift in three markets for

$14,000.

TvB is distributing a pocket-

sized promotion piece dubbed
"The Top 100 National Adver-

tisers," which summarizes top

level media preferences.

These top 100 advertisers in 1958,

the TvB summary shows, invested

nearly 50% of all expenditures in

tv, with 65 of the 100 considering tv

their basic medium.

Promoting tv: The nation's lead-

ing tv set manufacturers are go-

ing to boost tv programing via a

campaign mapped out by the Con-

sumer Products Division on EIA
(Electronics Industries Assn.).

The promotion: Banners carrying

the slogan "Coming— The Finest

Shows of All on Tv this Fall" are be-

ing mailed to 40,000 tv dealers by

EIA. In addition, set manufacturers

will provide slugs for use in local

newspaper advertising incorporating

the same theme.

Ideas at work:
• A day at the races: W-TEN

and WROW, Albany, played host to

some 225 ad and broadcasting execu-

tives at the Saratoga Race Track in

Saratoga Springs, N. Y. Stations

chartered planes to fly the guests

from New York and Boston to the

track, and then to dinner in Albany

via air-conditioned busses. To com-

• SPRINGFIELD
• DECATUR
• CHAMPAIGN-URBANA

y 1VUe»e Mid America

Jdiuei, and Buy*..."

KOH ORENO

KFBK ° SACRAMENTO

KBEE ° MODESTO

KMJ © FRESNO

KERN ° bakersfield

delivers more for the

money in California's

inland valley and

Western Nevada

Check Paul H. Raymer Co. for the facts

M'CLATCHY BROADCASTING

COMPANY O, CALIFORNIA
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SPONSOR
Hundreds of extra eyes to be
exact— the most restless

retinue of retinas— work for
you at SPONSOR to help keep
you the best informed executive
on broadcasting that you can
possibly be.

Experienced eyes that see
beneath the surface and beyond
the fact. Eyes that bring you
not alone news but the most
comprehensive analysis of this

news in the entire publication
field.

That's why you should read
SPONSOR— at home . . .

where you can give it your
unhurried time— your relaxed

imagination. One idea that

you can apply might well be
worth a lifetime of subscriptions.

Now— for just $8.00 a year—
you can have 52 issues of

SPONSOR delivered to your

home. Try it on this

money back guarantee.

Only gift subscriptions for ad-

vertisers or agencies are eligible.

SPONSOR
40 Eosf 49 St., New York 17, N. Y.

I'll take a year's subscription of SPONSOR.
You guarantee full refund any time I'm

not satisfied.

NAME
FIRM

ADDRESS
D Bill me Bill firm

plete the day's activities, the group

was transported back to New York

by Eastern's Super Constellations.

• CBS TV affiliates have begun

a search for a woman in each of 51

states (including D.C.) to represent

them as guests of the network 11-19

September, during which time she

will be the Televisit Week Reporter

for the station and a local newspaper.

A new innovation this year is that

along with the women's visit to CBS
TV, New York, they will also be

flown to CBS studios in Hollywood.

• The plan backfired: To liven-

up a western style Record Hop, m.c.

Frank Darien of KNTV, San Jose,

arranged for two men to show up at

the studio, argue, and fire blank

shots. The hitch: While Darien acted

the hero by dashing between them

during the "fight" on tv, one of the

blanks stung him in the arm and a

powder flash burned a hole in his

shirt. With "the show must go on"

attitude, Darien completed the pro-

gram, and then was taken to a hos-

pital for wound treatment.

Thisa 'n' data: Knodel Tygrett

Co., signed for a longterm stint on

the 11 p.m. nightly newscast on

WCPO-TV, Cincinnati . . . Pulse

found, during its March survey, that

tv attracts an above-average pro-

portion of women who buy home
permanents—with the soap operas

being particularly effective for that

and shampoos . . . WKJG-TV, Ft.

Wayne, will exclusively present live

wrestling from its studios beginning

7 September . . . Kudo: KJNXT, Los

Angeles, winner of the Army's "out-

standing public service award."

Station purchase: WSFA-TV,
Montgomery, Ala., to the Broadcast-

ing Co. of the South for $2.5 million,

from the Oklahoma Publishing Co.

and G. Richard Shafto.

On the personnel front: Saul

Rosenzweig, to v.p. in charge of

tv sales, WLOS-TV, Asheville-Green-

ville-Spartanburg ... J. W. Slates,

to general manager of KFSA-TV, Ft.

Smith, Ark. . . . Orville Burda,
commercial manager, KXJB-TV, Val-

ley City, N. D Warren Wright,

program manager, WFBM-TV, In-

dianapolis . . . Peter Whipple, sales-

traffic manager, WTTG-TV, Washing,

ton, D. C. ^

M Betty
Clarke is a marvelous
sales woman to produce
the results she did
during a short-term cam-

paign. And, three weeks
later, we wonder when
we will stop getting
direct results.

55
Woman-to-woman is the best way to sell

women. That's how WFDF's Betty Clarke

does it on her daily PARTY LINE show

from 2:00 -2:30 P.M. For proof of suc-

cess, check the

quote from Mr.

John Cole, Dir-

ector Radio-TV

for THE BUCH-

EN COMPANY,

Chicago, He re-

fers to a FAMO

Recipe Booklet

offer made dur-

ing June that

continued to

draw mail response almost a month after

the schedule ended. He adds, "of course

we're delighted" and "slightly amazed."

These "amazing" results are not unusual

for Betty's sponsors, They are, in fact,

her stock-in-trade. That's why, we say,

"if what you sell appeals to women, get

on the PARTY LINE for direct sales now."

The Katz Agency can give you a full ac-

count of how Betty's listeners use on-the-

air phone calls for lively question and

answer sessions on household problems.

And the Katz man can also tell you about

the limited availabilities for Fall. We sug-

gest you call early.

WFDF
5 KW at 910 on the dial for Flint and

all of Northeast Michigan.

Represented nationally by the KATZ

Agency.
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Hot Springs, Ark.

Pop. 33,800

is larger than

Midland, Texas

Pop. 64,700

in General Merchandise Sales

La Crosse, Wise.

Pop. 79,700

in Drug Store Sales

Sheboygan, Wise.

Pop. 91,900

in Apparel Store Sales

Ask Us ''Why"

KBHS
5000 watts at 590 kc

113 Third St., Hot Springs, Ark.

"NATURALLY, I

LISTEN'TO KFWB"
"When I travel, I want the new-

est, fastest way. . . I go by jet.

When I listen to radio, I want
the newness; pace, and preci-

sion of jet flying ... so, natur-

ally, I listen to KFWB."

J>
4*,/T"Nw

The KFWB audience gives you

more men, women, children . . .

more everybodies . . . than any

other L.A. station.

Buy KFWB . . . first and fast in

Los Angeles.

6419 Hollywood Blvd., Hollywood 28 / HO 3-5151

ROBERT M. PURCEll, President and Gen. Manager

JAMES F. SIMONS, Gen. Sales Manager

Represented nationally by JOHN BLAIR & CO.

86

Tv and radio

NEWSMAKERS

John H. White has been named Eastern

sales manager of H-R Tv, Inc. He comes

to the rep firm from Chicago, where he

was manager of CBS Spot Sales. White's

first job was with Prentice-Hall publishing

firm. He began his tv sales career with

George P. Hollingbery, and in 1948 joined

the Katz Agency exclusively as a tv sales-

man. In 1951 he went to CBS Spot Sales

in N. Y. He was subsequently transferred to San Francisco as CBS
Spot Sales branch manager, then to Chicago in the same capacity.

Cordon Davis is the new general manager

of WIND, the Chicago station of Westing-

house. He has been with WBC since 1947,

first as producer and program manager

and, later, as general manager of KYW,
Cleveland (formerly Philadelphia) . Earli-

er, he served KIRO and KVI, Seattle, and

WILL, Urbana, 111., as writer, director and

announcer. From 1936 to 1942 Davis was

a Stars and Stripes correspondent in the Pacific Theater. A U. of

Illinois graduate, he lives in Cleveland with his wife and two children.

Jayne Swain has been promoted to v.p.

and general manager of WAKE Broad-

casters, Inc., the Bartell stations in Atlanta.

She has been with the Bartell Family

Group for the past three years, most re-

cently holding the post of station manager.

Mrs. Swain began her radio career in

1948 as both broadcaster and saleswoman

for her own show via WQXI, Atlanta. She

later joined the Rounsaville Chain as an account executive. Mrs.

Swain is a member of the Atlanta Advertising Club and AWRT.

James H. Fuller has joined the New York

sales staff of Robert E. Eastman & Co.,

radio station reps. He was, for the past

year, advertising sales manager for SPON-

SOR. Prior to this, he spent five years with

NBC, CBS and later, ABC, on the radio

sales staffs. Earlier, Fuller was with Y&R,

McCall's Magazine and with the American

Druggist. He is a graduate of Dartmouth

College, and spent five years as a major in the Air Force. Fuller is

married ; the father of three children, and resides in South Salem, N.Y.
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NBC, ABC. Warner Brothers-plus Paramount! The best ot

this major producer now has sweetened the pot for

WSOC-TV advertisers. Puts more starch in the formula

that's changing viewing habits of Charlotte television

!

Here in America's 22nd largest tv-homes market you get

more for your dollar on Charlotte's expanding WSOC-TV. .

.

one of the great area stations of the nation. CHARLOTTE 9-NBC and ABC. Represented by H-R

wsoc and wsoc-tv are associated with WSB and wss-TV, Atlanta; WHIO and WHIO-TV, Dayton

sponsor • 22 august 1959 87



SPONSOR

Are admen neglecting programs?

Keen-eyed observers of the air media are beginning to be

disturbed over the tendency of many agencies and advertisers

to neglect tv and radio programing.

From Chicago comes news that Needham, Louis, and Bror-

by, reversing a trend, is expanding its radio/tv activities to

include more program study, research and planning. NL&B
feels that top agency executives must again become program

specialists in order to protect client interests.

In New York last week, Edgar Kobak, veteran advertising

and broadcasting executive, and now consultant to blue-chip

accounts, told sponsor that the trend toward participating

and alternate sponsorship of tv shows contains elements of

real danger.

"In the old days," says Kobak, "when men like G. W. Hill

insisted on scrupulous listening by his agency and ad depart-

ment to all American Tobacco shows, we had a healthy,

though sometimes annoying involvement of sponsors with pro-

graming. The criticism kept producers on their toes.

"Today, with many advertisers buying minute participa-

tions, there's a tendency to forget programs entirely—except

at rating time. This isn't healthy, and can lead to trouble."

sponsor agrees that it is unrealistic to divorce programing

from the total radio/tv advertising picture. We urge agen-

cies and advertisers to re-examine their present systems and

procedures, and give proper emphasis to programs.

Meet Mr. Ziv

Next week, sponsor publishes an exclusive story on one of

the most successful but least known men in our industry

—

Frederic W. Ziv, chairman of the board of Ziv Television

Programs Inc.

The Ziv name is known to millions, but many people, even

in the business, ask, "Is there really a Mr. Ziv?" There cer-

tainly is, and we know you will be interested in sponsor's

report on the dynamic Cincinattian in next week's issue.

THIS WE fight FOR: Greater recognition,

by agencies, advertisers and stations of the

need for strict self-policing on all matters of

programing and commercial announcements.

lO-SECOND SPOTS
Samaritan: A Madison Avenue sec-

retary returned home to her apart-

ment, did her good deed for the day

by assisting a little old lady into the

automatic elevator. The little old

lady promptly pushed the floor num-
ber and "Door Close" button, the

door slammed on our girl's dress and

the elevator took off. Also taken off

in the ride was the girl's dress which
may still be lying at the bottom of

the elevator shaft.

Fluffs: Slippery tongues produced

two sterling goofs in Charlotte, N. C.

A tv newscaster described a new jet

as flying "faster than the sound of

speed." And a campaign chairman

became a "Champagne careman."

—

TV Guide.

The promoters: From Crawley
Films, Canada, a promotion piece in

the form of a capsule labeled "Dope,"

which goes on to say "Straight dope

from Crawley" . . . From WRCA
Radio, N. Y., a record-shaped swatch

of Bigelow carpeting as an invitation

to a demonstration of the station's

"Wall to Wall Music."

Motivated: From Earl Wilson's

column in the N. Y. Post—"Jackie

Miles complains that his wife is a

pushover for tv pitchmen: 'We own
everything in the world that costs

$1.25 a week.'

"

Stationbreak: At KQV, Pittsburgh,

news director Ken Hildebrand sat

down before the mike awaiting his

cue. As the "On The Air" sign

flashed, he found he had forgotten

his news script. Oh well, no news is

good news.

True to form: A New York adman,

whose youngsters keep pet rabbits in

their Greenwich Village garden apart-

ment, recently entertained a neighbor-

ing family, who keep a pet turtle in

their garden apartment. After ump-

teen rounds of potables, somone sug-

gested a tortoise vs. hare race. The

tortoise won.

Natural: Phil Stone, CHUM,
Toronto, suggests a root beer com-

pany sponsor a tv show called Gun
For Hires.
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Still wondering

where the

low went?

This is it, UPURE601D"ionm:
4.

»/
WLAC-TV's 91 -county, 4-state

coverage area is virtually free

of duplication by any other

CBS station.

The difference between CBS
unduplicated coverage and

NBC unduplicated coverage is

documented by NCS #3 area

survey and published engineer-

ing maps of NBC stations in

Paducah and Louisville.

Always the leader...

in the things that count!

NATIONAL REPRESENTATIVE: THE KATZ AGENCY, INC.
New York Chicago Detroit Kansas City

Atlanta Dallas Los Angeles San Francisco

Robert M. Reuschle
General Sales Manager

T. B. Baker, Jr.

Executive Vice-President

and General Manager

Buy AREA impact on WLAC-TV, the Souths Great MULTI-MARKET^ STATION



^America'sm Markef. .

.

with the ^OPularity Stations

KMBC"TV CHANNEL 9
. . . reaches 36,316 more homes with Class "A" coverage than does

its nearest competitor.

KMBC-TV is the most powerful station in its huge coverage area . . .

316,000 watts from its "Tall Tower" ... serving 1,674,978 people!

KMBC-TV is the most popular station in the Kansas City market.

High-rated, station-produced programs are liberally laced with an
ever-growing number of sparkling ABC-TV shows destined to

capture a still greater majority of the area's top network
program ratings.

KMBC-KFRM •....<>
The Kansas City Trade Area Team

. . . serving the Kansas City Trade Area with twin transmitters and
10,000 watts power . . . blankets a prosperous area of four million

population—western Missouri plus ALL of Kansas as a BONUS.
You get KFRM free when you buy KMBC! Deftly balanced

programing features the Midwest's TOPular broadcasting

personalities. Their audience-oriented music, live news and sports,

farm service and women's shows deliver

terrific listenership and turn advertising

impact into sales. Top personalities plus

top programing with "the Top 10,000

Tunes" create TOPularity.

jfcKansas City Metropolitan area has risen to 17th in

the nation 'in TOTAL NET EFFECTIVE BUYING
INCOME, according to Sales Management 1959
"Survey of Buying- Power." (Kansas City has re-

cently been rated by a national investment author-
ity as having the greatest growth potential of any
city in the United States!

)

Sn Kansas CM the Sw^g « «> l(MRQ-TV Q
Kansas City's Most Popular and Most Powerful TV Station

and in Radio the Swing Is to

KMBC °J Kansas City— KFRM ft* the State of Kansas
with 10,000 Watts Power from Twin Transmitters

KMBC-TV's 0.1 mv contour covers approximately 25

square miles in rich western Missouri and eastern Kar

Class "A" coverage from the 316,000-watt "Tall To\

reaches 36,316 more homes than does its

competitor!

Note how closely KMBC-KFRM 0.5 mv coverage fits II

Kansas City trade area (shaded) as defined by indus

economists of 10th District Federal Reserve Bank. Ail

1 Vi million families (about 4 million persons) po:|

buying power exceeding $61'2 billion annually!

r

DON DAVIS, President
JOHN SCHILLING, Executive M
GEORGE HIGGINS, Vice Pres.B
ED DENNIS, Vice President
MORI GREINER, Television MM
DICK SMITH, Radio Manager

^afa

Peters.Gl
WOODWAJ

Exclutitt Nalioiul M
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Todd Storz. President

Home Office: Omaha
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represented by John Blair & Co.
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Fine lettering is almost a lost art, hav-

ing given way to many new and

beautiful type faces. And yet, it is still

sought after by those who recognize

and value the "quality touch" it con-

tributes! This same quality touch has

its counterpart in today's better radio

and television station operations . . .

a "plus factor" of immeasurable value

in any advertising campaign!

radio & television • dallas
Serving the greater DALLAS-FORT WORTH market

BROADCAST SERVICES OF THE DALLAS MORNING NEWS EDWARD PETRY & CO., NATIONAL REPRESENTA



St. George made things happen in Macedonia . . . and

WPEN
RADIO

MAKES
THINGS

HAPPEN
IN

PHILADELPHIA
WPEN is the only radio station in Philadelphia

broadcasting up-to-the-minute traffic re-

ports directly from our own helicopter. These

authoritative, on-the-spot reports of traffic

conditions are broadcast by Philadelphia

Police Department traffic experts. In Public

Interest— and in Sales—WPEN MakesThings

Happen In Philadelphia.

WF=»EM
Represented nationally by GILL—PERNA

New York, Chicago, Los Angeles, San Francisco, Boston. Detroit

CONSOLIDATED SUN RAY STATIONS
Cincinnati . . WALT. Tnmna



here's to

WBIR-TV
Knoxville...

... for having most

of the top-rated shows.

Call your Katz man.

WBIR-TV
CHANNEL ~| £\

KNOXVILLE-TENN.
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31 sponsor presents an exclusive profile of publicity-shy Frederic W. Ziv,

bd. chmn. Ziv Television, who built an empire with shrewd marketing

Why Gillette is expanding radio

35 World's largest razor blade "dispenser," whose ad success has been due

largely to endorsement, uses radio d.j.'s to reach the pre-shave crowd

Who's who in the tv networks

38 Up-to-date chart of executives at ABC, CBS, NBC, prepared especially

for adv. managers and agencymen who deal with network personnel

How Reis tailors underwear ads

40 Here's market-by-market strategy of manufacturer who switched from

middle-of-the-road print to tv—focusing on male and female selling features

Get your salesman into home
41 Food-freezer company experiments with local radio in Philadelphia to

open doors; uses weekend, special promotions, plans taped testimonials

Net tv billings up $26 million

42 LNA-BAR figures by TvB show network estimated gross billings $25

million up over first six months last year, food products still leading

A preview of net tv's fall lineup

43 Forty-four new shows will appear, adding up to more hours, more sus-
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LET'S DISH UP

SOME BRASS TACKS!

Look at the record! In the recent past, three different

services— ARB, NSI, NCS No. 3 — have pointed to

WHO-TV as the top station in Central Iowa.

NCS No. 3 gives WHO-TV more daily circulation in

57 counties than any other station, daytime and night-

time. In the NSI Report for 27 Iowa counties (March,

1959) WHO-TV delivers more homes in more quarter

hours than any other station. Finally, ARB (see below)

proves WHO-TV's hometown popularity.

One of the big reasons for this outstanding showing

is WHO-TV's star-studded library of film packages*.

Films from this great library are featured eack weekday

on WHO-TV's Family Theatre (Noon-2 p.m.), Early

Show (4:30 p.m.-6:05 p.m.) and Late Show (10:30

p.m.-Sign-Off).

Sit down soon with your PGW Colonel and talk

"brass tacks" about WHO-TV— by all odds, the best

in Central Iowa television!

*WARNER BROTHERS "Feature" and "Vanguard" * A1GA1 Groups

1 and 3 -fa NTA "Champagne," "Rocket 86," "Dream," "Lion,"

"Big 50" -k SCREEN GEMS "Sweet 65" • HOLLYWOOD TELE-
VISION SERVICE "Constellation" + M and A ALEXANDER "Im-
perial Prestige" -fc ABC's "Galaxy 20" and others.

ARB SURVEY
METROPOLITAN DES MOINES AREA

(March 16- April 12, 1959)

FIRST PLACE QUARTER HOURS

Number Reported Percentage of Total

1 -Week 4-Week 1 -Week 4-Week

WHO-TV 233 227 50.0% 48.7%
Station K 186 197 40.0% 42.3%

Station W 27 42 6.0% 9.0%

Ties 20 4.0%

/

L^>

WHO-
WHO
WHO
WHO
WHO
WHO
WHO-
WHO
WHO
WHO

.VVHO
WHO
WHO
WHO
WHO
WHO
WHO
WHO
WHO

I

WHO-TV
Channel 13 * Des Moines

NBC Affiliate

WHO-TV is part of Central Broadcasting Company,
which also owns and operates

WHO Radio, Des Moines; WOC-TV, Davenport

^p Peters, Griffin, Woodward, Inc., National Representatiies
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97.2%
OF VIEWERS IN

Albany, Ga.
ARE TUNED TO

WALB-TV

WALB-TV's NEW

1000 FOOT

TOWER
ALMOST DOUBLES THE
EFFECTIVE WALB-TV
MARKET IN

SOUTH CEORCIA AND
NORTHWEST FLORIDA!

• GRADE B POPULATION
NOW IS:

730,600

• GRADE B TV HOMES
NOW ARE:

126,200

Write tor

new Coverage Map!

WALB-TV
ALBANY, CA. — CH. 10

Raymond E. Carow, General Manager

Represented Nationally by

Venard, Rintoui & McConnell, Inc.

In the South by James S. Ayers Co.

One Rate Card

NEWSMAKER
of the week

In an unexpected move, Radio Corporation of America last

week took the radio/tv industry and Kenyon & Eckhardt
by surprise, by shifting its $10 million consumer and insti-

tutional advertising back to J. Walter Thompson—tvhere the

RCA account had been handled for 11 years prior to 1954.

The newsmaker: Ralston H. Coffin, RCA vice president

for advertising, was sitting on top of one of the best-kept industry

secrets of recent years when word leaked from Kenyon & Eckhardt

last week that its $10 million share of RCA's $17 million advertising

nut was going to J. Walter Thompson. I For significance of this and an-

other account's return to Thompson fold, see Sponsor-Scope, page 24.)

Apparently, unknown to K&E, details had been worked out between

RCA and the Thompson agency in time for Thompson to resign the

$5 million Sylvania account (which in turn was assigned to Kudner

about the same time K&E got wind

that something was afoot).

The shift, biggest since D'Arcy

and Kudner lost Coca-Cola and

Buick, respectively, to McCann-

Erickson, takes place officially 1

January 1960. However, Coffin

indicated that the new agency

would soon be at work on plans

for the 1 January introduction of

the new product lines.

"Thompson's overseas facilities

were certainly a factor in the

decision," Coffin told SPONSOR. "I

have met with the Thompson people who will handle the account,"

said Coffin, "and the team appears relatively complete."

Coffin said that none of the key people on the account were ones he

bad worked with prior to 1954, when he was advertising director

of the former RCA Victor Division. According to Thompson presi-

dent Norman Strouse, Bill Howard will head the account.

Adding to industry surprise at the RCA move was the fact the

company's first half earnings were 44% above the '58 level with

profits of $13,500,000 (on sales of $542,600,000).

Said Coffin, "K&E's advertising for us has consistently outperformed

the industry according to independent measuring services for both

print and broadcast." (K&E, of course, pioneered Peter Pan, Produ-

cers' Showcase, and Perry Como for RCA. I Balance of the $17 million

RCA billable budget (about $7 million I remains with Grey Adver-

tising (for NBC, affiliates and records) and Al Paul Lefton I for

electronic parts). RCA-Whirlpool, a separate company billing about

$4.5 million, remains with K&E. RCA's outlay also includes $5 mil-

lion in co-op money. ^

Ralston H. Coffin
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You spend a lot of money on television because you hope a lot of

people will see your show (and pay attention to your commercial).

But sometimes they don't—and won't . . .

Unless you impress them with the importance of watching YOU.

TV Guide can be very helpful here. It reaches television households

equivalent to a 17 rating.

This audience turns to TV Guide to plan its TV week, reads

TV Guide every day of the week.

We suggest you keep after these 26 million readers frequently with

a forceful reminder of who you are and what you sponsor.

7,250,000 circulation guarantee effective October 31 , 7959
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MORE THAN YOU COUNT ON! You know wcbs-tv coi

mands New York's biggest audiences. Year after year, audience "head-courj

ing" studies prove it—and advertisers count on it!

Now, a new depth study of "breakthrough" significance shows that cha

nel 2 delivers also the best, most responsive audiences. Conducted by tl

Institute for Motivational Research, in association with Market Plannii

Corporation (an affiliate of McCann-Erickson), the study proves dramatical!

that New Yorkers—with seven stations to choose from— have by far tl

Pitt /



greatest trust and confidence in channel 2. And, even more significant, that

his pattern of trust and confidence (to quote the Institute for Motivational

lesearch) "carries over into a pattern of greater trust and confidence in

•ommercials and products associated with channel 2V

Thus, this study is as important to you as rates and ratings. To obtain a

opy of the findings, call WCBS-TV or your nearest CBS Television Spot

ales representative. You'll see that channel 2 gives you more, far more,

an you count on! CBS Owned Channel 2, New York\\CBS®TV
>

"



REMEMBER!

&< XfiW

CBS

TALLAHASSEE
THOMASVI LLE

the bright spot in your

sales picture . . . WCTV
can make it brighter!

With the great CBS programs,
plus top ABC -TV shows,
WCTV provides standout
service to a most responsive
market. In the entire U.S.,
Tallahassee stands fifth in re-

tail sales per household.*
For many leading brands,

the Tallahassee - Thomasville
Market deserves and gets
strong spot schedules. A siz-

able market - over 225,000
families — 52 counties — effec-

tively covered by WCTV. Get
the complete picture from
Blair Television Associates.

"Annual Survey of Buying Power,
1959.

WCTV
TALLAHASSEE *!&&, THOMASVI LLE

<6>^~^a John H. Phipps
Broadcasting Station

LEVISION ASSOCIATES
National Representatives

Reps at work 1

Doug Yates, Television Advertising Representatives, Inc., New
York, points out the importance of advertisers sponsoring one-shot

specials to maintain continuity of advertising through spot. "Spon-

sors new to specials are attracted by the glamour and merchandising

opportunities of a big one-shot show," Doug says. "But one or two

specials don't constitute a cam-

paign by themselves. They need

additional advertising support to

sustain the impact of the special

throughout the year." Doug notes

that audience memory drops off

sharply long before the next spe-

cial is aired. Also, with the aver-

age listener exposed to 30 an-

nouncements a night, competing

advertisers can diminish the effec-

tiveness of a special. "By using a

special-plus-spot campaign the ad-

vertiser can capitalize on the over-all dramatic advertising values

of the one-shot while delineating individual sales points with spot.

The combination also provides better reach. Specials get higher

ratings in one- and two-station markets; but spot can give the adver-

tiser the frequency and fluidity he needs in multi-station markets."

Jim Le Baron, H-R Representatives, Inc., New York, feels that some

buyers could both help themselves and reps with a more give-and-

take attitude when a salesman calls on them with a visiting station

man. "If you're too busy for even five minutes with them, at least

try to spare a handshake. A face-to-face statement of being 'snowed

under' leaves the rep and station

man less frustrated than a 'cant

see' over the receptionist's phone.

If you can see the station man,

don't just yes him to get him on

his way. Tell him about your Inly-

ing methods, your plans, and de-

tails of specific accounts. Help him,

too, to give you useful information

not to be found in Pulse, SRDS or

NCS #2. In talking with him. \ on

may learn things that will affect

your entire approach in his mar-

ket. Ask him pertinent questions—how he got his ratings, is his a

formula station, a personality station, a cross-section station? And

when the interview is over, let him know how his station stands.

If his chances are poor, say so—and tell him why. In this

way, you can both benefit tremendously from the personal contact."
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THE GREATEST

STRIPPER

IN SHOW BUSINESS

SINCE BURLESQUE

ABC FILMS
/50/ Broadway, New York 36

i A^L-awanna 4-5050

THE

PEOPLE'S

CHOICE

MONDAY through FRIDAY

DAYTIME, YET

This strip is on stations from

coast- to- coast, starting as early as

9:15 AM—and it's out of this world:

Develops fantastic audience records

Attracts some of the greatest names
in advertising as participating

sponsors.

Makes money for station managers

who know the value of a hot

spot carrier.

For the complete lowdown, get

in touch with ABC Films fa



Uidmakip
Joel Mareiniss

Fred Hillegas

Uim DeLine

t—

*

r<#*?Y
A%

1

**s jn«^

The greatest salesmen in Central New
York sparkling in news, good music,

sports, top entertainment, public service.

Represented Nationally by

THE HENRY I. CHRISTAL CO., INC.

NEW YORK • BOSTON • CHICAGO

DETROIT • SAN FRANCISCO

Elliot Gove

10
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WSYR Delivers 85%
More Radio Homes
Than The No. 2 Station

In an area embracing 18 counties, 402,670 homes,

1.5 million people with a $2.5 billion buying-power . . .

WSYR DELIVERS
MORE HOMES THAN
THE NEXT TWO

STATIONS COMBINED

Top programming .... Top facilities ....

Top personalities .... make the difference,

*AII figures NCS No. 2, weekly coverage

Carol Johnson
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Olll* MUSfG iS THe MOBT.'

Listeners dig our music in much larger numbers than that

of our "music and news" competitors.

WBT's local music shows enjoy a 98% listener lead in the

mornings, 50% afternoons and 126% at night.*

Music represents only a portion of WBT's varied, creative,

responsible programming. At home or on the road, Caro-

linians have it made with WBT.

Express yourselves, truth-seekers. A small bundle of loot

placed on WBT covers the nation's 24th largest radio pad.* ;:

Call CBS Radio Spot Sales for the Word.

* Pulse 25 county area 1959 (March)

**A. C. Nielsen Co.

WBT CHaPlPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY
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LIKE FATHER. ..LIKE S£N?...
in the Land of Milk andXoney?
Not on your life! In the past 30 years, the
Wisconsin "Hayseed" has made way for the
well-educated, well-heeled, well-dressed busi-

ness man whose profession is farming.

It's storybook stuff, this market of ours! . . .

scores of small cities and thousands of big
dairy farms -400,000 TV families.

SPONSOR 29 august 1959 13



*28th NATIONALLY

IN FOOD STORE SALES!

"SUNNY" is

really cooking!
When it comes to feeding you a

large share of the TAMPA-ST.
PETERSBURG MARKET,
WSUN has a real sales fire

going. In our 29 county area,

with 1,203,400 population,

WSUN delivers more radio

homes, at the lowest cost per

home of any station in the

heart of Florida.** For a suc-

cessful sales recipe on the Sun-

coast ... use "SUNNY!"
* Sales Management
**NCS2

TAMPA-ST. PETERSBURG

Notl. Rep: VENARD, RINTOUL & McCONNELL
S.E. Rep: JAMES S. AYERS

14

by John E. McMillin

Commercial
commentary

Must tv be lousy in the summer?
During the past few sticky months the TIC

(Television Information Committee of the NAB)
has been sweating on a plan for a super-duper

public relations program for the tv industry. A
real big image job to tell everyone that tv is

wonderful, kids, really and truly it is.

Meanwhile, back on your home screen and

mine, the networks, agencies and advertisers

have been treating us to just about the most dismal and disgraceful

display of summer program slop in the history of the medium.

We've been glutted with mediocrity, surfeited with repeats and

insulted with misbegotten replacement shows.

Here in New York, except for baseball and Ballantine's (and Mel

Allen, Red Barber, Phil Rizzuto and our faltering Yankees), there

has been little worth watching on tv during the entire summer.

Yet all this time the TIC has been solemnly plotting a great big

ever-loving industry whitewash.

Does this strike you as silly and incongruous? It does me. And

I think it is high time for some of us, who are in the industry and

really care about it, to start speaking up. Let's stop pretending that

everything is just plain peachy. We know damn well it isn't.

Publicity man, heal thyself

I resent, as much as the next man, criticism of tv by ignorant and

prejudiced outsiders.

Last fall, when Fortune blasted off with its scurrilous "Light That

Failed" attack I was ready to jump down Henry Luce's throat.

More recently I have read with irritation and disgust the proposal

by John Fischer, editor of Harper s, that all tv stations be taxed

10-15% of annual earnings (as a kind of channel rental fee) and

that the money be used to set-up a National Broadcasting Authority,

a programing board of super-intellectuals.

Mr. Fischer, like many another egghead, grows squeamishly Fascist

at the sight of a practical problem, and dreams, with wistful Freudian

boyishness, of finding rugged academic types who will play Daddy

and solve everything.

I am sure that tv must protect itself against such irresponsible

ideas and attacks, and maybe the TIC program suggested originally

by Bob Sarnoff of NBC will help in doing this.

But tv today needs far more than mere publicity or public relations

propaganda. Mountains of handouts and tons of publicity releases will

never solve those real abuses and weaknesses within the industry which

everyone of us has admitted dozens of times in luncheon table

conversations.

The situation on summer programing is a good example. It has

been widely and roundly criticized in the press. But instead of
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Its a habit...

KMJ-TV . . .

first TV station in

The Billion-Dollar

Valley of the Bees

FIRST TV STATION IN FRESNO

KMJ-TV news programs are tops

and viewers make it a habit to see

them — the two highest-rated
news programs in the area are on
KMJ-TV*.

lite tuningr

in FRESNO
(California)

KMJ-TV coordinates with McClatchy
newspapers for complete up-to-the-

minute reporting. The local scene is

also covered on a 24 -hour basis with

sound and silent film cameras.

'ARB - April - May - 1959

THE KATZ AGENCY, NATIONAL REPRESENTATIVE
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YOU
KCAN'T
KCOVER
TEXAS
without

KCEN-TV

TALLEST!
our 833 ft. tower
absolutely dwarfs
anybody else's in the

Central Texas area!

J|B
CHANNEL^^

BLAIR TELEVISION ASSOCIATES
National Representatives
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Commercial commentary (continued)

criticizing our critics, let's concentrate on healing ourselves.

It is not too early to begin planning now for the summer of 1960.

Nine months pregnancy, three months bed rest

Today, for reasons which may be understandable but are certainly

idiotic in a two billion dollar industry, tv finds itself on an annual

schedule of nine months of creative pregnancy and three months of

exhausted, whimpering bed rest.

Between Labor Day and Memorial Day most of us can find much

to be proud of and enthusiastic about in tv network programing.

But come June 1st, the boys suddenly collapse as if they were too

fragile (or too rich) to work a 12-month year, and we get a full

summer quarter of rehashed hash and tired ersatz entertainment.

No other respectable industry would dream of operating on such

a slipshod, self-indulgent basis.

Nor can tv's sickening summer retreat from creativity be justified

on the grounds of viewing audiences or general business activity.

Food sales, through supermarkets and other outlets, show no

seasonal drops in June, July and August. Drug sales, except for a

small Christmas peak, maintain an even rate throughout the year.

And dozens of industries—gasoline and tires to name a couple

—

enjoy greater sales in the summer than at any other time.

As to tv's viewing audience, it is true that there is less viewing

—

about 30% less—in summer than at the winter peak. But here is a

figure from A. C. Nielsen that may surprise you. In the course of a

summer week the number of homes viewing tv is within 3% of what

it is at other times of the year. Total viewing hours are down, but

homes viewing are almost the same.

Finally, tv's summer creative slump cannot be considered a sound

practice for a major advertising medium. What do you suppose

would happen if Life magazine in June 1st, began repeating stories

and pictures from its issues of the previous nine months? The

screams from its readers would be as nothing compared to the yells

from its advertisers.

Let's do better next year

Tv's position in all this is dangerous and unhealthy. Another

summer of program dullness and viewer boredom will seriously affect

the medium. And to make certain that we don't get in 1960 what

we have had this year, here a.re some suggestions.

First I doubt if long schedules of repeats have any place on net

tv and I think that ABC, CBS and NBC should voluntarily and

arbitrarily rule them unacceptable in the future.

I'm not referring of course to re-runs of outstanding one-shots as

the Astaire Show, Green Pastures or Amahl and the Night Visitors,

but to the serial repeats on a 13-, 15- or even 26-week basis.

Second, I suggest that the programing year must be revised, and

that strong new programs must be started in June and July. Tv's

summer is too valuable to be wasted on dubious talent from the

third-string stables of MCA and the Morris office.

Finally, I believe that we must have a new kind of summer selling

for 1960. If network schedules for next June, July and August can be

filled out early, there will be no excuse for cut-rate programing.

We all know that tv needn't be lousy in the summertime. Only a

sluggish, tradition-bound industry is keeping it that way. ^
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The Media Surveys You Use Show Conclusively. .

.

s South Florida's LARGEST Daily Circulation Medium

Only WTVJ -- with

unduplicated network

signal — delivers

TOTAL COVERAGE
of South Florida!

Authoritative current circulation criteria

verify that WTVJ is first ... in daily

penetration of America's fastest-growing area

market, in daily circulation among South

Florida's buy-conscious permanent residents.

Within South Florida's fabulous Gold Coast

alone, WTVJ is viewed daily in 27% more

homes than the area's principal newspaper

is read. Complete details are available

from your PGW Colonel or WTVJ Sales.

WTVJ South Florida

® CHANNEL 4
Represented Nationally by: Peters, Griffin, Woodward , Inc.
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SAN FRANCISCO
OFFICE

ST. LOUIS
OFFICE

LOS ANGELES
OFFICE DALLAS

OFFICE JACKSONVILLE
OFFICE

RESULT: more sales-power per dollar

GABRIEL DYPE has charge of Blair-TVs
Detroit office — one of ten offices providing
fast, efficient service to Advertising through-
out the United States.

A NATIONWIDE ORGANIZATION

Most motormakers feel Television

was born for their special benefit.

And with good reason ... for noth-

ing else matches Television's dra-

matic power to present beauty in

motion.

Along with heavy network in-

vestments, Detroit makes effective

use of Spot Television to focus sell-

ing power on especially responsive

markets. Their decisions in plac-

ing spot demand up-to-the-minute

data on markets and stations —
data instantly available through

Blair-TVs Detroit office.

Blair-TV operates on this basic

principle: that alert, informed rep-

resentation is a service vital not

BLAIR-TV

only to stations but also to all Ad-
vertising and to the businesses de-

pendent on it for volume and profit.

From the first, our list has been
made up of stations and markets
we felt in position to serve most
effectively. Today these stations

are located in 25 of America's
greatest markets. Together they

cover 56 percent of its population,

virtually 60 percent of its effective

buying power.

In its area, each of these stations

stands as a powerhouse of selling

force. To help advertisers and their

agencies make most profitable use

of that force, is the constant objec-

tive of our entire organization.

AT THE SERVICE OF ADVERTISING

WABC-TV - New York

W-TEN-
Albany-Schenectady-Troy

WFBG-TV-Altoona
WNBF-TV-Binghamton
WHDH-TV- Boston

WBKB -Chicago

WCPO-TV-Cincinnati

WEWS- Cleveland

WBNS-TV- Columbus

KFJZ-TV-Dallas-Ft. Worth

WXYZ-TV- Detroit

KFRE-TV- Fresno

WNHC-TV-
Hartford-New Haven

KTTV- Los Angeles

WMCT- Memphis

WDSU-TV New Orleans

WOW-TV-
Omaha-Council Bluffs

WFIL-TV- Philadelphia

WIIC — Pittsburgh

KGW-TV- Portland

WPRO-TV- Providence

KGO-TV-San Francisco

KING-TV

-

Seattle-Tacoma

KTVI-St. Louis

WFLA-TV-
Tampa-St. Petersburg
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Most significant tv and radio

news of the week with interpretation

in depth for busy readers

SPONSOR-SCOPE
29 AUGUST 1959

Copyright 1959

SPONSOR

PUBLICATIONS INC.

Spot radio is moving back into the national advertiser's orbit at a pace that's en-

couraging to reps. Rut they'd be happier still if the incoming business didn't indicate

that ths buying trend was toward the top 10 to 20 markets.

The latest pattern that seems to have set in is shortterm saturation flights on any-

where from two to five stations in these 10 to 20 markets.

It s a far cry, the reps point out, from the situation that prevailed a couple years back

when the common buy was for 30 to 40 markets for at least 13 weeks and a single station

per market.

Spot radio buys out of Chicago the past week included Kitchens of Sara Lee

(C&W). Alka-Seltzer (Wade), Campbell Pork and Beans (NL&B) and Monsanto's

Saflex (NL&B).

Sara Lee is going into 39 markets; Alka-Seltzer. 30 markets for 26 weeks; Saflex, 12

markets for four weeks; and Campbell, 15 markets for 10 weeks.

Two toiletries that are giving spot radio quite a ride are Trig (Bristol) via

BBDO, and Skin Clear (Max Factor, via K&E).
Factor has 13-week schedules in the top 40 markets. 20-24 spots a week, starting 4

September.

ABC TV figures that it will take at least two years to switch its station option

nighttime strip forward to between 8 and 11 o'clock.

The stratagem: Write in the provision as contract renewals come up.

Here's a "for sale" sign you haven't seen before: General Electric wants some-

body to preempt a single shot of its Sunday night half-hour on CBS TV during the

final quarter in order to balance the series' budget.

GE is adding quite a number of stations to its Theatre list this fall. And rather

than go through a lot of budget maneuvering, it's elected to take a weeks hiatus. That will

allow about $120,000 to pay for the added stations over the final quarter.

CBS TV's reaction: It can readily use that half-hour for one of its own projects.

Timebuyers in a couple major Chicago agencies are keeping their fingers

crossed, hoping it's only a paperwork goof-up—but in the meantime they're stewing over

the failure of tv stations to confirm their 30-day orders.

In anticipation of an earlier-than-usual buying situation this season, these agencies souped

up their media-marketing plans, requesting confirmation of schedules 30 days before

starting date (a general custom).

Some stations acted automatically, while others haven't been heard from — even

though a couple of weeks have gone by.

The core of the worry: If the confirmations don't eventuate, the advertiser's market-

ing plans—such as store tie-ins and other promotions—could go haywire.
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^^ SPONSOR-SCOPE continued

The clamor for minutes in spot tv is still as pronounced as it was six months
ago; there are no marked signs yet of conversions to 20's and I.D.'s on a sizable scale.

Last quarter buying meantime continues on the ascent. Here are some added

starters:

CHICAGO: Kitchens of Sara Lee (C&W'I, between $75-100,000 for a six-week test in

the New York market; Gillette's Thorexen (North), schedules in wrap-up stage; Pam Dry
Fry (Meyerhoff), four-week schedule in 17 markets, starting 28 September.

MINNEAPOLIS : Pillsbury (Campbell-Mithun) , eight-week day and night schedule for

Instant Potatoes; Top Value Stamps (C-M), shortterm promotion in several markets; Min-

nesota Mining (BBDO), returning to three-week flights test on the West Coast.

When TvB releases its figures for spot tv for the first half of this year, they

will show an increase of around 25% over the corresponding 1958 period.

The margin for the first quarter of this year was 31.4% and the edge for the

second quarter looks like at least 20%. That would bring spot tv dollars for the half-

year to a record $310,000,000.

If you've wondered what's happened to the radio spot billings for the initial six

months of 1959 that SRA was compiling via Price-Waterhouse, here's the latest:

• Because rep members of the association are so loaded with paperwork of their

own, Price-Waterhouse is still working on a simpler method for collating the figures

used for estimating the dimensions of the medium.

• The SRA isn't sure just when the figures will be available.

Add American Bakeries (Y&R) to spot users that have rediscovered radio.

Heretofore partial to tv, the chain this spring tested radio in Texas and Missouri

and as a result is going 100% in that direction.

The design: 34 markets, two and three stations per market, heavy saturation,

from mid-September through mid-December, using a jingle. The whole thing is built

around grocery store tie-ins.

Even the leaders can't help but imitate the other fellow if he's successful: Coca-Cola

and Pepsi-Cola are reported to be so impressed with 7-Up's rise that they're climb-

ing on the lemon-carbonated bandwagon. Thus:

• Coca-Cola bottlers have been urged to get franchises for a 7-Up type drink, Bubble-Up.

• Pepsi has taken over full control of another 7-Up type, Teem, and is said to be ready-

ing a plan for a market-by-market push in its behalf.

J. Walter Thompson (Chicago) has the 7-Up account.

If there's any one segment on Madison Avenue that radio sellers ought to do

a crash job on, it's the product group in major agencies.

Talk to plans board members in such agencies and you'll be surprised how addicted

the average product group has become to overlooking radio when composing a media

plan.

Prodded on the oversight, the product group's retort often will be (a) we're using tv,

aren't we?, or (b) the rating information is too conflicting, or (c) we haven't enough

basic facts about the medium, particularly local programing.

Noted an agency management man to SPONSOR-SCOPE: "Radio is losing an oppor-

tunity to prove its ability to create the sort of excitement that makes the consumer depend on

the medium. Unless you're a new medium, you can't expect the advertiser to go on

treating you as essential. You've got to prove you can still capture and hold at-

tention. Radio might take a look at the outdoor industry and see what it's done to give it a

fresh complexion in the eves of the advertiser."
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^ SPONSOR-SCOPE continued

There may be something meaty for tv to ponder in the eontinuing trend by

bellwether P&G toward reducing its daytime investments.

The Cincinnati giant will spend more dollars than ever in tv during the 1959-60

season, but the daytime sliee will again be smaller.

Measured by years, P&G's daytime billings in 1959 will be 20% less than they were
in 1958, while the daytime share in that year was 10/v under 1957.

From the media director of one of the P&G agencies SPONSOR-SCOPE gathered that

these were the underlying reasons for the trend:

1

)

With sets-in-use about the same and shares down, the lower cost efficiency is

making it tough for the less housewife-oriented brands to stay in network tv.

2) A conviction that in terms of audience delivered daytime is still much overprieed

compared to nighttime, and that the basie price ratio of half the nighttime rate is ae

outdated as the seven-ineh tv receiver.

Despite P&G, network tv finished the first six months of this year with record daytime

billings. The daytime share of total billings was the highest—28.4%—in history.

Another evidence of daytime's rising strength is what it's been doing vis-a-vis the

women's and home magazines. Here's a comparison of network tv daytime billings and

women's-home magazine advertising for the first six months:
network 1959 1958

ABC TV $13,073,578 $ 7,557,490

CBS TV 41,986,570 37,460,641

NBC TV 33,349,136 24,879,937

Total Daytime $88,409,284 $69,897,937

MAGAZINE

Ladies' Home Journal

Better Homes & Gardens

Good Housekeeping

McCall's

Everywoman's-Family Circle

American Home
Woman's Day

House Beautiful

House & Garden

Living for Young Homemakers

Total Service Magazines

*This represents an 8 r
r increase over

vantage over these 10 magazines is 24%,

1959

$15,782,000

13,758,000

11,197,000

9,581,000

5,413,000

4,665,000

3.271,000

3,337,000

2,017,000

2.069.000

$71,090,000 *

1958

$13,787,000

13,719,000

10,895,000

9,659,000

3,782,000

4,815,000

2,344,000

3.360.000

1.842,000

1.776.000

$65,979,000

the like period of 1958. The combined network ad-

compared to but 6 r
( last year.

In view of the boom status of nighttime network tv, Madison Avenue media direc-

tors are bemused by this eurrent paradox: Network salesmen have stepped up
the competitive heat to snag whatever pennies may be still lying around.

The pressure behind them stems from thi -; motive: Sales racked up from here on

out represents profit money, and apparent l\ all the networks are bent on showing record

profit margins for that quarter.

If Minnesota Mining (BBDO, Minneapolis) wants to sell its tape line to kids

this fall, it will have to go spot or buy a piece of some network show.

The account's about given up its quest for a network time period for the Magic

Circus (30 minutes) that it's been testing in five markets. DFS is now looking at this

show for General Mills as a Sunday 5:30 prospect.
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SPONSOR-SCOPE continued

Because of the stake they have in Detroit, sellers of spot will be interested in the

following introduction schedule of the new models:

STANDARD MODELS
Chrysler Division 16 October Cadillac 2 October

Dodge 1 or 7 October Pontiac 8 October

DeSoto 15 or 16 October Oldsmobile 1 October

Imperial 1 or 2 October Chevrolet 2 October

Plymouth 16 October Buick Undecided

Ford 8 October Rambler (Am. Motors) Undecided

Lincoln-Mercury-Edsel 15 October Studebaker's Lark Undecided

COMPACT MODELS
Dodge's Dart 7 October GM's Corvair 2 October

Chrysler's Valient Undecided Ford's Falcon 9 October

Comment 1: Note the lack of intervals between the introduction dates of the

compacts and the standards. Comment 2: With fall schedules already uncomfortably tight

on the spot tv side, the scramble for time among the automotives is expected to give

stations within the next two weeks a most hectic job of puzzle-solving.

Tyrex, Inc., representing manufacturers of nylon cord for tires, will embark
on a spot tv campaign about four weeks before the new car models start rolling into

dealers' salesrooms.

Through McCann-Erickson the group is buying saturation (20-35 spots a week)
in the top 20 markets for four weeks.

Also part of the strategy: Tyrex's sponsorship of NBC Radio's News on the Hour
from 4 August to 4 September, when the spot tv schedule takes off.

Apparently JWT is one agency where they eventually come back: Within a short

time after recovering the Standard Brands account, the agency has a huge chunk of

RCA again.

The RCA bonanza, which was preceded by Sylvania's $5-mlllion trek to Kudner, was at

K&E's expense. JWT's share of the RCA budget is around the $10-million mark.

RCA-Whirlpool remains with K&E.

JWT's top management always has felt that the exit of both Standard Brands and

RCA was attributable more than anything else to a personality conflict. In that

prior RCA-JWT alliance, the agency had everything including NBC. The present assignment

covers only tv/radio products and institutional and corporate advertising.

(See also Newsmaker of the Week, page 4.)

Rather rare in air media is a commercial that plugs both a plane ride and a

legitimate show—and all for the price of one.

That's what's happening in the four-market (Chicago, L.A., Denver, K.C.) cam-

paign of spot radio that Continental Airlines (JWT Chicago) has going at present.

The two-for-one is in the jingle, and the advantages go to the same family. Ethel Mer-

man sings the virtues of Continental and winds vip with an invitation, "When in

New York come and see me in Gypsy."

Continental's president, Robert F. Stix, is her husband, and Miss Merman not only

stars in Gypsy but has a sharing arrangement in the show's gross.

For other news coverage in this issue, see Newsmaker of the Week, page 4;

Spot Buys, page 64; News and Idea Wrap-Up. page 66; Washington Week, page 57; SPONSOR

Hears, page 60; Tv and Radio Newsmakers, page 75; and Film-Scope, page 58.
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I
IT COMMUNICATES!

There's no mistaking Rover's message when his tail starts to spin. He's communicating! Likewise, just a few wags of your client's

message on WOOD-TV will send thousands of WOODIovin' WOODIanders loping off to buy. That's effective communication! So, take a tip

from a wise old dog and sell Western Michigan the right way -on WOOD-TV. Bark for the Katz man, and put the bite on him for avails.

P

WOOD
WOOOIand Centir,

Grand Rapid*. Michigan

WOOD-TV—NBC for Western and

Central Michigan: Grand Rapids.

Battle Creek, Kalamazoo. Muskegon

and Lansing. WOOO-Radio — NBC

\
\

\ \

/
/
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TIMEWYERS

TRIPLE TREAT

. help yourself to

K-NUZ
IS

Do You Want
AUDIENCE?
* First in total audience . . .

HOOPER (May-June, 1959)
PULSE (April-May, 1959)
NIELSEN (May-June, 1959)

Do You Want
ADULTS?

MORE ADULT LISTENERS . . .

Mon.-Fri. 7 AM-5 PM
NIELSEN (June, 1959)

(No. 2 Station has only 51%
Adult Audience)

Do You Want
SPENDABLE
INCOME?

MORE MIDDLE & UPPER
INCOME AUDIENCE
'SPECIAL PULSE
(Apr.-May, 1958)

the PACESETTER
for HOUSTON . . .

MUSIC!
NEWS!

No. 1
* in TOTAL
AUDIENCE

K-NUZ
Audience Composition

.s 84%* ADULT
Men and Women

K-NUZ
Audience Composition is 74%
MIDDLE & UPPER INCOME*

EQUIPMENT! K
»€«£"••

X

K-NUZ
Houston's' 24-Hour

^lusic andJIews- -

National Reps.:

THE KATZ AGENCY, Inc.

• New York • St. Louis
• Chicago * San Francisco
• Detroit • Los Angeles
• Atlanta * Dallas

IN HOUSTON,
CALL DAVE MORRIS

JAckson 3-2581

26
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Let's not be suckers!

In the Ben Ludy vs. free plugs con

troversy ("Dear Miss Freeloader,"

sponsor, 27 June), as far as KXLR
is concerned now, in the past and in

the future, there is no controversy

The first person who mentions

brand name product on the station

that hasn't paid for the time, auto

matically gets fired.

Miss Fran Riley, who last week

defended the practice of "publicity

releases," states that she does not drag

out the commercial plug just for the

sake of the commercial. Yet, can

she or any publicity department deny

that the end result of all their work

is to get a free mention for their

client? Would all this paper work be

done and all this money be spent just

to get some "very informative and

educational material" to the more

than 3,000 radio stations?

How many stations who have ever

used this free material have ever had

a paid spot campaign from any one

of the freeloaders? Why should they

pay, when radio will give them a free

ride and beg for more? If all the

money that was spent in gathering

this "free" material and mailing it

were used to place spot campaigns,

then the client would get what he

paid for and radio would stop being

the step-child that it is fast becoming.

Our feeling is that if our facilities

are good enough and respected

enough for a client to take the trouble

to try to cage a free plug, then this

client knows that radio can deliver

the goods. If we stop taking it free,

eventually we'll get paid. If we don't

stop giving free plugs, then we de-

serve Texas Guinan's old greeting:

"Hello, Sucker."

Roy C. Nichols

mgr., KXLR
North Little Rock, Ark.

Blue Ribbon Radio

Congratulations, sponsor's Blue Rib-

bon Radio is just the ticket. I am
sure this series will do much to put

sponsor 29 august 1959



Another great tv station for

VAT TTVT/^1 T3TI

Effective August 24

Young Television Corporation

became exclusive national representative for

KNTV
the only television station that covers all of the

SAN JOSE,
Salinas, Monterey Area . . . the 5-county,

$2 billion income area which you can not rely on
San Francisco stations to sell. Don't take fringe

benefits in San Jose . . . when you can get full

benefit of KNTV's coverage and impact. Let the
knowledgeable Young men in seven important
centers elaborate.

YOUNG TELEVISION CORPORATION
An Adam Young Company

NEW YORK CHICAGO ST. LOUIS LOS ANGELES
3 East 54th St. Prudential Plaza 317 No. Eleventh St. 6331 Hollywood Blvd.

New York 22, N. Y. Chicago 1. III. St. Louis, Mo. Los Angeles 28, Calif.

PL 1-4848 Michigan 2-6190 MAin 1-5020 HOIIywood 2-2289

SAN FRANCISCO DETROIT ATLANTA
Russ Bldg. (Rm. 1207) 2940 Book Bldg. 1182 W. Peachtree
San Francisco 4, Calif. Detroit 25. Mich. Altanta. Ga.

YUkon 6-6769 WOodward 3-6919 TRinity 3-2564
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COMPETITORS, YES

ROBERT D. RUSSELL
President

The E * change- Security Bank

BUT THEY'RE
ON WAP

"As a financial institution

our advertising must
reach adults; therefore,

WAPI is the natural
choice to sell our banking

facilities. The Exchange-

Security Bank is sold on

WAPI."

MILTON ANDREWS
Chairman of the Board

The Bank for SavingsA Trusts

BOTH SOLD
RADIO
"For many years a large

share of our radio advertis-

ing dollar has gone to WAPI.
Their distinctive program-

ming and the quality of their

audience provides an excel-

lent outlet for our advertising

message."

WAPI
50,000 Watts*

BIRMINGHAM, ALABAMA

REPRESENTED NATIONALLY BY HENRY I. CHRISTAL CO., INC.

•5,000 Nights

radio on the must list of advertising

buys.

Radio is doing a sensational sell-

ing job for the local merchant and

smart national advertisers such as the

Automotive Group. Need we say

more to those who have not yet dis-

covered a medium with the ability

and know-how to sell?

Articles such as Blue Ribbon Radio

make sponsor all the more, the most

valuable tool in our shop.

Robert J. Mcintosh

sta. mgr., WWJ

Detroit

* * *

Please send me four copies of your

1 August issue. I want to get the

Chevrolet story into the hands of lo-

cal dealers just as quickly as I can.

I hope you will also have the se-

ries made up in special reprint form.

sponsor once again is showing its

faith in the radio medium. We are

glad to have such a fine respected

booster. Please accept my tip of the

hat for what promises to be an im-

portant series.

Joe Milsop

sta. mgr., WCPA
Clearfield. Pa.

First Base for Basics

We have taken a good look at the

13th Air Media Basics!

We think it is so exceptionally use-

ful and easy-to-use—just right for an

honored spot on our desks—that we

would like to receive another copy as

soon as possible.

Our reaction has been "How did

we get along without it up to now!"

Barbara Freeman

timebuyer

Carson/Roberts/Inc.
* * *

You must have been reading my
mind to send the 13th annual edition

of sponsor's Air Media Basics when

you did, for I was really eager to

get into the pages so that I might see

your summary data on radio and tv.

These are just the things I need for

an early presentation to our advertis-

ing people and will, I am sure, prove

of continued reference value as the

year goes on. This has been the story

of your past issues, and I am sure it

will be true of this one, too.

W. Van Santen

mktg. research

General Mills, Inc.

Minneapolis
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|:he risk of being repetitious, may we again point out that KSFO continues to command the very largest rad io

liences in the San Francisco-Oakland market. Some 53 '/'<

Ire homes than the next station.* Your advertising can share

It obvious advantage. Call the station or AM Radio Sales.

Irter-hour averaee. Pulse. May-June. 1959. SAN FRANCISCO -OAKLAND/a Golden West Broadcasters station C=WB
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In Memphis . .

.

Survey After Survey

Shows Channel 3's

Commanding Lead!

1
st I st I St

byA.R.B. I by PULSE I by NIELSEN

Here are the latest Memphis Surveys, showing leads in

competitively-rated quarter hours, sign-on to sign-off,

Sunday thru Saturday:

A.R.B.

Apr. 17-Moy 14, 1959

(Metro Area)

WREC TV 250

Sta. B 80

Sta. C 68

Pulse

May 1959

Metro Area)

309

79

7

Nielsen

Mar- Apr. 1959

(Station Area)

263

72

53

WREC-TV
Channel 3 Memphis

30
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BOARD CHAIRMAN FREDERIC W. ZIV of Ziv Television Programs began as an adman, has built an Ohio-based empire in TV films

MEET
MR.
ZIV

* SPONSOR presents the

first published profile of a

publicity shy Cincimiatiaii

SPONSOR • 29 AUGUST 1959

"I
CINCINNATI, OHIO

talked with them in Terre

Haute," said Fred Ziv with a little

grin, "and Davenport and Fort

Wayne and Huntington, West Vir-

ginia. And that's how it all began."

The board chairman of Ziv Tele-

vision Programs Inc., sitting in his

big comfortable office at Ziv head-

quarters on Cincinnati's Madison

Road, was reminiscing last week

about the depression-ridden '30's and

the start of the Ziv enterprise.

Make a note of that Terre Haute

remark. It is significant and wholly

symbolic. For if there is one qual-

ity most responsible for sweeping this

keen-eyed Ohio businessman to a

commanding position in an industry

largely dominated by Hollywood and

Broadway thinking, it is this willing-

ness to "talk to them in Terre Haute,"

to hit the road, to ferret out the needs

of all kinds and sizes of local, re-

gional and national advertisers, and

to sell aggressively in every market.

Not that this is the whole story, of

course. Ziv's success as the country's

biggest producer of syndicated tv

film {Highway Patrol. Sea Hunt,
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Lock Up, This Man Dan son and many
more) and its importance as a

leading supplier of network tv pro-

grams {Bat Masterson, Tombstone
Territory, Rough Riders, Space,

Challenge) is a triumph of produc-

tion as well as marketing skills.

It is also a tribute to the unique

personality of one of the least publi-

cized men in the entire tv industry.

The Ziv trademark appears daily on

millions of tv screens on both net-

work and market-by-market shows.

But many tv viewers, including

dozens in the business, are always

startled to find that "there really is

a Mr. Ziv."

sponsor last week marked the first

time he has ever consented to a maga-
zine profile story.

He is not, however, shy or difficult

to talk to. Former Ziv employees

sometimes characterize their ex-boss

as "quiet, even retiring." But SPON-

SOR, in a four-and-a-half hour inter-

view, which included lunch in one of

Cincinnati's vine - covered German
beer gardens, found him bright, keen,

affable and a good companion.

His loyalty to his associates is

obvious. It was easier to get him to

talk about John Sinn who has been

Ziv's partner since 1936, Joe Moore
who has been the Ziv treasurer since

HOW ZIV PACKAGES A PROGRAM, Adv. dir. Leo Gu+man and prom., mgr. Mel Bernstein,

look over typical promotion kit, of posters, displays, press releases, photos, ad mats, "Employee

Enthusiasm Guides." Kits support each Ziv syndicated show, goes to sponsors and stations

"I always thought the name was

made up, like ASCAP, or NAB," an

account man told SPONSOR recently.

"T thought it stood for Zealous Inter-

national Vision, or something like

that."

In a sense, perhaps, it does. But

Frederic W. Ziv, 54-year-old head of

the Ziv operations has given his com-

pany both its unusual name, and its

unusual approach to the tv film busi-

ness.

Ziv himself has never sought per-

sonal publicity. His interview with

1937, Bud Rifkin who joined him in

1938, and Babe linger who has been

v.p. in charge of production since

tv started, than about himself.

Of his own life, he protests, "I

have a talent for running into gen-

iuses. At college it was artist Lichty

(whose "Grin and Bear It" is widely

syndicated today) and Gurney Wil-

liams, now humor editor of Look. In

business, it has been men like John

Sinn and the other members of our

team to whom the credit must go for

much of our success."

Under questioning, however,

proved a good interviewee.

Only occasionally did he retre

from a question and say with cai

tious legal caginess (he got a la

degree from the University of Mic
gan in 1928) "I'd rather not co

ment on that."

For the most part his story c

out straight and sponsor, tho

warned in advance that Ziv is "o:

of the world's greatest salesmen," a

mits that it is a fascinating narrati

Fred Ziv's family lived in Cinci

nati and he himself returned to

Queen City after his graduation fro

Michigan. His first job was in a loc;

advertising agency at $10 a wee!

("And I wasn't worth a pen

more. )

His agency work led to a post

ad manager for a Cincinnati clothini I

chain, and the Depression forced hii)

back into the agency business. Th|

chain, in an economy move, elim:

nated the job of advertising manage)'

but offered Ziv its account if h
would open his own shop. He hun
out his agency shingle in September

1930.

At this point, the fledgling admai

engaged in one of those shrewd bit

of market analysis which have be t

come characteristic of all Ziv opera!

tions. "I realized," he says, "tha

there were dozens of agencymen wh»

knew 10 times what I did about mag
azine and newspaper advertising. Bu!

nobody knew anything about radio ii

those days. It was the one fielc

where a young man could be an ex

pert. So I decided to concentrate oi

radio."

The radio-slanted Frederic W. Zb

Co. continued as an advertising ageni

cy for nearly eight years, but in 1935i

an event occurred which profoundly

changed the character of its business

and laid the foundation for Fred Ziv's

rise as the "king of syndication."

Ziv, then handling the Rubel Bak
ing account, developed a cartoo^

character called the Freshest Thing!

in Town for the bakery's use in news,

paper advertising and promotional

material.

When the Freshest Thing proved

successful for Rubel, other regional

bakeries became interested. Ziv then,
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jilt a Rubel radio show based on

ie character, and it was an obvious

ep to transcribing the program, and

Bering it on a syndicated basis.

Ziv's first syndicated radio pro-

ram sale was made in December

B7, and then, says Ziv, "I really hit

ie road." Leaving John Sinn, in

large, Ziv traveled to Terre Haute,

untington, Davenport and a dozen

:her mid-western and southern cities

ith the Freshest Thing recordings

utched under his arm.

Within the year sales were so suc-

jssful that the Frederic W. Ziv com-

any formally renounced its agency

atus and began acquiring, produc-

lg and selling new program proper-

es.

The 10-year period, 1937 to 1947,

)und Ziv emerging as by far the

irjjest and most successful of all ra-

io program syndicators. His radio

xperience with the needs of local and

gional advertisers led him to a fast

tart in tv. In 1947, when many Hol-

/wood film companies were still

iewing the tv medium with a sus-

icious or jaundiced eye, Ziv plunged

nto tv production, and the Ziv opera-

ion has been growing ever since.

Today, with tv providing the ma-

or source of its income, the multi-

(lillion dollar Ziv operation has more

ban 1,800 employees, offices in Cin-

innati, New York, Los Angeles, Chi-

ago, Dallas. Atlanta, Mexico City,

'aris. London, Toronto and Tokyo,

nd a list of advertiser clients that is

he envy and wonder of the industry.

See box page 34 for partial list.)

So much for the bare, chronolog-

cal outline of the Ziv story. Even in

utline it presents an orderly, logical,

dmost inevitable sequence.

Fred Ziv, at Michigan, edited the

•ollege monthly. His interest in writ-

ng (he has published two books on

vriters and writing problems) led

iway from a law career and into

idvertising.

Cincinnati advertising, in the early

ws, focused his attention on radio

ind the needs of local advertisers.

Success with these, in his own home
own, led him to expand to other

cities. His radio service to local and

regional advertisers gave him a big

jump over other syndicators and led

IHIUillllllllllllllllllllli Jllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll Illllllllllllllllllll

ZIV—THE PRACTICAL COGITATOR

When sponsor's executive editor. John MeMillin (shown left'

visited Cincinnati last week, he found on Fred Ziv's desk, along

with books about fishing and sketching, a copy of The Practical

Cogitator, the Greenslet-Curtiss "thinker's anthology." Ziv

himself is easily one of the most practical cogitators in the

entire field of tv films. Here are some pungent comments

:

The question today is not whether but how an

advertiser should use the tv powerhouse.

The most effective method of using tv is, and

always has been, with programs.

A hit show builds sales and dealer enthusiasm,

which, combined with viewer enthusiasm makes ^P ^9
an unbeatable combination.

Any advertiser should put something of him- a a
self into his tv program purchase.

Today no advertiser, no matter how small.

need be satisfied with second rate shoivs.

The syndication industry makes it possible ^^ ^^
for every advertiser to use tv in a big way ^^ ^^

True success starts with the product. In our

field, the product is the program. To have to

sell and service an inferior program is not

north the candle.

Our whole organization is geared toward just

one thing: producing hits!
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REGIONAL SPONSORS
(A partial list)

No small part of the Ziv success has been due to the firm's

ability to sell to all sizes and types of regional advertisers.

Here is a partial list of Ziv's regional sponsors. Not shown

are scores of local tv accounts using- Ziv tv film.

CLIENT

AMERICAN BEAUTY MACARONI CO.

AMERICAN TOBACCO CO.

ANHEUSER-BUSCH

ARMOUR & CO.

BALLANTINE & SONS

BOST BAKERIES

CARNATION MILK

CHILDS BIG CHAIN

CITIES SERVICE OIL

COTTON BROTHERS BAKING CO.

DAN DEE PRETZEL & POTATO CHIP CO.

EDDY BAKERIES, INC.

GALLO WINE

HEILEMAN BREWING CO.

HENKE & PILLOT

HOUSEHOLD FINANCE CORP.

IOWA ELECTRIC LIGHT & POWER

ITALIAN SWISS COLONY WINE

JAX BREWING

THE KROGER CO.

LIGGETT & MYERS TOBACCO CO.

PHILLIPS PETROLEUM CO.

PIGGLY WIGGLY SUPER MARKETS

PROCTER & GAMBLE

R. J. REYNOLDS

SAFEWAY STORES, INC.

SCHLUDERBERG-KURDLE (ESSKAY MEATS)

SCHLITZ BREWING

STANDARD OIL OF INDIANA

STANDARD OIL OF CALIFORNIA

STROH BREWING CO.

SUN OIL CO.

THORP FINANCE CORP.

WIEDEMANN BREWING

SINCE

9-28-55

9-6-59

5-4-57

5-3-58

1-25-55

6-21-51

9-26-54

9-8-55

3-10-55

1-20-57

9-6-57

9-29-55

7-12-57

1-30-58

7-5-52

11-18-55

11-5-54

5-4-56

2-19-55

9-27-54

4-4-56

9-29-53

5-7-53

10-1-53

1-5-58

4-15-54

11-13-56

1-4-58

11-21-55

2-9-58

4-29-54

12-30-56

9-16-58

10-2-51
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him inevitably to tv. His tv oper;

tions have grown with the same log

cal directness. Obviously, one of Fre

Ziv's outstanding qualities is a bus

ness-like ability to think and trav

in a clear, straight line.

But this is the kind of general

zation that needs documentation an

a look at the Ziv theories of majj

keting, selling, and programing giv|

a more accurate picture of the mar

"When I began," says Ziv, "a res

gional company, such as a baken
could buy everything—raw material;

equipment, machinery—on the sam

basis as his national competitors. Bii

he couldn't buy top notch radio pre
1

graming. And that's what I was detel

mined to give him."

This principle of providing adven

tisers with quality programs is toda

a cornerstone of Ziv's tv operation!

Even more important, perhaps, i

Ziv's marketing approach to pre

graming. Ziv salesmen (more thai

100 of them) are trained never tfl

approach an advertiser-prospect wit|

a bland, Hollywood-type statement

"I've got a hot show for you." In

stead, they are coached on presenting

a sales "plan" in which the progran

is an important, but not the only parti

Says Fred Ziv, "I have always be;

lieved in surrounding a program witl

all the merchandising and promol

tional devices which will make it .

complete marketing tool for the ad

vertiser. The program should stimul

late and excite his sales force and hi;

dealers, as well as draw viewers. Thii

means a complete marketing package.'!

Sales training in the Ziv organiza

tion has, since the early days, beer)

one of Ziv's direct personal interests.

And Ziv salesmen are often referred

to in the syndication field as the

"smartest, best-trained in the busij I

ness.

No small tribute to Ziv's sales effi

ciency is the fact that his staff is sub-

ject to constant raids by competitors

"I average at least one offer a
'

month," a Ziv sales executive told

SPONSOR. M. J. (Bud) Rifkin, v.p. in I

charge of sales, has been with Ziv

since 1938, but turnover in the Ziv

sales department has been higher!

than in other branches of the organ-^j

ization.

Ziv salesmen get a rugged indoc-

trination course (a week at sales

headquarters followed by field train-

( Please turn to page 54)
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FIFTH OF A SIX-PART SERIES

SPONSOR'S
BLUE
RIBBON
RADIO
SERIES

NOT YET, BUT SOON this young man receiving a Gillette razor from the radio disk jockey will be a

lifetime customer of Gillette. Surveys have shown that brand loyalty starts early in life, lasts long. New

Gillette spot radio campaign, on since May, was tested, researched four years prior to launching. Now
in full swing, it is still under constant surveillance by field representatives out of New York's Maxon, Inc.

Why Gillette is expanding radio

Biggest razor blade dispenser in the world, pioneer

in network sportscasts, now adds big spot radio campaign

W Here's why Gillette will spend more than $1 million

on radio d.j.'s in over 100 markets to reach young

\^illette razor blades, honed to a

4/1,000,000 of an inch cutting edge,

are the essence of sharpness—yet no

sharper than the company's own mar-

keting strategies.

It is apparent in its dominance of

the world-wide shaving scene, its con-

trol of well over 50% of all U. S.

razor blade sales, its diversification

through the addition of Toni home
permanent products line and Paper

Mate pens, and—not by any means
the least—by its sage selection of

advertising media.

This is the story of one important

phase of its advertising activitv. Tar-

get is the teen-age male. The bomb-
sight, spot radio. The campaign

might be called "Operation Early-

bird," for its purpose is to establish

brand loyalty for Gillette razors long

before first whisker pokes through.

In May of this year this spot radio

campaign by Gillette Razor Blade Co.,

division of the Gillette Co., got off

in earnest through Gillette'* ad

agencv, Maxon. Inc. of New York.

It represents an estimated SI million-

plus investment in the radio medium.

B\ now. the Gillette campaign is

running in more than 100 markets,

may shortly reach the top 1 10 mar-

kets, and eventually penetrate even

deeper.

There is no set frequency for an-

nouncements, for each market is

budgeted separately according to

formulas worked out by Gillette and

Maxon. 1 pwards of 300 stations are

being used, an average of about

three stations per market. But this

is not subject to generalizations, since

only one or two outlets ma) be

bought in some of the very top mar-

kets while the station spread may be

greater than three in some lesser

ones.

These Gillette-evolved formulas

are v. hat brand this campaign with

ingenuity; both in launching and sus-

taining it. nothing has been left to
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SHAVE-IN-HAND: Big name New York disk jockey Alan Fried

(WABC) handles Gillette razor while delivering a Gillette commer-

cial; blades are also handy. Gillette and Maxon have found that

actually holding the product produces more effective announcements

HOLD THE RAZOR, BUDDY
— HOLD IT.

WE'LL HIP YOU TO SPECIAL
PROMOTIONS (CHRISTMAS, ETC.)

CLEANLINESS AND GOOD GROOMING
—LAY IT ON 'EH, JACK.

EXTRA MENTIONS WILL GET
ALL THE WAX THRU TO THEM.

LOOK, NO SCRIPTS: In its radio d.j. campaign Gillette uses n<

scripts or transcriptions—only fact sheets. Valuing personal endorse

ment, it encourages d.j., to "do it his way." But the fact sheets are ful

of tips, sprightly illustrated. Cartoons above are from fact shee

chance. There has been reliance on

no single outside research organiza-

tion or on a particular IBM calcula-

tion. The whole campaign—as with

all Gillette ad campaigns—has been

based on the premise that it is de-

signed for the profit of Gillette and

Gillette only. Thus Gillette, while us-

ing many services in research, has

developed its own as the final word

and, based on this, has adapted

modern radio to serve Gillette's pur-

pose.

The music that radio plays (often

referred to as "The Top 40 For-

mula") has its critics and its de-

fenders. In Gillette, it has its first

real participating analyst.

For four years, Gillette and Maxon
have tested the present campaign in

six markets—Boston, Pittsburgh,

Columbus, Buffalo, Philadelphia and

the Albany-Schenectady-Troy tri-

angle. What they have learned

through on-the-spot studies of youth,

youthful tastes in pop music, youth-

ful attachment to radio disk jockeys

and youth loyalty to product brands

would fill a five-foot-shelf.

One thing the tests proved, as

sponsor reported while they were

still in progress (See "Can Elvis Sell

Soap?" 15 October 1956), was "that

the most economical way to get

through to teenagers is via the disk

jockey radio program." That same

story pointed up other Gillette dis-

coveries: (1) Teenagers tend to be

more or less where you expect to

find them when they're listening to

radio; (2) In music preference, there

is a sharp line of cleavage between

high school and college (the high

school crowd are for the most part

non-conformists, devotees of off-beat

music; in college, the leaning is apt

to be more toward the classical) ;

(3) In general, girls favor romantic

pops while boys like it wild and

jivey.

Since it is boys who are destined

to a lifetime of regular daily shaving,

it is their preferences in programing

and in disk jockeys which Gillette

caters to. Even though the boy

listener may be three or four years

away from the purchase of his first

safety razor, Gillette is taking no

chances on having its name over-

looked when that moment comes.

Along with all its other exhaustive

research, Gillette and Maxon have

delved into brand loyalty, have found

that, formed early in youth, this

loyalty usually endures long int

adult life.

Naturally, the exact findings of its

own research are something whicr

Gillette does not intend to share wit

one and all. But some indication o

what was found lies in a report b

Dr. Lester Guest, of Pennsylvani

University, who conducted a bran

preference check on 500 seven-to-18-j

year-olds back in 1940, rechecked th

same group as adults a short whil

ago, discovered that more than one

third had stuck to their childhoo

choices of brands. Those who had!

been eight years old in the original

survey turned out just as loyal as

those who had been 18, leading to

the conclusion that a high percentage

of people make up their minds early

in life about advertised products.

The Gillette study also substan-

tiates the high degree of influence

by disk jockeys on brand loyalties.

The job which this radio client cut

out for itself was to determine which

d.j.'s in each market were the most

influential with the target group. As

a result, there is no over-all pattern

to the Gillette campaign. In one mar-

ket, four or five stations may be used

—a different d.j. on each; in another,

36 SPONSOR 29 august 1959



a single station may be bought but

the buy may include three or more

d.j.'s. In Gillette strategy, "the

show's the thing." And in today's

radio, the show is most often the

personality.

Kevnote of Gillette advertising and

marketing for many years has been

"endorsement"—endorsement by ball

players and other sports idols. It

has worked remarkably well. The

newest spot radio campaign, with a

specific audience in mind, will utilize

the same, well-tested technique. This

time, the "endorser" of Gillette razors

and blades is the disk jockey.

Since the d.j. has been bought for

his sway over his aficionados, Gillette

has wisely decided not to impede his

effectiveness by putting words into

his mouth.

In this campaign, Maxon Agency

prepares no commercial scripts, no

electrical transcriptions. What each

d.j. receives from the agency is a

fact sheet concerning everything he

should know about the Gillette shav-

ing line, plus a lot of experience-

developed hints on how best to pre-

sent the sales message.

In addition, each d.j. is visited

regularly by Maxon field representa-

'ailll miiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiniiii minimi iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiniiiiiiiiiiiuiiiiiim

RAB's KEVIN SWEENEY SAYS . . .

"Gillette's new approach in radio is one more example

of the variety of unique jobs radio can do—even the

obviously tough task of forming a brand preference in

the minds of people who've still got a few years to go

before they can use the product. The greatly stepped-up

d.j. approach is not only proof of this major advertiser's

faith in radio—it's also one of the neatest marketing

moves I've seen. Their radio combination today—radio

sports plus the d.j. shows—gives Gillette not only

radio's broad reach and selling impact with current

prospects, it also penetrates tomorrow's market today."

tives who listen to his commercials,

frequently tape them, study them in

relation to results and acceptance by

the teenagers, and work with him to

improve weaknesses if they occur.

Behind the radio campaign is a

team of veteran admen who has

watched and evaluated the original

tests and is now directing the full-

scale operation at client and agency.

At Gillette headquarters in Boston

are: A. Craig Smith, vice president

in charge of advertising, and Albert

(Please turn to page 62)

GILLETTE VET: A. Craig Smith, vice president in charge of adver-

tising for Gillette, has had long experience in marketing shaves to

millions. It was Smith who hatched idea of sponsoring World Series

back in 1939; today Gillette dominates sport scene in air media

AGENCY VET: Ed Wilhelm, vice president and radio tv director for

Maxon, Inc., New York, which handles the Gillette account, has been

working closely with Gillette's Smith for more than a dozen years.

As advertising strategists, the Smith-Wilhelm duo is hard to top
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WHO'S
WHO
AT THE
TV NETS

^ A handy, up-to-date chart

of tv net executives, their

titles and responsibilities, for

use by agencies and admen

^^ne of the most baffling, and some-

times annoying, problems for many
agencymen and advertisers is trying

to remember exactly who does what

at ABC, CBS and NBC.

Not only do titles and responsibili-

ties change; new personnel joins,

leaves and gets shifted, and the very

complexity of network operations

adds up to a state of confusion.

To aid harassed admen in untan-

gling the network hierarchies, SPON-

SOR has secured from the three tv net-

works the most recent up-to-date lists

of top executive personnel.

We can't guarantee that this listing

will be entirely accurate next week,

or even tomorrow. But it does rep-

resent the most reliable information

obtainable as we go to press.

Because this chart was prepared

for use by advertisers and agencies

dealing with ABC, CBS and NBC, we

have arbitrarily eliminated certain

high-ranking network people in the

financial, engineering, legal, advertis-

ing and other departments who have

limited contact with the sponsors and

agencies.

Shown here are key personnel in

such branches as sales, programing,

news, public relations, continuity ac-

ceptance.

We suggest you clip out this chart,

and write in changes as they occur

—

which undoubtedly will be often ! ^

PRESIDENT &
NETWORK EXEC. OFFICER PROGRAMING

Thomas W. Moorej
net progr. 1

Theodore H. Fetfc

v.p., progr. direct)

Giraud Chester, v f

tv daytime progr.

ABC TV Oliver Treyz, pres.
Daniel Melnick, dijj

program devel.

Armund Grant, dill

daytime progr.

William Seaman, pa
prodn. mgr.

William Whitehoi^
director of sportsll

Oscar Katz, v.p. nil

Louis G. Cowan, programs

CBS TV
pres.

James T. Aubrey, Jr.,

Michael Dann, v.p.)

net progr., N. Y.

exec. v.p. Robert M. Weitmil
v.p., indpt. produc

David Levy, v.p.] t

progr. & tal.

Jerry Danzig, v.p., 1

Robert E. Kintner, partic. progr.

NBC TV
pres.

Walter D. Scott,

Alan Courtney, v.p

net progr. (night)
|

exec. v.p. Carl Lindemann, JrJJ

P. A. Sugg, exec,

v.p., owned

v.p., net progr. (dai

Robert McFadyen, !l

stations & spot sales sales devel.
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IlLES

INFORMATION
SERVICES
& NEWS OPERATIONS

CONTINUITY
ACCEPTANCE
& TALENT
ADMINISTRATION

illiam P. Mullen,

p., net sales

I'-nry T. Hede, v. p.,

Imin. sis. mgr.

iiialil W. Coyle, v.p.,

In. sis. mgr.

scum Chapin, v. p.,

.-tern div., tv net sis.

1 lius Barnathan, v.p.,

Ir affil. stations

lias. T. Ayres, Eastern
1. mgr.

Michael J. Foster, v.p.,

press inform.

John C. Daly, v.p., news
& public affairs

Stephen Strassberg,

dir., press inform.

Donald Coe, dir., special

events, operations

Francis Littlejohn, dir.,

news & publ. affairs

Philip Bernstein, asst.

dir., press inform.

Ellen Heagerty, supvr.

of audience inform.

Michael J. Minahan,
dir., prodn. oper.

Ruth K. Blainey, oper.

mgr.

Bernard Paulson, dir.,

prodn. svcs.

Grace Johnsen, dir.,

continuity accept.

1 illiam H. Hylan, v.p.,

I>. admin.

Iiomas Dawson, v.p.,

It sales

imund C. Bunker,

p., gen. mgr. net sis.

lun K. Maxwell,
liytime sis. mgr.

robert Hoag, progr.

h. mgr.

ewell T. Schwin, dir.,

eduction sales

Charles S. Steinberg,

v.p., infor. services

Hank Warner, dir.,

press information

Harry Feeney, mgr.,

trade & business news

Sig Mickelson, v.p.,

news & public affairs

John F. Day, dir. of

news

Irving Gitlin, progr.

exec, creat. proj., news

Edward L. Saxe, v.p.

in chg. of oper.

George Bristol,

dir. sales prom.
& adv.

Herbert Carlborg,

continuity accept.

hi Durgin, v.p., net
' les

hos. B. McFadden,
p., uen. sis. exec,
't sis.

imes Hergen, dir.,

le sales

iehard L. Linkrouni,
ii., special progr. sis.

iehard Close, dir.,

)ot sales

dwin T. Jameson,
ir.. tv spot sis.

lvin Ferleger, mgr.,

imin. & sis devel.,

itern'l oper.

Kenneth Bilby, exec,

v.p., publ. rel.

William McAndrew,
v.p., news

Lester Bernstein, dir.

of information

Edward Stanley, dir.,

public affairs

Don Hyatt, mgr.,

special projects

Robert L. Stone, v.p.,

facil. oper.

Bill Trevarthen, dir.,

tv oper.

Anthony Hennig, dir.,

tv net live oper.

Alfred Stern, dir.,

internat'l oper.

Richard L. Berman,
mgr., facil. & intern'l

oper.

Stockton Helffrich, dir.,

continuity accept.

Carl Watson, mgr.,

continuity accept.

James A. Stabile, v.p.,

talent and contract

admin.

David Levy, v.p., net

progr. & talent
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How Reis tailors tv underwear
^ Manufacturer switches from middle-of-the-road print

tactic to hit brand-conscious purchasing agent—women

^ Tv test turns up campaign measurements : 12 spots,

47 rating points, 3-1 daytime, 100% demonstration

APPEAL TO WOMEN was increased in San Francisco with simplified chart, male models.

Doner & Peck v. p. Lee Garfield directed taped commercials for Reis' market-by-market tv bow

WHAT PERCENT DOES SHE BUY?

Item Year-round Father's Day Christmas

Shirts 53% 76% 76%

Sport Shirts 53 77 76

Underwear 49 63 63

Hosiery 53 72 73

Pajamas 64 78 79

Robes 67 79 82

Sweaters 47 56 71

Source: McCalfs 1957 survey of 1,983 men's and dept. stores.

It's the women who spend the fam-

ily's money—more and more of it!

Radio/tv surveys, consumer research

reports and more than a few indus-

tries—all have established this fact,

all have geared their market interpre-

tations accordingly.

To sell a woman, the manufacturer

of men's products must know how
much buying is done by women, to

what extent the male calls the signals

and how he, the manufacturer, can

best influence her decision.

First, what accounts for the grow-

ing female influence in these pur-

chases?

• Earlier marriage rate. Women
are putting men's goods on their

shopping lists at an earlier age (in

1890, the average age for first mar-

riages was 26 for men, 22 for wom-
en; today the average for most young
people is 21 and 18, according to

Population Reference Bureau).

• Greater female brand awareness.

The men's furnishings buyers inter-

viewed in McCall's study on this page

felt that women were 61% more
brand-conscious than men.

• Changing income level. People

who are making more money are

bound to change the amount of their

personal care accordingly. The "lit-

tle woman" will see to that if the

male doesn't.

Now come some practical answers

gleaned from a testing made by Rob-

ert Reis & Co. prior to the launching

in San Francisco last week of a spot

schedule for its knit underwear line.

A conservative advertiser, presi-

dent Arthur Reis, Jr. has been mak-

ing some cautious experiments in tv

over the past few months, now says

he's getting at some of the answers.

"Heretofore, we had played it

squarely down the middle in print ad-

vertising," says Doner & Peck, v.p.

Lee Garfield, a.e. for Reis. "It was

a question of either splintering the

budget among general publications

and shelter magazines to reach both

men and women, or putting it all in

a magazine like Life where we could

count on a 50-50 split. We had been

taking this latter course for some
time."

But Reis and the agency felt that
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there were certain drawbacks to this.

"First of all," says Garfield, "we have

a technical story to tell—the negligi-

ble shrinkage factor in Reis' Perma-

Sized process. It's of interest to both

wearer and washer of the garment,

but in different terms. If we can

reach both men and women at a time

when he might turn to her and say.

'that's for me,' then provide her with

reminders when he's not around, we

might have the problem licked. An-

other important factor: a convincing

demonstration to bring about this

ideal situation I've described."

Playing it safe. Reis decided to test

the theory around Father's Day when
there would be added buying motiva-

tion. Furthermore, he picked New
(York City where distribution is good

[and he could afford to experiment.

A six-week schedule of five one-

minute spots was placed on WRCA-
TY prior to Father's Day. A live

|

commercial was taped at the station

for use each time.

"Mindful of the impact and believ-

ability of live demonstrations in a

store," says Garfield, "we aimed to

duplicate those conditions in the com-

mercial. First switch from the usual

selling of men's wear on tv was a

female commentator, to the minimum-
shrinkage story. An easel chart corn-

spared Reis' 2.1% shrinkage figure

I with the higher ones of several other

brands of underwear."

For the audience distribution Reis

I
was after, the five spots were sched-

[uled like this: two in Today (7-9

a.m.), two in Jack Paar, one in Dr.

Joyce Brothers ( 1 p.m. )

.

A week prior to Father's Day
more steam was built up: a 24-spot

[package on WNEW-TV, balanced

[about three to one in favor of day-

time. The same commercial was used.

A concurrent test to determine the

lowest range for meaningful coverage

was conducted in Denver: a one-spot-

per-day schedule for seven days prior

to Father's Day. Results, Reis ad-

mits, were negligible. On the other

hand, the New York schedule, while

slim in saturation, was paying off.

The spots created new enthusiasm

among salesmen, Reis notes, and most

stores reported sales above last year's.

If results could be felt to this extent

in a strong market. Reis felt he could

start adapting the tv formula as a tool

(Please turn to page 62)

GET YOUR SALESMAN
INTO HOME THIS WAY

CONFIDENCE inspired by radio opened 500 Philadelphia homes to Renaire in six months
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I his week, the groundwork is be-

ing laid for one of the most ambitious

efforts you'll come across to get a

salesman's foot in the door.

Renaire Food Corp. and its agency

W. S. Roberts, are working out kinks

in a plan that will take WIP person-

alities into the homes of five satisfied

food-freezer customers per week for

taped interviews. "Major resistance

to food plans," says district sales

manager Joseph Sataloff, "now comes
from people who simply don't believe

it can be done. This person-to-person

approach should remove doubts."

The experiment, conceived by the

station, is the culmination of a long

series of Philadelphia tests by the 10-

state freezer organization. "Feeling

that radio could personalize our ap-

proach," says Sataloff, "we took a

flier at per inquiry on suburban sta-

tions. But isolated spots of this type

just didn't do the job for us. We
needed continuity."

To get it, Renaire switched to 30-

minute afternoon weekend segments

(one on Saturday, one on Sunday).

Working from a fact sheet, WIP d.j.

Bob Menefee pitched the food plan in

a relaxed manner, offering a complete

steak dinner with every demonstra-

tion, inviting telephone calls.

Concretely, the $500 weekend

schedule netted Renaire 500 calls in

six months, all direct leads, more than

50% of which resulted in contracts,

the company says. Other results:

• No drop-off in calls or orders

when free gift offers were stopped

• Substantial increase in referrals

• Effective reminder to old cus-

tomers to re-order

• Delayed responses during the

week, proving no clipping of ads was

needed for remembrance. (As a re-

sult, Renaire began curtailing its

newspaper advertising, now uses it

only as an adjunct to radio.)

• Large number of car listeners

phoning in after getting home
• Man of the house accounting for

50' ; of the calls

To highlight its work-saving pitch,

Renaire conducted a week-long "Free

the Women" campaign last June

(prize: four-month food supply).

D.j. Menefee asked for letters de-

scribing most hated household chore.

He got them—and from the market

Renaire was after—the upper middle

income bracket.

This summer, Renaire experi-

mented with weekday radio on WIP,
plans to go to five-minute segments

in shows of all five d.j.";- come fall to

accommodate the five taped testi-

monials planned per week. ^
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Net tv billings are up $26 million

^ LNA-BAR six-month figures released by TvB show

big rises in food, tobacco, toys—drop in automotives

^ Grand total of $309,380,932 in gross time costs is

9.3% hike over last year; weekday rise was biggest

Toiletries registered a nearly $3

million increase (from $49,177,572

to $51,921,346) ; soaps, cleansers and

polishes were up $1.5 million (from

$32,252,286 to $33,807,435); gaso-

lines and lubricants almost $1 million

(from $1,321,384 to $2,187,148).

Out of 28 advertiser categories, 10

showed drop-offs in billings: auto-

motive, automotive accessories and

equipment (from $29,696,290 to

$23,073,047) ; beer, wine and liquor

($3,173,626 to $2,760,541); con-

sumer services ($1,708,161 to $1,-

689,939) ; horticulture ($716,295 to

$240,016) ; office equipment and sta-

tionery ($3,540,346 to $1,961,169)

;

political ($66,174 to $0) ;
publishing

and media ($827,833 to $0) ; radio,

tv sets, phonographs ($3,725,508 to

$2,901,374) ; travel, hotels ($1,433,-

403 to $715,062) ; miscellaneous,

($4,119,556 to $3,888,934).

The LNA-BAR figures also revealed

gross time billings by day-part (see

below) ; what top 25 net advertisers

spent in 2nd quarter, '59. &

letwork billings for the first six

months of 1959 are up $26 million

over the same period last year, ac-

cording to estimated gross time costs

compiled by Leading National Adver-

tisers and Broadcast Advertiser Re-

ports, and released this week by TvB.

The LNA-BAR figures show food

and food products still the clear

leaders in network billings, chalking

up $58,288,152 in gross time from

January through June—a $5 million

hike over last year's $53,204,244 in

the same period. Biggest hike took

place in the second highest advertiser

category, tobacco products, which

registered an $8 million dollar gain

over last year—$37,927,340 as com-

pared to $29,140,544.

Most newsworthy increase—$1 mil-

lion in sporting goods and toys—re-

flects the tremendous amount of new

money coming into television from

toy manufacturers. Last year's six-

month figure for this industry in net-

work gross billings ($758,467) was

upped to an impressive $1,321,539.

GROSS TIME BILLINGS BY TIME OF DAY

DAY-PARTS JAN.-JUNE 58 JAN.-JUNE '59 % CHANGE

Daytime $ 82,257,861 $103,483,491 25.8%

Mon.-Fri. 69,951,105 88,409,284 26.4

Sat. & Sun. 12,306,756 15,074,207 22.5

Nighttime 200,813,588 205,897,441 2.5

Total

Source: LNA-BAR

$283,071,449 $309,380,932 9.3

THESE WERE THE
ESTIMATED

EXPENDITURES OF THE
TOP 25 NET

ADVERTISERS
SECOND-QUARTER 1959

Company Est. gross

1. Procter & Gamble $14,067,431

2. Lever Brothers 3,493,654

3. Am. Home Prods. 6,755,167

4. Colgate-Palmolive 5,876,904

5. General Motors 5,402,297

6. General Foods 4,966,484

7. E. J. Reynolds 3,970,790

8. P. Lorillard 3,318,112

9. General Mills 3,307,724

10. Sterling Drug 3,220,155

11. Bristol-Myers 3,099,453

12. Gillette 2,967,125

13. Liggett & Myers 2,962,154

14. Ford Motor 2,703,465

15. American Tob. 2,572,344

16. Chrysler 2,249,020

17. Pharmaceuticals 2,175,522

18. Standard Brands 1,856,852

19. Miles Labs 1,840,899

20. S. C. Johnson 1,719,123

21. National Biscuit 1,714,711

22. Brown & Willmson 1,707,999

23. Philip Morris 1,684,757

24. Bayuk Cigars 1,565,090

25. Eastman Kodak 1,562,450

Source: LNA-BAR
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TV BASICS/SEPT./•

A preview of net tv's fall lineup

^ Forty-four new shows will appear, adding up to

more hours, more suspense-action fare and higher costs

N,letwork tv will see the last of the

summer replacements during the four

weeks of this Comparagraph.

Beginning the first week in Octo-

ber, or thereabouts, 44 new shows

will hit the schedules.

Some periods are yet to be pro-

gramed. But at this stage it looks as

if the breakdown of regularly-sched-

uled p.m. show types will be pretty

much the same as last year, with this

exception: the suspense-drama type

fare has more than doubled. (For

comparison of show types by Nielsen

categories, see chart below.)

Again, taking an early look at fall

tv, here are some other highlights of

the upcoming schedule (firm so far) :

• More one-hour shows than ever

—with 33 regularly-scheduled hours

to 72 half-hour contenders per week.

I See monthly program length chart

below.)

• A strong continuation of the

vogue for split or multiple sponsor-

ship. However, there'll be 36 single

sponsored shows (five more than last

year), network-wise looking like this:

ABC, 10; CBS, 17 and NBC. ').

• Show costs, on the average, will

be up about 10' '<

. including the tab

for re-runs. ^

JllllllllllllllillllllllllllllllllllllllllllllllllillllllllllllllllllllllllllllllllllllllNlllllllllllllllllllllllllllllllllllllllllllinil HIIIIIIIIIIIIIIIIIIIUII II Illllll|]|llllllllll!lllllll!llllllllllllli;illlllll!lllllllllllllllllllll« IIIIIIIIIIIIIIIIIIIIIIIIIK

THE NEW NETWORK TV SEASON ( SO FAR)

Comparison of sponsored eve. programs, by show type, '58-59 vs. '59-60

General drama (30 min.)

General drama (60 min.)

Suspense drama (30 min.)

Suspense drama (60 min.)*

Situation comedy (30 min.)

Adventure (30 min.)

* New category

Network show trends by length of program; no. of eve. hours monthly

1958-59 1959-60 1958-59 1959-60

7 7 Western (30 min.) 15 19

6 3 Western (60 min.) 5 7

6 8 Variety (30 min.) 14 7

9 Variety (60 min.) 9 10

17 15 Quiz & Aud. part. ( 30 min. ) 13 10

9 8 Other programs (30 min.) 8 5

DURATION
30 min.

60 min.

90 min.

TOTAL HOURS

1959-60

140

130

6

276

1958-59

155

95

9

259

1957-58

172

86

9

267

1956-57

l.-.ii._,

96

21

267y2

Upcoming schedule is compared with a winter month, each year

^iIiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiini .inn iiiiiiiiiiiiiiiiiiiiiinii mi ill minimi miniiiiiiiiiiiiii I llllllllll iiiiiiiiiiiiin iiminiiiiimi i iliillllillllllllll i in n mil i iiuillllillllllliii nun m ie

1. THIS MONTH IN NETWORK TV

Network Sales Status Week Ending 29 August

Daytime
iiiiiiiiiiiiiiiiiiiiiiiffliiiiiiiiiiiiiiiiiiiiii

SPONSORED HOURS

Nighttime
liiiiiiiiiniHiiiiiiiiiiiHiii

SPONSORED HOURS

BIIIIIIUIUIIIIHI'i

ABC

CBSf

NBCf

13:45

26:15

23:00

^iiwniiiiiiiiiuiiiiH

t Excluding pre-10 a.m. shows.

IIIIIIIIIIUIIIIIlll

t Excluding Jack Paar
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2. NIGHTTIME C O PAR
SUNDAY

ABC CBS NBC

: You Asked for It

Skippy Peanut
Butter (GBB)

|MF $24,000

Maverick
(7:30-8:30)

iKaiser Co (T&R)
iDrackett (T&R)
Iw-F $70,000

Maverick

Conquest
sust

Meet The Press
sust

Twentieth
Century
Prudential
(R-McC)

D-F $35,000

Lassie
Campbell Soup

(BBDO)
A-F $37,000

That's My Boy
sust

Ed Sullivan
(8-9)

Mereury (K&E)
alt Kodak (.1WT)

V-L $79,500

John Daly News
sust

Chet Huntley
Reporting

sust

Midwestern
Hayride

sust

Riverboat
Corn Prod
(L&N)

(7-8; 9/13 S)

Suspicion
(7:30-8:30)

sust

>olka Co-Round
(7:30-8:30)

sust

Suspicion
sust

Sunday
Showcase

various sponsors

(8-9; 9/13 S)

MONDAY
ABC CBS NBC

D Edwards
Amer Home

(Bates)

N-L $9.500tt

ABC News
sust

Name That
Tune

Amer Home
(Bates)

Q-L $23,000

olka Co-Round

The Texan
Brown & Wmsn

(Batea)

alt

Lever (K&E)
W-F $37,000

News
Texaco (C&W)
N-L $6.500tt

No net service

D Edwards
Amer Home
(repeat feed)

Buckskin
sust

W-F $24,000

Richard
Diamond
(9/21 S)

Restless Cun
Sterling (DFS)
P&G (Compton)
W-F $37,500

Love & Marriage
Noxzema (SSC
&B 9/21 S)

News
Texaco

(repeat feed)

Cheyenne
(alt wks

7:30-8:30)

Harold Ritchie
(K&E)

J&J (T&R)
P&G (B&B)

W-F $7S,U0O

TUESDAY
ABC CBS NBC

|ohn Daly News
sust

D. Edwards
Equitable

(FC&B)
alt sust

NJ-L $9.500tt

ABC News
sust

itars in Action
sust

Sugarfoot
(alt wks

7:30-8:30)

Am Chicle

(Bates)

R. J. Reynolds
(Esty)

W-F $78,000

No net service

No net service

D Edwards
Equitable
DuPont

(repeat feed)

Playhouse of
Mystery

sust

Miss America
Parade

Maybelline
(Best)

(8-8:30; 9/8)

Steve Canyon
L&M (Mc-E)

alt sust

A-F $14,000

|ohn I

News
Texaco (C&W)
N-L $6.500tt

News
Texaco

(repeat feed)

Northwest
Passage

sust

Laramie
L&M (Mc-E)
(7:30-8:30;

9/15 S)

j imm y Rudgu i s

L&M (DFS)
alt sust

PL $35,000

Fibber McCee
Singer (T&R)
Stan Brands
I.IU'T 9/15 S)

ilC

ABU.

Music

Summ
17-1

Music
Summ

Law Man
B. J. Reynolds

(Esty)

General Mills

(DFS)
|W-F $41,000

Ed Sullivan

Dragnet
L&M (Mc-E)

ait sust

l-F $35,000

Bold journey
Ralston-Purina

(GBB)
H-F $9,500

Father Knows
Best

Lever (JWT) alt

Scott (JWT)
3c-F $38,000

Wells Fargo
Amer Tobacco
(SSC&B)

lit P&G (B&B)
(V-F $43,800

Wyatt Earp
Sen Mills (DFS)

alt P&G
(Compton)

W-F $38,000

To Tell the
Truth

Carter (Bates)

Marlboro
(Burnett)

i-L $22,000

Ozzie Hi

Kodak i

Quak Oi

(VT
;c-F !

—

Colt .45
P&G (B&B)

|W-F $13,800

C. E. Theatre
Gen Electric

(BBDO)
Dr-F $51,000

Summer Chevy
Show
(9-10)

Chevrolet

(Camp-E)
F-L $65,000

Pantomime
Quiz
sust

: rontier justice
Gen Foods
(B&B)

5c-F $L1.000

Peter Cunn
Bristol-Myers
(DCS&S) alt

My-F $3S.000

R. .7. Reynolds

(Esty 9/21 S)

The Rifleman
Miles Lab
(Wade)

P&G (B&B)
Ralston

(Gardner)

W-F $36,000

Adventure
Showcase

Pharmaceuticals
(Parkson)

F $11,000

Fanfare
sust

Toast to
Jerome Kern

Brewer's Foun-
dation (JWT)
(9-10:30; 9/22)
V-L $275,000

Donn Ro

S*
rampl -

(B I

>&Q
tSc-F V

Deadline For
Action

(9:30-10:30)

sust

Hitchcock
Presents

Bristol-Myers

(T&R)
My-F $39,000

Summer Chevy
Show

Top Pro Coif
(9:30-10:30)

sust

Joseph Cotten
Show

Gen Foods
(B&B)

Sc-F $12,500

Alcoa-Coodyear
Theater

Alcoa (FSR) alt

Goodyear (Y&R)
Dr-F $39,000

Naked City
Whitehall
(Bates)

Brown & Wmsn
(Bates)

My-F $37,000

Spotlight
Playhouse
Pet Milk
(Gardner)

S. C. Johnson
(NL&B)

3r-F $10,000

Bob Cummings
Reynolds (Esty)

alt

sust

Sc-F $36,000

Ac

Deadline For

Action

Richard
Diamond

Lorillard (L&N)
A-F $36,000

Loretta Young
P&G (B&B)

>-F $42,500
Toni (North)

ind Philip Mor-
ris (Burnett)

9/20 S

Top Pro Coif
sust

Desilu

Playhouse
(10-11)

Westinghouse
(Mc-E)

Dr-F $82,000

(average)

Arthur Murray
P. Lorillard

(I.&N) alt

Pharmaceuticals
(Parkson)

v"-L $30,000

Alcoa Presents
Alcoa (FSB)

Dr-F $35,000

Andy Williams
Show
(10-11)

evlon (LaRoche)
-L $50,000

David Niven
Singer (T&R)

alt

sust

Dr-F $32,000

Wed
Fits

Brown "

(B

Miles Vi

(10 -c

Sp-L M

Meet McCraw
Alberto Culver

(Wade)

I A-F $9,500

What's My Line
Kellogg
(Bumett)

alt Sunbeam
(Perrin-Paus)

Q-L $32,000

No net service
Desilu

Playhouse

Andv Williams
Kellogg

(Burnett)

alt

Mttsburgh Plate

(Maxon)

"Color show, ttCost is per segment. Prices do not include sustaining, par-

ticipating »r co-op programs. Costs refer to average show costs including

talent and production. They are gross (include 15% agency commission).

They do not include commercials or time charges. This chart rovers period

29 Aug. -25 Sept. Program types are indicated as follows: (A) Adventure
(Au) Audience Participation. (C) Comedy, (D) Documentary, (Dr)
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\ G R A P 29 AUG. - 25 SEPT,

v DNESDAY
BS NBC

THURSDAY
ABC CBS NBC ABC

FRIDAY
CBS NBC

SATURDAY
ABC CBS NBC

ohn Daly News
sust

John Daly News
sust

Iwards

IT (Bates)

! lust

L J9.5O0tt

News
Teiaco (C&W)
L $6,500tt

D Edwards
Whitehall
(Bates)

J-L $9.5O0tt

News
Texaco (C&W)
J-L $6.500tt

D Edwards
Parliament
(B&B)
alt sust

N-L $9.500tt

News
Texaco (C&W)
J-L $6,500tt

No net service No net service No net service

iwards

t feed)

News
Texaco

(repeat feed)

Wagnn Train

ABC News
EUSt

D Edwards
Whitehall

News
Texaco

(repeat feed)

ABC News
sust

D Edwards
Equitable Life

Parliament
(repeat feed)

News
Texaco

(repeat feed)

Rawhide
(7:30- 8:30)

Lever (JWT)
Parliament
(B&B)

W-F sao.ooo
(1 hour)

People Funny
IMII 'l.\drtnj ill

Reynolds (Est?)
Au-P 524.Ml

BonanzaUM l.Mc-E)

HI A (K&E)
(7:30-8:30;

9/12 S)

iiesday
[house

(7:30-8:30)

Ford (alt hour)

(JWT)
atlonal Biscuit

(alt % hr.)

(Mc-E)
\ l'-F $35,500

(tthr.)

Oh, Boy
sust

The Playhouse
sust h e Californians

sust

Rin Tin Tin
Nabisco (K&E)
4.-F $36,000

Pete Kelly's

Blues
sust

People Are
Funny

Greyhound
(Grey 9/11 S)

Dick Clark
Show

Beech-Nut
Lire Siren
(T&R)

Mu-L $14,500

Reckoning
(7:30-8:30)

Colgate (Bates)

Parliament
(B&B)

My-F $45,000

'Pen t P i uimi l j,

(8-9)

Kimberly-Clark,

(FC&B)
RCA & Whirlpool

(K&E)
Chemstrand
(DDB)

V-L $60,000

Talking
Research

(Ksstor.

C&A)
$18,000

Wagon Train
R. J. Reynolds

(Esty)

(alt % hr.)

Zorro
AC Spark
(Brother)

7-Up (JWT)
-F $37,000

December Bride
General Foods

(B&B)
>c-F $32,000

Who Pays?
Purex (Weiss)

L $19,000

Walt Disney
Presents
(8-9)

Hill Bros.

(Ayer)

M-F $47,000

(H hr.)

—
PerrlTtgei

—
S. C. Johnson

(NL&B)
alt

P. Lorillard

(L&N)
T-T $40,000

tawtemfBaTS"

Rawhide
Lever (JWT)

alt sust

urther Advent,
f Ellery Queen

(8-9) sust

Trouble
Shooters

Philip Morris
(Burnett

9/11 S)

jubilee, U.S.A.
(8-9)

Wmsn-Dlckle
(Evans & Assoc.)

Hill Bros. (Ayer)
Mu-L $12,506

(hi hr.)

Reckoning
Sterling (DPS)
Gulf (Y&R)
Hamm (C-M)

Eliery yueen
sust

Specials
various sponsors

(8:30-9:30;

9/11 S)

ferry Presents
Sunbeam

(Perrin-Pnus)

Man & Challenge
R. J. Reynolds
(Eety) Chem-
strand (DDB)

9/12 S)

(down
30D7

( ipton)

A Toot*
IDO)

F $33,500

rice Is Right
Lever (JWT)
alt Speidel

(NC&K)
L $21,500

The Real
McCoys

*&G (Compton)
F $36,000

Joh

sust

nny Staccato
Bris. -Myers
(DCSS)

Et. J. Reynolds
(Esty 9/10 S)

Walt Disney
Hudson Pulp
(N.C&K)

Reynolds Metal
( Lennen &
Newell)

I Love Lucy
Purex (Weiss) Jubilee. U.S.A.

Massey- Ferguson
(NL&B)

Carter Products

Wanted Dead
or Alive

Bin & Wmson
(Bates)

Bristol-Myers
(DCS&S)

(V-F $39,000

e
1

1
lion a ire

ii (Bates)

I $37,000

Kraft Music
Hall

Starring Dave
King
Kraft
(JWT)

lu-L $45,000

Leave It To
Beaver

Miles (Wade)
talson (Gardner)
5-Day (Grey)
c-F $36,000 V

Zane Grey
S. C. Johnson
(NL&B) alt

General Foods
(B&B)

-F $45,000

I achelor Father
Whitehall
(Bates)

m Tob (Gumb.)
c-F $42,000

Tombstone
Territory

Lipton (T&R)
Philip Morris

(Burnett)

IW-F $33,500

Phil Silvers
R. J. Reynolds

(Esty)

Schick (B&B)
Sc-F $42,000

M Squad
Amer. Tobac.
(SSC&B)

alt

G.E. (BBDO)
Iy-F $31,000

Lawrence Welk
(9-10)

Dodge (Grant)
Mu-L $17,500

<V4 hr.)

Brenner
Lever (JWT)
-F $38,000

Black Saddle
L&il (Mc-E)

Colgale (Mc-E)
|WF $37,000

The Deputy
Kellogg

i Burnett
(9/12 S)

I' Oot a

:ret

xi i (Esty)

I $27,000

at Mastcrson
Kraft, Nafl
Dairy (JOT)
-F $38,000

Rough Riders
P. Tx>rillard

(L&N)
alt sust

*'-F $47.000t

Playhouse 90
(9:30-11)

Amer Gas
(L&N) alt

Kimberly-Clark
(FC&B)
L&F $45,000

(H hr.)

21 Beacon St.

Ford (JWT)
-F $18,000

)r

77 Sunset Strip
(9:30-10:30)

Amer. Chicle
(Bate*)

My-F $72,000

Lux Playhouse
Lever (JWT)

alt uka

Stripe Plyhse
Lever (JWT)

Dr-F $38,000

Western
Theater

Colgate (Bates)
'-F $13,000
M Squad

m Tob (SSCB)
Sterling (DFS)

9/11 S

Lawrence Welk

Have Cun. Will
Travel

Whitehall
(Bates)

lit Lever (JWT)
(V-F $38,000

Cimarron City
(9:30-10:39)

sust

W-F $30,000

(4 hr.)

teel Hr
I 10-11)

Steel

:DO)

$60,000

This Is Your
Life

P&G (B&B)
-L $52,000

Your Neighbor
The World

sust

Playhouse 90
Allstate

(Burnett)

alt

1 :eynolds (Esty)

fou Bet Your
Life

Pharmaceuticals
(Parkson) alt

Lever (BBDO)
L $53,000

77 Sunset Strip
Carter Prod.

(Bates)

Whitehall
(Bates)

Harold Ritchie
(K&E)

The Line Up
P. Lorillard

(L&N)
My-F $34,000

Cavalcade of
Sports

Uillette (Maxon)
(10-concl)

iip-L $45,000

Big Picture
sust

Cunsmoke
L&M (DFS) alt

Sperry-Rand
(T&R)

IV-F $40,000

Cimarron City
Cons. Cigars

(L&N)
sust

* Theatre
» i 10-11)
* trong

I DO)
F $48,000

Playhouse 90
4enault (NL&B)

alt sust

Masquerade
Party

Tjorfllard (L&N)
alt Sargent
L $18,000

Amateur Hour
Pharmaceuticals

(Parkson)

F-L $23,000

jackpot Bowling
3ayuk (Werman
& Schorr)

i P-L $3,000

Markham
Schlltz (JWT)
ly-F $39,000

Miss America
Philco (BBDO)
(10-mld; 9/12)
i'-L $123,000

DA's Man
L&M (Mc-E)

H-F $38,000

It Could Be
You

ttiUcals

Parkson 9/12 S)

Drama, (P) Film, (I) Interview, (J) Juvenile, (L) Live, (M) Misc,
(Mu) Music, (My) Mystery. (N) News, (Q) Quiz-Panel, (Sc) Situation
Comedy, (Sp) Sports, (V) Variety, (W) Western. tNo charge for repeats.

L preceding date means last date on air. S following date means starting
date for new show or sponsor in time slot.
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Big reason why

SPONSOR tops

the independent

trade paper survey



Six out of every ten copies of sponsor

I go to readers who buy or influence

the buying of radio/tv time.

sponsor subscribers are buying-active.



f 3 ir

>-»>»i*

10:00

10:15

10:30

10:45

11:00

11:15

11:30

11:45

12:15

12:30

12:45

DAYTIME C O
SUNDAY

ABC CBS NBC

Lamp Unto My
Feet
rait

Look Up & Live
art

Bishop Pike
aust

lohns Hopkins
File 7
ust

College News
Conference

rait

Open Hearing
Hit

W-nchell
sust

Eye On
New York

lUlt

Camera Three
uat

Baseball Came
of the Week
various times

various sponsors

The Last Word
sust

Lone Ranger
Gen Mill*

Cracker Jick
Frltos Co.

Face the
Nation

sust

Leo Durocher's
Warmup

sust

Major League
Baseball

Phillies Bayuk
Cigars

(% network)
AnheuseT-Busch

(% regional)

Frontiers of

Faith
sust

MONDAY
ABC CBS NBC

Sam Levenson
sust

Across The
Board
sust

Love of Life
sust

Lmer Home Prod
alt sust

Pantomime
Quiz
sust

Music Bingo
sust

Day In Court
Amer Home

Foods
Johnson &
Johnson

Cale Storm
Show
Armour
Lever

leaf The Clock
Lever

Block Drug

Vho You Trust?
Armour

Johnson &
Johnson

American
Bandstand
Clairol,

Beech-Nut

American
Bandstand

Rolley

Northam -Warren
HIS Sportswear

American
Bandstand

co-op

Mickey Mouse
Club

Goodrich
Bristol-Myen

On The Co
sust

Love Lucy
sust

Top Dollar
sust

Armour (L 9/21)
alt Lever

Search for
Tomorrow
P&G

Cuiding Light
P&G

No net service

News
(1:25-1:30)

sust

World Turns
P&G

sust alt

Carnation

For Better Or
For Worse

sust

Art Linkletter
Stand Brands

alt Lever

standard Brands
Van Camp

Big Payoff
Colgate

Verdict Is Yours
Stand Brands

Amer Home
alt Lever

Brighter Day
P&G

Secret Storm
\mer Home Prod

Edge of Night
P&G

Dough Re Mi
sust

Treasure Hunt
sust

P&G alt

Lever

Price Is Right
Lever

alt Ponds

Sterling

alt Whitehall

Concentration
Culver alt

Lever

Tic Tac Dough
Ponds alt Miles

P&G

It Could Be You
Whitehall

Ponds alt P&G

No net service

No net service

Queen for a

Day
sust

"ourt of Human
Relations

sust

Young
Dr. Malone

sust

From These
Roots
sust

Truth or

Consequences
Sterling

P&G (L 9/21)

County Fair
sust

Sterling

alt Lever

iam Levenson
sust

3eneral Foods
alt sust

Across The
Board
sust

Love of Life
sust alt

Gen Mills

Pantomime
Quiz
sust Cuiding Light

P&G

Music Bingo
sust

">lo net service

Day In Court
General Foods

Gale Storm
Show

Block Drug
Amer Home

leaf The Clock
General Foods

Ton!

Who Do You
Trust?

General Foods
Amer Home
Ex-Lax

• American
Bandstand

Lever
General Mills

American
Bandstand

Carter

Welch

American
Bandstand

co-op

Walt Disney's
\dventure Time

co-op

PA ft

I
TUESDAY

ABC CBS NBC

On The Co
sust

Treasure Hunt
Culver alt

Gold Seal

I Love Lucy
Lever

sust

It Gen Foods

Price Is Right
Lever alt

Sunshine

Top Dollar
Colgate

'

"ic Tac Dough
Stand Brandt

Amer Home P&G alt Ponds

Sma l l fui

Tomorrow
P&G

It Could Be
You

Al. Culver alt

Miles

irmour alt P&G

News
1:25-1:30) rest

World Turns
P&G

Sterling alt

sust

:or Better Or
For Worse
Toni alt sust

\rt Linkletter
Swift

alt Ten!

Kellogg

Big Payoff
General Foods

alt sust

Verdict Is Yours
Gen Mills
alt Lever

Swift

alt Ton!

Brighter Day
P&G

Secret Storm
Gen Mills

Edge of Night
P&G

Sterling

alt sust

Dough Re Mi
sust -

Frigldalre alt

Armour

Stand Brands

Concentration
Frigidaire

Lever alt

Alberto Culver

No net service

No net service

Queen for a

Day
ust

Gold Seal alt

Alberto Culver

ourt of Human
Relations

sust

Young
Dr. Malone

sust

From These
Roots
sust

Truth or
Consequences

sust

P&G (L 9/15)

County Fair
sust

sust alt

Lever

Aero'

Be

PantJ

Q

Music in

Day I

Beecl
'

Cale »
Beets

eat TIC
.Johns

Jon n

EeecN

Who I

v

Tri?
Am*

HeecK

Ame»
Band in

SIlL

Art :

_Dul^

Ama
Bandm
Reg m

.MF Plr*

Amejc
Band '

-
vlickey <c

CI
Gootci

Geo

NOTE: On ABC TV, Day In Court, Gale Storm, Beat the Clock. Who Do You Trust!, and American Bandstand do not show day of participations,

HOW TO USE SPONSOR'S
NETWORK TELEVISION
COMPARAGRAPH

The network schedule on this and preceding pages (44, 45)

includes regularly scheduled programing 29 August to

25 Sept., inclusive (with possible exception of changes

made by the networks after presstime). Irregularly sched-



KG RAP 29 AUG. - 25 SEPT.

DNESDAY
IBS NBC

THURSDAY
ABC CBS NBC ABC

FRIDAY
CBS NBC

SATURDAY
ABC CBS NBC

) he Co
mt

Dough Re Mi
•uat

On The Co
sust

Dough Re Mi
uit

sust alt

Brown & Wmsn

On The Co
sust

Dough Re Mi
•uit

Armour
alt Nabisco

Captain
Kangaroo

Participating

and sust

Howdy Doody
ist alt Nabisco

Continental

Baking

Treasure Hunt
Miles alt E.E.I.

a evenson
at

Corn Prod.

<L 9/23)

alt P&O

Sam Levenson
sust

Treasure Hunt
sust

alt Frigldaire

P&O
alt Helnx

Sam Levenson
U.S. Steel

alt sust

Treasure Hunt
Gen Mills alt

sust

Whitehall alt

Sterling

Mighty Mouse

Gen Foods
alt sust

Colgate alt

Gen Foods

Ruff & Reddy
Borden

Gen Foods
alt Mars

e Lucy
; -r alt

M
( er alt

JSt

Price Is Right
Frigldaire
Sterling

Heinz alt

Armour

I Love Lucy
Lever

Scott

Price Is Right
AI. Culver

alt Lever

Miles alt

Lever

I Love Lucy
Lever alt

sust

Kodak alt sust

Price Is Right
Lever alt

Corn Prod

Stand Brands
Gen Mills

Uncle AI Show
(11-12)

National Biscuit

Heckle & Jeckle
sust

Fury
Borden

r Dollar

tat*

Concentration
Heinz alt Miles

Nabisco alt

Brillo

Top Dollar
Colgate

Armstrong
alt sust

Concentration
Nestle

alt Lever

Heinz alt

Whitehall

Top Dollar
Colgate

Concentration
Ponds alt

Bauer & Black

Lever alt

Brn & Wmsn

Uncle AI Show

Adventures of

Robin Hood
sust

Colgate alt sust

Circus Boy
Mars alt

suit

i of Life

* one Prod

Tic Tac Dough
Heinz alt

Brn & Wmsn
P&G

Across The
Board
sust

Love of Life
sust alt Lever

Amer Home

Tic Tac Dough
AI. Culver
alt Heinz

P&G

Across The
Board
sust

Love of Life
sust

alt Tonl

Atlantis alt

Gen Mllli

Tic Tac Dough
Gen Mill! alt

Sunshine Saturday News
sust

True Story
sust

Sterling Drug

k h For

I orrow
iO

Light

ifl-

Could Be You
Whitehall alt

Nestle

Corn Prod
alt Brillo

Pantomime
Quiz
Armour

General Foods

Search for

Tomorrow
P&G

Cuiding Light
P&G

It Could Be
You

Miles alt

Nabisco

P&Q

Pantomime
Quiz
Armour

Search for
Tomorrow
P&G

Cuiding Light

E&2

Could Be You
Stand Brands
alt Congoleum

P&G alt

Corn Prod

Detective Diary
Sterling Drug

:ws
30) sust

No net service Music Bingo
sust

No net servlc<

News
(1:25-1:30) sust

No net service Music Bingo
sust

No net service

News
(1:25-1:30) sust

No net service
Mr. Wizard

sust

1 Turns

40
rig alt No net service

As the World
Turns
P&G No net service

Pillsbury

World Turns
P&Q
Swift

alt Gen Mills

No net service

tter Or Queen for a

Day
sust

Day In Court
Drackett,

For Better Or
For Worse

Scott alt sust

sust

alt Lever

Queen-Day
sust alt

Congoleum

sust

alt Miles

Day In Court
Armour

For Better Or
For Worse

Lever alt Ton!

Queen for a

Day
sust

Nabisco alt sust

Baseball Came
of the Week
various sponsors

(2 to cnricl)

Leo Durocher's
Warmup

t nkletter

L Bros

Hi tlantla

Court of Human
Relations

sust

Cale Storm
Drackett

Art Linkletter
Kellogg

Pillsbury

Court of Human
Relations

sust

Cale Storm
Johnson &
Johnson

Art Linkletter
Lever Bros

Swift alt

Staley

)ourt of Human
Relations

sust

t >ayoff

lite

Young
Dr. Malone

sust

Beat The Cloct
Drackett

Armour

Big Payoff
sust

Young
Dr. Malone

sust
Beat The Clod

Amer Home
Big Payoff

Colgate

Young
Dr. Malone

sust

Major League
Baseball

Phillies Bayuk
Cigars (V4)

Anheuser-Buscb

o Is Yours From These
Roots
sust

sust

Who Do You
Trust?
Drackett
Tonl

Verdict Is Your:
Sterling alt Scot

Carnation

alt Scott

From These
Roots
sust

Who Do You
Trust?
Lever

General Foods

Verdict Is Your;
Gen Mllli alt

Atlantis

Gen Mllli

alt Lever

From These
Roots
sust

lUlt

(H)

li er Day

V Storm
W wie Prod

Truth or

Consequences
Corn Prod
alt sust

ii. a;ai sust.

American
Bandstand
Toni. Old

London Foods

Brighter Day
P&G

Secret Storm
Scott alt

Amer Home

Truth or

Consequences
P&G (L 9/24)

Culver alt P&C

American
Bandstand
Mennen

Amer Home

Brighter Day
P&G

Secret Storm
Amer Home Proc

alt Gen Mllli

Truth or
Consequences
Whitehall alt

Com Prod

P&G alt Ponds

C f NightM
^ iS'alt

i, intti

County Fair
Frigldaire
alt sust

Heinz alt

St6r"n*

American
Bandstand

Harold Ritchie
Block Drug

Edge of Night
P&G

Pillsbury

County Fair
Heinz alt

Gen Mills

Lever alt Miles

American
Bandstand

Hollywood Cand:
Polk Miller

Edge of Night
P&O

Amer Home
alt

Sterling

County Fair
E.E.I, alt sust

Lever alt

Gold Seal

Race of the
Week
sust

American
Bandstand

co-op

American
Bandstand

co-op

Walt Disney's
Adventure Timi

Miles
Internat. Shoe

Mickey Mouse
Club

Gen Mills

Mattel

Lone Ranger
Nestle ait

Gen Mllli

but list all sponsors, Monday through Friday, buying programs during month.

uled programs appear during this period are listed

as well, with air dates. The only regularly scheduled pro-

grams not listed are: Tonight, NBC, 11:15 p.m.-l a.m.,

Monday-Friday, participating sponsorship; Sunday News

Special, CBS, Sunday, 11-11:15 p.m. (Carter and White-

hall) ; Today, NBC, 7-9 a.m., Monday-Friday, participating;

News CBS, 7:45-8 a.m. and 8:45-9 a.m., Monday-Friday.

All times are Eastern Standard.



RATINGS: TOP SP<

Top 10 shows in 10 markets
Period: 21 May-17 June 1959

TITLE, SYNDICATOR, SHOW TYPE

Highway Patrol
*iv I Adventure)

Death Valley Days
u.s. bobax i Western i

U. S. Marshal
nt a (Western)

Sea Hunt
ziv (Adventure)

Mike Hammer
mca (Mystery)

Rescue 8
SCREEN GEMS (Adventure)

MacKenzie's Raiders
*'v (Adventure)

Silent Service
cnp (Adventure)

State Trooper
M" (Adventure)

Flight
cnp (Adventure)

Whirlybirds
cbs (Adventure)

National
average

17.0

16.1

15.6

15.4

15.3

14.8

14.6

13.3

13.2

12.7

12.7

7-STATION
MARKETS

N.Y. L.A.

10.2 9.4
wrca-tv kttv

7 :00pm S :00pm

13.7 10.4
ATca-tv krca-tv

7 :00pm 7 :00pm

18.6 6.4
wrca-tv kttv

10:30pm 7:00pm

8.9 8.7
wabc-tv krca-tv

10:30pm 10:30pm

5-STA.
MARKET

Seattle

21.5
komo-tv
7:00pm

18.9
king-tv

9:00pm

3.2
ktnt-tv

S :00pm

14.9
king-t?

10:O0pm

14.4 5.7
wTca-tv krca-tv

10:30pm 10:30pm

3.7 8.9
ivabc-tv krca-tv

0:30pm 7:00pm

9.7 8.4
wcbs-tv kttv

S :00pm 8:00pm

3.7 12.2
wpix krca-tv

9:30pm 7:00pm

3.2 3.4
wor-tv khj-tv

10:00pm 8:00pm

10.1
krca-tv

10:30pm

3.4 6.2
wpix khj-tv

! :30pm 7 :30pm

16.5
king-tv

10:00pm

27.5
king-tv

9:30pm

12.9
komo-tv
9:30pm

20.5
king-tv

10:00pm

4.5
ktnt-tv

9:30pm

8.5
king-tv

9 :30pm

4-STATION MARKETS

Chicago Detroit Minpls. St. Louis San Fran. Wash.

15.5 15.5 20.2
wgn-tv wjbk-tv kstp-tv

9:30pm 7:00pm 9:30pin

16.2 13.2 12.2
ksd-tv kron-tv wtop-tv

9:30pm 6:30pm 7:00pm

10.9 18.5 23.5 14.2 7.7 13.3
wgn-tv \vwj-tv wcco-tv ktvi-tv kpix wrc-tv

9:30pm 7:00pm 9:30pm 9:30pm 10:30pm 7:00pm

9.5 15.2 11.2 13.7 16.5 13.2
wbkb-tv w-wj-tv kstp-tv ksd-tv kron-tv wrc-tv

9:00pm 10:30pm 10:30pm 10:00pm 7:0»pm 10:30pm

16.3 22.5 11.2 17.2 18.2 8.2
wnbQ-tv wjbk-tv wtcn-tv ktvi-tv kron-tv wmal-tv

9:30pm 10:30pm 9:00pm 9:30pm 7:00pm 10:00pm

13.9 10.2
wgn-tv cklw-tv

9:30pm 9:00pm

12.9 11.9 14.2
ksd-tv kron-tv wrc-tv

10:00pm 10:30pm 10:30pm

10.2
wgn-tv
8:30pm

16.2 19.2 12.5
wcco-tv ksd-tv kron-tv

7:30pm 9:30pm 6:30pm

19.2 14.2 18.2
wnbq-tv wxyz-tv kstp-tv

9:30pm 7:00pm 9:30pm

10.5 8.2 12.5
ktvi-tv kpix-tv wtop-tv

9:30pm 8:00pm 7:30pm

5.2
wgn-tv

9:00pm

5.9 14.2
wtcn-tv ksd-tv

6:00pm 10:00pm

12.9
wmal-tv
7 :00pm

11.2
wgn-tv
9:30pm

13.9 13.9 12.2 7.2
kstp-tv ksd-tv kpix-tv wmal-tv
9:30pm 9 :30:>m 7:30pm 6:30pm

5.5
wgn-tv
8:00pm

13.9
k-tp-tv

9:30pm

5.5 8.5
ktvu-tv wrc-tv

7:30pm 7:00pm

8.9 10.9 14.2
wtcn-tv ksd-tv

S:30pm 10:00pm

10.9
wttg-tv

7:00pm

Atlanta Bait. Boston Buffalo »

20.5 8.3 19.5 14.2
waga-tv wmar-tv
9:00pm 7:00pm

wbz-tv wgr-tv

7:00pm 7:00pm U

16.0 12.8 16.5 19.7
wsb-tv wjz-tv wbz-tv wben-tv

7:00pm 7:30pm 10:30pm 7:00pm 7

18.7 9.3 19.2 7.2
waga-tv wbal-tv wnac-tv wkbw-tv w

10:30pm 10:30pm 10:30pm 9:30pm 9|

11.9 8.3 14.2 19.2
wsb-tv wbal-tv whdh-tv wkbw-tv
7:00pm 10:30pm 10:30pm 10:30pm 7

10.5
wlw-a
10:30

18.5 23.5
wnac-tv wgr-tv

7:00pm 10:30pm 9

11.5 9.0 16.9 12.2 :

wsb-tv wbal-tv wnac-tv wgr-tv

10:30pm 7:00pm 7:30pm 7:00pm 1

16.2 10.3
wsb-tv wbal-tv

7:00pm 10:30pm

12.2
wben-tv
7 :00pm 7!

7.5 5.3 15.7 26.2
wlw-a wbal-tv wbz-tv wben-tv w
':00pm 7:00pm 7:00pm 10:30pm 1'

14.5
wben-tv n|M
7:00pm 7fcp

11.7
waga-tv
8:00pm

15.5 8.5
wbz-tv wgr-tv w'

7:00pm 10:30pm 1'

1 C

14.5 12.0 11.5 12.5
wsb-tv wmar-tv wbz-tv wben-tv
7:00pm 7:30pm 7:00pm 7:30pm

Top 10 shows in 4 to 9 markets

Divorce Court
guild (Drama)

15.3
9.4
kttv

9:0Opm

19.7
king-tv

9:00pm

17.2
wjbk-tv

7 :00pm

17.0
kron-tv

6:00pm

13.2
whdh-tv
10:00pm

If You Had A Million
»" (Drama)

14.4
9.9

wrca-tv

7:00pm

15.2
wsb-tv

10 :30pm

5Target
ziv (Adventure)

12.7
13.2
king-tv

9:00pm

7.2
kstp-tv

10:30pm

10.2
ksd-tv

6:30pm

26.5
wben-tv wj

9:30pm 71

Honeymooners
ces (Comedy)

12.5
3.2
wpix

9:00pm

12.5
wwj-tv
7:00pm

4.2
kmsp-tv
8:30pm

10.5
kron-tv

6:30pm

20.2
wnac-tv

7:30pm

Cray Chost
cbs (Adventure)

12.3
5.9

wxyz-tv

11:00pm

12.5
ksd-tv

6 :30pm

10.5
wrc-tv

7:00pm
-

Jim Bowie
ABc (Adventure)

12.3
4.0 3.8
wnew-tv kttv

7:00pm 6:15pm

5.2
kmsp-tv
8:30pm

11.9
wttg-tv

7:00pm

Badge 714
cnp (Mystery)

11.3
4.7
wpix

8:00pm

3.7
ktnt-tv

9:00pm

7.5
wnbq-tv
10:00pm

13.4
kstp-tv

10:30pm

8.7
wttg-tv

7:30pra

11.1
wmar-tv
6:30pm

Casey Jones
screen gems (Adventure)

11.3
9.2
wgn-tv
7:30pm

4.7
wtcn-tv

5:00pm

3.9
kplr-tv

7:00pm

13.0 10.2
wbz-tv wgr-tv

6:15pm 6:00pm

1 Search for Adventure
bagnall (Adventure)

10.9
6.2

kcop-tv

7 :00pm

7.5
wttg-tv

7:30pm

8.8
wmar-tv
6:30pm

1 .5

2

Dr. Hudson
mca (Drama)

10.6
5.9
kttv

9:30pm

11.2
wwj-tv

10:30pm

1

vvc

Little Rascals
interstate (Comedy)

10.6
6.1 11.6
wabc-tv khj-tv

6:00pm 7:00pm

7.9
wxyz-tv
10:00pm

atlngs listed above.
Films listed are syndicated
space indicates film not broad
lesser extent with syndicated shows

. hi hr.. hi hr. and hr. length, telecast In four or more markets. The average rating is an unweighted average of Individual market ratings listed
»J»™-

oadcast in this market 21 May-17 June. While net shows are fairly stable from one month to another in markets in whioh they are shown this is true Ito—
ed shows This should be borne in mind when analyzing rating trends from one month to another in this chart. Classification as to number of station



MLM SHOWS

S-STAT10N MARKETS 2-STATION MARKETS
-

, Col. Milw. New Or. Phlla. Birm. Dayton Prov.

20.7 23.2 19.2
lv wtmj-tv wdsu-tv

in 9:30pm 10:00pm

15.5
wrcv-tv

10:30pm

21.8
wbrc-tv

9:30pm

19.3
wjar-tv

10:30pm

i 21.5 12.2 17.5
tv wisn-tv wdsu-tv

;im 1) :30pm G :30pm

18.9
wrcv-tv

7:0Opm

17.3 19.3
wbrc-tv wlw-d
10:00pm 7:00pm

15.3
wjar-tv

7:00pm

1 25.4 21.2
wtun-tv wdsu-tv

10:30pm 10:00pm

15.2
wfil-tv

9:30pm

20.5 23.3
wbrc-tv wbio-tv

10:00pm 7:00pm

14.8
wpro-tv

10:30pm

20.2 16.5 20.5
uh .-iv wisn-tv wdsu t\

7:30pm :00pm 9:30pm

17.5
wfil-tv

7:00pm

20.3 19.8
wbrc-tv wlw -d

9:30pm 10:30pm

16.3
wpro-tv

7:00pm

17.5
wul-tv

9 :30pm

14.3 24.8
wapi-tv whio-tv

8:30pm 8:30pm

10.2 23.5 16.5
ut\n-tv wtmj-tv wwl-tv

10:30pm 8:00pm G :30pm

16.9
wrcv -tv

7:00pm

19.3 7.8
wapi-tv wiw-d
9:30pm 6:00pm

18.8
wjar-tv

7:00pm

i 14.5 16.2 18.9
wbns-tv wisn-tv wwl-tv

7:30pm S :30pm T :30pm

29.0 20.8
wbrc-tv wiw-d

8:30pm 7:00pm

13.2 15.5
wisn-tv wdsu-tv

9:30pm 10 30pm

28.5
wbrc-tv
7:110pm

14.3
wjar-tv

7:00pm

1 14.9 22.2 17.9
iv wtmj-tv wdsu-tv

: 00pm 0:30pm 10:00pm

17.5
wrcv-tv

7:00pm

23.5 21.8
wapi-tv whio-tv

9:30pm 7:00pm

1 10.0 22.5 21.5
hIa-c wtmj-tv wdsu-tv

10:30pm 9:30pm 9:30pm

14.2
wfil-tv

9:30pm

19.3
whio-tv

7:00pm

15.3
wpro-tv

7:00pm

13.9 20.2 15.2
wtvn-tv wtmj-tv wdsu-tv

7:00pm 9:30pm 10:00pm

20.8
wbrc-tv

6:30pm

15.8
wpro-tv

7:00pm

15.5
wrcv-tv

7 :00pm

10.8 20.8
wbrc-tv whio-tv

5:00pm 7:30pm

21.2 16.5
wisn-tv wdsu-tv

9:30pm 10:30pm

4.2
wcau-tv

3:30pm

14.2
' wbns-tv

7 :80pm

10.5
wrcv-tv

7:00pm

24.3
whio-tv

7:30pm

20.3
wbrc-tv

7:00pm

. 20.7 20.5
1 wbns-tv wdsu-tv
i 1" 30pm G:30pm

18.5
wrcv-tv

7 :00pm

17.7
wdsu-tv

10:30pm

23.8
whio-tv

10:30pm

17.5
wdsu-tv
6 :00pm

17.8
wlw-d
7 :00pm

19.5
I wbns-tv

- Dpm

9.5
witi-tv

3 :00pm

11.3
whio-tv

5:30pm

16.6
whio-tv

6:00pm

"•••'» own. Pulse determines number by measuring which Us-
ually received by homes in the metropolitan area of a given mar-
gin station itself may be outside metropolitan area of the m«Htet

there's

been a

TOWERFUL

NOW WLUK-TV IS THE

MOST POWERFUL TV STATION IN THE WEALTHY GREEN BAY- FOX RIVER VALLEY MARKET

From our new half million dollar power plant, the tower overlooking Green Bay WLUK-TV now
reaches 425,000 TV homes — 1,650,000 people.

WLUK TV Q CHANNEL 11
serving Green Bay Packerland and the Fox River Valley Joseph D. Mack in, general manager

NOW YOU CAN COVER TWO IMPORTANT MARKETS WITH ONE BUY!

Just approved - the acquisition of WLUC-TV, Marquette, Michigan - the only TV station in
Michigan's upper peninsula. Buy both WLUK-TV and WLUC-TV with one buy.

WLUC TV CHANNEL 6 John Borgen, general manager

Represented nationally by Geo. P. Hollingberry. In Minneapolis see Bill Hurley.

YOU GOTTA HAVE WLUK YOU GOTTA HAVE WLUC
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With new studies on media values, SPONSOR ASKS:

How can agencies make
inter-media comparisons?

Advertisers are giving more con-

sideration to radio-tv-print ap-

praisals. Here, agencymen tell how
they weigh media effectiveness

Fred Barrett, v.p. in charge of media,

Batten, Barton, Durstine & Osborn, Inc.,

New York

Both advertiser and agency should

recognize that inter-media selection

is not another "apples and oranges"

Each medium
should be used

to accomplish

a different

objective

situation but is, rather, (to use an-

other corny analogy) more like an

"apple and tomato" comparison. Both

are excellent products; but you gen-

erally use them to accomplish entirely

different objectives. It is somewhat

unrealistic for a chef to base all his

recipes on the primary knowledge

that tomatoes are cheaper or that

almost everyone eats apples. All

dishes would come out the same.

The same goes for agency and client

reasoning in terms of advertising.

The marketing direction of the brand

comes first, and from that starting

point, the proper selection of media

falls into place. Therefore, inter-

media comparisons are best made at

the inception of the plan when the

brand's marketing strategy is finalized

and set into place. Here is where the

advertiser knows how much mass he

needs or how much class he desires,

whether the product demands a long

copy message or a short reminder,

billboard type approach, whether

color is an integral part of the selling

message or whether package identifi-

cation is necessary at all. At this

point, the concept of inter-media com-

parison is present in all decisions we
make. Numbers or cost comparisons

between electronic and print media

mean little unless the copy approach

and sales message lends itself fully

and successfully to the chosen medi-

um. What's the sense of comparing

I.D.'s, for example, if the product

needs time to establish its sales points?

Once the proper medium is found

(this medium, naturally, allowable

within the budget), then the more
simple task of intra-media compari-

sons can be examined. Almost all

media research is geared to intra-

media studies, not inter-media analy-

ses. The qualities of cost-per-1000 in

the formulation of the over-all media

plan, total reach, circulation vs. view-

ers, while extremely important, is

secondary to the image the product

is trying to create, the goals for the

brand in light of its projected sales

volume and its tactics of competition.

Joseph P. Braun, media dir. & v.p.,

Kenyon & Eckhardt Inc., New York

This has been the No. One question

in the minds of the advertiser, the

buyer and the seller for a period of

It's important

that you deal

only in

comparable

values

years. Like other agencies, the Mar-

keting Services Division of Kenyon

& Eckhardt is ever on the alert for

material that will help answer this

most important question. Until more

specific, more acceptable data become

available, there are two steps that can

be taken to provide reliable inter-

media comparisons.

First, we should make every effort

possible to compare like values in

our determination of the basic statis-

tics. We should avoid, for example,

comparing circulation figures with

actual ratings of programs. In a

word, we should be sure we are deal-

ing with comparable numbers.

For a number of years the familiar

cliche, "you cannot compare oranges

with pears," was generously quoted

by agents and sellers alike. Today's;

competition in all phases of business

is so intense, the subject of inter
(

media comparisons can no longer bej

casually dismissed.

With a higher degree of profesi

sionalism in the buying area than!

ever before, plus the talent of those,

specializing in media research, many
revealing conclusions can be obtained

from already-existing media statistics..

The rationale of weighing one media

against another, therefore, can be,

more completely documented today

than ever before. And, with the facts

as a base, the common sense and

judgment areas can be more accu-|t

rately directed at a sound decision.

Second, only our best judgment

will tell us about the intangibles in-j

volved in the effectiveness of the in

dividual medium. There is a primary

medium to fit every marketing prob

lem and, in many instances, it is ad

visable to use more than one of the

basic media.

The marketing man is lost without

some method of preparing the most!

efficient media mix under today's

planning needs.

And common sense must be teamed|

with a full knowledge of the objec-i

tive to weigh the qualitative aspectsj

of impact from each individual medi-,

um.

Robert E. Britton, v.p. & exec dir. of\

marketing-media-research dept., MacManus,\

John & Adams, Inc., Bloomfield Hills, Mich.l

I'm sure that if we were to put a,

microscope on the procedures by

Marketing plan

objectives help

determine

a medium's

weight

which advertisers make inter-media

decisions, we would not find nearly

52 SPONSOR 29 august 1959!



le confusion nor the inconsistency

iat some people might expect. The

asic inter-media comparisons that

re made are nearly always encoun-

;red in the process of fitting the

haracteristics of the different media

) the objectives that are laid down

1 the marketing plan for the prod-

tf or service. If the marketing plan

complete, it must include a number

f recommendations that will help

efine the proper media mix needed

i vield the elements of communica-

tion best calculated to motivate buy-

rs into action.

For instance, consider simply the

eed for live demonstration. When
'ur client. The Dow Chemical Co.,

itroduced Saran Wrap, it was obvi-

us that a number of qualities of this

cw wrapping material—such as its

ansparency and its ability to cling

ghtly to any type of bowl or con-

riner—had to be demonstrated. This

ni to the logical use of television as

major medium. In fact, the use of

•levision in the case of this partic-

lar product led to the marketing

reas of the product establishing the

attern for buying television station

me, which then was a completely

ew and unusual way of buying a tv

ackage. On the other hand, addition-

1 advantages—such as the tremen-

ous appetite appeal of foods pro-

dded by Saran Wrap—also had to be

hown to best advantage, leading us

> the use of high-quality, four-color

eproduction in print.

Of course, this is over-simplifying,

lut even in its most complex form, a

alid marketing plan, adequate in-

>rmation about the product and its

larkets, a clear picture of the way in

hich different media can be used to

ommunicate with prospective cus-

>mers—mixed with a good deal of

ound judgement—are the basis for

le best inter-media decisions.

ohn J. Ennis, V-P- & media dir., Fletcher

ichards, Calkins & Holden, Inc., N. Y.

;

In my opinion, each medium type

{Please turn to page 74)

WCSH-TV6
NBC Affiliate Portland, Maine

STARTS
STRONG

FINISHES

STRONG

The April '59 area ARB again proves you
get a bigger, more receptive audience on 6.

Garroway beats station "B"
almost 5 to 1

average homes reached daily.

Paar beats station "B"

2V2 to 1

average homes reached daily.

Ask your Weed TV man about the "full-

day" WCSH-TV audience.

Remember you get a 5% discount when
you buy a matching spot schedule on Channel
2 in Bangor.

A MAINE

BROADCASTING SYSTEM

STATION

WCSH-TV (6) Portland

WLBZ-TV (2) Bangor

WLBZ-Radio, Bangor

WCSH-Radio, Portland

WRDO-Radio, Augusta
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MR. ZIV

(Continued from page 34)

ing with the spot sales manager), and

Ziv people agree "The pressure is

constant, and terrific."

Fred Ziv. a chronically early riser,

gets to the office at 8 a.m. and insists

that field salesmen begin their selling

dav with the same kind of prompt-

ness. There is constant supervision

and checking of sales activities. "We
don't believe in putting a man out on

a sink-or-swim basis." says Ziv. And
Ziv sales alumni whom SPONSOR pur-

posely contacted for an unbiased pic-

ture, admit that they were given un-

usual training and a fair chance to

produce.

Ziv salesmen have at their dispo-

sal what a former Ziv researcher calls

a "fantastic" amount of information

about local markets and advertisers.

"Ziv files of Birmingham. Alabama,

for instance, show every advertiser

who has ever used syndication in Bir-

mingham, what he used, what he may
now be using, prices, contract expira-

tion dates, and who influences adver-

tising decisions. And the same is true

for every U.S. market."

Some industry observers credit the

Ziv success more to sales know-how
than to programing brilliance. Ziv,

himself, however, pooh-poohs this

theory. "Sales know-how is important,

but it doesn't win ratings." he says,

"and the ratings of such of our syndi-

cated shows as Sea Hunt and High-

way Patrol, and such network shows
as Bat Masterson, and Tombstone
Territory, are proof of our produc-

tion and programing ability. In our

business the product is programs, and
our whole operation is geared to just

one thing—producing hits. To try to

sell and service an inferior product

is just not worth the candle."

ZIV is the only large producer who
produces and sells his own shows,

and only his own shows.

One phase of the Ziv operation,

which is being watched closely in the

trade, is the company's growing im-

portance as a supplier of network

programs—five on the networks this

fall, sponsored by American Tobacco,

negro radio for
metro new york

R. J. Reynolds, Lorillard, Philip

Morris and National Dairy (Kraft

and Sealtest)

.

sponsor asked Mr. Ziv directly the

question which has puzzled many, "Is

there a difference in standards and

quality for network vs. syndication

programs?" His answer, an emphatic

no. "To distinguish between network

and syndication shows is an over-

simplification," he says. "The point

is not how a show is disseminated

—

whether by 10 or 200 prints. The
problem is simply to produce enter-

tainment that people like and re-

spect."

As to the charge that the company
follows "program formulas," Ziv

points out that the organization has.

over the years, produced nearly every

type of show. He points out, however,

that the basic ingredients of the most

successful Ziv programs have been

"action, movement, adventure, mys-

tery, and law enforcement."

Questioned about the growth of tv

tape, Ziv says his company is watch-

ing it carefully, that it is "almost,

but not quite" as good as films for

some types of shows, but that he will

use tape when it is right.

Ziv, generally, is not in the engi-

neering phases of the business and

prefers to let outside firms conduct

technical research and development.

"We prefer to devote all the genius

and energy of the Ziv organization

to the development and production of

hit shows."

These, then are some of the busi-

ness principles on which Fred Ziv has

built what was, until this year, the

largest privately-owned tv film firm

in the industry.

Some idea of the magnitude of the

operation can be gained from the fact

that in June, two Wall Street broker-

age houses, F. Eberstadt & Co. and.

Lazard Freres made investments in

Ziv-TV in an amount some trade

papers report at $14,000,000.

There has been much speculation in

the trade about whether this means
that Ziv stock will soon be offered to

the public, but Fred Ziv, in reply to

a direct sponsor question, said that

he did not know.

His own explanation of the Wall

Street move is that, with the trend to

bigness in modern industry, a pri-

vately held firm must have outside

capital if it wants to remain a major

factor in its own industry. He says

that the presence of Eberstadt and

Lazard Freres in Ziv board meeting

has already opened up "large ne\

areas of future planning."

Ziv and Sinn remain substantia

stockholders. Apparently, Ziv plan

to remain in an active managemeri
position in the company's operations

There was nothing in his conversatio

with sponsor to indicate that he waj

taking a sizable tax gain with an eyj

to quick retirement.

At present, he is spending abou

50% of his time in Cincinnati, an*

the balance in New York and on tb]

West Coast where he has a daughter

son-in-law, and grandchildren. Hi

son, Bill, after graduating from UCLj
and spending a year in the Ziv sti

dios, has returned to Cincinnati an

a place in the business end of thl

production firm.

Fred Ziv, it is obvious to even th

most inexperienced outsider, is

keen, well-organized, thoroughly inte

grated business man who lives an

loves his work. He has never, he tol

SPONSOR, been a "frustrated acto

turned movie producer." Ziv. himsel

is vitally concerned with general idei

and plan of new programs
—

"ou<

product is the heart of our business'

but is not involved in details of prd

duction.

His hobbies include a passionatj

interest in fishing in the California'

mountain streams, an amateur's en

thusiasm for painting and sketching

and, though he is a little bit sh;

about admitting it, a genuine, an(

deep-felt devotion to literature an<

the written word.

But if you had to characterize hin

in a phrase, and distinguish hin

from the Zanucks, and Selznicks, ant

the Goldwyns of the film industry

you would be bound to conclude tha

Ziv remains what he started out U
be—the finest, most resourceful typt

of midwest businessman, with grea

spiritual kinship to his fellow Cincin

natians, Joseph B. Hall, president o

Kroger, and Neil H. McElroy, formei

president of P&G, now Secretary o

Defense, both of whom he tremenj

dously admires.

His personal philosophy is perhaps

best summed up in the advice hf
j

gives all advertisers using tv. "Pu

something of yourself into the pro

gram." Fred Ziv has been putting £

great deal of himself into Ziv radic

and tv for nearly 30 years, and his

record is the best proof of his

principles. ^
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A V Y - K N O D
N

NEW YORK
720 Fifth Avenue

Judson 6-6536

SAN FRANCISCO
369 Pine St.

Yukon 2-2053-2054

ATLANTA
41 Marietta St., N.W.

Jackson 3-2545

LOS ANGELES
3325 Wilshire Blvd.

Dunkirk 5-6394

DALLAS
613 Fidelity Union, Life Bldg.

Riverside 7-7761

DETROIT
Guardian Bldg., Griswold and Congress Sts.

Woodward 1-9607

CHICAGO
Prudential Plaza, Suite 3125

Whitehall 4-6869

SEATTLE
Hugh Feltis-Tower Bldg.

Maine 4-6501
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PACEMAKER
WOW-TV marks a decade of leadership in serving

and selling the $2 billion Omaha market!

NEWS...

WEATHER...
The only Omaha Station with a

professional meteorologist!

...FARM NEWS
The only station in this

/?s rich agricultural market

. COMMUNITY
SERVICE

Two-time Peabody
Award Winner!

.MOVIES
MGM, Columbia,

20th Century Fox,

R-K-O!

...VIDEO TAPE
First and only Videotape Service

in Omaha! ^

ft
This brief story board covers only a few of the highlights in WOW-TV's
first 10 years of leadership. Leadership that has kept Channel 6

"out front" since it began daily commercial broadcasting

on August 29, 1949. Leadership in service ... in

programs . . . power to deliver what folks want

to the greatest number of them! That's

Channel 6, Pacemaker in Omaha!

W0W-TV^%kO<^'
Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines
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What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
29 AUGUST 1959

Copyright 1959

SPONSOR

PUBLICATIONS INC.

As the FCCs August recess approaches the end, there's a lot of attention being

focused on the commission's procedures.

To put the whole thing in perspective, lets do some backtracking and noting how the

various moves toward the revision of procedures shape up.

The Senate had seven bills before it aimed at divers types of changes, big and small,

while the FCC itself was receiving comments on a proposal to split its procedures into two

types for the purpose of deciding whether it would be proper for commissioners to talk to

industry people about pending matters.

The Senate made an effort to pass all seven procedural bills by a simplified method which

has the advantage of speed, but where the rub came was this: a dissenting vote immediately

upended the objective in some respects.

The result was that at the call of the calendar four measures passed the Senate and

three were objected to, but two of the three came up on the regular calendar and were

passed.

That leaves one hill still hanging fire. This measure would forbid off-the-record ap-

proaches to commissioners with respect to contested cases by any person. (Present law mere-

ly forbids such contacts by people who participated in the cases.)

What the bills passed provide, in digest, is this:

• Objectors to grants could state their cases in advance of the time the grants are

made, rather than protesting the grants themselves. (This would relieve the FCC of the nec-

essity of sending out notifications that a hearing is required, with a consequent wait for an-

swers and thereafter probably another letter.

• Presents legal authority to FCC members to accept honorariums.

• Grants the FCC authority to levy a fine for rules violations other than broadcast serv-

ice—something looked upon with askance by broadcasters.

• Permits the FCC staff to digest arguments on various sides of cases, while still prevent-

ing the staff from participating in final decisions. (Present law forbids such consultation for

fear staff members would be making decisions for commissioners.)

None of these bills will get any consideration in the House this year, but Rep.

Emanuel Celler (D., N.Y.) goes ahead with plans for hearings on the sports anti-

trust exemption problem, starting 2 September.

Celler's House Judiciary Antitrust subcommittee will be besieged by broadcasters,

alarmed at the turn of events in the Senate. Chances in that body appear good for a

compromise bill which would retain broad permission for sport, enterprises to

ban telecasting of their events. So the industry is now fixing on Celler as its main hope.

The FCC finally gets around to appointing a "substitute FCC" in the event ene-

my attack wipes out the official one.

This was required under a 1955 law. Some 18 industry leaders were named, seven

more are to be appointed. The people selected will participate in a practice trial run shortly,

along lines of other "alerts."

This could possibly be the last week for the bill to overturn the FCCs contro-

versial Lar Daly ruling, with the exception of the President's signature on the

final bill.

Congress is trying hard to adjourn by Labor Day, so the final bill won't beat the

planned adjournment by much. However, the session could drag along for an extra week.
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Marketing tools, trends, news,

in syndication and commercial

FILM-SCOPE
ITC appears to have touched off a race of foreign automotive advertisers int

syndication with its Four Just Men series.

First Volkswagen came in for six western markets (see FILM-SCOPE, 22 August), ant

new Renault (N,L&B) has joined the convoy with its deal for Norfolk, Richmond and

(possibly) Washington.

A third automotive buyer of the series bridges the gap between foreign and domestic autc

makes: It's Fabrica Automex, the Mexican wing of Chrysler Corporation in four Mexican

markets where the show will be dubbed into Spanish.

These three automotive syndication users—never buying before on such a scale—have

been worth an estimated $250,000 to ITC on the one series alone.

Procter and Gamble is back in the saddle again as the largest user of syndi-

cation in Canada.

The big peg for P&G's resumed status atop selective market television buyers in Canada

was its $500,000 buy of off-network re-runs from CBS Films.

Programs are San Francisco Beat, I Love Lucy, Trackdown and Mr. Adams and Eve for

52-week schedule on between 19 and 29 CBC stations each.

S. W. Caldwell Ltd. represented CBS Films on the sale.

Mobile tape equipment will take another step towards cutting tv's umbilical

cord with fixed studio facilities this week when a video-tape sequence is produced

entirely at sea off Bermuda.
MVT (Mobile Video Tape) Productions will prepare scenes for the September Coca-

Cola special on NBC.
Several tons of mobile video-tape equipment will be placed aboard ship in New York;

no cables or micro-waves of any kind will be needed.

Continuing users of syndication have been briskly placing repeat orders for

tv film this year.

A flock of new shows have appeared and only three out of 10 buys have been renew-

als of existing shows. Consequently, there's also been considerable shifting around of af-

filiation between regional advertiser and film distributor.

Here's how this year's buys compare with those of a year ago.

CONTINUING USER NO. MARKETS 1959 SHOW

Budweiser (D'Arcy) 75 U. S.Marshal (NTA)

Standard-Chevron (BBDO) 60

Conoco (B&B) 59

Schlitz (JWT) 20

Falstaff (D-F-S) 66

Ballantine (Esty) 36

D-X Sunray (Watts, Payne) 44

Hood Dairy (K&E) 10

Schaefer (BBDO) 5

Rheingold (F,C&B) 5

Sea Hunt (Ziv)

Whirlybirds (CBS Films)

Trackdown (CBS Films)

Coronado 9 (MCA)

Shotgun Slade (MCA)
Grand Jury (NTA)

This Man Dawson (Ziv)

Four Just Men (ITC)

1958 show

same

same

same

various

State Trooper (MCA)

Highway Patrol (Ziv)

N. Y. Confidential (ITC I

26 Men (ABC Films)

various

Rendezvous (CBS Films) various

Note also that a concentration trend is at work; three buyers above who used variou:

shows last year have wrapped up most of their spending in one show this year.
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FILM-SCOPE continued

An infusion of fresh money into syndication over the past 12 months has more
than outbalanced any cutbacks and exits from the medium.

Seven buyers brought an estimated new $4.4 million volume into syndication coffers; where-

as syndication cancellations such as Hamm's, cutbacks by Raleigh's and the withdrawal by

Nabisco would only total probably $1.6 million of lost revenue.

Here s how the seven new major spenders placed their campaigns:

new buyer markets series

Calling's (B&B) 62 Phil Silvers (CBS Films)

Amoco (Jos. Katz) 59 I . S. Border Patrol I CBS Films)

Lucky Strike (BBDO) 35 S. A. 7 (MCA); followed by Lock-Up and

This Man Dawson (both Ziv)

Tareyton (Gumbiner) 15 S. A. 7 (MCA)
Nestle's (McC-E) 88 Roy Rogers (Roy Rogers Syndication)

Jax Beer (Fitzgerald) 20 Manhunt (Screen Gems) and Shotgun Slade (MCA)
Miles Labs (Wade) 20 Rescue 8 and Manhunt (both Screen Gems)

Here's a pointer on classifying syndication program types: Don't be too hasty

in labeling the audience that a show can reach.

Even children's shows, for example, can be used by advertisers usually considered

"adult." Jayark's Bozo the Clown, for instance, numbers among its local advertisers Miles

One-A-Day, Lestoil, Conoco and Robert Hall Clothes.

Most Bozo buyers are interested in children, however, and the following checklist shows

the range of syndication spenders aiming at the juvenile market:

Dairies: Carnation, Borden, Jerseymaid and Meadowgold.

Milk supplements: Bosco, Cocoa Mars'i. Nabisco's Bev and Nestle's Quik.

Cereals: General Mill's Cheerios, Malt-o-Meal, Maypo and Post.

Toys: Ideal, Mapo, Wham-o-Toy and Colorforms.

Clothing: International Shoe and U. S. Rubber's Keds.

Bread & crackers: Holsum. Weber. Pacific. Bell Potato Chips, Sunrise, Streitman.

Candies: Good V Plenty and TV Popcorn.

COMMERCIALS

Film commercials producers got up a full head of steam for the fall season

last week as many houses were jammed with automotive commercials announc-

ing the new models.

Several producers noted booms of activity, such as the following:

• Robert Lawrence was set to open its Toronto studio with integrated film, video-tape

and sound studios; domestically it had $165,000 worth of animation orders now being com-

pleted, more than double the business in this area of last year.

• Transfilm reported squeeze-motion commercials are still at their peak; eight such spots

were in production last week for five different clients.

Raymond Scott's Jingle Workshop is returning to activity in the musical com-

mercials fold.

First step in the revitalization of the production firm is the appointment of a sales man-

ager. Chuck Barclay.

Scott's credits have included Luckv Strike, Herbert Tareyton, RCA Victor. Richard Hud-

nut, Hotpoint, Duquesne Beer and others.

Strategy will now be this: To gain agenc) entr) with low cost auditions featuring name

performers.
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A round-up of trade talk,

trends and tips for ndme

SPONSOR HEARS
It isn't very often that a branch office has to clear time buys with the media de

partment at headquarters.

But that's the system that now appears to prevail with Y&R Chicago.

The controversial flavor that has become a staple with local radio/tv is re

fleeted in the attitude of community leaders.

Whereas they used to turn to newspapers for editorial support of pet issues, the focu

of their quest has become the editorializing station.

If the Los Angeles market isn't being included in the radio plans of certaii

major midwest agencies, it may be due to some nursing of old wounds.

Seems that the demand for time was so great in the L.A. market last spring that thes<

agencies found that they had to take the leavings or stay out.

P&G agencies figure that if the Cincinnati account did want to shift some of it;

daytime buying to ABC TV, the conflict picture might be a little too rough.

As one agencyman in the P&G stable put it: "It looks as though that network ha

given blanket protection to Lever Bros."

P.S.: ABC TV, however, has a whale of a lot of P&G nighttime business.

If you're watching the rep field from the sidelines, you can't help but note ho^

often the salesmen rank Esty and JWT, in that order, as the two best organized

buying shops for radio in the business.

The accolades run something like this: you know you can always get an audienc

for your story ... if you lose a piece of business you know why . . . real pro's . . . fairJ

Over the next six months you'll be reading more and more about aggressivelj

creative tv personages in agencies leaving to go with independent producers orl

one of the tv networks.

If the dominating reason can be boiled down, it's this:

Their agency managements are more interested in profits and snaring accounts

away from the competition than new ideas for carving out leadership in tv.

A small agency apparently has found the key to bringing the cost of commer-

cials down to a reasonable level in market tests of a new product.

Its simple and direct solution:

Use local talent for taping the demonstrations, thereby saving as much as 70% of

what it would normally cost in a producing studio.

The agency estimates the average cost of a test commercial is $10,000 via a produc-

ing firm and that when four of them are made—as is not unusual

—

the market test itself

becomes an uneconomic proposition.
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If you're marketing drug products . .

.

In Oklahoma, 69% of all drug products are purchased in the WKY-TV coverage

area. It's not that our viewers are any less healthy—it's just that we have more
viewers. And they're more responsive. Guess you might say we're experts at

getting pocketbooks to open up and say "AHHHHH."

1949-1959
•

CELEBRATING

10
YEARS

TELEVISION
SERVICE
TO

OKLAHOMANS

\NVCY TELEVISION
V OKLAHOMA CITY

NBC Channel 4
The WKY Television System, Inc.

WKY Radio, Oklahoma City

WTVT, Tampa - St. Petersburg, Fla.

WSFA-TV, Montgomery, Ala.

Represented bv the Katr Aa.nrv



GILLETTE
I Continued from page 37 I

Leonard, assistant advertising man-

ager.

At Maxon, Inc. in New York, the

campaign's overseers are: Ed Wil-

helm, v.p. and director of radio and

tv; Ray Stone, head timebuyer for

the Gillette account, and George

Huelser who works closely with Stone.

Working out of Maxon's New York

office are eight field representatives

who are on a constant swing through

the markets that make up the cam-

paign. In actuality, these field repre-

sentatives— all women— are time-

buyers, monitor researchers, and

trouble-shooters. Just because the

campaign was pre-tested for four

years does not mean that Gillette and

Maxon have relaxed their vigil; mar-

kets change, station formats change,

disk jockey change and listener

loyalties also may change. Gillette

intends to keep on top of all changes.

As the Maxon agency puts it, "Gillette

has found its own research formula."

Developing its own media formulas

is by no means unique for Gillette.

In network radio, Gillette has

followed a consistent formula for

nearly a quarter century—sportscasts

to reach men. (It's also been applied

to tv ever since that medium came

upon the advertising scene.) Exactly

20 years ago, Gillette sponsored its

first World Series on radio. This year

it will again sponsor the World Series

on NBC, has reportedly budgeted

$5.4 million to broadcast and telecast

the games to an estimated 100 million.

The World Series games are part

of a year-round coverage of major

sports events by Gillette that date

back to the year 1940. The Triple-

Crown of horse racing (Kentucky

Derby, Preakness and Belmont), Rose

Bowl football, championship fights

are other highpoints of its network

radio and television activity.

Although this is the best-known

side of Gillette's advertising, the new

radio d.j. campaign has been care-

fully meshed into it in connection

with such occasions as Father's Day
or World Series time (this year, its

the 195 Adjustable Gillette on both)

are given a simultaneous boost by the

radio d.j.'s in the spot campaign. The

d.j.'s receive in advance of such spe-

cial promotions additional fact sheets

advising them how to tie in the spot

effort with the net program. ^
62

REIS
(Continued from page 41)

for forcing distribution in markets

that needed strengthening.

Accordingly, San Francisco was

the next target.

Here, Reis intended to use tv as a

distribution wedge. While he had

strong stocking at the Emporium, he

was a little weaker at Macy's. In ad-

dition, there were several new ac-

counts he wanted to open up in small-

er stores. Dealer tags were the lure.

Plan was to re-tape the commercial in

San Francisco at 50 seconds with

four different tags. One would plug

the Emporium and Macy's. The other

three would each list six smaller

stores, for a total of 18.

On the strength of this, Reis was

able to strengthen his distribution at

Macy's and open 12 new and impor-

tant accounts. This, in turn, revved

up sales force enthusiasm even before

the start of the schedule.

Another reason for re-taping the

spots was to improve them. "The

comparison chart used in the New
York spots," says Garfield, "proved

far too cumbersome to provide clear-

cut understanding or much memora-

bility. So a simpler chart was de-

vised lumping the shrinkage of other

brands into an average (see picture

on page 40.)

To further dramatize the point, the

female commentator in San Fran-

cisco (Dorris Carr) was provided

with what few in-store demonstrators

ever get—two male models to demon-

strate the shrinkage vs. non-shrinkage

qualities. (Garfield taped the spots

in San Francisco at KRON-TV, where

the schedule would run.)

Reis feels the models not only

dramatize selling points attractively

for women, but give men a con-

sciousness of the style advantages to

a well-fitting undershirt. The sched-

ule in New York was designed for

cross-influence of male and female.

Here's how 12 spots per week were

scheduled on KRON-TV: four in late

movies, one in an afternoon movie,

three in Today, two in Paar, one in

the serial Way of Life, one in Bold

Venture (re-runs) in prime time. The

total of 47 rating points per week

"represents the bare minimum we can

get by on for the audience distribu-

tion pattern we're after," says Gar-

field. ^

THIS II

It's a matter of taste. But thefac

remains that residuals are the ej

the beer that just about everyijp

wants! That's why the smart mm
bets on film—then you're read fc

reruns, syndications. Ready for m
thing

!

Actually, film does three thincjfo

you ... 3 big important things:

1 . Gives you the high-polish x
mercials you've come to e>*c

. . . fluff-free . . . sure.

2. Gives you coverage witUul

pre-test opportunities.

3. Retains residual values.

For more information write:

Motion Picture Film Departmet

EASTMAN KODAK COMP/ST
Rochester 4, N.Y.

East Coast Division

342 Madison Ave.

New York 1 7, N.Y.

Midwest Division

1 30 East Randolph Drive

Chicago 1 , III.

West Coast Division

6706 Santa Monica Blvd.

Hollywood 38, Calif.

or

W. J. German, Inc.

Agents for the sale and distribution

Eastman Professional Motion Picture

Fort Lee, N. J.; Chicago, III.;

Hollywood, Calif.



vays shoot on EASTMAN FILM
You'll be glad you did!

' *^T"



MARKET

N. C.

ASHEVILLE

§CA£SAR$.head •SPARTANBURG
•GREENVILLE

"The Giant

of

Southern

Skies"

GIVES YOU ALL THREE . . .

GREENVILLE
SPARTANBURG

ASHEVILLE

f.

. . with total coverage area

greater than that of Miami,

Jacksonville, Birmingham or

New Orleans

82-County Data (within the TOO
UV/M contour) S. M. Survey May
10, 1959

POPULATION 2,946,600

INCOMES $3,584,180,000

RETAIL SALES . . . $2,387,606,000

HOUSEHOLDS 751,900

Represented Nationally by

WEED TELEVISION CORP.

CHANNEL 4

WFBC-TV
GREENVILLE, S. C.

NBC NETWORK

RADIO AFFILIATE, "THE PIEDMONT GROUP"
WFBC - GREENVILLE WORD - SPARTANBURG
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National and regional buy

in work now or recently complete\

POT BUYS

TV BUYS
Vicks Chemical Co., New York: A campaign in about 30 market^

for its entire cold product line starts at different times in Septembei

and October for 14 to 18 weeks, with a two-week hiatus in December] '»

Placement: Day and night minutes, frequencies varying. Schedules

are being purchased jointly by Ogilvy, Benson & Mather, Inc. (whicr I

handles Double Buffered Cold Tablets) and Morse International

Inc. (all other Vicks products), New York. Pete Triola and Pete

Berla are buying at 0, B&M; Mary Ellen Clark at Morse.

American Sugar Refining Co., New York: Going into about 35

markets for Domino sugar with schedules of minutes, 20's and chain-

breaks. Run is for 13 weeks; varying September start dates. Buyer:

Gerry Van Horson. Agency: Ted Bates & Co., New York.

Sealy, Inc., Chicago: Lining up schedules in midwestern markets

for its mattresses, and looking for half hours and I.D.s Agency:]

J. Walter Thompson Co., Chicago.

Family Products Div., Warner-Lambert, Morris Plains, N. J.: Pre-

paring cold-weather schedules in about 175 markets for its Anahist

products. Campaign, 13-26 weeks, kicks off in mid-September, with

day and night minutes being used. Buyer: Chet Slaybaugh. Ageni \ :

Ted Bates & Co., New York.

Norwich Pharmacal Co., Norwich, NY.: New campaign for Pepto-

Bismol starts second week in September in 113 markets. Night J

minutes and 20's are being placed for six weeks. Buyer: Allan 1

Hornell. Agency: Benton & Bowles, Inc., New York.

Helene Curtis Industries, Inc., Chicago: Campaign being readied

to introduce a new shampoo in western markets, to start mid-Sep-

tember for 12 weeks. Buyer: Ruth Leach. Agency: McCann-Erick-

j

son, Chicago.

Tyrex, Inc., New York: Kicking off schedules in about 20 markets

to promote the sale of tires made of Tyrex Viscose cord. Day and

night flights of minutes and 20's begin second week of September

for four weeks. Frequencies range from six to 12 per market. Buyer: >

Judy Bender. Agency: McCann-Erickson, New York.

RADIO BUYS
V. La Rosa & Sons, Inc., Brooklyn, N. Y.: Buying day traffic hour

minutes in top Eastern seaboard markets for its macaroni products.

Schedules start mid-September for 10 weeks. Buyer: Vince Daraio.

Agency: Hicks & Griest, Inc., New York.

Chock full o'Nuts Corp., New York: Planning a campaign in top

markets with schedules of minutes, to start sometime in September.

Buyer: Don Green. Agency: Grey A.A., New York.

Ford Motor Co., Dearborn: Preparing the campaign for its new

cars in markets throughout the country. Initial push is 28 September

for three weeks using traffic minutes. Head Buyer: Allan Sacks.

Agency: J. Walter Thompson Co., New York.
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".
. . an investment

that makes

all other

investments

worthwhile
>>

JOHN COLLYER
Chairman of the Board

The B. F. Goodrich Company

''For much of our nation's progress, technologically, economically and

socially, we must look to the excellence of our institutions of learning,

whose students of today will be the scientists, the managers, the states-

men and the cultural and religious leaders of tomorrow.

"It is the responsibility of the American people and American industry

to provide the financial aid so urgently needed now by our colleges and

universities.

"Join this important crusade. Contribute today to the university or

college of your choice. You will be making an investment that makes all

other investments worthwhile."

J

If you want more information on the problems faced by higher education, write to:

Council for Financial Aid to Education, Inc., 6 E. 45th Street, New York 17, N. Y.

Sponsored as a public service, in cooperation with the

Council for Financial Aid to Education

HIGHER EDUCATION

KEEP IT BRIGHT 5feS*^
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ADVERTISERS

NEWS & IDEA

WRAP-UP
VOTE FOR ME is message recorded for WMGM, N.Y. stationbreaks by "Miss Rheingold"

contenders (stdg. l-r) Jane Langley, Carol Christensen, Judi Turner, Pat McCloskey, Emily

Banks, Anne Newman, posing prettily with (seated l-r) assoc. & prog. dir. Raymond Kati;

Robert Weenolsen, FC&B; Dee Grossman, Liebmann Brew.; Arthur Tolchin station's exec v. p.

LIFE OF THE PARTY was Benedict Gimbel, pres. WIP, Phila., who won admiration from

beach beauties when named "Honorary Life Guard" by Atlantic City's Mayor Joseph Altman

Renault has assigned its $5 1

lion account to Kudner and i

moving all-out in tv this fall.

Besides Small World (CBS TV)
will sponsor a special or two plu

syndicated programs in Norfoll

Richmond and possibly Washingtor

MGM's new features, "It Starte.

With A Kiss," will be launches

via a spot radio campaign in 3
key markets over 36 independen
stations.

The promotion, now in New Yorj

(WMGM, WINS and WABC) anj

Cincinnati I'WCPO) is timed to ai

just before the movie's opening ii

each city and run for a week. It in

volves 126 spots on each station—a|

least one per hour every day.

The package was developed b^

John Blair and Donahue & C(

MGM's agency.

Other campaigns:
• The Regina Corp., Rahwa}

,Viil

FRIENDLY FOES! When John Blair & Co

moved to its new Fifth Ave. offices last week

competitor Avery Knodel (directly across th«

street) sent staffers out with warm welcoma

5, "S^^t-

tfflSEEBBBOBSBi-

ALL FOR CHARITY gets award for Paul G.

O'Friel, gen. mgr., WBZ, Boston, from Col.

Ralph T. Miller, for station's on-the-air

promotion of Salvation Army's '58 appeal



IN'.J.. will use tv for the first time this

'all to promote their broadened line

)f rug cleaners and lightweight vacu-

liii cleaners. The spot campaign will

jtart sometime at the end of October.

Markets and stations have not yet

it'fii firmed. Agency: Mogul, Lewin,

\\ Hi 'ins & Saylor.

• Miller Brewing Co. will pro-

mote its High Life via an accelerated

radio and tv spot campaign beginning

next week and running through Octo-

ber. The spots, from 10 to 60 seconds,

highlights this theme: "Finest Label

on any Table".

• Ths Campbell Soup Co. is

netting set for its peak selling season

via a saturation radio and tv cam-

sign to introduce its two new soups.

Local radio spots will be used, plus

Campbell's network tv shows Lassie

(CBS TV) and Donna Reed I ABC
T\ i . In addition, the soup company

is offering free, on its tv shows, Las-

sie wallets in return for one label from

each of its five different soups.

Treasurer's report : Six months'

net earnings for Pet Milk Co.—$1,-

358,877 compared with $1,330,965

during the like period of '58.

Strictly personnel: Jack Ander-

son, to v. p.-marketing for the Hoff-

man Labs Division of Hoffman Elec-

tronics Corp. . . . Elisha Pierce, ap-

pointed advertising manager for Ebco

Manufacturing Co., Columbus, 0. . . .

James McGowan, sales engineer for

Du Mont's Industrial Tv department

. . . Jesse Hawkins, to New York

district sales manager for B.P. Good-

rich Industrial Products Co., a divi-

sion of the B. F. Goodrich Co., Ak-

ron, O.

Deceased: Earl Hudson, v. p. in

charge of ABC's western division.

AGENCIES

BBDO has steered Philco into the

Dick Clark afternoon show (ABC
TV) with this intent: to stimu-

late tv and radio set interest

among teenagers during the gift

buying season.

In other words, Philco will spon-

sor a weekly quarter-hour show on

the series during November and De-

cember.

The two big account shifts this

week involved J. Walter Thomp-
son.

The one: The $10 million billable

RCA account, to leave Kenyon &

Eckhardt January, 1960, and join

JWT (where it was five years ago).

Whirlpool stays with K&E.
The other: Sylvan ia Electric

Products, billing $5 million, moves

from JWT to Kudner at the end of

the year. Kudner now7 handles Syl-

vania's parent co. — General Tele-

phone & Electronics Corp.

( For further comment, see News-

maker of the Week, page 4 and

SPONSOR-SCOPE. I

Other agency appointments: Vol-

vo Import, Swedish passenger car, to

Anderson & Cairns and its p.r. sub-

sidiary, Creative PR . . . Keystone

Drawn Steel Co., Spring City. Pa.,

EAST MET WEST when David C. Moore (c), pres. Transcontinent

Television Corp., N.Y. visited new KERO-TV studios in Bakersfield,

Cal., Co.'s latest acquisition. With him: (I) Geo. Whitney, v.p.-

gen. mgr., Marietta Bdcstg., station's mgr. Arthur M. Mortensen

NO SALES PITCH at WSB-TV, Atlanta's "Preview of Fall Films."

Enjoying film-and-food-fare are station's Don Elliot, Jean Hendrix,

(tar l-r) timebuyers Martin Hollinger, Burke Dowling Adams; Ruth

Trager, Tucker Wayne; (r) Ann Hutcheson, TW, BDA's G. Bailey

"MISS WASHINGTON," shapely Virginia Bailes, reigns over (l-r)

Jim Kelly, Fletcher Richards, Calkins, Holden; Ed Fieri, BBDO; Jim

Richards, John Blair; Fred Spruytenberg, SSC&B; Tucker Scott, John

Blair. Happy judges were invited by WWDC (Wash.) to serve on panel
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and J. Thomas Scott, Philadelphia,

marine and industrial supplies, to

Advertising Associates, Philadel-

phia . . . "Tom Terrific" hats to

Beckman, Koblitz, Los Angeles, for

a tv campaign.

Account resignation: Compton,
Los Angeles, from its five year asso-

ciation with Competition Motors Dis-

tributors (Volkswagen).

New name: French & Shields. St.

Louis, to French Advertising . . .

Smallev. Levitt & Smith. Los Angeles,

to Charles Levitt Co.

New firms: The Katzif-George-

Wemhoener agency began opera-

tions in St. Louis last week . . .

Barnaby & Associates, formed in

New York by Frank Woodruff to pro-

vide creative promotion and research

service for broadcasters and adver-

tisers.

New offices: Jepson-Murray Ad-

vertising, to 601 Townsend Street,

Beam your sales message to

DULUTH-
SUPERIOR

the

LARGEST

MARKET
in both Minnesota and

Wisconsin

Zooming sales have made the

Ports metropolitan area the

largest market in size only to

Twin Cities in Minnesota and

waukee in Wisconsin.

In WDSM-TV's coverage area

800,000 people, spending over I

lion dollars* annually.

You can best sell, best adver-

tise to this growing industrial,

shipping and vacation center

by using WDSM-TV . . .

*SRDS 5/10/59

Twin
2nd

the

Mi

AT THE HEAD OF THE SEAWAY

* WDSM-TV
JPP DULUTH, MINN. NBC SUPERIOR, WISC.

Lansing, Mich. . . . ARB Surveygl

to 11 West 42nd Street, New York.

New titles: Guild Copeland, to e

ecutive v.p. of Lennen & Newell, con

tinuing to supervise the Lorillard ai

count . . . John Rolfe, a v.p. an
member of the creative staff al

FC&B, Chicago, to the agency's Sari

Francisco office as creative directoi

. . . G. Warren Schloat, to a crea-

tive director of Compton . . . Joseph
Del Papa, new radio and tv copy

chief at EWR&R, Chicago . . . Har-

vey Toback, to Smith/Greenland as

an art director . . . Dr. J. Robert
Miller, to the consumer research

staff at Knox Reeves Advertising,)

Minneapolis . . . Sandra Stanley,

copy director, Stern, Walters & Sim-l

mons, Chicago . . . Harry Bertine,

Jr., to head the new merchandising

department at Potts-Woodbury, Kan-|

sas City . . . Chester Shibata, art'

director, John Mather Lupton Co.,

New York . . . Floyd Sease, Jr., to

K&E. Detroit, as account executive

. . . Richard Simmons, account ex

ecutive, Ross Roy, Detroit . . . Ruth
Babick, to Clinton E. Frank. Chi-

cago, as timebuver.

PETERS, GRIFFIN, WOODWARD, INC.
EXCLUSIVE NATL. REPS.

WAYNE EVANS & ASSOC.
REGIONAL REPS.

FILM

Overseas production continues to

exert its lures on U. S. tv film

men, offering new locales and a

number of freedoms and econo-

mies in the process.

Latest of the series to get foreign

lensing is Counterthrust, which ABC
Films will handle and Lynn-Romera

will produce in the Philippines.

The series is said to be the first to

be entirely shot in the Far East, one

of the remaining locales still unex-

posed to domestic viewers.

Acquisition: Websco, Inc., a Del-

aware holding co., has taken over

the Frederick & Rockett Co. Pres-

ent personnel will continue, including

F. Stanton Webb in client relations

and John J. Hennessy as executive

producer. Simultaneously, the Rock-

ett company revealed its plans to co-

produce with Mobile Video-Tape,

Inc., on both programs and commer-

cials made either in studios or on lo-

cation.

Dub: Fremantle is readying Span-

ish and Portuguese versions of I'm
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i'le Law. An early syndication here,

lie series is unknown to Latin Ameri-

an viewers.

lusic: Original sound tracks of tv

rograms can be used as records to

iploit the show. NTA's U. S. Mar-

ital and Grand Jury will undergo

(lis tow-fold treatment.

oothall: Station WICH. Norwich,

- syndicating its own 15-minute ra-

jlio football commentary, the Otto

Iraham Show, on non-returnable tape

. . Tel Ra Productions of Phila-

lelphia reports its National Pro High-

ghts series is now in its 11th year

f tv syndication; latest sales are

A IMV \evv York; WNBQ. Chicago:

FTAE. Pittsburgh: WBAL-TV. Bal-

imuie: KGO-TV. San Francisco; and

CRCA-TV, Los Angeles.

Sales: CNP's Not For Hire is re-

lecting a 12.8% increase in svndi-

aliun prices over former levels in a

57-market study where the series was

-old during its first three weeks. Most

recent buyers are Canadian Breweries

through F. A. Hayhurst on WKBW-
TV. Buffalo; WROC-TV. Rochester:

W( AY-TV, Watertown, and WICU-
T\ . Erie: Williams Shave Cream on

WCKT. Miami; Kroker Co. through

Campbell-Mithun on WF1E-TV.
Evansville; Household Finance and

R. G. Dun Cigars alternating on

WWJ-TV. Detroit; and the following

stations: WNEW-TV, New York;

WIIC-TV, Pittsburgh; WAGA-TV.
Atlanta; KGNC-TV, Amarillo; WGN-
TV. Chicago; WAVY-TV, Norfolk;

WFAA-TV, Dallas; KPHO-TV, Phoe-

nix: KFSD-TV, San Diego; KHQ-
TV. Spokane: WWL-TV. New Or-

leans; KTVB. Boise; WKRG-TV, Mo-

bile, and WTVT, Tampa ... the

Archway Cookie Co., Battle Creek,

has bought Ziv's The Cisco Kid for

a fall start in from 40 to 50 markets.

Co-production: Telepix Corpora-

tion of Hollywood has signed a tv

commercials co-production agreement

with Trans-Tapix Corporation, a new

company specializing in location

video-taping and to be using two

complete mobile units.

More sales: MCA's Paramount pack-

age to KHVH-TV, Honolulu . . .

George Bagnall reports sales on

Clutch Cargo exceed the $50,000

mark, including latest sales to WPIX,
New York; WFIL-TV. Philadelphia;

WNHC-TV, New Haven; WGN-TV,
Chicago; KTTV, Los Angeles; WWJ-
TV, Detroit: WIIC-TV, Pittsburgh;

WEWS-TV, Cleveland; WKBN-TV,
Young stown; KERE-TV, Fresno;

WNBF-TV, Binghamton; KOVR-TV.
Stockton; WREX-TV. Rockford:
WJR-TV. Flint, and other cities.

Production merger: Two Los An-

geles firms. Charles Cahill & Associ-

ates and Alexander Hamilton Produc-

tions, have merged to form Signature

Arts.

Personnel: Alvin E. Unger has

moved up to the post of special proj-

ects general manager of ITC.

NETWORKS

Sindlinger is spreading out into

the tv rating business, with the

service offering

:

• National and regional break-

downs of network viewing, based on

a daily sample of 1,200 homes.

• Dayr reports five days after the

broadcast, showing audience compo-

sition of youngsters 12 years and

over, male and female.

• A pocket piece, coming out every

two weeks, revealing coverage, sets-

in-use. shares and other characteris-

tics of the audience.

Network tv sales—specials: CBS
TV will telecast a series of 14 half-

hour programs covering Eisenhower's

visits to allied chiefs and Russia and

Krushchev's trip to U.S. for Fire-

stone Tire & Rubber I C-E I . . .

NBC TV'c Loretta Young Show
will open the new season with a one-

hour special, dubbed The Road, on

Sunday, 20 September . . . Ed Sul-

livan will present a 90-minute special,

Sullivan's Travels: Invitation to Mos-

coiv, on CBS TV, 27 September fea-

IF IT'S GOOD ENOUGH FOR PROCTER

-YOU CAN GAMBLE ON IT, TOO

Here are some of the national advertisers who've

bought participations in "The People's Choice"

playing as a 5-a-week daytime strip on stations

across the country:

Procter & Gamble, Lever Brothers,

General Mills, Colgate, Jergens, Lestoil, Fab,

Continental Baking, Robert Hall, Anahist,

Imperial Margarine, Miles Laboratories,etc.,etc.

For details and availabilities, phone, write or wire

ABC Films, Inc., 1501 Broadway, New York 36.

LAckawanna 4-5050.
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"We take our hat off

to the rep who proves himself

a real student of his

market and his stations,

and accurately presents

his story."

George Huelser, timebuyer, Maxon Inc., New York City

FORJOE salesmen operate on the premise

that the man who knows his stuff can often

get the business whether he's got the rating

or not. Here's where salesmanship based on

knowledge of the market and station pays

off. You can count on the FORJOE man

for a truly professional pitch.

Wi
580 Fifth Avenue IS.Y

orioetv
New York IChicago I Detroit! Los Angeles ISan Francisco IPhiladelphia! Atlanta

turing American acts in Russia witl

Sullivan plus five or six top Russia!

acts . . . General Petroleum (Strom

berger, LaVene, McKenzie) is in fo

a quarter of the NCAA football game
on NBC TV west coast . . . The Rei

Skelton Chevy Special is set for Fri

day, 9 October, CBS TV, for Chev
rolet (C-E) to introduce the auto'

1960 line.

II

Network radio business: Olds
mobile (Brother) for Lowell Thoma:

and the News, weeknights on CB£
. . . ABC reports nearly $2 millior

in new and renewed business during

July, the largest gross billings foj

that period by the network in recen

years. New sponsors include: West

ern Air Lines, Peter Paul, Swansor

Cookie and Standard Oil of Indiana

Programing note: NBC TV has

acquired the rights for new produc-

tions of eight motion pictures owneel

by the Selznick Co. They include:

"Intermezzo," "Rebecca',, "Spell-

bound" and "The Spiral Staircase."

Thisa 'n' data : ABCTV has learned

a lesson from the recent "blackout"!

in New York, and is mailing, to ad-

vertisers and agencies, candles with

this' note attached: "Just in case thej

midtown lights go out again, here's

an emergency kit for your desk

drawer" . . . Bert Parks is the mod-

erator of CBS Radio's new half-hour

morning show, Funny Side Up . . .

ABC TV is remodeling its client

room and studio control center No. ll

so that clients and agencies can be in

close proximity with operating per-

sonnel during rehearsals and pro-

grams.

Kudos: Dick Clark, of ABC TV's

American Bandstand, voted a special

"Golden Mike" award by the one mil-

lion members of the Women's Auxil-

iary of the American Legion for his

outstanding tv show . . . CBS TV
and Radio recipients of the Free-

dom Foundation awards for Govern-

ment and the Democratic Process on

tv and Capitol Cloakroom on radio.

Personnel appointments: Robert

Weitman, v. p.. Independent Produc-

tions, CBS TV . . . Milton Rich, to

the staff of CBS TV's Person to Per-

son. . . . Eugene Alnwick, to di-

rector of sales administration at Mu-

70 SPONSOR 29 august 1959



:

4 i

tual. plus four new account executives

to the network's sales department:

Roger O'Connor, Richard Koe-

nig, Paul Murray and Douglas

Brown . . . Richard Kellerman, to

the newly-created post of supervisor

,tf Information Services, CBS News.

RADIO STATIONS

Ford Motor Co. was the top spot

spender in radio during the first

gix months of this year—allot-

ing a total of $3.25 million in

the medium.
So reported RAB, in a special

listing of radio's 50 leading spenders

and expenditures for each during the

first half of '59.

The above group accounted for a

total of $44.4 million—with tobac-

co companies spending the largest

single share: $8.4 million.

In addition to Ford, the top 10 and

their expenditures during this six

month period I in millions) :

L&M, $2.5; R. J. Reynolds, $2.4;

General Motors, $2.2; Chrysler,

$2,125; Lorillard, $1.5; American

Tobacco, $1.45; Anheuser-Busch,

S1.3: Schlitz, $1,275 and Thomas
Leeming I toiletries), $1.25.

Diversifying its investments : The

NAFI Corp. has completed negotia-

tions for the acquisition of KCOP
Tv, Inc., Los Angeles, to be headed

by Bing Crosby as chairman of the

board and Kenyon Brown as presi-

dent. Two weeks ago the corp. took

over KPTV, Portland, Ore. for about

$4 million. The Los Angeles buy

should add up to between $5 and $6

million.

Said Brown: "The KCOP purchase

is a key step in NAFI's definite plans

to acquire the full complement of

seven radio and five tv stations al-

lowed by the FCC."

It is expected that these additional

properties will be in the Western

states. (See Radio/tv Newsmakers,

page 75.)

Ideas at work:
• Things are really peachy:

For the fifth year, WOWO, Ft.

Worth, celebrated Peach Day by

awarding a bushel of peaches and a

case of Ball half-pint jars to listeners

whose names were drawn from post-

cards they sent in.

• He's substituting for the

alarm clock: Mike Woloson, morn-

ing d.j. on WNTA, Newark, N. J. is

initiating a "Wake-Up Service" for

listeners. The idea: All who send in a

postcard listing the specific time they

wish to wake up will receive a per-

sonal call from Woloson. As with

the better hotels, there's no charge

for this new WNTA service.

• Out of this world promo-
tion: KOIL, Omaha, has fired the

first man into space. Dubbed "The

Koil Komet," a station d.j. is living

in an auto until sometime after the

Labor I)a\ weekend, returning "to

earth'" only when the state's highway

fatality toll is lower than last year's.

• New marketing service plan

for drug stores: Developed by

WFEA, Manchester, N. H., the idea

is this: accounts buying spots on sta-

tion will get displays in 107 cooper-

ating drug stores, a month's card

display in business and jumbo card

mailing to all druggist in the area.

Treasurer's report: Total gross

sales for the first six months, '59 at

Westinghouse Broadcasting Co.

10% ahead in radio and 0.3' < ahead

in tv over the like period, '58. WBC
also reports a record-breaking June

with total radio sales up 3.4% over

May and tv sales for June 12.7'.

ahead of June 1958.

Thisa 'n' data: Effective the second

week in September. WDOK, Cleve-

land, plans to reduce some 50% of

commercials between 10 a.m. and 4

p.m. . . . WHLI, Hempstead, has ex-

panded its news operation via its new

"Traffic Copter" for L. I. traffic re-

porting from the air. . . . It's official:

WOV, New York, is now the newest

Bartell station with Mel Bartell taking

over as president and general man-

ager . . . WWHG, Hornell, N. Y.,

covered the Dairy Festival parade

there via a broadcast from the top

of its mobile "float" participating in

the activities . . . Increased power

note: WANN, Annapolis. Md. is now
10.000 watts. . . . Meeting note:

IT'S NUMBER ONE

This 5-times-a-week daytime strip is the # 1 day-

time syndicated program in Chicago and Orlando-

Daytona Beach. It's the top daytime situation

comedy in New Orleans and Minneapolis-St. Paul.

Dominates its time period in Providence with

56.2% share ot audience.

Records like these make "The People's Choice"

the timebuyer's choice as a spot carrier.

For details and availabilities, phone, write or wire

ABC Films, Inc., 1501 Broadway, New York 36.

LAckawanna 4-5050.
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NO, THIS IS "KNOB-LAND"
(embracing industrial, progressive North Louisiana, South Arkansas,
West Mississippi)

JUST LOOK AT THIS MARKET DATA
Population 1,520,100 Drug Sales $ 40,355,000

Households 423,600 Automotive Sales $ 299,539,000

Consumer Spendable Income General Merchandise $ 148,789,000

$1,761,169,000 Total Retail Sales $1,286,255,000

Food Sales $ 300,486,000

KNOE-TV AVERAGES 78.5% SHARE OF AUDIENCE
According to April 1959 ARB we average 78.5% share of audience from Sign On to Sign Off
7 days a week. During 361 weekly quarter hours it runs 80% to 100%, and for 278 weekly

quarter hours 92% to 100%.

KNOE-TV
Channel 8

Monroe, Louisiana
Photo : Spencer Chemical Company's Ticksburg, Mississippi, Works, where nitrogen products
for industry and agriculture are produced.

CBS • A B C

A James A. Noe Station

Represented by

H-R Television, Inc.

HITCH

YOUR SELLING TO

AIR MEDIA BASICS
AND WATCH YOUR SPOT ZOOM

order reprints of

TIMEBUYING BASICS

TV & FILM BASICS

RADIO BASICS

MARKETING BASICS

1 to 10

10 to 50

50 to 100

100 to 500
500 or more

40 cents each

30 cents each

25 cents each

20 cents each

15 cents each

To Readers' Service, SPONSOR, 40 E. 49th St., N. Y. 17

Please send me the following:

— TIMEBUYING BASICS

_TV & FILM BASICS

— RADIO BASICS

— MARKETING BASICS

Name.

Firm__

Address.

AIR MEDIA BASICS in its entirety @ $2.00 each

Storer Broadcasting Co.'s radi«

program managers will assemble i

Detroit this week for a two day si

sion. ... A weekly series of tra:

scriptions showing the developme:

of modern Israel are being offer

to radio stations on an "exclusi

area" basis by the Israel Office of ]

formation in New York.

Outdoor advertising notes
WZIP, Cincinnati, has an illumi

nated 30' x 33' billboard in the down
town area. . . . The Houston F
Broadcasters Association has s

up 27 outdoor ads promoting fm lis

tening for the six fm stations in t

city. . . . Construction is about

begin on a 116' x 104' electrical d

play for the Pepsi Cola General Bol

tiers of Chicago and WNBQ Aj

WMAQ, Chicago.

Sports notes: For the 35th consecu-

tive year, WWJ, Detroit, will air all

University of Michigan football)

games for Prudential Insurance and 1

Burton Abstract and Title Co. . . .|

WBT, Charlotte will air 10 Duke

University football games for L&M
and Gulf Oil and the Redskin games

for American Oil and Marlboro.

Anniversary notes: WWRL,
Woodside, N. Y. celebrating its 33rd

vear . . . WWJ, Detroit, its 39th year
.'

. . WWSW-FM, Pittsburgh, its

18th birthday . . . E. R.Vadebon-
coeur, celebrating his 20th anniver-

sary with WSYR, Syracuse . . . And
Eleanor Niekerson, her 23rd year

with WDRC, Hartford.

Station staffers: Philip Lasky, to

v.p. in charge of west coast opera-

tions for Westinghouse Broadcasting

. . . William Vogt, to general sales

manager and Jules Blum, local sales

manager, WDAS, Philadelphia . . .

Fred Walker, to general sales man-

ager, KYW, Cleveland . . . John
Kline, general sales manager,
WCAU, Philadelphia . . . Jack

Irvine, to v.p., assistant manager,

KULA, Honolulu . . . Philip Peter-

son, to eastern division manager;

John Karr, central and Russ Hud-
son, western manager for Community

Club Services . . . Donald Cart-

wright, station manager, KSUB,
Cedar City . . . David Bolton, local

sales manager, WIBG, Philadelphia

1
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. . John Kelly, director of adver-

'ising and promotion. Storer Broad-

asting Co. . . . James PfafF, salts

f'nanager, WSOC. Charlotte . . . Barl

rolleson, to the sales staff, KI)\L.

ialt Lake City . . . Gordon Eaton,

|o the staff of WPBC, Minneapolis-

|>t. Paul . . . Rick Fulgham, to the

taff at KTRE, Lufkin, Tex. . . .

ieorge Whitney Jr., account execu-

|ive. and Betty Hudson, promotion

ind publicity director, KLAC, Los

Vnueles.

REPRESENTATIVES

lep appointments: Holiday Eroad-

aslers (KMGM. Albuquerque I . to

;ill-Perna. . . WWTV, Cadillac,

dich.. to Averv-Knodel.V
\ep appointments—personnel

:

Ralph Guild, eastern division man-

ager of Daren F. McGavren, named ex-

cutive v.p. . . . Ed Tilden, to the

Chicago sales staff of Adam Young

. . Richard Walker, to the Atlanta

alts staff of H-R Representatives . . .

Carleton Sieck, to account executive

n the New York office of CBS Radio

spot Sales . . . Ted Giovan, to ac-

•ount executive in Chicago for the

Branham Co.

TV STATIONS

Ideas at work:
• A departure in public serv-

ice tv: WGN-TV, Chicago, will lie

doing its Sunday a.m. religious tele-

casts live beginning next month.

They'll take their remote equipment

right out to the churches, just as they

have been doing for such special days

as Christmas and Easter. So far. no

other tv station, in the Chicago area

at least, has been doing any wee' l\

religious telecasts live. In an attempt

to satisfy all the Sunday tastes.

WGN-TV has lined up both episco-

pal and roman catholic churches on a

share-the-time basis.

• Anniversary greetings: To
celebrate its 10th year next week.

KMTV, Omaha, is "set with a "Bal-

loon Drop". The idea: Two KMTV
airplanes will drop 2,500 sift certifi-

cates over 43 cities and towns in a

100-mile radius of Omaha. They'll

be worth $15,000 in merchandise, and

encased in larged red balloons and

beach balls.

• Tv stations to be sports pro-

moters: That's the plan devised by

Roller Derby, where they'll divide

local promotion receipts on a 40-60

basis with a participating station.

Roller Derby is offering this package-

promotion plan nationally with 42

stations already signed.

Treasurer's report: Gross revenues

at $8 million—an increase of 19.2'

<

—sparked a rise of 228% in net

earnings for the Metropolitan

Broadcasting Corp. for the 26

weeks ended 5 JuK. Net earnings for

the first six months rose to S| million

from $300,191 in the fust si\ months
of 1958.

Thisa 'n' data: Columbia Pictures

has formed a new subsidiary: Co-
lumbia Pictures Electronics Co.,

to operate the company's recentK-

attfuired KTVT and WDVL in Salt

Lake City . . . KCMO-AM-TV,
Kansas City, fed eye-witness beeper

telephone reports to 24 radio ami ~i\

tv stations plus CBS TV on the oil

plant fire there last week, while

WDAF-TV cameras, on the studio's

roof three blocks away, covered the

fire live for two and one-half hours,

sending tapes to NBC. WABC-
TV, New York, has acquired from
World-wide Tv Sales, Major League
Baseball Games, a new tape series

featuring the 26 most exciting games
of this baseball season.

On the personnel side: M. Dale
Larson, to general manager. KTVH.
Wichita-Hutchinson . . . Bill Carter,

program director. KTRE-TV, Lufkin,

Tex. . . . Gene Godt, advertising-

promotion manager and Leslie

Biebl, public affairs director, KYW-
TV, Cleveland . . . Tom McCann,
to the sales staff, KING-TV, Seattle

. . . John Cassin Jr., account execu-

tive, WABC-TV, New York . . .

Richard Dreyfuss, account execu-

tive, KDKA-TV, Pittsburgh. ^

A Tower of Strength

Outrates preceding and following shows in

Columbus, Ohio . . . Kansas City . . . Little Rock . .

.

Minneapolis-St. Paul . . . Wichita — with daytime

ratings as high as 12.5 and audience share up to

55% (in a 4-station market).

No wonder it's a favorite with timebuyers who
are looking for a hot daytime strip for

participations.

For details and availabilities, phone, write or wire

ABC Films, Inc., 1501 Broadway, New York 36.

LAckawanna 4-5050.
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Kon

FIRST

In every

quarter hour

segment*

*Pulse, Seattle, May-June, 1959,

6 a.m.—6 p.m.

KOL
Seattle

SPONSOR ASKS:
I Continued from page 53 I

offers advertisers at least one single

advantage which is unique to it. For

example, it is pretty hard to obtain

the demonstration factor from print

Audience

composition

is best basis

for inter-media

comparison

in the same degree that it can be

obtained from tv. Also, we cannot ex-

pect to present the colorful "appetite

appeal" of a food product to millions

and millions on television.

This example of uniqueness, ex-

clusive to an individual media type,

does not permit reliable inter-media

comparisons on a cold efficiency basis.

I. for one, do not feel that the effi-

ciency factor can be used exclusively

to arrive at a decisive answer on

inter-media comparisons. However,

we must consider is as one of many
influencing factors prior to making

a logical decision.

An advertiser can be most efficie:

on a cost basis in relation to his com-

petition and still not make the sale.

Advertisers today are more aware

of the commercial message—direction

to key prospects for their products or

services and, in many cases, sacrific-

ing mass coverage for direction of

the sales story.

Certainly, an advertising agency

must make inter-media comparisons

for its clients. This being the case,

a sheer gross dollar cost in a media

type is one area for exploration,

since costs can be related by media

types.

Starting with good marketing facts

—knowledge of your greatest poten-

tial customers and gross dollar ex-

penditures—we can figure how many
gross dollars it takes to reach the

gross potential customers by media

type. This in no way will answer the

cmestion of "How frequently must

we reach our market—or how effec-

tive is the particular medium that we

have selected in producing sales."

This is an area where Fletcher

Richards, Calkins & Holden have

been concentrating their efforts. ^

'THE VOICE OF LONG ISL A Nl'

THE ONLY STATION

THAT COMPLETELY COVERS
|

THE NATION'S J)

POPULATION 1,897,600

NET INCOME $4,392,349,000

FOOD STORE SALES $ 764,361,000

AUTO STORE SALES $ 408,969,000

GAS STATION SALES $ 174,106,000

(Sales Mgt.)

whli has the Largest Daytime Audience in

the Major Long Island Market . . .
Bigger

than any network or independent station!

Pulse

—-10,000 WATTS

WHLI!
HEMPSTEAD
IONC ISIANO. N r.

74
SPONSOR

AM 1100

F M 96 3

\m i/Jjim

Represented by Gill-Perno
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Tv and radio

NEWSMAKERS

Roy H. Holmes has been named general

sales manager of the Quality Music Sta-

tions, a group of 23 fm and am stations

in metropolitan markets. He has also been

named a v. p. of Walker-Rawalt, national

reps of the Quality group. Holmes began

his career in broadcasting with NBC. first

as traffic manager and then in the station

relations department. He was with the

12 years. Later Holmes joined WINS, New York, as sales man-

r and subsequently, WPAT, Paterson, N. J., on national sales.

Alvin C. Flanagan has been elected v.p.

in charge of NAFI Corp's o&o tv stations

I
KCOP, Los Angeles and KPTV, Portland,

( )i e. i . He was, for the past three years.

\ .p. and general manager of KCOP. In his

new assignment, Flanagan, one-time pro-

gram director for ABC's western division,

will direct the affairs of the two tv stations

recently acquired by NAFI. Ultimately,

Flanagan will helm the maximum total of five tv stations which

WFI revealed intentions of purchasing "as soon as possible."

Arthur E. Haley has been appointed gen-

eral manager of WEZE, the Air Trails Net-

work station in Boston. Prior to joining

WEZE, Haley was executive v.p. and gen-

eral manager of WORL, Boston. He began

his career in the radio field in 1947 with

WBMS, Boston. Formerly, Haley served as

a special agent for the F.B.I. He is a gradu-

ate of Harvard University. In addition to

Air Trails Network operates WKLO, Louisville; WING,
WCOL, Columbus, Ohio and WIZE. Springfield. Ohio.

WEZE,

Dayton;

Dale Peterson has been appointed general

sales manager of KPOP, the Storer outlet

in Los Angeles. In this position he will

handle the supervision of all local and

national business. Peterson's radio back-

ground includes management of KPRO,
Riverside and Broadcasting Corp. of Amer-

ica. Prior to moving to California, he was

associated with KWAD, Wadena, Minn,

and later became manager of WKLK, Cloquet, Minn. Peterson comes
to KPOP from KRHM-FM, Los Angeles, where he was gen. mgr.

i I

CHECK l^and

DOUBLE CHECK
j/

WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

vv
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS—ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.

A SIGHT TO SEE!

KTLE
CHANNEL 6

lJafi.ds mjp&
TELEVISION STATION

BASIC NBC
REPRESENTED NATIONALLY BY

FORJOE & COMPANY
New York - Chicago - Los Angeles- Atlanta

San Francisco - Philadelphia
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Radio's finest summer
Evidence keeps pouring in that this has been the finest

summer for radio listening in the history of the medium.

According to Sindlinger research studies, released by

RAB, there has been more radio listening than tv viewing in

the past two months.

A new study by the Pulse reports almost fantastic figures

on out-of-home radio listening, with 40% of the groups at

beaches, parks and picnic areas having radios with them,

and 75% of sets tuned in.

Sales of car radios, transistors, and other portables seem

moving to all-time highs.

Jack Gould in the New York Times, professes to find in

these heartening signs of radio health a reaction against tv's

summer program schedules. (See "Commercial Commentary"

page 14.)

But sponsor does not agree with this analysis.

We believe that radio is making these gains on its own,

that people are tuning to radio, not because they dislike tv,

but because of the great variety and richness of programing

which modern radio offers them.

One thing, at least, is certain. Radio is not achieving these

tremendous listening audiences by appealing to a particular,

or limited group—children, teenagers or rock-and-rollers,

for instance.

There are not enough of them in America to account for

the impressive figures which radio has been piling up.

What the summer of 1959 has clearly shown is the uni-

versality of radio's appeal. Its music, news, entertainment

and service features are important to all ages, groups and

classes. It is the trusted and valued companion for every kind

of American.

A leading station representative told us the other day, "Of

all mass media, radio is easily the massest." And that's what

we have been relearning during these past two months.

THIS WE fight FOR: A greater awareness

among agencies and advertisers that, for many

if not most accounts, a combination of radio

and tv is the perfect "one-two" ad punch.

76

lO-SECOND SPOTS
Enterprising: Dick Loughrin, newl

appointed general manager for TvA^

in Los Angeles, nailed down the spc

by a series of telegrams delivere

hourly to the rep firm's vice pres

dent and general manager Larry Is

rael. Here are a few of the wires—

'

"Loughrin hits well to either fielc

Casey Stengel."

"Dick Loughrin is brave, clean an*

reverent.

George Hoffstetter, leader Scoti

Troop 3, Broken Bow. Nebraska.

"Loughrin is no good.

Gene Katz, Katz Agency, Inc.'

"We will miss Dick. He is a grea

organization man.

Lucky Luciano

"Guarantee Loughrin lO-Seconc

Spot.

Norman Glenn, SPONSOR.'

Guarantee fulfilled.

Hmmpf! An unmarried adgal re

ports a moment of puzzlement wher,

she opened a letter from CBS Terry

Toons which began

—

"Dear Miss :

Are your children among those

who watch. . .
?"

Definition: WMCA, N.Y.C., person

ality Herb Oscar Anderson describes

a highbrow as someone who can lis-

ten to the William Tell Overture with

out thinking of the Lone Ranger.

Super-marketing: A lesson in pric

ing may be learned from this sign in

a Madison Avenue shop

—

DAMASK TABLECLOTH 69^

ORIGINAL PRICE $10.95.

Simplification: When New York's

Radio & Tv Executives Society sent

cards to members asking their opin-

ions on whether to make meeting

badges permanent, one member re-

plied that if badges were necessary at

all, he was in favor of a permanent

one because, "you can only lose it

once."

Automation: A sad commentary on I

our high-level, mechanized age is the

plaint of a worker for Consolidated

Edison Electric in New York. She

says their offices have no air-condi-

tioning except for those of executives

and the IBM machines.

SPONSOR 29 august 1959



SHOWMAN WITH A
SENSE OF VALUESWILL
IAM SHAKESPEARE
William Shakespeare understood people. "The play's the thing" . . . and his plays transmuted

the values of his time into a living image of his world, valid for all time. William Shakespeare

sold the world of Elizabeth I to all of history. A great showman . . . but above all, a great sales-

man. The Show's the Thing at WRIT . . . creative showmanship directed toward presenting

the value of your products, services and ideas with impact to the greatest possible audience.

Our people are showmen in presenting the News and Music, and your message . . . and salesmen

in every creative presentation to our audience—your market. In Milwaukee, WRIT transmutes

the values of our time into creative selling messages for you. Above all, WRIT is a salesman.

B„, RADIO when you buy WIL THE BALABAN STATIONS
media Buy BALABAN when St. Louis HI tempo With the times

you buy radio Buy WRIT when ^fj** John F. Box, Jr., Managing Director
you buy Milwaukee ami you WRIT Bernie Strachota, General Manager
BUY the people who BUY Milwaukee Sold Nationally by Robert E. Eastman



^rreuuenlu VII

U

y
]u5ic

on Cleveland's good music station

WDO K

CLEVELAND
WORLD

PORT

Everyone knows a good thing

when he hears it... and WDOK's
listeners know and enjoy a good

thing when they're tuned to the

sweet and heavenly music offered

the adults of Northern Ohio over

Cleveland's good music station.

To complement its programming

of the loveliest music ever writ-

ten, WDOK produces local news-

casts with its news staff and rov-

ing mobile units and supplements

this with national news coverage.

WDOK has a great desire to

serve its listeners. Perhaps this is

one reason why it is rated No. 2

and No. 1 in the latest Nielsen

report for Cleveland.

WDOK and you — that's har

mony.

THE CIVIC BROADCASTERS, INC., 1515 EUCLID AVENUE, CLEVELAND 15, OHIO— 1260 K.C.

Represented nationally by Broadcast Time Sales, Inc.
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HE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE

FIRST
IN AUDIENCE

IN
HUNTINGTON,W.VA.

FIRST
IN AUDIENCE

IN ASHLAND, KY.
FIRST

IN AUDIENCE
IN

IRONTON, OHIO

QUALITY STATION THAT IS LOCAL Ask John E

Pearson why most local merchants and most plain folks in the

Tri-State have switched. . . How about you? Get the real story

>n the BIG ONE . . . WCMI RADIO

SPOT RADIO'S

BIG 4TH

QUARTER

12 solid reasons why
spot radio is headed

for record-breaking
$190 million in 1960

Page 29

When to use

humor in tv

commercials

Page 34

Iced tea heats

up 29 markets-

Last of a six-part series

Page 36

es-Here are ques

tions media men

want answered

Page 39
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By now just about everybody working with TV
knows that Videotape* is in a class by itself when it

conies to delivering better, cleaner shots that carry a

maximum wallop. In fact, it looks for all the world

like the real McCoy.

But maybe you aren't fully aware of the tremen-

dous versatility this new medium offers today. Here

at Videotape Center we are constantly developing

new optical, editing and special effects techniques

in our daily production for some of the nation's

leading agencies and advertisers.

The truth is that new developments are coming so

rapidly it's difficult to keep fully informed unless

you are right on the scene of action. Suffice to say

whatever commercial technique may be called for,

There Are Two Types of TV Advertisers Today...Those Who Are Using Tape,

TM AMPEX CORP.



le chances are that Videotape can do it better

ecause tape gives you the ideal combination of

ewer and finesse.

We cordially invite you to take advantage of our

xperience and facilities, whether for information,

reative technical advice or the skilled production

f your next commercials.

and Those Who Are About To
VIDEOTAPE PRODUCTIONS OFNEW YORK, INC.

205 West 58th Street, New York 19, N.Y. JUdson 2-3300



Mark this market
on your list!

CENTRAL and

SOUTH ALABAMA
ALABAMA

BIRMINGHAM

... one of

Alabama's

"BIG THREE'

'WSFA-TV 1

MONTGOMERY

MOtlLf
|

WHY
WSFA-TV

IS DOMINANT
IN CENTRAL
AND SOUTH
ALABAMA!

WSFA-TV has the TOP SHOWS in

an area of over one million population.

The April '59 AE.B survey proves the
dominance of WSFA-TV . . .

Top 10 Shows
WSFA-TV 9 90%
Station "C" I 10%

Top 15 Shows
WSFA-TV 1

3

86%
Station "C" 2 14%

WSFA-TV placed five syndicated shows
in the Top 30 while Station "C" placed
none in the Top 50. A further indica-

tion of WSFA-TV 's acceptance.

OVER A MILLION VIEWERS IN

35 ALABAMA COUNTIES*

Population 1,106,000

Effective Buying Income $1,201,510,000

Retail Sales 799,440,000

Food Store Sales 217,402,000

Drug Store Sales 23,964,000

Automotive Sales 157,280,000

Gasoline Service Station Sales 74,867,000

Mark Central and South Alabama on

your list . . . buy it with WSFA-TV!

* Market area defined by Television Magazine, plus 6
counties consistently proving regular reception. Does
not include 3 Georgia and 3 Florida bonus counties,

{Data from Sales Management Survey of Buying Power)

WSFA-TV
MONTGOMERY
Channel 1 2 NBC/ABC

THE WKV TELEVISION SYSTEM. INC. • WKYTV AND WKY OKLAHOMA CITY

WTVT TAMPA-ST. PETERSBURG

Jtepretented by the Katz Agency
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DIGEST OF ARTICLES
Spot radio's big 12

,

29 Here are 12 solid reasons for believing spot radio's headed for biggest

4th quarter in history, a record-breaking $190 million total in 1959

NTA's hush-hush supermarket- tests

32 Unpublicized closed-circuit tests of tv impact at point of sale aim for

400-store supermarket "networks" tied to local station schedules

What radio says to me
33 Robert Q. Lewis, star of CBS radio, takes long, distorted look at station

call letters, comes up with advice on how to start radio career

Humor in tv commercials

34 Most interesting but least understood type of tv advertising is explored

in this digest of a chapter from new book by BBDO's v.p. Art Bellaire

Iced tea heats up 29 markets

36 Last of Blue Ribbon Radio series reveals what the sound medium can

do for institutional advertising: This week, Tea Council and iced tea

Hot questions media men want answered

39 Agency programing control, competitive information and reliability of

promotional packages are some issues timebuyers are tossing at RTES

Armstrong Rubber tightens its grip with spot tv

40 This tire company upped spot tv budget to $800,000, uses 5-12 spots

per week in 63 markets; local strategy bolsters dealer loyalty

Tv income: multi station markets

41 F°r handy reference here is the listing of the 1958 income figures

as released by FCC for all U. S. markets having three or more tv stations

Day vs. night tv audiences

42 Charts from Air Media Basics provide handy rules-of-thumb for time-

buyers, account execs; show differences in reach, audience composition

FEATURES
58 Film-Scope

18 49th and Madison

52 News & Idea Wrap-Up

6 Newsmaker of the Week

52 Picture Wrap-Up
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21 Sponsor-Scope
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50 Tv Results
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One

shopping

Shopping for time and

talent on the CBS Radio

Pacific Network's a snap.

You buy a lot of stations

with the ease of a one

station buy. What's more,

you enjoy supermarket

convenience and a choice

variety of top brand

radio names.

Say you want to cover

the West. You want to

reach women. Or men.

Or both. It's simple with

our one stop shopping

plan. Pick the shows you

want — Art Linkletter,

Harry Babbitt, Frank

Goss News, the Daytime

Serials, Gunsmoke and

other great weekend

dramas. Pick the times

you want. Mornings,

afternoons and evenings.

You can get real impact

with real economy ! If the

ringing cash register

is music to your ears, the

CRPN can play your

melody. Ask your CRPN
or CBS Radio Spot

Salesman for the details.

Represented by CBS Radio Spot Sales

SPONSOR • 5 SEPTEMBER 1959 3



»*,« PvrHANGE COMMISSION
SECURITIES AND EXCHANbh

WASHINGTON 25, D. U

July 16, 1959

OFFICE OF THE

GENERAL. COUNSEL

Yz>. Dick John

Nevis Director

Station WKY-TV

Oklahoma n.ity, Oklahoma

Dear Mr. J°nn: . , Allred, our

. heen advised recently hyJudg £

^

I have been aavx
Worth, of the sp ^tial

Regional
Administrator in^ ^^^g—

done by you and your s
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other representa-

sion. ine
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interviews
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en d „ solicit^ this

tives of the oo™P^«h »'S against

obtaining ^s^^ ^ ob^ an injun^
securities.

SSSraSi in - offer and sale ^
a ready-made •"•J^tE. form of n»J*^ obtain

case is referred to h^rn ^ h „ were * ^
retelecast in a_court_ro ^ defendants, sue ^ for

the injunction by •«£*„„ forthcomng had £ n
and

would probably not have
taew «e were fully^ /measure

the fact that the de.en ^ the court. ^ J
reSdy t0

Xess for action was %*%££&* theresults
this readiness i

investigating
and re ^^

efficient efforts^in ogram which e p

rt-ft- ^-VuhUc for the first «-.

We are very .much^ebted
to^M^ f

we did

Ind SS3^*SS%^SSST in o?f?ZSi a«ePt

^rg
time without «««JSrt of your program Pie ^

court to present ««"« extremely "ell done.
Commission

m congratulations » my rive^/"fabater single

S« °f fradit
" "levision st«*« ha

s «£ ajre^
laws .

wherein a radio
forcement of tne

/homas G. Meeker

General Counsel

cc: Judge Allred
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No CTan P. Bagwell

The WKY Television System, Inc.

WKY-Radio, Oklahoma City

WTVT, Tampa-St.Petersburg, Fla.

WSFA-TV, Montgomery, Ala.

Represented by the Katz Agency



DAN DAILEY

THEFOUR
JUST
MEN

JACK HAWKINS

<*/
RICHARD CONTE

VITTORIO DE SICA

CHECK YOUR MARKET
TODA Y!

INDEPENDENT
TELEVISION
CORPORATION

488 Madison Ave. -N.Y. 22 -PLaza 5-2100

NEWSMAKEI
of the week

Donahue & Coe, widely touted on Madison Ave. as an agent

determined to lift its package goods billings, has gotten itsel

a marketing man as president. He is Donald E. West, whi

joined D&C a little more than two years ago as director o
;

merchandising and has a wide grocery field background

The newsmaker: Though Donald E. West has had th<

kind of sales and merchandising experience to make even a veterarl

adman drool, he wears his laurels lightly and won't genuflect to th< I

current and widely embraced catechism which places marketing af

the apex of ad agency operations.

Picking his words carefully, West told sponsor, "This is whal

we believe: While Donahue & Coe is an extremely strong marketing

agency, we recognize the creative function as the most important.

Once the creative line is set, other aspects fall into place."

Well-manned with creative tal-

ent at the top level, D&C has, in

recent months, beefed up its staff

with strong marketing names —
people like Ralph Linder, Fred

Nabkey and Orville Chase. The

agency also has a top-rated mar-

keting v.p.—Jack Rosenthal.

That these new men are package

goods experts is the other side of

the coin. West made clear that

D&C wants to be known as a di-

versified agency, but willingly con-

ceded that it was out to up its

share of package goods billing. He also agreed that an increase in

package goods billings would probably work to increase the ratio of

air to total agency billings. D&C now bills about $6.5-7 million in

radio and tv, somewhat less than 25^ of its total.

West is energetic-looking and quiet-spoken. His strong features

are topped by a white-tipped crew-cut. A general tone of under-

playing views and events is belied by intense working habits which

he admits involve sacrifices by his family.

Most of West's business career was spent with Standard Brands.

He started as a route-salesman, held a number of executive sales

positions and. at the end of his SB stint, was a group product man-

ager—a position which, for the first time, gave him real advertising

experience. He left Standard Brands in 1953 because (a) he was 40

and (b) he wanted to broaden his background.

Following this, he went to Ogilvy, Benson & Mather (director of

merchandising), Rockwood Chocolate (marketing v.p.) and Robert

W. Orr Associates (executive vice president). Rockwood was sold

and Orr closed its doors. When Edward J. Churchill, whom West

replaces, hired him, West was out of a job. ^

Donald E. West

SPONSOR 5 SEPTEMBER 1959
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^FICES IN

CHICAGO
BOSTON
SEATTLE

S*N FRANCISCO

NEW YORK

EAST
17

> MEIV y 0R
47TH ST/? EfT

^*&nc.

Radio Atlanta

WPLO
Prior to July, 1959, WPLO call letters were WAGA

and lAete of/tet £Plc*i<jA SPialionA:

Radio Baltimore Radio Boston Radio Chicago Radio MtmpMi

wcad weof W4S® wmps

^

\

SPONSOR • 5 SEPTEMBER 1959



there's

been a

TOWERFUL

NOW WLUK-TV IS THE

MOST POWERFUL TV STATION IN THE WEALTHY GREEN BAY- FOX RIVER VALLEY MARKET

From our new half million dollar power plant, the tower overlooking Green Bay, WLUK-TV now
reaches 425,000 TV homes — 1,650,000 people.

LUK a CHANNEL 11
serving Green Bay Packerland and the Fox River Valley Joseph D. Mackin, general manager

NOW YOU CAN COVER TWO IMPORTANT MARKETS WITH ONE BUY!

Just approved — the acquisition of WLUC-TV, Marquette, Michigan — the only TV station in

Michigan's upper peninsula. Buy both WLUK-TV and WLUC-TV with one buy.

LUC TV CHANNEL 6 John Borgen, general manager

Represented nationally by Geo. P. Hollingberry. In Minneapolis see Bill Hurley.

YOU GOTTA HAVE 'LUK YOU COTTA HAVE 'LUC

I
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u.a.ci • HAS BROUGHT YOU

PO?^ a"d

WARNER BROS.

caAfc<md--

and now here comes THE THIRD GREAT PACKAGE

.p OF CHILDREN'S PROGRAMMING

bigNVACshovv
WITH

210
REELS

OF

WARNER BROS. FEATURETTES
Here, specially selected FOR CHILDREN from over 2000 reels, are 210

reels of tremendous children's motion pictures.

NEVER
BEFORE
AVAILABLE
TO
TELEVISION

KEYSTONE KOPS • JOE PALOOKA
CHARLIE MCCARTHY • VAUDEVILLE
COMEDY • CIRCUS • ANIMALS
SLAPSTICK • TOYLAND • MUSIC

All produced with the care and attention

devoted by this major studio to its features—
same studios, sets, many of same top-ranking

stars, directors, producers, writers!

jfr'itvrt&i
..r.v.v-i-i^"
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And To Introduce, and Tie-Together This Big

Profitable Package — Meet The Greatest Little

Cartoon Character Ever To Come Down The Track

BiGMAC
HIS MAGIC TRAIN And His Huggable Friends

BEATRICE, The Dinosaur..

.

SGT. VALENTINE, The Bloodhound

ABERCROMBIE, The Mouse..

REELS

produced by WARNER BROS.

THE MOST POPULAR, ENTERTAINING FEATURETTES EVER!

KEYSTONE
HOPS

h
ANIMALS

mm
CHARLIE

McCarthy



ftifiP
IS A NATURAL FOR
MERCHANOISING
AND PREMIUMS

PLUS! HIS MAGIC iRAIN-Battery operated, runs

on its own portable monorail. The same train BIG MAC
rides in the television films. Available to you first for

promotion . . . then to be sold in retail outlets everywhere.

MASKS* POSTERS TONS
— rosters, giveaways and dozens ot biu mau item!

. . available to you and your sponsor as promo-
tions ... to be sold through retail outlets everywhere.

The WARNER BROS. FEATURETTES, WITH BIG MAC Are

Now Available To You On A Library Basis, Just Like The

Fabulously Successful POPEYE And WARNER BROS.

CARTOONS. They Represent A Substantial Addition To

The Programming Of Any Station . . . Highly Popular

With Young Audiences, Highly Saleable.

A WONDERFUL OPPORTUNITY FOR ADDITIONAL

PROFITS. Use BIG MAC or your own local MC. Don't miss

out because of product conflict . . . put on another

children's program and get all sponsors.

For Complete Details and Screening Print Call or Wire Your Nearest U.A.A. Office

NEW YORK • HOLLYWOOD CHICAGO * DALLAS

TED ARTISTS ASSOCIATED, INC

NEW YORK 247 Park Avenue . Murray Hill 77800

CHICAGO 75 E. Wacktr Dr., DEerborn 2-2030

DALLAS 1511 Bryan St., Rlvercide 7 8553

ANCELCS 400 S Beverly Drive, CRestvie* 6 58

wEBk

i . -£*».-



by Joe Csida

Sponsor

Hitch your wagon to a pop star

On several previous occasions I have done

pieces on how smart local, regional and national

advertisers have hitched their sales wagons to

pop music stars, and the radio and/or television

personalities who so successfully utilize the talent

and tunes of these stars. The time is ripe, I

believe, for another sermon on this subject, for

two reasons. The first is that several important

changes and trends are taking form on the pop music front. And

the second is that I have spent a good deal of the past three or four

weeks visiting with the top radio/tv personalities in the field, and

can pass on to you a few useful first hand observations.

Rock 'n roll grows up

Truth to tell this very column is being written in a ridiculously

overpriced room at the LaConcha Hotel in Atlantic City. I did not

come here to wallow in the waves and exercise my jaws on salt

water taffy. I came because a very good friend of mine is working

at the Steel Pier this week, and I had not had the opportunity to

visit with him in three or four months. His name is Bobby Darin,

and in his vastly talented 22-year-old person he himself embodies a

number of pertinent points with which the alert advertiser should be

familiar. Bobby, for example, is living proof of what I believe to be

the most significant trend on the pop music level since the raucous

advent of rock and roll. Bobby's first five hit records, "Splish Splash,"

"Early in the Morning," "Plain Jane," "Queen of the Hop" and

"Dream Lover" were all pure rock and roll. Frank Sinatra would

rather be found girl-less than discovered singing tunes of this ilk.

Bobby's latest record, which has sold better than 200.000 copies in

the first 10 days; which is climbing on the music popularity charts

at a rate faster than any of his previous hits; which by acknowledge-

ment of Atco Records, the manufacturer, will be the biggest single

record hit they ever had is definitely not rock and roll. It is

sophisticated polished swing. The tune is the 1927 Kurt Weill classic,

from that excellent composer's "Three Penny Opera." originally

called "Mick, the Messer," in Germany, and now known as "Mack,

the Knife." Sinatra would have been proud to have recorded this one.

This would plainly indicate that the 10-. 11-, 12-. 13- to 16-year

olds, who screeched raw rock into prominence some five years or so

ago, have grown up and become more sophisticated in their popular

music tastes. They no longer will settle for the wild, pounding beat,

the naked hysteria without something else far more solid and sub-

stantial musically to go along with it. If Bobby's swinging interpreta-

tion of the Kurt Weill classic were the only record high on the lists,

this could easily be considered a freak exception. But it isn't. A lovely

slow and haunting guitar-feature instrumental called "Sleep-Walk" by
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of Mississippi

Retail Sales . .

.

$918,000,000
IN THE SOUTH'S
FASTEST GROWING

TV MARKET
*

Jackson, Miss."

with these Jackson
stations

WlV 12
KATZ

WlbT §
HOLLINGBERY

* Nation's business gains leader
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There's a NEW REP.

For MIGHTY 690

XEAK
50,000 WATTS

MIGHTY

M
LOS ANGELES' SAN DIEGO

Sponsor backstage continued

a couple of young virtuosi is presently the No. 6 record in tlj

country, and headed for No. 1 at an unstoppable pace. A forme

Miss America runner-up, beautiful Oklahoma winner Anita Bryai

has one of the best-selling records in the country with the extremel

sweet and lush ballad hit from "Music Man," "Till There Was You.

A powerful performance of the George Gershwin "Porgy" by a youn

lady named Nina Simone is one of today's big records.

In short, while a reasonable number of simple-minded raw an

raucous rock and roll items still do very well, more and more bette

popular songs are being performed in a most tasteful adult manne

by truly outstanding singers in the Sinatra, Como, Dinah Shore

Peggy Lee, Jo Stafford tradition. This clearly evolving trend has vas

significance, I believe, to the broadcast media and the agencies am

advertisers who use same. As long as every one of the top 40 record

were mad beat inanities there remained a serious question, no

only as to whether any adults listened to and/or watched such shows

but whether any fairly intelligent teen agers were tuning in.

More and more, however, Dick Clark on a national level, anc

others like Alan Freed, Buddy Deane, Milt Grant, Bob Clayton, Jin

Gallant and many others on local levels have proved that intelligenl

young people and a vast number of adults listen to popular music

shows of the Bandstand variety, both on radio and television. They've

proved it by the simple process of moving merchandise for adver

tisers selling adult products. And it's my guess that in this upcoming

season more and more adult products will be successfully sold

through popular music shows all around the country.

These kids can really sell

The fact that the trend, as I've stated, is strongly to music that is

more palatable to more intelligent youngsters and to adults, as well

as to the more youthful listener-viewers is one factor. The second is

that the tv/radio personalities who have been conducting these shows

have slowly but surely developed into some of the best salesmen the

broadcast-advertising business has ever seen. Dick Clark is proving

himself as potent a product-pusher as Mr. Godfrey ever was. And in

the past 30 days, in addition to visiting Dick, I've also visited Alan

Freed in New York, Buddy Deane in Baltimore, Ed Hurst and Joe

Grady here in Atlantic City, and Hy Lit in Philadelphia. These gents

are among the smoothest salesmen this business has ever seen.

And for one final reason I believe these men, and their feliows

across the country on both radio and television will do a bigger job

for advertisers this season than ever before!

The best of them (and this includes the men I've mentioned, plus

at least another 20) work harder reaching their audiences live at

record hops, dances and shows of one kind and another, community

and public service functions, and a hundred and one other in-person

methods of keeping live contact with their listener-viewers than any

other single group of performers or personalities in the whole history

of the broadcasting business. This must, and does pay off in bigger

audiences and more sales for the advertisers product.

I'm so sure of the increasing importance of these shows to adver-

tisers, that I'm pursuing a study in depth of them right now. As it

develops I hope to do several more pieces on them. ^
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BUT... WKZO Radio Makes Big Things Happen For You

In Kalamazoo -Battle Creek And Greater Western Michigan!

WKZO Radio rings-in a total audience at least 32%
larger than that of any other station serving Kalamazoo-

Battle Creek and Greater Western Michigan.

This big lead in popularity holds true all morning,

afternoon and evening (Monday-Friday, 6 a.m.-midnight)

giving WKZO Radio the No. 1 spot in 345 of 360

quarter hours surveyed! (See Pulse, at left.)

Avery-Knodel can give you all the details on WKZO
Radio—your "bell ringer" for Kalamazoo-Battle Creek

and Greater Western Michigan.

%The Tsar Kolokol, cast in 1733 in Moscow and weighing about 219 tons,

is the heaviest bell in the world. It was broken in production and was
never rung.

7-COUNTY PULSE REPORT

KALAMAZOO-BATTLE CREEK AREA—MARCH-APRIL 1959

SHARE OF AUDIENCE — MONDAY-FRIDAY

6 A.M.- 12 NOON
12 NOON -6 P.M.

6 P.M. - 12 MIDNIGHT

WKZO Station "B" Station "C"

30
27

29

21

22

22

11

10

10

WKZO-TV— GRAND RAPIDS-KALAMAZOO
WKZO RADIO— KALAMAZOO-BATTLE CREEK
WJEF RADIO—-GRAND RAPIDS
WJEF-FM— GRAND RAPIDS-KAIAMAZOO
WWTV — CADILLAC, MICHIGAN
KOLN-TV— LINCOLN, NEBRASKA

Associated with

WMBD RADIO— PEORIA, ILLINOIS

WMBDTV— PEORIA, ILLINOIS

WKZO
CBS RADIO FOR KALAMAZOO-BATTLE CREEK

AND GREATER WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives
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MOW! v
' WAPl-TU Birmingham

owns euerv major
FEATURE

FILM

PACKAGE

MGM
Paramount

Warner Bros.

R.K.O.

Columbia

20th Century Fox

Bells of St. Marys

30 Seconds Over Tokyo

Mutiny on the Bounty

For Whom the Bell Tolls

King Kong

Hunchback of Notre Dame

Going My Way

plus hundreds of others!

Represented by Harrington, Righter and Parsons, Inc
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Timebuyers
at work

Aa\ Murray, Kudner Advertising, Inc., New York, buyer for Color-

orms and Arnold Bakers, notes that fall pickings for the manu-

acturer of children's items are slim indeed. "It may be a gray

"hristmas in some quarters. With the toy companies, breakfast

ereal makers, candy manufacturers and soft drink people all vying

or as much exposure as possible,

he prime times to catch the young-

ter at the set are jamming up. It's

leveloping into quite a complex

situation. The shortage of availa-

)ilities, in some instances, is caus-

ing certain advertisers to seek out

other, more accessible media."

\I a 1 points out that toy jobbers are

aggravating this condition by buy-

ing children's shows from the local

t\ stations and requiring that the

manufacturer repurchase the time,

along with distribution services, as a package, or be faced with prob-

lems in both areas. "The stations involved are creating ill will among

buyers and sellers by condoning this practice. However, in all

probability, the situation will be checked before it spreads any fur-

ther, because most stations adhere to a high code of ethics."

Joan Mandel, media supervisor, Edward H. Weiss & Co.. Chicago

believes that spot tv has not kept pace with steps taken by net

works to enhance summer participations for major advertisers

"Large facility discounts and reduced program costs offered by net

works bring summer package buys in at efficient cost-per-1,000 levels

Tv's summer doldrums are char

acterized by a decrease in adver

tising revenues and audience loss

while consumer spending con-

tinues. But spot has offered no

advantages to compensate for audi-

ence loss either in announcement

campaigns or program buys. In

January prime time periods, three

20's deliver 75 gross rating points.

During the summer, these same

spots deliver an estimated 45 to 50

gross rating points; yet the cost

remains fixed on a 52-week basis. With the increasing popularity of

spot tv, availabilities from September through May become more

scarce. Why don't spot sellers attempt to induce advertisers for the

remaining three months? Why aren't dollar discounts or bonus spot

plans offered for nine-month advertisers to extend their schedules or

commence a few months earlier when choice spots are available?"

v-V spots
vr
are the

vehicle.. .

not the

campaign
only

unique
Bartell
touch

of.,
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SALESMANSHIP

SHOWMANSHIP

SCHOLARSHIP

MAKE
A

BARTELL
SCHEDULE
A

CAMPAIGN
Six stations in six cities. Each

with a snap, a sound, a "feel" jigsawed

within its own community. Yet each has a

quality of creativity that is akin to all others

and common only to Bartell Family Radio.

OnLtolYIAIionlr is ingrained in every

air personality and a part of the Bartell station

acceptance that puts every campaign in orbit.

SHOWMANSHIP is in the production

that ar.rests, sparks and entertains.

SCHOLARSHIP is inherent

in the thought, planning and pre-testing

of every unit of sound that is broadcast.

These qualities are
contagious! From station

level to Group headquarters,
to each Adam Young

office, you'll find more
than receptivity — or even

sympathy — you'll get

good ideas! (Ask Needham
Louis & Brorby in Chicago.)

18

49th ai
j

Madiscr

Sold radio short!

I read with considerable intere

the 15 August discussion "Are ratin;

helping or hurting radio?" (Spons<

Asks).

In the lead-off, Frank J. Grome
Jr., gave an excellent summation <

the advantages, then turned aroun

and sold radio and ratings short.

For instance, he asks for a contini

ing measurement of out-of-horm

Isn't he aware that Pulse reports hav

long contained that information?

Again, I am sorry to disagree wit

Gromer's echo of the cliche that "it

dio can be made to look good or bac

depending upon the rating servic.

used. That kind of situation can onl

result in suspicion being cast on al

ratings data, and hence on the medi

um in general."

Radio's spectacular comeback afte

neglect is the result of industry's dis

covery that it is still a powerful sell

ing force.

And in all fairness, as long-te:

subscribers for Pulse reports, I an]

happy to say that Pulse informatior

provides us with highly reliable help

in the over-all planning for clients.

Alfred S. Moss

pres.

Williams Adv. Agcy.

N. Y. C.

Sorry—we goofed!

While we obviously appreciate your

use of the photograph in the August

8 issue showing Miss Pat Schinzing

of Gardner Advertising and Mr. Don

Brady of D'Arcy Advertising being

interviewed by Mr. Harry Fender of

KPLR-TV/St. Louis, since this firm

was the host for the occasion of the

Third Annual Pool and Picnic Party

we were also somewhat disappointed

to note we were not credited in the

caption.

We believe the caption which ac-

companied the original print of this

photograph gave the complete and

correct story with regard to this event
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id thus you perhaps can understand

ir frustration when the picture did

>pear.

The point that gives us nightmares

the fact that this tearsheet will

Pobably end up in the files of the

PLR-TV representative which defi-

itelv is not Venard, Rintoul and

PlcConnell!

!

Howard B. Meyers

v.p., Venard, Rintoul &
McConnell, Inc.

Chicago

tare on Basics

[any thanks for the advance preview

f your Radio-Television and Market-

ng Basics pamphlets.

We were particularly interested in

he Radio Basics section which proves

hat San Francisco is the fourth best

narket in terms of in-home audience,

lut-of-home audience, and in total au-

'fience is tied for third place! We are

incorporating this in a new presenta-

tion which we have just completed on

KCBS.

As a matter of fact, the presenta-

tion has been given a few times in

Los Angeles to agency people who
thought it was the best radio pitch of

the year.

Maurie Webster

v.p. & gen. mgr.

KCBS
San Francisco

* * *

Congratulations on your 13th Air Me-
dia Basics. It's concise and complete,

the best I've ever seen.

Pat Schinzing

Gardner Adv. Co.

media group supvsr.

St. Louis, Mo.

* # *

I find this 13th Air Media Basics a

very valuable reference to obtaining

facts on market and radio television

market selection and also find it quite

useful in presenting the basics on this

media to my clients.

David B. Ault

account executive

Grant Adv., Inc.

Dallas

negro radio for
metro new york

You
bungled

that badly,

Smidley.

Every time I dump the buying

decision in your lap you pass

up this Cascade buy. What's

the matter, old boy, can't you

spell it? You just don't skip a

market like this. The Cascade

4-station network is a "must"

in the Pacific Northwest. More

than half a million people with

over a billion dollars to spend.

And, Smidley, Cascade's alone

in the entire market.

E1JEV1SION
KIMA-TV

YAKIMA. WASH.

KBA5-TV MOSES IAKE, WASH

1/CDD T\l "SCO. KICHIAND.
ftCrll-IV KENNEWICK. WASH.

KLEW-TV iewis,on IDA

For Facts and figures:

Nattonol Representatives: Pacific Northwest;

GEORGE P. HOLLINGBERY Company MOORE & ASSOCIATES
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WSM-TV's recently completed tower (tallest in the Central

South) is merely one more step in an engineering policy

which constantly asks one simple question;

"What does it take to send a better picture to more people?"

As partial answer to this continuing quest, WSM-TV has

given the Nashville market a unique series of engineering

firsts . . . micro-wave relays, key effects equipment, zoom
lenses, color equipment, live remote units . . . The list is long.

The results impressive. The Central South has come to count

on WSM-TV for clearer, more professional telecasting . . .

Ask Hi Bramham or any Petry man how better engineering

adds volume and tone to the WSM-TV symphony of sales.

It's hi-fi listening if you want to ring cash registers in the

Nashville market.

WS1M

Nashville, Tennessee

Represented by PETRY

OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY
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Most significant tv and radio

news of the week with interpretation

in depth for busy readers

SPONSOR-SCOPE
SEPTEMBER 1959

Copyright 1959

SPONSOR

PUBLICATIONS INC.

The biggest agency merger in the business is in the detail-working-out stage:

Compton ($75 million in billings) and Erwin, Wasey-Ruthrauff & Ryan ($70
million).

The combination would make it the fifth largest agency in the business, only pre-

ceded, in that order, by JWT, Y&R, BBDO, and McCann-Erickson.

Still another merger that appears to be in the works: K&E ($80 million) and
Cunningham & Walsh ($55 million).

Radio stations in a few weeks may find themselves the target for a massive

call for availabilities from national advertisers who have given up trying to get the

minutes they want from spot tv.

That prospect emerged from a crosscheck SPONSOR-SCOPE made this week

among the chief timebuyers for Madison Avenue agencies with substantial stakes in spot.

Says one head buyer: "The final quarter could easily be a walloper for radio.

The money is around, and when the rush to radio begins it'll come like an avalanche. Re-

member there are a lot of pre-Christmas accounts that haven't started to buy yet.

With the market in tv as tight as it is now, you can imagine how tough it will be for

these seasonals. Where will they have to turn? Radio, naturally."

The SRA's managing director, Larry Webb, this week said he felt sure that na-

tional spot radio billings for 1959 will run between $180-185 million.

So far this year the medium, observed Webb, has shown an increase of around 5%
over 1958. The 1958 tally was $172 million; 1957's was $169.5 million.

New York and Chicago combined continue to be the source of close to 85%
of all the national spot tv business; but the West Coast's share of radio placement

seems to be on the upbeat.

The Station Representative Assn. has just completed an analysis—based on information

gathered from its members for the first six months of 1959—of where the national spot

Here's the breakdown:billings originate.

CITY RADIO SHARE

New York 57.2%

Chicago 20.7

Los Angeles 6.5

San Francisco 6.1

Detroit 2.8

St. Louis 1.7

Atlanta 1.4

Dallas-Fort Worth .5

Boston .3

Philadelphia 1.4

Others 1.4

Total 100.0%

TV SHARE

63.4%

19.8

3.6

3.4

1.2

1.7

2.5

.3

1.0

1.3

1.8

100.0%
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SPONSOR-SCOPE continued

If you've any doubt about the tightness of the spot tv market for the fall, note th:

Madison Avenue timebuyers are discovering that stations have elected to resert*

certain portions of the spots left for specific product categories.

In other words, these stations are in a position business-wise to halt overloading th

schedules with certain types of merchandise; so they're rationing what's left among t)a

thinner categories to get a better balance.

Tv reps found no letup the past week in the rush to spot schedules for the fa.

The calls for availabilities and/or orders included Calumet Baking and Minute Pot

toes via FCB; Bayer and Oxydol via DFS; Good Luck Margarine (OBM) ; Ivory Br

(Compton) ; and Spectran B Tablets, a Revlon adjunct, via KFC&C.

American Motor (Geyer) will be back in spot tv starting October with schedul

in at least 78 markets.

Last season it used minutes and I.D.'s Friday nights on behalf of Rambler.

An old reliable of spot tv, Peter Paul (DFS), has thrown its lot in with networ

minute participations: one each on CBS TV's The Lineup and Rawhide.

Other recruits to these two shows from the spot precincts: Glidden (on Lineup) an

Preem (on Rawhide). Another minute buyer on Lineup: Manhattan Shirts.

Socony-Mobil (Compton) has aligned itself with the nighttime 20-second cam;

to the extent of 50-odd markets.

The copy emphasis will be on the new Detroit models. Hence the initial flight will ru

through October, November, and the first part of December. Schedules will be re

sumed in March.

LaRoche thinks it has the remedy for a continuing headache for both agencie

and tv stations: maintaining the correct rotation for an advertiser whose campaigi

includes a multiplicity of commercials.

The solution : a single form which would make it possible for the station to know wha

the exact rotation will be at least a month in advance. The form would (1) includt

pre-emptions and credits at the beginning of each month, (2) give the agency a fool-proo:

record for SAG payments, and (3) save time and paperwork for station traffic anc

accounting—as well as the various people concerned in the agency from timebuyer to accounl

executive.

Sidelight: Stations in major market handle as ihany as 2,700 film commercials a month,

with some accounts scheduling as many as 15-20 different ones in that period.

If your job entails measuring tv costs-per -thousand—or just keeping in touch with the

progress of the medium

—

you'll be interested in what NBC Research estimates will be

the average number of tv homes for the next three quarters.

The projections look like this:

QUARTER AVERAGE NO. TV HOMES

Last quarter of 1959 44,900,000

First quarter of 1960 45,300,000

Second quarter of 1960 45,700,000

Note: That final figure represents 88% saturation of the whole U.S. In other

words, when the presidential conventions roll around, tv will have at least 12 million

more homes than during the similar conclaves of 1956.
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SPONSOR-SCOPE continued

Now that they're pretty well sold out at night, you can expect some of the top

level people at CBS TV and NBC TV to divert more creative attention to daytime.

Both networks apparently will give more thought to 1) putting additional ginger in-

to the programing, and 2) reevaluating the price and discount structure for daytime.

Two developments that can be figured on to ignite the networks to action:

1) General Foods has canceled out completely (four quarter-hours a week)

from daytime on CBS TV, and P&G has reduced its daytime commitments on NBC
TV from 15 to 9 quarter-hours a week starting 1 Octoher.

2) More and more affiliates are juggling their network daytimers to find room fur

film shows of their own so that they can absorb some of the backlog of minute spots.

ABC TV figures that it's got a strong springboard in daytime sales for the fall

in the fact that all the Daybreak charter members have renewed for the fourth

(juarter.

This group consists of General Foods (now limited to four quarter-hours a week for

the Jell-0 division I , Drackett, Beech-Nut, Johnson & Johnson (all via Y&R), Toni,

and Armour.
These add up to over 50 quarters-hours weekly.

Another index to the changing complexion of daytime network tv: BBDO put

out an intramural memo calling attention to the "shortterm" opportunities in that

facet of the medium.

Said the communique: The networks are willing in many cases to take daytime or-

ders for less than 13 weeks, which situation makes daytime conducive for seasonal

buys, special promotions, and copy tests.

July gave network tv its biggest monthly increase in gross billings this year.

The margin over 1958 was 17.1%. (It's been running around 7-9%.)

The gross sales for time covering July by network: ABC TV, $8,391,470, plus 18%;
CBS TV, $21,861,217, plus 19.2%; NBC TV, $17,883,111, plus 13.9%.

Combined tally for the first seven months: $357,536,290, up 10%.

P&G isn't paying NBC TV any talent costs for the two installments of What
Makes Sammy Run that will be aired via the Sunday Showcase 27 September and 4 October.

It will be the Cincinnati giant's first dip into specials, with Crest earn ing the full

$90,000 per program charge for the time.

Here's the network view on absorption of talent costs:

Since Showcase represents a new concept and the competition is tough, it's logical to

waive the production nut ($110,000 net) on the first few programs.

Breck will spend about $2.5 million on 10 Showcases during 1960.

What with more chunks and bits available. NBC TV the past week scored the big

inning in both nighttime and sports sales.

In the minute participation area Sunshine Biscuit, Renault, and Warner Hudnut
latched on to the Plainsmen. Renault also took on half (RCA has the rest) of the

Moon and Sixpence special.

Pharmacraft and Block Drug picked up alternate weeks of Richard Diamond
—at bargain rates for the show.

On the sports side, McCann-E lined up its owti Esso and Humble Oil accounts

with General Petroleum and Standard Oil of Indiana to co-sponsor on a regional basis the

NCCA football games with Schick Injector Razor. Also Bayuk Cigar and American
Safety Razor split the $3.2-million bill for the 32 Screen Gems golf shows.

P.S.: The total cost of that football package is around $5 million.
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SPONSOR-SCOPE continued

TvB has a presentation in the works that will tell the success story of tv to bai

ers—but with an indirect objective.

The crux of pitch: The risk of loans made to manufacturers, merchants and so for

can be reduced considerably by the borrower's skillful use of tv advertising.

Shulton (Wesley) isn't finding it easy to pick an acceptable special for

$175,000 it has appropriated for pre-Christmas advertising of gift packages.

So it might well take a look at spot tv—though the firm's preference each seas

has been to associate the promotion with glamour programing.

Mogul, Lewin, Williams & Saylor seems to be in a dilemma on how to go abou

converting Barbara Britton, Revlon's ace saleswoman, into a program personality

The format the agency would be likely to use is a five-minute filmed strip of beaut;

patter, with alternating products.

It first tried to spot the package with a tv network, but learned there wasn't am
way the strip could be fitted in.

The agency's latest move: A bid to reps to inquire of their stations as to 1) whethei

the strip is acceptable, and 2) where it could be scheduled.

For the first time a tv producing firm—Screen Gems—will be using spot radic

this fall to call attention to sponsored products on the tv networks.

Each network program will be plugged several times a day for three days prior

to its debut. The shows: Dennis the Menace, Tightrope, and Man from Blackhawk.

Altogether there'll be a total of 1,386 spots (20 and 10-second) in these markets:

New York, Chicago, Boston, Philadelphia, Detroit, and Cincinnati.

The method of payment is an odd one : Partially cash plus a batch of film which

the radio station can barter off to its tv affiliate in the market.

Ward Baking has reduced the prospects for its cake account ($1 million) to

five agencies and should make a choice within a week or two.

The cake business is now at Grey, which is slated to inherit the Ward bread ac-

count, recently removed from JWT.
Marketing sidelight: Cake bakers of the Ward type are fighting against a

dwindling market from two sides: (1) the frozen variety and (2) the tendency among

the momma and poppa stores, outlet for 80% of non-frozen cake sales, to drop these lines

because of their perishability.

With spot tv pretty much in the sellout stage—at least in the top markets

—

tv stations

linked to a local radio station by common ownership are tending to get more friend-

ly toward this competition.

What's happening is this: When the tv outlet finds it can't provide a regional or

local advertiser with the full complement of requested spots, it tips off the radio

station where there is some money to be had.

The motive, obviously, is twofold: (1) keep the business from going to print;

(2) there's a better chance of recovering that business, if needed, when the advertiser

has had a taste of air media.

For other news coverage in this issue, see Newsmaker of the Week, page 6;

Spot Buys, page 48; News and Idea Wrap-Up, page 52; Washington Week, page 57; sponsor

Hears, page 60; Tv and Radio Newsmakers, page 66; and Film-Scope, page 58.

24 SPONSOR • 5 SEPTEMBER 1959



Fwo kinds of husbands ... one kind of television!

Husbands come in all shapes and sizes. So does KPRC television. Leave

it to the program-wise wife to select the right KPRC television for her

husband. One glance at the bias-cut says KPRC-TV will sell when he

watches, never bind when he turns away. Always comfortable. Assorted

sizes, in programs, spot announcements, participations.

Edward Petry & Co., National Representatives

KPRC-TV
HOUSTON

Ji
MAXIMUM SERVICE

TElECiSTER ©
television for big and little

COURTESY OF
P. H. Hanes
Knitting Co,
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reason

why

SPONSOR
tops all

impartial broadcast

trade paper

surveys of

agency/ advertiser

readership



six out of

every ten copies of

SPONSOR
go to

readers

who buy

or influence

the buying of

radio/tv time.

SPONSOR
is written

for them.

through

SPONSOR
they get

what they need

to keep fully

posted every week.



Place ice cubes in old fashioned

glass. Pour in two dashes Angos-

tura bitters, 1 dash Peychaud

bitters, 3 dashes simple syrup,

one ounce rye whisky. Stir until

thoroughly chilled. Coat inside

of second old fashioned glass

with one dash of absinthe sub-

stitute. (Try tossing glass upward

with a twist to coat glass thor-

oughly.) Strain contents of first

glass into second—drink!

Prepared with a toss by Johnny Conrad at The Sazerac Bar in The Roosevelt Hot

WWL-TV... new

NEW ORLEANS
FAVORITE

The New Orleans television trend is all in favor of WWL-TV,!
a two-year-old "upstart" on the local scene.

You want a station that delivers the audience today and

tomorrow— that's WWL-TV.

Sunday thru Saturday
WWL-TV Station B Station C

July Nielsen 6-9 p.m.
9-midnight

%
42

47

%
42

43

%
15

8

July ARB 6-10 p.m.
10-midnight

40.3

46.8

42.3

45.3

16.4

8.3

our Katz man will tell you about the New Orleans trend.

WWL-TV
NEW ORLEANS

28
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AUDIENCES UP

LOCAL IMPACT

LOW COST

TV SELLOUT

AUTO PUSH

NEW INTEREST

MOREfACCOUNTS
LONGER FLIGHTS

SET SALES HIGH

MORE CREATIVE
SALES

NEW PLANS

OUT-OF-HOME PLUS

SPOT RADIO'S BIG TWELVE
12 POWERFUL FACTORS ARE STIRRING UP A REAL SALES
BOOM IN SPOT RADIO; RECORD 4TH QUARTER EXPECTED

Uuring the past two months sponsor has been

hearing more optimistic talk about the progress

and future of spot radio than at any time since

1957.

Such waves of sales enthusiasm, however, are

not uncommon in the air media industry. And they

are not always factually reliable.

This week, therefore, sponsor editors set out to

discover the facts. Is there really a boom in radio

spot? Are there substantial reasons for believing it?

If so, what is causing the upsurge in spot radio

prospects? Where is the trend likely to lead?

The net of our conclusions:

• Yes, there's a definite swing to spot radio, the

most pronounced trend in the past 12 months.

• There is dollars-and-cents documentation for

belief in a spot radio boom.

• At least a dozen substantial reasons lies be-

hind the spot radio upswing.

• Spot radio's 4th quarter should be the biggesl

in historj

.

• The year 1959 should show spot between 5

and 10'
I
ahead of 1958. with total billings of $182

to $190 million (either would make a record year).
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• I960 can easily see the greatest

radio spot expansion of all time.

To thoroughly understand such op-

timistic statements, it is necessary to

analyze carefully the "Anatomy of the

Boom/" to look at the facts which are

causing stations and station repre

sentatives to view the future so hope

fully.

Fact No. 1 is spot radio's sales rec

ord for the first six months of 1959

According to Lawrence Wehh o

SRA. January-June figures ran ap

proximately 5% ahead of 1958 totals.

This performance is all the more

remarkable because spot radio's first

quarter was slow (perhaps 10% off

the 1958 pace ) . The big upswing be-

gan in early spring, and the momen-
tum has been building ever since.

Based on evidence of summer busi-

ness and fall buying, reliable industry

sources are now estimating spot ra-

dio's 1959 total at between $180 and

$190 million. SRA quotes a figure of

$182: some authorities place spot's

edge over last year at 10' - . g

would bring in $190 million, an

time record for the year, sponsor

the basis of its own reports, beli

the figure will at least top $187

lion.

No one, least of all sponsor

believes in a $500 million pote

for radio spot, thinks that such a t

is perfect. As Kevin Sweeney

RAB says, "Frankly, the kind of

over past figures we're speculate

about is by no means satisfactd*.

12 SOLID REASONS WHY SPOT RAI

1
Radio audiences are building fast. This

summer for the first time since 1957. more peo-

ple listened to radio than watched tv. Latest

Sindlinger reports show that radio has led tv every

week since 1 July with an average daily audience over

two million greater than the figures for tv viewers.

4Tv's sellout of choice spot time ii

major markets is swinging many agent

advertisers toward radio. Creative m

ticularly like the fact that full-minute announ

are available on radio spot and that their coj.

need not be compressed to I.D. or 20-secondm

2 Local importance of radio is increasing

steadily. RAB says local radio billings are

8-10% ahead of ivhopping 1958 total of $320

million. Growing acceptance of radio by chains,

supermarkets and other retailers makes it more at-

tractive to advertisers selling through these outlets.

5 Major advertisers like Gillette. (

Foods, General Mills, Coca-Cola, are s

new interest in both large scale and te

of radio spot. RAB reports that many of the »j

radio spot advertisers are spending at a fastq

during 1959 than they were doing a yea\

3 Spot radio costs are holding firm. Since

1956, time costs for spot radio have increased

less than for those of any other national me-

dium. They're up only 2% in three years whereas

spot tv costs are up 29%, magazines 20%, neivs-

papers 13%, according to figures released by SRDS.

6 More accounts are using the spot)r

medium. Figures for the second quart

1959 show 14.4% more different advel

with spot radio campaigns than in the 1st qn

Radio spot is attracting new types of accounti

as toys, books, plus more advertisers per ind



;e setting our sights on 1960 as

fconh a record \ ear, hut a record

»rvlli \ear."'

tut it can't lie denied that the trend

I [i. and the trend is healthy. Now
- hat are the reasons behind it?

I'ONSOR's analysis failed to show

I one strong dominant factor which

Responsible, but there are at least

solid reasons (study the box on

| 29 1 which are combining to

luce a chain reaction.

ladio itself is healthier. A special

report on summer radio listening by

Sindlinger & Co. showed that during

the first six summer weeks more peo-

ple per day listened to radio than

watched tv. And, as we go to press,

Albert E. Sindlinger, president of the

firm is predicting the trend will con-

tinue through August. This is the

first time radio has led tv since 1957

when it had a brief three week edge.

New studies on radio's out-of-home

audiences (long underestimated by

some agencies and advertisers ) are

attracting attention. I he Pulse re-

port on listening at beaches, parks

and picnic grounds, and such recent

RAB studies as thos^ on-the-job lis-

tening (eight out of 10 business estab-

lishments have one or more radio sets

on the premises) have dramatized

radio's bonus listening.

On the sales side, there's been a

healthy growth in the number of ad-

vertisers using spot radio, and on the

number of different brands with spot

{Please turn to page 46)

EADED TOWARD A RECORD YEAR

Automotive spending in radio spot will hit

lew highs in 1959 with Ford's $3.5 million

umpaign a bellwether. Violent competition

mew small car field is expected to produce

upending by Ford, GM, and Chrysler, as ivell

* foreign manufacturers and independents.

WMore creativity, and experimenting, in

spot radio buying, say many reps. Ad-

vertisers seeking new forms, and ways of

using medium, like Wheaties ^-minute sportscasts.

Northivest Airlines using radio spots in non-origina-

tion points. New markets, like Akron, used for tests.

Round-the-clock patterns of spot radio buy-

ing are gaining favor. Leading rep firms

cite MGM's "Radio Spectacular" which uses

s every hour from 6 a.m. to midnight, and

'S test of 500 spots a week as examples of

ind of saturation schedules now being sold.

USet sales continue at high level irith nearly

three times as many radio sets sold in 1958

as tv sets. RAB reports that 1.700.000

Japanese transistors and 500.000 other foreign radios

must be added to U.S. industry totals. More personal

sets in use. Sale of out-of-home sets alone tops tv.

Out-of-home listening surveys show new

evidence of radio's poiver. 70% of boats.

30' of trucks, 80% of business firms are

equipped. Pulse Study finds 40% of groups

ches and parks have portables with them; 75%
i are in use. On-the-job listening reported high.

4k j^k Longer flights for radio spot schedules

m reported to SPONSOR by agencies and reps.

^^^^ In the past most radio spot was limited to

3-5 week campaigns. Now an increasing number of

flights have 13-week minimums. Trend seen to more

serious use of the medium, fewer emergency schedules.



gillilliiilinii ui ii iiini i iiiiiiiiii i iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiinti iiiiiiiiiiiiiiiiiiinii i minium! i in mini iiiiiniiiiiniiiininiiiiniiiniii mini mm iniimimiiiiiiinniinmm i mm mniiiniiiniiimiiiiniinin|

HOW TESTS MATCHED NATIONAL SPOT CONDITIONS

COMMERCIALS were standard filmed commercials (60's, 20's,

10's) of national spot advertisers double and single-spotted dur-

ing heavy store traffic. Average saturation and semi-saturation

frequencies were maintained to simulate broadcast conditions

PROGRAMING was bare-bones skeleton of local format: news,

weather, household and shopping hints. News was unrolled in

teletype fashion without audio; tips consisted of simple sketches.

Baby contest was added (with $5 prizes) as an attention getter

STORE CHECKS were made at checkout counter for reasons

why advertised products were purchased. In most cases, shoppers

were unaware of being influenced by tv ads. Even so, many

slow-moving items were sold out after tv exposure as "specials"

HOURS: Tests ran from 11:30 a.m. to 6 p.m., "prime time"

for grocery shopping. In slow traffic periods, screen was blank

or merely showed the time while music played. Possible re-

sult: New prime time concept in daytime television broadcasting

NTA's hush-hush supermarket test

^ Unpublicized closed-circuit tests of tv impact at point

of sale simulates conditions of national spot advertising

^ Eventual goal: 400 'network' supermarkets locked

to open-circuit schedule of single station in a market

u'nder close security wraps, NTA
conducted a series of closed-circuit

tests last week in a Manhattan and

a Bayonne, N. J. supermarket that

has implications for advertisers far

outweighing the usual experiments

with in-store tv advertising.

Neither NTA nor the market chain

used for the test are willing to discuss

any aspect of it. But through sources

close to the experiments, sponsor

learns exclusively the far-ranging

goals of the hush-hush tests.

Here, in a nutshell is what NTA
plans:

• No flirtation whatsoever with

local, closed-circuit operations of any

sort. The experiments were designed

to test consumer responses to com-

mercials presented in the course of

a normal broadcast day, as an initial

step in plans for

• Establishing a national "net-

work" of 400 supermarkets locked to

the programing schedule of a single

station in a market. In short, open-

circuit television (from 9 a.m. to

6 p.m.) geared primarily to its effect

at point of sale, rather than exclusive-

ly to the housewife.

What does this mean to the ad-

vertiser in terms of programing

changes and treatment of comme
cials on a station beaming to th

dual audience?

Will the same type of commerci

be effective (i.e. filmed commercial

in the case of most national adve!

tisers) ?

What about length of copy an

double spotting with another foo

commercial?

NTA sought answers to all thes

questions in its closed-circuit test

Six receivers were installed for th

tests—one in each corner of the supei

market, one in the center of the bac

wall, another high and to the left c

the checkout stand. Telecasting start

ed at 11 :30 a.m. as store traffic bega

to get heavy, ran until six. Durin

slow periods, the screen was blan,

or showed the time while musiij

played.

First time out, results were incon

elusive because the site (a Daitch

Shopwell store on University Placi
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i Manhattan's Greenwich Village)

,as not typical in terms of shoppers

; attracts (i.e., largely working girls

r younger wives without children,

11 fairly "sophisticated" in their at-

itudes toward tv advertising). But

»hen the test was shifted to a Daitch

nit in Bayonne, N. J. the following

ay, NTA got its answers.

Here's how the commercials were

iandled in both tests:

(ll Type of commercial. Only

ilmed commercials of national ad-

ertisers were used (examples: Fresh

)eodorant, V-8 Juice. Coca-Cola).

,engths varied (60 20 and 10 sec-

mds ) . No effort was made to push

he products with any sort of live tag.

(2) Double spotting. In some

ases, commercials were double-spot-

ed with other food products, some-

imes with a toiletry item, occasion-

illy with a local movie plug.

(3) Frequencies. There was no

jxcessive repetition of commercials,

:he object being to test in-store re-

iction to the normal commercial

requency of saturation and semi-

saturation schedules.

Results were noted in reactions to

i variety of products. Significantly,

a slow-moving regular coffee brand

which usually sells on an average of

three-to-four cans a day) sold out

two shelves-worth in the Bayonne

test. As an added hypo, the coffee

was featured as "today's supermarket

special."

An important sidelight: When ques-

tioned following the purchase of an

item advertised, few shoppers recalled

seeing the ad on their tv screen.

While NTA sifts the results of its

tests for a national spot "open 8 cir-

cuit" supermarket network, a rash of

.ocal closed-circuit operations began

spurting up again. The following de-

velopments were reported by Super-

market News:

• Store-Video, Inc. begins a two-

month test in a Bronx (N.Y.) Grand
Union store 14 September. Test will

feature seven-second commercials for

70 products.

• Sellevision has signed a contract

to put a set in each of 75 American
Stores Co., Food Fair and H. C. Bo-

hack markets in the New York Metro-

politan area.

NTA's name for its proposed open-

circuit operation: Storevision. ^
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WHAT
RADIO SAYS

TO ME

by ROBERT Q. LEWIS

^madio is fascinating, not only from

an entertainment standpoint— but

from the stations themselves, whose

call letters express an endless variety

of thought, deed, action to suit any

mood. For young people, intent on a

radio career, here are a list of sta-

tions. Apply to the ones most suited

to your temperaments or desires.

For instance, if you long for suc-

cess, WISH (Indianapolis, Ind.)

should be your cup of tea. If you're

the flirty type, there's WINK (Ft.

Myers, Fla.) or WINX (Rockville,

Md.), which could get you KIST
(Santa Barbara, Cal.).

Talkative folk should apply at

WIND, which is naturally in Chicago,

and if you enjoy burning the candle

at both ends, trv WICK (Scranton.

Pa.).

If you're in no particular hurry,

there's WALK (Patchogue, N. Y.)

and WAIT (Chicago). Men of action

should investigate WHAM (Roches-

ter, N. Y.), WHEE (Martinsville, Va.)

and WHIZ (Zanesville, 0.).

Don't like your present climate?

Try WARM (Scranton, Pa.) or KOLD
(Yuma, Ariz.), and if money is what

you're after, there's KOIN (Portland.

Ore.) and KASH (Eugene, Ore.).

If you KARE (Atchison, Kans.)

for comfort and vittles, there's KOZY
(Grand Rapids, Mich.), and KOOK
(Billings, Mont.), KALE (Richland.

Wash.). KAKE (Wichita, Kans.) and

KORN (Mitchell, S. D.) on the KOB
(Albuquerque, N. M.).

Like to ask questions? You'd be a

natural for WHO ( Des Moines,

Iowa), WHOM (N. Y. C), WHAT
(Philadelphia), WHEN (Syracuse,

N. Y.) or WICH (Norwich, Conn, i

.

You can be WILD (Boston, Mass.).

KALM (Thayer, Mo.) or KOY
(Phoenix, Ariz.), and if you're ill,

get WELL (Battle Creek, Mich.) in

a WEEK (Peoria, 111.).

If you're the informal type, you

can KOMB (Cottage Grove, Ore.) a

KOYL (Odessa, Tex. ) while announc-

ing your station's KALL (Salt Lake

City) letters.

All right, KEED (Springfield.

Ore.), don't complain. You could be

in a KOMA I Oklahoma City) or

KAWT (Douglas, Ariz.) in a KAVE
(Carlsbad, N. M.).

If you're KEEN (San Jose, Cal.)

on the outdoors, you can fly a KITE
(San Antonio) or KICK (Springfield.

Mo.) a football, and if you're a night-

owl, try WHOO (Orlando. Fla.).

And if you're as weary of all this

as I am. just WAVE (Louisville. Ky.)

goodbye, and reach for some relaxa-

tion with a KOKA ( Shreveport, La.)

KULA (Honolulu) ! ^
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JELL-0 Chinese baby commercial illustrates

humorous approach to hard sell on flavor

lunior is one of the most interest-

ing, yet least understood, types of

television advertising. For any adver-

tiser determined to have his commer-
cials noticed, talked about, and even

praised, humor, well-handled, is a

sure-fire formula. An amusing com-

mercial is a relief to the viewer. It

entertains him. It makes the selling

message easier to take. It elicits his

favorable comment. Precisely to what

extent it sells him varies with each

product.

"But there is nothing funny about

our sales story," says one advertiser.

''If we don't play it straight, how can

we expect the customer to take us seri-

ously?"

"Aha," says another. "Here's my
chance to move in with an 'off-beat'

approach while my competitor is beat-

ing the customer over the head!"

Wit in advertising antedates com-

mercial television by many years.

Will Rogers poked fun in all direc-

tions in writing advertisements for

Bull Durham. The famous Chic Sale

laxative series would be daring even

today.

In 1927 one observer wrote:

"Advertising has taken itself too

seriously. Manufacturers seem to

think their baked beans, non-metallic

garters, windshields and folding um-

brellas are as much a life-and-death

matter to the public as to them. The

light touch, the sense of proportion.

have been missing. After all, fun is

part of existence and has its place in

any kind of literature, even the com-

c L959 by Arthur Bellaire;

by permission of Haiper & Bros.

WHEN TO USE HUMO
IN TV COMMERCIALS

by ARTHUR BELLAIRE
v.p. of radio/tv copy at BBDO

mercial kind, so why not crack a joke

occasionally in paid space?"

At about the same time Clinton M.
Odell of the Burma-Vita Company,
confronted with the problem of ad-

vertising Burma-Shave, had already

spent a considerable sum in cam-

paigns of one kind or another with-

out notable success when he decided

to test a new idea—the placing of a

series of road signs at short intervals,

each carrying a few words of a se-

quence to give automobile drivers and

passengers a smile along with a light

selling message.

"Experts" of the day predicted the

signs would be a waste of money. Ad-

vertising, they reasoned, must prove

the superiority of a shaving cream

with statistics, testimonials or the old

"smiling face" at the top of the col-

umn.

But Mr. Odell bought up some old

lumber, cut it to size and planted the

road signs anyway—six in a series.

One read:

Does you husband

Misbehave?

Grunt and grumble

Rant and rave?

Shoot the brute some

Burma-Shave.

Standard Oil, Flit, Socony, Venus

Pencil, 3-in-l Oil, and Dole Pine-

apple were also among the early users

of humor. Proponents of the new
fun approach were calling for more.

"Advertising does not have to be

cloaked in sackcloth and ashes." cried

one. "The most ennuied yawns in this

world are elicited from serious ad-

vertising," claimed another. A third

even tried to list those advertise

who could not successfully use hum
in their advertising. All he cou

think of were undertakers, charitab

organizations, insurance companie

and churches. "And," he adde 1

"maybe some of these could use itl

Yet proportionately few advertise!

have capitalized on the risibility <

CHEVRON gas commercial demonstrates ho>

comic action may be based on serious reason

the buying public down through th

years.

The most talked-about commercia

of early television was the weekly Sic

Stone pitchman act for Texaco on th(

Milton Berle program. While this

series appealed to many as extremely

funny, it could hardly be called the'

forerunner of the humorous commer-
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al as we know it today. Almost the

rst three-quarters of Stone's act con-

sted of irrelevant routine of fun for

jn's sake and bore no relationship

hatsoever to the product being ad-

ertised. Today's humorous commer-

cials are a more harmonious blend of

Irhirth and selling from start to finish.

True to tradition, the light ap-

roach to tv commercials remains.

1 1 rid will probably always remain, the

xception rather than the rule. Sur-

mising it is. however, that more ad-

ertisers do not investigate this route.

• onsidering the marked success cer-

tain products can attribute to it.

!t is also interesting to note that, of

ninority of advertisers who have

I hosen the comical mood for their

lelevision campaigns, many have

|;taved with it and applied it to their

I)rint media as well.

Most humorous campaigns in tele-

I/ision employ cartoon animation as

\i he main visual technique. The Chi-

Iiese baby trying desperately to eat

||ell-0 with chop-sticks, the motorist

I jo in love with the Chevron Supreme

[zasoline pump that he rips it out and

takes it home in his car, the father

resorting to every trick in the book

to persuade his child to eat Maypo

—

[these are but three of the delightful

gems" executed in animation.

It is a bit more difficult to make

humor "come off ' in live-action com-

mercials. Where real people are in-

volved, the whimsy is more forced

and often more short-lived. This is

not to imply that an effective commer-

cial cannot be built on live-action

comedy, but more seem to fail by use

of this technique than by use of ani-

mation.

Humor is not alone stvle. not mere

juggling with the incongruous and

the ridiculous. Humor is an art, and

when combined with salesmanship it

Becomes a form of persuasion that

stands out in advertising. A trulv

humorous commercial, executed in

good taste and including just the right

amount of sell, requires skill to create.

Humor, it has been said, lies more
in the power to see realities behind

outward appearances than it does in

the power of expression. "The hu-

morist needs intuition more than in-

tellect." The copywriter needs both,

plus a knowledge of the principles of

selling, plus the power of expression.

The television audience, it should be

remembered, is exposed to comedv

2IIIHWU mi minimi imniiiim iimim milium

Arthur Bellaire

"TV ADVERTISING — A
Handbook of Modern Practice"

[Harper & Bros., N.Y.C., 292

pps., $6.50) is a new book by

Arthur Bellaire, v.p. of tv radio

copy at BBDO. The story on

these pages is a condensation of

one of its 17 chapters. It is

written for advertiser, agency-

man, station and network man.

producer, copywriter, actor, an-

nouncer, student. Foreword is

by Henry H. Schachte. execu-

tive v.p. of Lever Brothers Co.,

and chairman of the ANA.

nimiiimmi iiiiimiiiiiiiiiiiiiiiniii iiiiimiiimii

shows regularly, and anything less

than a professional job is not likely

to impress.

A humorous commercial consists of

more than funny little characters

rushing around madly. It must begin

where all good advertising begins

—

with a selling idea. Conceiving such

ideas and applying them to everyday

products takes some doing.

Probably the most overworked

phrases in the business of television

advertising are "hard sell" and "soft

sell." The former is used to refer to

the straight, factual, reason-why ap-

proach ; the latter, to encompass the

lighter styles, including humorous

commercials.

Charles H. Brower laid both ex-

pressions to rest when he observed,

"There is no such thing as 'hard sell'

or 'soft sell.' There is onlv 'smart

sell' and 'stupid sell.'
'

His point was that any effective

commercial or advertisement results

from serious "hard sell," regardless

of the approach. Good-humored
warmth simplv breaks down the bar-

riers between advertiser and consumer

and builds up a state of positive

friendliness and trust—even gratitude

and generosity.

There can be no general rule for

selecting or rejecting humor for any

specific commercial since much de-

pends upon current conditions and

the cleverness of the proposed con-

cept. These are the exceptional situa-

tions where humor rates studied con-

sideration :

1. For products whose television

commercials enjoy sufficient fre-

quency to register a new7 lighthearted

image on a broad scale.

2. For products whose prrrnar) ap-

peal is taste.

3. For products which have lacked

new features over a number of years.

4. For products needing a sharp

change-of-pace in their advertising.

5. For products lacking significant

exclusive features or other marked

advantages over competing products.

6. For products which suggest fun

and pleasantry in their usage.

7. For products which do not rely

on their selling on detailed live-action

demonstrations.

Once he decides on a humorous
campaign in television, the advertiser

should also decide to give it a fair

I Please turn to page 46 I

RAID animation made bugs neither too cute

(to be killed) nor too realistic (to repel)
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PRIZE PLATTER: Robert Smallwood, board chairman of Tea Council (center) presents iced tea e. t. for 1959 to Leo Burnett Co. admen-
execs. Guy S. Safford, v. p. and account supervisor and Charles M. De-ing, account exec. Tea Council commercials won John Blair award'

Iced tea heats up 29 markets

LAST OF A
SIX-PART SERIES

SPONSOR'S
BLUE
RIBBON
RADIO
SERIES

^ Entire $500,000 ad budget for iced tea campaign of

Tea Council is invested in radio in 29 major markets

^ Strategy behind campaign is to reach housewives

with soft-sell reminders at moment of 'beverage-decision'

\J a almost any given afternoon, at

some time between 3:30 and 6:30

p.m., the average American housewife

is in her kitchen preparing the eve-

ning meal. It is a propitious moment

for someone in the tea business to

suggest she "drink iced tea more

often." that she serve it tonight at

dinner. All she has to do is get out

the tea caddy and put the water on to

boil.

Perhaps one day in the week the

housewife is not in her kitchen at

that time of the afternoon, but rather

out in the car with her family ( a Sun-

day, for instance). But the chances

are very good that they will be

pulling in to a restaurant shortly, and

again a reminder to "have iced tea

today" packs a lot of motivation.

The cooling glass of tea is as near at

hand as the waitress.

This is the capsule advertising

strategy of one of radio's most in-

teresting clients—Tea Council of The

U.S.A., Inc. Leo Burnett Co., of

Chicago, is the Council's advertising

agency.

For the third straight year, this

organization has invested its entire

iced tea ad budget in spot radio.

This year's investment since 15 May
has been more than $500,000.

It has bought the Tea Council late
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fternoon saturation on nearly 100

adio stations in 29 major markets,

requency of announcements ranges

torn 65 to 115 spots a week, depend-

ng on the market. Announcements

ire scheduled between 3:30 and 6:30

n the afternoon, seven days a week.

"Radio was originally chosen to

nount the iced tea offensive," says

Robert Smallwood, board chairman

>f the Tea Council, "because it ful-

fills the following criteria for media

selection : It reaches great numbers

A people, particularly housewives, at

a time when action can be effected,

and reaches them with sufficient fre-

quency and urgency to produce that

action.

"More specifically," Smallwood

continued, "the Council feels that

radio beams to hordes of housewives

in the afternoon at home, where they

can conveniently prepare iced tea for

the evening meal.

"In addition, the Council is inter-

ested in the 'bonus' that radio pro-

vides with its out-of-home audiences

—in cars and recreation areas where

iced tea is easily accessible at restau-

rants and other eating places."

The Council's radio effort on behalf

of iced tea is an important part of its

over-all promotion of tea consump-

tion in the U.S. The Council was es-

tablished in 1950, was reorganized

three years later. Leo Burnett Co.

has been its agency since the be-

ginning.

It is a non-profit international part-

nership between the governments of

India. Ceylon, and Indonesia, and the

U.S. tea trade, dedicated to waging

teas competitive fight for increased

sales and consumption.

How successful have its efforts been?

The answer to that is in these rather

impressive statistics:

At present, the U. S. is the second

largest tea-drinking nation in the

world, consuming more than 30 bil-

lion cups annually. Since the Council

was begun in 1950, consumption of

tea in this country has been on a

continual upswing. The net gain in

consumption since 1951 has been

more than 20%. Total tea sales in

the U. S. for 1958 are estimated at

over 108 million pounds.

This year's iced tea radio campaign
was launched on 15 May in Atlanta.

^iiiiiiiiJii iiiiMiiiiiiiiiiuiiini in miiiiiimiiiiiimiiiiiiimiiiiiimi iiiiiiiiiiiiiiiiiiiiiii!! minimi mi iiiiiiiiiiimiiiiimiiii!

1

P-OF Ts LIKE THESE HELP DRIVE

That extra push: Shown above are three examples of point-of-purchase

merchandising used by Tea Council to support its radio iced tea campaign.

The Council, established nine years ago, leaves nothing to chance in pro-

moting both iced and hot tea, nor doe* its agency, Leo Burnett who lia>

serviced the account since the beginning. Result: the U. S. is the world's

second-largest consumer of tea, drank more than 30 billion cups last year.

Sales in this country for 1958 are estimated at 108 million pounds, represent-

ing a net gain in excess of 20% since the Council was begun. Radio played

bitr role in sain: commercials have become among most liked, best recalled.
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RAB'S KEVIN SWEENEY SAYS . . .

"The Tea Council's problem is

one of building and maintain-

ing an 'image' rather than

selling a specific brand. Cer-

tainly its success ivith radio

proves the medium's ability to

do this—effectively, entertain-

ingly. In creating a simple,

listenable jingle, the Council

has acquired a powerful asset,

one that can be used again and again for years to come.

'Simplicity and repetition ivas our campaign keynote,'

says Council chairman Robert Smallwood. 'And we
selected radio because it reaches great numbers of peo-

ple, particularly housewives . . . and reaches them with

sufficient frequency and urgency to produce action.'

Not all jingles may wind, up being a No. 1 request tune,

as the Council's did, but it's clear that the right sound,

repeated often enough on radio, can build up aivareness

quickly and at low cost. This is what radio promises"

;iiiiiiiiiiiiiiiiiiiiiiiiii!!iiiii;iiM iiiiiiiiii;iiiiii!iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii,iiiiii^

Birmingham. Dallas, Fort Worth,

Houston, San Antonio, Memphis, Mi-

ami, Greensboro, New Orleans and

Charlotte. By 1 June, Burnett and the

Tea Council decided the warm front

of iced tea weather had moved suffi-

ciently northward to add these mar-

kets: Louisville, Norfolk. Richmond,

St. Louis, Baltimore, Washington,

Cincinnati, Indianapolis, New York,

Philadelphia and Pittsburgh. Two
weeks later, the campaign was in full

swing with the addition of these eight

markets: Boston, Buffalo, Chicago,

Cleveland, Detroit. Los Angeles, Prov-

idence and San Diego.

Keynote of the iced tea campaign,

according to Smallwood, is simplicity

and repetition. "Basically," he points

out. "our job is not to sell people on

iced tea because there is no appreci-

able consumer resistance to our prod-

uct. Almost everyone likes iced tea.

What we have to do is simply to re-

mind people to prepare and order it

—our major target being the house-

wife.

"In line with this reminder policy,"

he continued, "we have been using the

same music since 1957 together with

the same basic lyric: "Why Don't You
Have Iced Tea More Often? Why
Don't You Have Iced Tea Tonight?"'

This year, the Council and Burnett

continue to build on the public's fa-

miliarity with both words and mus4t.

(In a test last year, more than 66'/c of

the persons interviewed had no dif-

ficulty filling in the blanks of Why
Don't You Have More
Often?)

The only things that have been

added to this year's commercials

are some new musical arrangements

and variations on the lyrics. The ar-

rangements are Italian, Oriental,

French, Hawaiian and Viennese with

the lyrics sung in those languages.

There also is another arrangement

to the commercial tagged as "Boston

Pops."

Says Smallwood, "We are keeping

lyrics to a minimum, gambling that

the song is so familiar by now to aud-

iences." The bet is sure-fire.

The Tea Council commercials come

in all sizes: Minutes, 30 seconds, 20

seconds and 10 seconds. In some mar-

kets, the iced tea commercial jingle

has become a favorite request item;

i

on many stations it gets the "bonus1

of extra mention by d.j.'s and an

nouncers, frequently earning a plu|

before and after the announcemerj

itself.

Outstanding in the creative corr

mercial approach to Tea Council cor

mercials is the soft sell. "In our coni

paign," says Smallwood, "there is ai

entertainment reward for listeningl

there is pleasure and the projectioi

of a bright, happy image of thj

product."

At client headquarters in Ne>

York, guiding the advertising strate

gy are Robert Smallwood, boan
chairman of the Tea Council anc

John Anderson, director of adver

tising and promotion. As SPONSOR

goes to press, Anderson has been pro

moted to executive director of the Tee

Council, but in this new post will still

continue in charge of advertising.

In Chicago, at Leo Burnett Co.Jk

the strategy team is headed by Guy S| I

Saffold, vice president and account

supervisor, and Charles W. Dering,

Tea Council account executive. As is >

the case with all Burnett accounts, the

client has the services of the entire i

agency facilities in both copy and

media.

In addition to its iced tea radioi

advertising campaign, the Council!

promotes both iced and hot teal

through research, merchandising, pub-

licity and promotion. In advertising

iced tea, radio is the sole medium;

for hot tea, tv is used to the tune of

more than $1 million a year.

Strategy behind this decision of

division of budgets shows through.

Hot tea—in direct competition with

hot coffee—can use the extra impact

of tv demonstration. Iced tea, on the

other hand, needs no hard sell—just

a reminder often enough' at the right

times. This is what radio can do

most economically.

Public relations for both iced and

hot tea is handled by Fred Rosen

Associates, Inc. The entire budget for

every phase of tea's unrelenting cam-

paign is in the neighborhood of $2.25

million this year.

As Smallwood puts it, "Another

factor in the Council's continuing

selection of the sound medium is the

latter's 'oft-touted frequency' which

in iced tea's case is particularly neces-

sary because of the reminder quality

of the sell and also because of budg-

etary considerations." ^
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"A Hot questions media

men want answered

I his week, the desk of Dave Kim-

ble at Grey Advertising probably

contains some of the hottest corre-

spondence you'll find in one in-box

at any agency in the country.

Tenor of the letters indicates all

too clearly that the past summer

brought no vacation from the burn-

ing questions that beat down on me-

dia men like the August sun. How
does Kimble come by these letters?

He's chairman of the upcoming time-

bin ing and selling seminars which

the Radio & Television Executives

Society is holding for the sixth year

in Manhattan.

SPONSOR sifted through this corre-

spondence for some clues to just what

questions are gnawing at media men
and the men who sell them time.

There's no doubt the FCC hearings

are still a hot issue with many. One
agency media head wants to know

just what role control of tv program-

ing plays in an advertiser's media

plans, suggests that the media direc-

tor of a leading soap company put it

on the line. Another suggestion:

that the media chief of an agency

with large soap billings spell out just

"what agencies should do in tv buy-

ing." Still another suggestion: that

a network head and certain stormy

petrel among station group owners

debate "should tv nets be licensed?"

Aimed at rippling the placid sur-

face of many a timebuyer's and sell-

er's attitude toward "station pluses,"

one agencyman poses this one:

"Show us just how reliable station

promotion packages (involving give-

aways, etc. I are." More and more,

some representatives seem to be chaf-

ing under station merchandising poli-

cies that often make their services

{Please turn to page 67)

FCC HEARINGS: What is the importance of

tv program control to an advertiser's'media

plans? Exactly what should the agency's

role be in tv buying? Should networks be

licensed by the FCC? Were hearings needed?

SELLER'S SERVICES: What should an agency

expect from a network or large rep in way

of competitive information? Just how re-

liable are station promotion packages?

More information on station group selling

RADIO BUYING: Is rate cutting most preva-

lent in sports? In triple spotting, how

much effectiveness is lost because of poor

programing? Radio deserves a voice at the

conference table. Does music mean ratings?

TV BUYING: Will use of tape be a factor

in major market tv in 1960? Are feature

movies most effective late night buys?

Saturation formula—myth or mathematics?

Are merchandise deals eliminating the rep?

BUYING ETHICS: Are news shows exceeding

number of products an advertiser can buy

in 15 minutes? Are feature film shows

jamming too many competitive products

into an hour? What forces rate cutting?



w m&w
ARMSTRONG TIGHTENS
ITS GRIP WITH SPOT TV

y

^ Tire company ups spot tv budget to $800,000, uses

5-12 spots per week, seeks prime time minutes, $2 cpm

^ Strategy contributes to 47% sales rise; copy has

high memorability, strong dealer merchandising appeal

#% tire manufacturer excluded from

original equipment contracts must

rely on one of two basic strategies to

market his product: 1) price or 2)

superior quality.

Armstrong Rubber Co., West Ha-

ven. Conn., takes the second course.

It uses a safety story with strong

dramatic demonstration and plans

campaigns designed to keep 10,000

local dealers enthusiastic and loyal.

In a way, Armstrong competes with

itself. Ranked sixth among tire pro-

ducers, Armstrong is, in fact, the

largest supplier to Sears Roebuck,

whose All-State brand holds fourth

place in popularity, largely because it

is based upon a strong price appeal.

Informed tire industry sources esti-

mate Sears gets about 80 r
/r of Arm-

strong's production, that the Arm-
strong brand name accounts for

about 30% (or $27 million) of the

company's $81 million yearly sales.

Over-all, Armstrong sales have

gone up 47% in the last five years,

6.8% last year. The Armstrong brand

comes in for a healthy share of this

jump as the end effect of a local

media strategy geared to increased

use of tv as a selling and merchandis-

ing medium.

Last year alone, sponsor estimates

that Armstrong spent roughly

000 in spot tv. Chief watchdogs over

this ad budget: the company's agen

cy, Lennen & Newell, and Armstrong's

ground-covering, hard-bargaining ad

manager, Leo Sklarz.

According to Sklarz, the following

are indispensable in building strength

at the local level:

• Prime time minutes scheduled

after 6 p.m. to reach as large an adult

audience as possible. Says Sklarz:

"Since we cannot tell our story and ;

include a 10-second dealer tag in less I

than a minute, we need prime time as I

well as fringe time minutes." He finds

them in packages, participations and

through outright bargaining, says

they're available to admen who will

take the trouble of visiting stations

personally to get them. (Sklarz tries to

call on most of the 82 stations in

Armstrong's 63 television markets.)

• Weekly schedules of five to 12

announcements. This schedule prevails

except in large cities—such as San

Francisco, Los Angeles and New
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York—which require from 17 to 19.

Inasmuch as Armstrong's national

budget is determined by an advertis-

ing sales ratio, individual market

Kts are adjusted within the basic

budget, but never deliver below a

schedule of five-to-six spots per week

in Class A and B time periods.

• Dealer tags on all spots. Buying

of stations in larger markets departs

from the basic schedule largely be-

cause dealer tags are used on all spots.

and frequency of dealer mentions is

desirable. Thus, the number of deal-

ers within the coverage area of a tv

station becomes a big factor, since it

is not always possible to buy the high-

est rated No. One station in a market.

New York City, for example, with

seven tv channels and the highest vol-

ume of Armstrong sales, needs a

larger number of announcements

weekly than the basic five to six. The
New York area also has some 20-25

distributors whose tags are rotated

as frequently as possible."

• $2 cost-per-1,000. For all mar-

ket?, large, medium and small, the

firm maintains a cpm of $2. Based

on industry cost rises of 7 to 8%, it

is considered in line with the $1.92

cpm of 1958, the $1.66 of 1957.

• Some sports participations. The
only departure from the after-6 p.m.

rule. Usually a baseball participation

on a weekend afternoon particularly

desirable for this type of product.

Currently, spot tv accounts for 65%
of the Armstrong brand budget; con-

sumer magazines, 25%; trade papers.

5%; farm papers, 3%; and about
2'

i for production.

"About seven years ago Armstrong

conducted a test of spot television in

the six western states included in its

Western Division. Up until that time

advertising had been confined pri-

marily to magazines and trade papers

on a national basis. The success of

this test with both the trade and con-

sumers was so impressive that the

company extended its use of televi-

sion throughout the country."

At the same time, Armstrong ex-

perimented with ways to put its

sales message across. "We found

minutes worked best," Sklarz says.

"Copy appeal is based on research

which showed us that the feature

most desired in a tire is safety. To
demonstrate the patented safety fea-

ture of Armstrong tires, a visual de-

( Please turn to page 67)
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TV INCOME: MULTI-STATION MARKETS

Here are the income figures ( 1958) as released by FCC
for all U.S. markets having three or more tv stations

TV MARKTTS
STAT.ONS
O'E^AT :jg

STATIONS
$25,000+

Albany-Schenectady-Troy, N. Y.

Albuquerque, N. M.
Altoona-Johnstown, Pa. ._

Amarillo, Tex. .. -

Atlanta, Ga. -

Baltimore, Md
Boston, Mass. -

Buffalo-Niagara Falls, N. Y. __
Cape Girardeau, Mo.-Paducah, Ky.

Cedar Rapids-Waterloo, Iowa
Charleston-Huntington, W. Va., Ashland, Ky.

Chattanooga, Tenn.
Chicago, 111. - - -

Cincinnati, Ohio
Cleveland, Ohio -

Colorado Springs-Peublo, Colo. —
Columbus. Ohio
Dallas-Fort Worth, Tex.

Denver, Colo. _. _ —
Des Moines-Ames, Iowa —
Detroit, Mich.
El Paso, Tex.

Evansville, Ind.-Henderson, Ky
Flint-Lansing-Bay City, Mich.

Fort Wayne, Ind.

Fresno, Calif — —
Green Bay, Wise.

Greenville, S. C.-Ashville, N. C. —
Harrisburg-Lancaster-York, Pa _.

Hartford-New Haven, Conn.
Honolulu, Hawaii
Houston-Galveston, Tex.

Indianapolis-Bloomington, Ind
Kansas City, Mo.
Knoxville, Tenn.
Las Vegas-Henderson, Nev
Little Rock-Pine Bluff, Ark. ...

Los Angeles, Cal.

Madison, Wise.

Memphis, Tenn.
Miami-Fort Lauderdale, Fla

Milwaukee, Wise. ._...

Minneapolis-St. Paul, Minn.
Mobile, Ala.-Pensacola, Fla. _..

Nashville, Tenn.
New Orleans, La
New York City, N. Y. ...

Norfolk-Newport News, Va.

Oklahoma City-Enid, Okla ._

Omaha, Neb. _

Orlando-Daytona Beach. Fla.

Peoria, 111.

Philadelphia, Pa. ___ ....

Phoenix-Mesa, Ariz. ..

Pittsburgh, Pa.

Portland-Poland Springs, Maine
Portland, Ore.

Richmond-Petersburg, Va.
Roanoke-Lynchburg, Va. ...

Rochester, Minn.-Mason City, Iowa
Rochester, N. Y.
Sacramento-Stockton, Cal.

Salt Lake City-Provo, Utah ...

San Antonio, Tex. ... ... _.

San Francisco-Oakland, Cal.

Seattle-Tacoma, Wash.
South Bend-Elkhart, Ind _

Spokane, Wash.
Springfield-Champaign, 111.

St. Louis, Mo
Tampa-St. Petersburg, Fla

Tuscon, Ariz
Tulsa, Okla
Washington, D. C.

Wichita-Hutchison, Kans.
Wilkes Barre-Scranton, Pa.

Youngstown, O.-New Castle. Pa.

3

3

3

3

3

3

3

4#
3

3

4

3

4

3

3

3

3

4
4

3

3

3

3

4#
3

3

3

4
6#
4#
4#
3

4

3

3
3

3

7

3

3

4#
4
4
3

3

3

7

4

3

3

3#
3#
3

4

3#
3

3

3

3

3

3

3

4#
I

5#
5#
3

3

3

3

3

3

3

4
3

4#
3

TOTAL 77 MARKETS
MARKETS LESS THAN 3 STATIONS (191)
GRAND TOTAL

265

254
519

259

241

500

TOTAL
BROADCAST
REVENUES

$4,607,364

1,525,488

3,057,464

1.736,794

5,850,179

7,806,468

17,797,805

7,563,662

1,400,356

2,282,995

3,607,081

1,661.036

32,856,267

8,376,399

13,833,908

1,318,349

6,372,445

8,175,805

6,104,085

3,024,135

15,897,967

1,700,086

1,425,156

4,168,424

2,134,866

2,514,805

2,145,080

2,163,535

3,541,828

5,542,307

2,100,377

7,300,257

8,010,398

7.0S8.769

1,963,877

I.cm «^3

2,178,556

36,407,434

1,649,456

4,349,099

7,698,029

7,108,581

9.678284
2,203,944

3,698,539

5,465,377

58.862.C2S

3,834,869

4,752,021

4,151,506

1,858,633

2,113,771

19,671,590

3,216,041

12,970,856

2,151,112

5,113,373

2,816,876

2,375,458

1,377,971

3,740,381

3,872,492

3,231,691

3,460,993

13,955,409

6,492,076

1,684,248

2,647,107

2,903,770

9,004,497

4,057,190

1,527,344

3,491,221

9,613,404

3,004,219

2,616,764

1,626,313

$490,340,600

$138,991,737

$629,332,337

NOTE: Total revenues consist of total time sales Leaf commissions plus talent and program sales ffNot all

stations in this market operated a full year during 1958. ADDITIONAL NOTE: Wailuku, Hawaii, a 3-station

market, not Included due to incompleteness of report. Only 1 of 3 stations reported.



DAY VS. NIGHT TV AUDIENCES
^ Charts in SPONSOR'* Air Media Basics reveal some

important differences in reach, audience composition

^ Here are handy rules-of-thumb for timebuyers and

account executives, derived from Nielsen tv studies

I he goldmine of factual informa-

tion in sponsor's 13th annual Air

Media Basics continues to amaze me-

dia men and ad managers who have

been digging into this 224-page "use

book."

Typical of the data it contains are

these three charts on day and night

tv audiences, prepared by A. C. Niel-

sen. A thoughtful study of these

charts reveals such highly important

and useful generalizations about the

nature of the television medium as

the following:

• Both day and night tv reach a

sizable percentage of total tv homes

in the course of a given week.

• Nisht tv, however, reaches a

higher percentage (94.2) than does

daytime (85.1).

• Total night-time viewing hours

are almost double those in daytime

(990,866,000 night vs. 458,972,000

day).

• The average amount of night

time viewing per home per week is

24 hrs. 45 min. For daytime—12

hrs.. 42 min.

• Tv viewing at night is spread out

fairly evenly among all homes. Tv
daytime viewing tends to concentrate

in a smaller number.

• Nighttime tv offers an advertiser

great reach (or "coverage") while

daytime gives an advertiser greater

frequency of impression.

• Young families are the heavies

tv viewers, day and night.

• Large families do more viewin;

than small families, during both da>

and night.

Other equally important conclu

sions can be drawn from a furthe

study of these and the more than 20(

other charts to be found in Air Medii,

Basics.

If you have not received a copy o

this valuable book, or if you neec,

extra copies of the Radio Basics, Tt

Basics, or other sections, please writ*

to sponsor, 40 E. 49th St., New Yorl'

17. Single copies of Air Media Basic.

are $2 and we will be glad t«j

quote quantity prices. ^
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Assembled from Nielsen data, based on 2-8 March 1958 report, this chart gives a profile of tv viewing. To com-

pile, all homes were first ranked by weekly hours of viewing, starting with the heaviest and proceed-

ing down to the lightest viewers. The list was then divided into five equal parts (quintiles) and the average

viewing hours per week of each group was determined. Note in comparing the night and day bars, that the

heaviest night viewers accounted for 30% of total viewing, whereas the 20% of heaviest daytime viewers ac

counted for 46%. Also that night viewing, compared to day, is relatively evenly distributed among all groups
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This chart uses the viewing quintiles as shown in the "Total weekly audience" chart. It breaks down the

heaviest viewing 20% (and the next and the next, etc.) by the age of the housewife in the family. Note how

homes with younger housewives predominate in the heavier viewing groups, while those with women over 50

make up a greater share of the lighter viewing quintiles. Incidentally, these breakdowns are for "age of house-

wife in the family" but do not necessarily mean that the woman herself was viewing. They are, however, a gen-

eral indication of the age of the family. Apparently tv's greatest appeal both night and day is to the under

50 groups. There seems to be no significant difference in pattern between night and daytime viewing in this kind

of breakdown. Incidentally, the classification "none" me 3ns the woman works and so is not at home during the day

.
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Again this chart uses the "heaviest to lightest" quintiles from the chart o:i Total Weekly Audience. Here, how-

ever, the various 20% groups are broken down by size of family. A study of these figures shows clearly that

homes with larger families do more tv viewing both day and night than those with only one or two members.

It is interesting to note that though small families (1-2) account for 31.3% of the cumulative nighttime audience,

they form only a small fraction (15.3%) of the heaviest viewing group. As in the esse of "Age of Housewife"

breakdown, there seems to be little significant difference between night and day viewing, according to family size.
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With new approaches to public service, SPONSOR ASKS:

Is public service programing

Station people air their views on

public service programing stream-

lined to build audiences, its im-

pact on listeners and sales value

Frank Tooke, sen. mgr., WBZ-TV,

Boston

Two years ago, WBZ-TV produced

a season-long public service project

called Let Freedom Ring. We were

able to sell either individual shows

or a series of programs in prime time,

gratified that so many stanzas de-

Fes, if as well

produced as

other station

programing

signed to support an over-all objec-

tive were not only bought by adver-

tisers but drew healthy ratings.

One of the series, for example,

showed how our American heritage

has influenced music. Several tele-

casts were devoted to jazz and these

became a package for a regional

food manufacturer, receiving excel-

lent attention from the press.

Another ambitious series under the

public service umbrella was devoted

to encouraging interest in science

among high school and college stu-

dents. IBM purchased 13 weeks to

recruit engineers and scientists.

Today, we offer for sale, as a

matter of course, all our programs.

Merchants National Bank is currently

sponsoring American Forum of the

Air in prime time. Since 1950, WBZ-
TV has been airing Starring the

Editors in an early evening slot; it

has proved to be an excellent vehicle

both for hard sell commercials and

institutional advertising.

One-time shows are also scheduled

in maximum viewing hours with suc-

cess. Films such as "The Russian

Revolution" and "The Secret Life of

Adolph Hitler" were a little difficult

to sell, but the clients who bought

them were highly gratified.

To schedule and sell a public serv-

ice program, you must ask yourself:

What audience are we trying to

reach? Is the subject matter timely

and important? Are we in an area

which provides enough big adver-

tisers who could be expected to help

us? And most of all: Is the public

service show as well produced as the

station's other programs?

If a public affairs program has

imaginative planning and creative

production and provides the audience

with excitement, variety and show-

manship, then it most certainly can

be sold. But, without all of television's

essential ingredients it won't get sold,

and it doesn't make much difference

whether you try to move it off the

shelf in prime time or at 8 a.m.

Sunday morning.

A. L. Hollander Jr., progr. dir.,

WABC-TV, N. Y. C.

Public service is salable if it is

originally conceived as a commercial

venture. One of the first steps in

effecting this is in pre-show talks with

the individuals involved in the pro-

gram. And, in the blueprinting of

public service programs, WABC-TV

Salable

conceived as

commercial

venture

has found that regardless of how
austere or exalted the people with

whom we work are, we have never

been refused permission to integrate

appropriate commercials with the pro-

gram. In the case of public officials,

when they have been assured that

commercials will not violate taste

—

and at the same time will be suf-

ficiently insulated from the program

so there is no carry-over of endorse-

ment—permission to sell the program

has always been forthcoming. I am,;

of course, referring here to programs!

which are not financed by outside}

organizations. A fund organization

making financial provisions for the|

placement of a show on a station, the!

station, of course, cannot make it

available for sale.

As an example of my original

thesis, WABC-TV is currently in the

midst of talks with a public official!

in connection with a projected week-j

ly program on civic affairs, and per-

1

mission to secure a sponsor has been;

sought and granted. Additionally, in-

terest has been invoked in a respect- 1

able number of quality advertisers.

Another station project currently

under consideration, which is in line

with one of President Eisenhower's

pet projects, has the wholehearted!

endorsement of a top Presidential!

aide in the area of making the pro-

gram available for commercial sale.

'

We feel that the public will more
readily accept a program which has

the approval and confidence of an

advertiser. Stations can, I think,

encourage public service interest in

advertisers by bringing them into the

picture in the early planning days of

a program. Advertisers, as well as

stations, realize their responsibilities

to the public, and they are more than

receptive to worthwhile projects

which will result in goodwill.

Kitty Jackson, producer-writer, WTOL-

TV Toledo, 0.

Of course public service is salable,

but only if it embodies showmanship

—in other words if it is interesting,

entertaining and designed to appeal

to a mass audience. An interesting

case in point is WTOL-TV's The

Sounds of Jazz, a 13-week education-

al public service series currently run-

ning its Mondays, 12:15 to 12:30 p.m.

Presented in cooperation with the

music department of the Toledo Mu-
seum of Art, The Sounds of Jazz

traces the evolution of this exciting

American art form from its nascence

44 SPONSOR 5 SEPTEMBER 1959
I



salable?

in the Storyville district of New Or-

leans to the progressive sounds heard

in the most avant garde bistros.

The heavily researched series util-

izes original recordings and filmed

Showmanship
can help to

make it

salable

interviews with jazz notables. The

I program features a panel composed

| of the manager of the Toledo Sym-

phony Orchestra, Don Barnette; a

j

popular local deejay, Jim Hamilton;

and jazz pianist Art Edgerton.

Quite naturally, the panelists di-

h versified musical backgrounds pro-

I voice spontaneous and controversial

discussion to the delight of the view-

I ers and the trepidation of the show's

clock-watching director.

Letters and phone calls from view-

ers as well as reviews in area news-

papers have been impressive. A
Michigan housewife tapes each show
for her husband to hear when he

comes home from work, and area

lunch counter proprietors report in-

terest from the gaze-while-you-gobble

set.

Although the current series is not

intended for sale, inquiries from in-

terested agencies and clients prove

that educational public service shows

presented entertainingly are highly

,
salable. Advertisers have shown in-

terest in being identified with unique

programing, and a public service

series such as The Sounds of Jazz

helps give clients the happy feeling

that this is a station which has the

courage to deport from established

format—and make it work.

Is public service salable? I'm sure

of it. And furthermore, I believe it

creates the kind of positive station

image, which promotes sales in all

areas of programing. ^

What a year
this has been

(so far) for

YOUNGTVPRESENTATION

Appointments in 1959 alone.
(The order is chronological)

WHCT Hartford, Conn.
WTVC Chattanooga

KMSP-TV Minneapolis
WNTA-TV New York
KNTV San Jose

Our old and fast friends:
(The order is alphabetical)

CKLW-TV Detroit
KELP-TV El Paso
KHVH-TV Honolulu

WCOV-TV Montgomery, Ala.
WEHT-TV Evansville
WGEM-TV Quincy, 111.

WICC-TV Bridgeport, Conn.
WICS-TV Springfield, 111.

WKYT-TV Lexington, Ky.
WLOF-TV Orlando

WPTA (TV) Fort Wayne, Ind.
WSEE-TV Erie

WTVM Columbus, Ga.

Obviously, this phenomenal growth
has its reasons. We'll be happy

to list them.

YOUNG TELEVISION
CORPORATION

An Adam Young Company
New York • Chicago • St. Louis • Los Angeles

San Francisco ' Detroit • Atlanta
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SPOTS BIG 12

[Continued from page 31 )

radio campaigns. 1.032 national and

regional firms used spot radio in the

second quarter of the year, an in-

crease over the first quarter of 14.4%.

At the same time many of spot

radio's top accounts are now spend-

ing at a faster rate. This is particu-

larly true in the automotive field

where the giants are locked in a new
life-and-death battle over the small

car market and spot radio will be an

important weapon in the warfare.

Reports to sponsor from such lead-

ing representative firms as Blair,

Katz. PGW and many more, indicate

that there seem to be new patterns in

spot buying, with longer flights, and

more creative uses of the medium
emerging.

Such mammoth new ventures as

the Gillette spot radio campaign (see

sponsor, 29 August I are indications

of a new willingness among major

advertisers to re-examine and test

spot radio, and then build specific

plans with the medium to fit their

own marketing problems.

sponsor has reported a number of

such tests now in progress, including

that being run by General Foods, and

a secretly conducted inter-media test

by General Mills.

All in all there are dozens of proj-

ects in the wind which should spell

an expanding future for radio spot.

The boom ( for that is how it must

be considered I is causing some head-

aches, however. Despite what seems

to be a vigorous new interest in radio

on the part of many national and re-

gional advertisers, station and mar-

ket lists continue to be limited. As

one rep firm told sponsor, "Our busi-

ness is wonderful in the top 25 cities,

but it is sometimes hard to explain to

stations in smaller markets why
they're not being bought."

There is evidence, however, that as

advertisers begin to use radio more

seriously, station lists do expand, and

there seems no question that radio is

getting a great deal more plans board

and management attention these days

than it has in the recent past.

To sum up—the future looks bright

for spot radio, and the boom talk

you're hearing is based on solid

facts. ^

WHEN TO USE HUMOR
[Continued from page 35)

trial before attempting to judge its

merits. If the approach is new to him,

he is then actually changing the image
of his product in the public eve. He
is giving his product an entirely new
personality, which will assuredly

score strong first impressions—and

perhaps early sales results—but which

cannot be appraised until the wearing

qualities of the campaign have been

more accurately determined.

Fortunately most humorous com-

mercials wear well on the viewer.

While new ones should be added at

intervals to keep the campaign fresh,

the mileage on each commercial skill-

fully conceived is probably greater

than that of any other type.

How long should the advertiser

who puts a smile in his advertising

wait around for something to hap-

pen? One may feel a sales stimulus

in a matter of days. Another may

wait months or more. Strictly an

arbitrary suggestion would be to keep

faith for at least six months. One

brand of beer reportedly waited much

longer before the public stopped

Selling the Buffalo-Niagara Falls marke



(laughing lung enough to buy it.

While the advertiser should most

certainly give such a campaign every

chance to work, he should not be

t ricked into interpreting public praise

for his advertising as a completely

reliable sign that good things are

about to happen saleswise. Favorable

comment is all some humorous tele-

vision campaigns ever attain.

''Humor in television advertising,"

stated tv copywriter William Robin-

BOn, "can boomerang. It may help

you gain and hold attention. It may
create a likable, low-pressure around

jrour product. But, if not delicately

handled, it can alienate the very

people you are trying to sell."

There are products—there are sit-

uations—where too light a touch can

he' dangerous. Again, one set of rules

cannot apply in all cases, but an ad-

vertiser can profit by keeping in mind
the following "don'ts."

1. Have fun with the product, but

don t make fun of it.

2. Don't satirize too strongly the

people who use or will try the prod-

uct for the first time.

!. Don't be funny in situations that

normally are not funny, such as

those dealing with health or safety.

4. Don't be funny just for the sake

of being funny. Direct all whims) to

important copy points.

5. Don't be too subtle lest the viewer

miss the point and react negativeh

.

6. Don't try to be humorous and

extremely serious within the same

commercial. Commercials are too

short for abrupt changes of mood.

7. Don't resort to humor when your

product has vast sales advantages

which can be convincingly demon-

strated by live-action. Here the light

approach may weaken believability.

Humor does not have to be the

basis of a campaign to be useful in

television commercials. If the change

of mood which follows it is not too

pronounced, humor is often appropri-

ate at the beginning of a commercial

as a bid for extra attention.

Starting off with relevant, amusing

animation can set up, and even exag-

gerate, a problem to be solved by a

straight live-action sequence.

Some serious commercials, too, are

strengthened by signing off with a

smile. The closing scene may be an

animated expression of the basic

theme-line executed in a manner
the viewer is likely to remember.

Humorous commercials are fun to

create. They are fun to watch. Yet

they are in the minority on television

and will remain so because more ad-

vertisers are convinced that the super-

ior features of their products should

be spelled out more directly.

An advertiser doubtless derives val-

ue from having \ iewers talk favorably

about his advertising. And a humor-

ous campaign stands a better-than-

a\erage chance of delivering this

value.

The same positive effect {of

humor) can be achieved by methods

other than humor. The use of a jingle,

gay background music to soften the

mood, a smile in the voice of the an-

nouncer, the re-enactment of happy

situations—all these help the adver-

tiser attain what he believes to be the

right mood for selling his product.

Beyond this, he considers his product

newsworthy and generally elects to

use his few commercial seconds in-

forming, demonstrating and directly

asking for the order. ^

WITH ITS NEW, TALLER TOWER WGR-TV now covers more homes than ever before in the prosperous Western

New York area and Canada. Strategically re-located in the center of the prime Buffalo area—the nation's 14th largest market

—WGR-TV's new tower still provides metropolitan viewers with the best reception of any TV station.

Mail and phone calls confirm the fact that viewers in the Southern tier of New York and Northern Pennsylvania now get

even better reception from WGR-TV. For advertisers interested in across-the-border coverage, WGR-TV now beams

the best U. S. signal into Toronto and other parts of Southern Canada.

With complete Video-tape facilities—the first in Buffalo—and the finest NBC and local programming, WGR-TV
offers advertisers better sales opportunities than any other station in the market.

For best results from America's most powerful selling medium, call your Petry television representative about availabilities

on WGR-TV—this year celebrating its fifth anniversary.

NBC • CHANNEL 2 • BUFFALO

«*i

'!

-TV, WGR, Buffalo, N. Y. • WROC-TV, Rochester, N. Y. WNEP-TV, Scranton-Wilkes-Barre, Pa.

A-TV, WSVA, Harrisonburg, Va. • KFMB-TV, KFMB, San Diego, Calif. • KERO-TV, Bakersfield, Calif.



National and regional buy*

in work nou or recently conijiletet

6DAT 111 IVC

TV BUYS
Knomark, Inc., Div. of Revlon, Brooklyn, N. Y.: A campaign n

about 50 markets for Esquire Shoe Polish. Day and night schedules

of minutes start 14 September for 10-12 weeks. Buyer: Ed Tashjian

Agency: Mogul, Lewin, Williams & Saylor, Inc., New York.

Corn Products Co., New York: Cetting off a new campaign for

NuSoft in about 20 markets. Four-week flight starts 13 September;

day minutes and late night 20's. Average frequency: 10-15 per

week per market. Buyer: Judy Bender. Agency: McCann-Erickson,

New York.

Procter & Gamble Co., Cincinnati: Planning schedules in the top

50 markets for Lilt Home Permanent, to start mid-September for the

P&G contract year. Prime time I.D.'s are being used, saturation fre-

quencies. Buyers: Jim Kearns & Dorothy Houghey. Agency: Grey

A.A., New York.

Ceneral Foods Corp., Maxwell House Div., Hoboken, N. J.: Ex-

tending its market list and increasing current schedules for Regular

Maxwell House Coffee; about 45 markets altogether. Run starts mid-

September for 26 weeks, with fringe 60's and prime 20's. Buyer:

Frank Berla. Agency: Ogilvy. Benson & Mather, New York.

Cold Seal Co., Bismarck, N. D. : Kicking off a campaign in top

markets for Snowy Bleach and Glass Wax starting mid-September

for 26 weeks, with day and night schedules of minutes. Buyer: Pat

Brouwer. Agency : Campbell-Mithun, Minneapolis.

Quaker Oats Co., Chicago: Going into the top 50 markets with

flights of 20's and I.D.'s starting mid-September for six weeks. Buyer:

Isabel McCauley. Agency: John W. Shaw Adv., Chicago. Also the

initial campaign for Quaker's Muffets is being set in about 14 mid-

western markets, out of Baker, Tilden, Bolgard & Barger, Chicago.

Schedules are being staggered through September, run for at least

13 weeks. Placement is for minutes, three to six per market. Buyer:

Eeverly Miller.

RADIO BUYS
Penick & Ford, Inc., New York: Planning a campaign in top mar-

kets for its food products. Schedules of day minutes start 14 Septem-

ber for five to 13 weeks, depending on market. Buyer: Ted Wallower.

Agency: BBDO, New York.

Continental Baking Co., Rye, N. Y.: A campaign for Wonder

Bread starts 13 September for 10-13 weeks. Day minutes are being

scheduled, frequencies varying from market to market. Buyers: Art

Goldstein and Perry Seastrom. Agency: Ted Bates & Co., New York.

Kiwi Polish Co., Pottstown, Pa.: The 1959-60 campaign is being

readied for its shoe polish using day minutes in top markets. The

first run is mid-September through end of November; the second,

January through February. Buyer: Manny Klein. Agency: Cohen,

Dowd & Aleshire, Inc., New York.
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for every 10 families in the

Indianapolis Trading Area . . . there

are 13 in its Satellite Markets.

Figure how much more these prosperous Mid-

Indiana families can buy from you with their far-

higher-than-average incomes . . . and note that

WFBM-TV puts this key sales area within yourfirst

15 markets! In Indianapolis, television marketing

with WFBM-TV makes real sense.

Where else will you find satellite markets that are

only basic NBC coverage of America's

13th TV Market- 760,000 TV homes.

°oW" INDIANAPOLIS-Major retail area for 18 richer-

than-average counties. 1,000,000 population— 350,600 families

with 90% television ownership!

.a 11 SATELLITES-Each market within WFBM-TV's
verified coverage . . . Marion • Anderson • Muncie • Bloomington

• Vincennes • Terre Haute • Danville, Illinois • Lafayette • Peru

• Logansport- Kokomo.

33% richer and 50% bigger than the Metropolitan

Trading Zone itself? Where else do you find such

a widespread area covered from one central point

. . . and by just one station with no overlapping basic

affiliates of the same network ?

WFBM-TV dominates Mid-Indiana, because it is

the only basic NBC outlet penetrating this market

—Nielsen Coverage Study No. 3 confirms these

facts. Let us show you how to test regional market-

ing ideas with amazing results.

Represented Nationally by the KATZ Agency

OUR 10TH
ANNIVERSARY
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Capsule case histories of successful

local and regional television campaig}

AUTOMOBILES
SPONSOR: Summerfield Chevrolet Co. AGENCY: Direct

Capsule case history: Arthur E. "Bud"" Summerfield, Jr..

owner of Summerfield Chevrolet Co., Flint, Mich., decided

to switch all his advertising to tv. He felt that a "prestige

medium that would reach the largest number of consumers

in a direct way" would give him the impact he needed in the

highly competitive Flint area, and he decided to sponsor

California National Production's aviation film series, Flight,

on WNEM-TV 9:30-10 p.m. on Monday nights. The move

paid off: Flight leads the three-station market with a Niel-

sen of 45.7 and 62% share of audience, and in the face of

a generally slow automobile market. Summerfield's sales in-

crease for new cars-trucks for the first seven months of

1959 was up 40% over 1958; for service sales, up 21%, for

part sales, up 19%. Customers have come from not only

Flint, but Saginaw, Bay City and Midland. Of particular

interest is that Summerfield achieved these healthy increases

despite a 25% decrease in his ad budget as a result of

the single-medium selection and a well-priced package.

WNEM-TV, Flint. Mich. Pro-ram

DONUTS
SPONSOR: Heavenly Donut Shop AGENCY: Dii

Capsule case history: An enterprising newspaper mal
Mel Grossman, who runs the Heavenly Donut Shop in Ss

Diego, decided on a tv spot schedule for KFMB-TV's afte

noon feature movie, with Bob Dale as host. Within fi\

minutes after Bob Dale had munched his way through hj

''Heavenly" commercial, people began arriving at the doni

shop requesting "Some of those donuts Bob Dale eats on tv.

It wasn't just the neighborhood people who grew hungr

for donuts, but customers from as far as 20 miles awa]

Everytime Bob sampled a different type of donut. the sho

promptly "sold out" that item, whether they were 49<£

dozen or $1.29 a dozen. On the third day, business was u

50% above normal, five extra helpers had been hired, pec

pie were lining up half way around the block and produ

tion could not meet the demand, as over 1,500 dozen donu

were sold. The following Saturday, San Diego had a sever

rain storm, the spot schedule was over, and still 1,000 peopl

lined up waiting to get "those donuts Bob Hale eats on tv.'

KFMB-TV, San Diego Announcement

REAL ESTATE
SPONSOR: Tegtmeier Realty Co. AGENCY: Direct

Capsule case history: Harvey W. Tegtmeier, president of

Tegtmeier Realty of Omaha, purchased a schedule on KETV.

The first weekend one 10-second spot ran on Friday and

three on Saturday. On Sunday, Tegtmeier launched a five-

minute afternoon news show. As a result of just these few

announcements, Tegtmeier reported that his firm had sold

six homes valued at $90,000. "In each case," he said, "the

purchaser mentioned seeing our advertisements on televi-

sion." Subsequent schedules produced equally impressive

results, and now the firm is sold on KETV. Its last tv sched-

ule was made a number of years ago on another station. The

response at that time had been less than hoped for and the

firm discontinued the use of the medium until joining

KETV. "These results are beyond our highest expectations."

Tegtmeier said. "It certainly proves to us the impact of

KETV." The firm has since placed a regular schedule on

the station, now relies on it for most advertising.

KETV, Omaha Program and announcements

FINANCE
SPONSOR: Pioneer Finance & Thrift AGENCY: Direc

Capsule case history: Operating in the area for less thar

two years, Pioneer Finance and Thrift has risen fast in the

ranks of Dallas-Fort Worth finance companies. Gene Corn

dell, mgr. of the company, attributes the quick acceptance^

of his companies to the effective tv campaign created and

produced for him by KFJZ-TV. The secret of the commer-

cials, he feels, is their factual, believable approach. Each

commercial outlines a typical family's finances and shows

how high monthly payments can be lowered by sound con

solidation of debts. His campaign of 12-20 spots per week

spans the entire week's programing to reach as many differ

ent people viewing as possible. More than 60% of his adver-

tising budget is now spent on KFJZ-TV, and it produces

809r of his new business. Cordell has checked his volume of

business carefully against his advertising expenditure and

estimates that his spot campaign costs less than 2% of the

volume it produces, making it his lowest cost advertising.

KFJZ-TV, Dallas Announcements
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Sponsorship —

the more said about it

trie better
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NEWS & IDEA

WRAP-UP

WHOLESALE! Nine ev/ard: fall to Johnson & Lewis, San Francisco, in AAW competition.

Ddightej are (I to r) Bank of America's L. D. Pritchard (client), J&L-men Robert Watlcins

and Walter Terry, American President Lines' Eugene Hoffman and Haiden Ritchie, J&L

3,000 COMPETITORS and just one crow.i!

That went to pert Judy McGuire in contest

run by WRCA-TV, N. Y. NBC v.p. Wm. N.

Davidson bestows Panagra ticket and crown

on "Miss Ch. 4," as runners-up look on

TOPPING-OUT PARTY—As it hits maxi-

mum height permitted for a tower in St.

Louis— 1649-ft. above sea level—KTVI sounds

glad cries in N. Y., with gen. manager

Joe Bernard (I) and Shaun Murphy (r)

ADVERTISERS

The Nestle Co. put its marke'

ing department through swee
ing reorganization last week.

The shifts: H. K. Philips, v.p

charge of sales, named to the ne

post of v.p. in charge of the co

pany's over-all marketing and adve

tising for its chocolate, coffee anj

bulk and institutional divisions!

Donald Cady, v.p. in charge of aJ

vertising and merchandising for th

complete organization, will be gei

eral manager of the chocolate mai

keting division.

Other changes : Thomas Corrj

gan, to general manager of the bul

and institutional division and Al:

stair Semple, general manager q

the coffee marketing division.

This move within the organizatiol

follows Nestle's recent change ol

agency lineup: its Decaf Instant Tea
1

from DFS to McCann and Nescafj

coffee from Bryan Houston to Esty!

TO SEE RUSSIAN COWS—Agricultural

contingent leaves on 2 1 -day, 11,000-mile

tour of Russia and Europe. Leader is Wayne

Rothgeb, radio/tv farm director of WKJG,

Fort Wayne. He holds sign just above 1959

A MAN'S WORK may take him to the

beach on Saturday to host a "Beachnik"

party of disk-spinning, chatter, as it does for

Geoff Edwards, in KFMB, San Diego, show

SPONSOR 5 SEPTEMBER 1959



t

Campaigns:

• The Kitchens of Sara Lee,

Chicago, continues to expand its

^product line: they're set to introduce

e* all butter cakes made with fresh fruit.

These will be introduced via network,

The Arthur Godfrey Spectacular, on

CBS TV 16 September, and on Cap-

tain Kangaroo (CBS TV) Thursday

and Friday mornings. In addition to

this, Sara Lee is in 37 spot radio and
i;

tv markets plus network radio with

Godfrey. Agency: C&W.

• General Mills' new pre-sweet-

Tened cereal Frosty O's will be intro-
f

duced nationally this month via tv

1
' on all GM's kid shows, including

Heckle & Jeckle, Captain Kangaroo,

n Lone Ranger and Wyatt Earp, plus

spots on local youngster tv programs.

• Wheaties is back in sports

' again: the fall '59 tv lineup includes

15 minute pre-game shows preceding

the World Series on NBC TV, plus

. similar programs to be co-sponsored

. b\ Wheaties prior to NCAA football

I games Saturdays on NBC TV and

I professional football games Sundays

on CBS TV. Agency: Knox Reeves,

Minneapolis.

• H. J. Heinz Co. is preparing

an October-November promotion
built around an old favorite: soup

and crackers. The promotion : four

soup labels gets a coupon worth 25^

on a box of crackers. Eighteen Soup

'n Cracker commercials will be given

during the eight-week sale period on

Heinz' daytime tv programs

—

Treas-

ure Hunt, The Price Is Right, Con-

centration, County Fair and Tic Tac

Dough. Agency : Maxon, Detroit.

• Angostura aromatic bitters be-

gins, this week, a tv spot saturation

campaign in the New York metro-

politan market, using a total of 38

spots a week on three stations for 30

weeks. The breakdown : Four shows

on WRCA-TV; 20 weekly spots on

WNTA-TV and 11 spots weekly on

WOR-TV. Agency: Foote, Cone &

Belding.

• Hires is using a heavy schedule

of radio and tv spots in the Los An-

geles area to back its "Hires-Dodg-

ers' $10,000 Togethertime" contest.

The stations: KNX. KLAC, KMPC.

KFWB, KDAY, K ABC -TV, and

KTTV plus the announcements pre-

ceding Lead Off Man on KMPC be-

fore every Dodger game.

Thisa 'n' data: The Detroit Times

is sponsoring, 14 September, a high

fashion tv spectacular via WXVZ-
TV to "enhance the publics image

of Detroit stores as fashion leaders"

. . . Vernor's soft drink, out of

Tilds & Cantz, Los Angeles, is test-

ing a campaign in the San Diego

market with 13-weeks on XETV.

Strictly personnel : Robert Perry,

named assistant to the president;

Paul Cuenin, Jr., director of mar-

keting research and Thomas Casey,

new products manager for the Gil-

lette Safety Razor Co. . . . Seymour
Keller, to regional sales manager

and Mrs. Marion Mocheski. pro-

motion director for Lestoil, Inc. . . .

Mark Egan, to director of market-

ing. Bekins Van Lines . . . Emmet
O'Neill, to v.p.. Comet Rice Mills,

Dallas.

ON POLE for polio KBON d.j. Fritz sat 15

days to dramatize depleted fund. Omaha
citizens p^id 25$ to shoot breeze with him

lies ^***W

*<* nU r

1ST SHOVEL by Miss Alabama starts new

tower for WAPI-TV, fi'mnhin. Aiding: gen.

mgr. C. Srisham, R. Hic!tmi\ C-of-C pres.

IN LINE OF DUTY, helicopter of WPEN,
Philadelphia, crashed returning from traffic

patrol, will be replaced despite $25,000 loss
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AGENCIES

An analysis of members' billings

in the National Advertising Agen-
cy Network shows broadcast med-
ia topping all others for the first

time in the Network's history.

The comparison, in figures, of the

30 members' billings in 1958:

• Radio tv: $10,345,692
• Business papers: $10,182,030

• General magazines and farm pa-

pers: $6,845,516

• Newspapers: $5,775,120

• Outdoor

$1,416,694

• Catalog,

laneous media

and transportation:

directory and miscel-

: $1,525,763.

Agency appointments: Oscar
Mayer & Co., meat processing firm

billing $1.5 million, from Baker, Til-

den. Bolgard & Barger to JWT, Chi-

cago . . . The tv billings of John H.
Breck, from N. W. Ayer to Reach,
McClinton & Co. as the agency of

record for its 1960 tv schedule . . .

Resistoflex Corp., billing $250,000, to

Adams & Keys, New York . . .

IMPACT

Drive home your advertising message with the impact

that only WPDQ can deliver . . . the impact that delivers

the largest and most alert buying audience in the

Jacksonville market. Now see if you are alert . . .

the first agency guy or gal who correctly detects the error in form

of the illustrated golfer, and wires, phones, or writes Bob Feagin at

WPDQ will receive a case of his favorite beverage.

§1%
Delivered by

Vernard, Rin+oul and McCoinell, Inc.

James S. Ayers, Southeast

5000 Watts 600 KC
JACKSONVILLE, FLORIDA

If you want impact in Jacksonville, Florida . . . use WPDQ!

Security-First National Bank of Ca

fornia. billing $1 million, from Foo

Cone & Belding to Donahue & Co
Los Angeles.

Thisa 'n' data: The Advertisir

Council again will be helping tl

Bureau of Census via an advance a

vt rtising campaign to explain the pi

pose and value of the census

Walter Guild, head of Guild, B{

com & Bonfigli, San Francisco, nami

national president of Alpha Del

Sigma, professional advertising fr

ternity.

Agency appointments— perso

nel: Lester Weinrott, to v.p

charge of marketing at Reach, M
Clinton & Pershall, Chicago .

Harold Bennett, to media supervi

or in the Chicago office of N. W Vy<

. . . Thomas MacWilliams, radio/

director, John L. Douglas & Assoc

ates, Bradenton. Fla. . . . Tena Cunj

mings, media director, Clarke, Dun;

gan & Huffhines, Dallas . . . Charle

McCann, director of research an|

marketing. MacFarland, Ave\ an

Chicago . . . Morley Chang, dire,

tor of p.r. and publicity, The Shallej

Rubin Co. . . . Art Foley, accourj

executive, Biderman, Tolk & Assoc)

ates. New York.

FILM

The problem of selling off the re

maining portions of alternat

week sponsorships received ai

effective solution last wee?
through the close cooperatioi

of a large syndicator and a ma
jor agency.

At stake were the 59 market

where Lucky Strike through BBD(

had bought half-sponsorships o,

Ziv's Lock-Up or This Man Dawson

Here's what happened:

• 14 markets were sold to othe

alternate advertisers.

• 40 were sold to the station itself

• Only 5 remained unsold.

Co-sponsors on Lock-Up were Oh

Monastery Wine, New Haven; Auto

crat Coffee, Providence; Armour

Johnstown; Ortlieb Beer, Philadel

phia; Duffy-Mott. Rochester; Ed

wards & Son Store, Syracuse; Kroger

Terre Haute; Phillips, Chicago anc

Dayton; Solite, Raleigh-Durham; an^

American Bank. Baton Rouge.
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yhis Man Dawson co-buyers were

u Ihewery, Buffalo; Standard Oil.

lis: and Busch Bavarian.hanapolis;

fcouis

> les : ABC Films' The People's

i oice to Procter & Gamble of Can-

i for French stations of the CBC;
. inestic sales of the series, now to-

L ing 84. were most recently to

BAY-TV, Green Bay; KPRC-TV,
roston; WRGP-TV, Chattanooga;

Id WABG-TV, Greenwood.

•ograms and production: Four

w Shirley Temple feature films will

released to tv by NTA Interna-

I >nal, bringing available features to

total of 10 . . . David Wolper As-

ciates plan to syndicate Race For
' mce, a 90-minute special narrated

. Mike Wallace, as the first of a

ries of 10 specials . . . Ziv's present

roduction schedule, heaviest in its

Mstory, has sent six crews on loca-

on in California plus others to work
1 n Republic and Goldwyn stages, as

til as Ziv's own lot.

nil! nit Trials : Freberg, Ltd., re-

orts fifth renewal of production con-

acts with Butter-Nut Coffee; agency

5 D'Arcy . . . John Ercole to

ransfilm as director of photography

. . FPA's membership drive in New
ork has resulted in three additions

n its first week: Televenture, Inc.,

'letropolitan Sound Services,

n<\ and Comprehensive Service

^orp.

^triclly personnel: Stanley Levey
lamed general sales manager of Ar-

OM Productions division of ITC . . .

diehard G. Yates joins MGM-TV
lyndication staff as a sales executive.

Stations buying alter-

of Ziv's Lock-Up are

VIore sales

late weeks

>\ RGB-TV. Albany; WHDH-TV, Bos-

on: WPTZ. Plattsburg; WGAN-
l\. Portland; WWLP, Springfield;

AMJF-TV, Binghamton; WICl-TV.
Erie; WGAL-TV, Harrisburg; WIIC.
Pittsburgh; WDAU-TV. Scranton;

Baltimore; WHTN-TV,
; WVAY-TV, Norfolk;

Richmond; WSTV,
WJBK-TV, Detroit;
Ft. Wayne; WILX-TV,

l-ansing; WSJV-TV. South Bend;
WJRT. Flint; WTVO. Rockft.nl:

K HS. Springfield: WDAF-TV. Kan-

WBAL-TV,
Huntington

WXEX-TV,
Vi heeling:

W WE-TV.

sas Cit\: WSTP-TV, Minneapolis;

KKTV. Omaha; WLW-T, Cincinnati;

KYW-TV, Cleveland; WLW-C, Co-

lumbus: WFMJ-TV, Youngstown;

WLW-A, Atlanta; WSOC-TV, Char-

lotte ; WRBC-TV, Birmingham;
WATE, Knoxville; WSM-TV, Nash-

ville; K0C0-TV, Oklahoma City;

KTSB-TV, Shreveport, and KOTV,
Tulsa.

NETWORKS

IN SACRAMENTO

The Richmond, Va. tv affiliate

situation undergoes a complete
realignment 30 May 1960.

The switches: WRVA-TV, from

CBS TV to NBC TV; WTVR, from

ABC TV to CBS TV and WXEX-TV
from NBC TV to ABC TV.

In the breakdown of network
radio's individual brand adver-

tisers by product category for

the first six months 1959, RAB
revealed :

• One out of every six brands ad-

vertised was a food product — with

food comprising 15.6% of the total.

• More than one out of four com-

panies advertising in network radio

during that period use two or more

networks.

Other leading advertisers, in order:

drugs, 13.4% of the total; automo-

tives, 10%; toilet requisites, 9%;
publications, 8.2% ; detergents and

household cleaners, 5.2 c
/< ;

general

household products, 5.2% ; tobacco,

4.39? s
financial, 3.5// and gasoline,

CBS TV has expanded its sched-

ule of sports events to 20 for the

1959-60 season.

The list: Baseball Game of the

Week; Professional football; Summer
Olympics; Winter Olympics; Hockey

Game of the Week; Orange Bowl:

Cotton Bowl; Gator Bowl: Holiday

Bowl; Bluebonnet Bowl; Kentucky

Derby; Preakness; Belmont Stakes;

Thoroughbred Race of the Week:

Masters Golf Tournament: PGA Golf

Championship; Pie-Game of the Week
Baseball Leadoff Show; Pre-Game

Pro Football Show; Four Pre-season

NFL games and Pre-Game Hockey

Show.

(See 1 August sponsor-scope for

previous lineup and costs.)

i Please turn to page 62)

II

Radio

One"

offers you
Triple

Value

1. Quality Audience

You'll find "spending power"

in the KCRA audience. Last

Audience Composition

Radiopulse for Sacramento

shows high adult audience—

number one in the 6 A.M. to

12 midnight average.

2. Volume Audience

Sound ratings in all time

periods that translate into

low CPM. (Ask your Petry

man for specific figures.

)

Pulse Cumulative Report

also shows KCRA with most

unduplicated homes both

daily and weekly.

3. Real Merchandising

A full time merchandising

department with the biggest

in-store chain tie-ins in the

Sacramento Valley ... a

merchandising bonus with

provable pay off!

—Sacramento—

;
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YOU CAN LEARN
TO OPERATE AN AMPEX IN 15 MINUTES
Six Quick Aids to Easy TV Tape Recording . . . You can learn to operate an Ampex Videotape* Tele-

vision Recorder in less time than it takes to smoke a cigarette. These six features, for instance, make
recording simple, fast . . .

• JUST THESE BUTTONS TO PUSH—Record, Stop, Rewind, Fast Forward and Play.

• TAPE TIMER

—

records in hours, minutes and seconds . . . not footage. Lets you back up tape for any
desired cue-in time.

• CUE TRACK

—

lets you locate, identify and cue commercials and programs.

• TAPE SPEED OVERRIDE

—

makes it easy to synchronize with another video or audio recorder.

• AUTOMATIC BRAKE RELEASE

—

speeds threading and splicing.

• FULL WIDTH ERASE—Automatically erases tape.

Of course, to be an "expert" — to learn maintenance as well as operation— takes one week. Ampex
trains your maintenance supervisor (over 436 so far!) at the factory. And he is then qualified to train

as many others as you like.

Write, wire or phone today for an Ampex representative — or ask for the new, fully illustrated bro-

chure describing the new Ampex VR-1000B. Whatever you want to know about the advantages and
profits in TV tape, get the facts from Ampex.

A MPEX HA S THE EXPERIENCE

TM AMPEX CORP.

VIDEOTAPE
Ampex
CORPORATION

professional

products division

56
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W fiat's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
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The month-long FCC vacation has ended, and the Commissioners returned to

the usual full slate of prohlems, proposals and counter-proposals.

However, aside from the usual FCC distaste for speed, there is now the further factor

thai the Commission will not be at full strength for a while.

There is an international radio spectrum conference going on, and the Commission will

not make any big decisions until chairman John C. Doerfer returns. Many decisions remain

to be made.

Quickest action will likely come, because it will be on a case-by-case basis, on dropping

into new television station assignments. Purpose is to get three tv stations into almost

all major markets, so as to equalize the competitive picture for ABC.

The commission will also be forced with relative speed to do something about radio al-

locations. Here the clear channel question, and the FCC proposal to permit additional sta-

tions on these channels, is the burning issue. The super-power idea has fallen by the wayside,

though it might be revived at a later date.

Network option time is safely into the rulemaking process, with original briefs already

filed and reply briefs due on Sept. 15. Nothing further need be done on this for a while.

Nevertheless, the balance of the Barrow Report recommendations remain. Some will be

forgotten, of course. But on others the Commission will likely want to issue outright rejec-

tions or to go into the rulemaking process. This looks to be reasonably far off into the fu-

ture, however.

Speaking of lack of speed, any picture of a man in no hurry at all would have

to resemble Rep. Emanuel Celler (D., N.Y.) and the sports antitrust exemption

hills.

Just a few days before Congress was supposed to adjourn, altho the Labor Day adjourn-

ment date appeared far out of the window at this writing. Celler finally started hearings on

these bills.

Two things bother Celler. He wants sports enterprises to prove that practices which

would otherwise violate the law are "reasonably necessary" to their survival.

He also wants to be assured that broad powers to control broadcasting of sports events

would not lead to an all-pay-tv setup.

The broadcasting industry, which didn't testify before the Senate Judiciary Committee

and which now apparently faces a bill from that body empowering sports to enforce a

virtual radio/tv blackout, may show up in full force before the Celler hearings are con-

cluded.

Celler had no definite dates for further hearings after this week's sessions when it was

baseball commissioner Ford Frick on Wednesday and broadcasting witnesses on Thursday.

Networks and NAB did not appear, will likely testify at a later date. It was representatives

of individual stations on Thursday.

The Senate, which long ago appeared ready to go ahead with its bill, has suddenly slowed

down. Celler appears ready to go well into next year before taking definite action, if he

does anything then.
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Marketing tools, trends, netvs,

in syndication and commercia.

FILM-SCOPE
The idea of using a syndication show with a public service theme to help bull

good community relations is catching on more and more with regional and Ioce

sponsors.

Take the case of Ziv's This Man Dawson, which has a public service police theme: thre

advertisers—Anheuser Busch, Brown & Williamson and Lincoln Income Life, of Louisville-

have bought the show exclusively for their home-office markets. (B&W and Lincoln will a

ternate the series.)

Another buyer of Dawson the past week was P. H. Dairy, of Boston, which will use th

show not only in its home market but in nine other markets.

Note: Sponsor category composition for Dawson—now sold in 91 markets—is cons*

quently different from the general run of syndication. Dawson's five leading catf

gories are dairies, tobacco, banks, insurance and utilities, beer and food—all ranking in tha

order.

Long-lived juvenile programs in syndication are continuing to capitalize oi

the fact there's a fresh crop of children that come of viewing age each year.

It's not unusual for shows in their 20th or 25th run to continue to rack up r«

newals with little dimming of their ratings appeal.

A checklist of these shows would include such titles as CBS Films' Gene Autry, Amo
'n Andy, Range Rider and Annie Oakley, CNP's Hopalong Cassidy, ITC's Ramar of the Jur

gle, Ziv's Cisco Kid, plus many others.

Evidence that these shows are still alive includes facts such as this: Hopalong Cassid)

earliest of the tv westerns, still pulls a national audience of 2.3 million.

The question of whether a syndication regional deal can get off to a satisfac

tory ratings start with spring premiere dates appears to have been answered in the

affirmative in the case of Amoco's U. S. Border Patrol.

Most recent ratings give this CBS Films series a 16.5 and 40.2% share average in 2i

Nielsen reports and a 15.1 and 42.1% share in a 36-market ARB survey; all are Amoco cities

Note that it made little difference in rating levels whether or not a market was oi

Amoco's list, since non-Amoco markets averaged a similar 17.0 in 15 Nielsen cities and 16.!

in 18 ARB reports, according to a CBS Films study pulled together specially for FILM

SCOPE.

Here are Nielsen and ARB scores on ten major U. S. Border Patrol markets:

58

CITY NIELSEN ARB

Baltimore 16.4 17.4

Boston 17.3 11.0

Chicago* 10.6 6.6

Cleveland 8.6 6.5

Houston 10.9

New York 8.0 8.0

Philadelphia 14.7 10.8

Pittsburgh 7.4 5.6

St. Louis* 11.5 8.8

Washington, D. C. 5.9 4.5

*Denotes non-Amoco market.
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FILM-SCOPE continued

There's an estimated $1 million that's heen poured into pilots, production and

preparation on unsold shows in the past 12 months, despite the fact syndication

is running on a better-than-average sales percentage on new entries.

Among the hard-hit distributors is CBS Films, left with House on K Street, Man From

Antibes and Theater For a Story, plus the recent Diplomat and Silent Saber investments.

As a result they'll hush up on new pilots until a sale is made, a la Ziv, MCA, et al.

Also unsold this season were CNP's Pony Express, ITC's Interpol, Screen Gems' Stake-

out, plus pilots handled by medium-sized distributors, including Flamingo, Jayark, Official,

Schubert, United Artists and others.

But, as a qualifier, it must be remembered that shows sometimes make sales the year

after they're initially offered. A recent example of this is NTA's Grand Jury, unsold the year

before that distributor took it over.

Alexander Film, long established in the industrial film field and a commer-
cials producer in more recent years, is expanding into syndication with a new show.

The series: a daytime strip, Love Is a Problem, with a panel format, which was pro-

duced by Jerry Fairbanks.

It's already been sold to WABC-TV, New York.

By naming Jerome Hyams as v.p. and general manager of Screen Gems this week,

that tv production adjunct has been brought more tightly into the Columbia Picture

fold.

Hyams, who had been in charge of syndication, not only becomes administrative head of

Screen Gems, but a member of its board of directors.

The stroke that telescoped Gems into Columbia: Abe Schneider, Columbia
president, also becomes president of Gems— a return to the original corporate

set up.

COMMERCIALS

There'll be 15% more music in tv commercials next year, and music planning

may be starting earlier in pre-production phases.

These were the two principle findings of Plandome Productions' survey of 94 agencymen

responsible for music in commercials.

Facts revealed on music budgets were that 40% of commercials using music spent $1,250

to $2,000 and 30% cost $750 to $1,250; only 10% budgeted over $2,000, while 19%o were

under $750.

Agencymen, the study noted, created 60% of their own lyrics, 25% of melodies, 15% of

themes in musical production, but did no arrangement jobs.

It was found that network and spot commercials differed thus in music use:

TYPE OF MUSIC NETWORK SPOT

Background music 39% 33%
Jingle with voices 14% 22%
Underscoring plus jingle 22% 20%
As many as 80% of the admen polled preferred earlier planning for music. When they

consider music: 30% at creative plans sessions, 30% at copy phase and 25% during story-

board-script step.

The economies of the commercials production business are such as to continue

to keep a number of companies on the alert for favorable merger circumstances.

Latest of the New York film commercials houses to merge are Audio Productions and

Pathescope Productions, which will now be grouped together under the Audio banner.
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SPONSOR HEARS
Watch for Squibb to step up its line of shelf and counter products and beconr

an aggressive competitor to Whitehall. American Home, and Sterling.

It's creating a new setup, Squibb Laboratories, to do the job.

Reps operating strictly in the radio field appear to have less chance than eve

to expand into tv unless they set up separate corporations and sales staffs.

Their radio stations are determined to have it that way.

Now Revlon's moving into the mouthwash field: It's acquired a product calle.

Sweet Talk and assigned it to LaRoche.

But there's a strong likelihood the name will be changed.

Here's an index to the rosy business climate facing tv stations this fall: Quite ;

number of them are trying to buy or "work" their way out of film barter deals.

As one of these broadcasters put it to his rep: "It galls you to realize that what yoi

can now get the full rate for is being bartered away at substantial discounts."

Don't expect anything definite to come of MGM's offer to Dan Seymour of tin

top spot in its tv empire.

The JWT tv head has been giving the approach a courteous ear but doesn't seem dis

posed to go beyond that point.

Agency publicity people are finding that the old disposition for two clients tt

cooperate in plugging an alternate sponsored network program has become passe.

The prevailing attitude now is either 1) we'll do it for ourselves and in our own wa\

or 2) let the network do it.

Notice this pattern in radio station purchases: More and more pioneer operators

and executives are picking up stations for their sons to manage.

Such buys have a dual objective: (1) there's sometimes an inheritance-tax break, and

(2) the old man has something to occupy himself with on a parttime basis and at the

same time guide his progeny's initial step in the business.

Network affiliates figure a new era has dawned in promoting the acceptance

of upcoming sponsored shows.

Both at CBS TV and ABC TV the pitches via closed circuit are dominated by two

researchers, namely Oscar Katz, who now heads CBS TV programing, and Jules Barna-

than, who doubles as head of ABC research and station relations.

What apparently tickles these affiliates is the penchant of the pair to document the

reasons for the programing with charts and other statistical data.
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8IG AGGIE'S SALES FLING HIGH IN SCOTLAND (SOUTH DAKOTA)

Any thrifty advertiser takes a shine to Big Aggie. For

Big Aggie Land — the vast, 175-county area in six

states with over 1000 other communities—is one ol

the nation's best buys in radio. WNAX-570 delivers

a 66.4% share ol 609,590 radio homes — 2 1/4 million

people with $3 billion to spend. Big Aggie Land is

rated by NCS#2 as the nation's list radio market.

Profitable promotion in this prosperous market begins

with WNAX-570.
See vour Kat/ man.

a WNAX-570 CBS RADIO

SPONSOR

PROGRAMMING FOR ADULTS OF ALL AGES
PEOPLES BROADCASTING CORPORATION
Yankton, South Dakota Sioux City, Iowa

5 SEPTEMBER 1959

PEOPLES
IIMDClSTIKt COIPORIIIOH

H V\\. Yankton. S. O.
H (. \lt. Cloveland. 0.
WRFD, Worthington. 0.

Trenton. N. J.

Fairmont. W.Va.
Sioux City. Iowa
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MUSIC 9

Only presto makes the famous presto master, the ultimate in disc-recording sur-

faces. Only presto, alone among manufacturers, handles every intricate step in

the production of its discs. Those flaws and flecks that are waiting to hex your

recording sessions can't get past the skilled eyes of presto's inspectors. Why settle

for discs that aren't PRESTO-perfect? g
bogen-presto CO., Paramus, New Jersey. A Division of The Siegler Corporation.

\5f Since 1934 the world's most carefully made recording discs and equipment.

VJJ

WBNS Radio
Columbus, Ohio

John Blair & Co., Representatives

Pulse asked, "If you heard conflicting news re-

ports on Columbus radio, which station would

you believe?" We were a solid first — in fact,

44.3% ahead of the next station in believability.

WRAP-UP
(Continued from page 55)

Network tv sales: John H. Brec

(Reach, McClinton) for 12 of NB|

TV's Sunday Showcase series . .

National Carbon (Mathes), Loi

gines-Whittnauer (Victor A. Be,

net) and American Tobact

(BBDO) put the SRO sign on Nty

Into Space, Wednesdays, 8:30-9 p.rr

CBS-TV ... The Bon Ami C<

(Cole, Fischer, Rogow), for a $

million contract with NBC TV co'

ering 52-week participations on tn

Jack Paar Show.

Network radio sales: NBC Radi

reports a total of $2 million in m
sales received during a one-mon^

period ending 19 August. Adverti

ers include: Auto-Lite Battery, Tirw

Inc., General Foods, Philip Morri

Singer, Union Carbinde, Tyrex, B.
r

Babbitt, Tipton, Formica, Greyhoun

and General Motors.

ABC TV promotion gimmick
Enlarged cards, fashioned after tb

pictures in a playing deck, plus ai

ABC bridge deck, to promote Chan,

pionship Bridge, Sundays, 3:30-;

p.m. next season.

Meeting note : Mutual will hold th

first in a series of regional meeting!

with owners of its affiliated station

Wednesday, 9 September in Atlant

Ga.

ntij

TVNetwork affiliations : WVEC
Norfolk, new vhf scheduled to oper

ate this fall, to ABC TV . . . WNTA
Newark, N. J., for news and special

events, to Mutual.

Personnel news: David Tebet, t<.

director, talent relations, NBC T\

. . . George Hoover, to trade presi

editor for ABC.

RADIO STATIONS

KRLA, Los Angeles, 50KW, took

the air last week beaming what it

called "modern radio for mod-

ern people."

Owner of the station corporation

is Donald Cooke, of N.Y.C., whose

rep firm will handle all national spot.

Ed Schulz, formerly of KJAY, ii

the general manager.
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[decent promotions at Tat't Broatl-

-aeting Co.: Roger Read, gen-

ial manager of WKRC-TV, Cincin-

lati, will move into the home office

'n charge of administration and plan-

ling; J. W. MeGough becomes gen-

eral manager of WKRC-TV; Sam
lohnston, to manage WTVN-TV,
Columbus, and Richard Ostrander,

o manage WTVN radio.

IVew
group: Holiday Broadcast-

ers, Inc., has opened the first of its

jlanned seven stations. KMGM, Al-

buquerque. Heading the station:

Ronny Kahn, formerly with Bar-

ell and now a v.p. of Holiday Broad-

casters.

Ideas at work:

• The "Pajama Game": Fol-

lowing the performance of that show

at the Carousel Theater in Boston,

WBZ threw "the world's largest pa-

jama party," with festivities ranging

from a free-for-all pillow fight to

awards of a mattress for the most un-

usual nighties. Some 2,000 pajama-

elad people participated.

• Into the air, junior bird-

woman: To prove that women can

do anything a man can do when it

comes to space ship living, KYA,
San Francisco, is staging a "Space-

0-Thon" for client Bonnie Brae

Homes. The idea: A "Miss Satellite"

is sealed in a simulated rocket on the

real estate development in Santa

Clara, attracting spectators daily to

witness both the ship and the client's

homes.

• Another space man gim-
mick: KOIL, Omaha, is offering

§1,000 to the listener guessing when

Jim Hummel, in a KOIL Komet (air

conditioned auto suspended on a

platform above the downtown area)

will descend. Why he's in orbit: to

dramatize the seriousness of the traf-

fic fatality toll.

• Felicitations: WINS, New
York, has inaugurated a Birthday

Club, asking listeners to send in post-

cards with their birthdates. Each

week station draws one, sending a

custom deluxe birthday cake to the

winner.

• F.Y.I. : W^XR, New York, is

mailing the first of a series of news-

letters to nearly 4.000 advertisers and

agencies giving them a behind-the-

scenes look at the station. It contains

photos, program information, avail-

abilities, success stories and anec-

dotes.

• Promoting with bare facts:

WDGY, Minneapolis-St. Paul, has a

sandwich-boarded model parading

the downtown areas, proclaiming "All

I Have On is Wonderful WDGY."
• Helping to ease the traffic:

KAL, Portland. Ore., is conducting

"Operation Hazard Cut"—asking lis-

teners to report any traffic hazards

that might exist in their area. Sta-

tion turns letters over to the Traffic

Safety Council for action. To date.

K\L has received sonic 500 letters.

• On the public service front

:

WBAB, Babylon, L.I., in conjunc-

tion with the Suffolk County Police

Commissioner, is sponsoring a ^ outh

Theater Workshop. Station will teach

students the techniques of radio.

Northwest's dollar

buys more

on

WKOW
and

WKOW-TV

"You are to be congratulated for the out-

standing results accomplished by your sta-

tions for Northwest Orient's Hawaiian
Holiday Tour. The results are concrete

evidence of the adult purchasing power
that WKOW generates in the Madison
area."

0. C. Akre
District Sales Manager
Northwest Orient Airlines

Our thanks to Mr. Akre and to Northwest Orient for this fine

opportunity to prove that WKOW and WKOW-TV sell best

where they buy more.

Ben Hovel

General Manager
WKOW . W ROW -TV

negro radio for
metro new york

WKOW
MADISON,WISCONSIN
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And in the daffodil area: Tim
Tate. d.j. on KISN, Portland, Ore.,

is hanging some 40-feet above the

Ore. Centennial Exposition, claiming

he will not come down until the mil-

lionth visitor passes through the Ex-

position gates.

On the fm front: WLOL-FM,
Minneapolis-St. Paul, has completed

its survev on audiences during the

summer months. Results show interest

and following of fm in Twin Cities

is "growing extremely fast, with a

tremendous upsurge of set sales, spon-

sors and listeners."

Station acquisitions: WISK, Min-

neapolis, from BVM Broadcasting

Co. to Crowell-Collier for $625,000

. . . KSDO, San Diego, from the San

Diego Broadcasting Co. to the Gor-

don Broadcasting Co. for $500,000

. . . WDOT, Burlington. Vt.. to For-

tune Po»>e. New York publisher, ra-

dio and business executive, for $140,-

000.

You're missing

alWt'
of your audience

unless you &C/y

WJAC-TV
in the

JOHNSTOWN-ALTOONA
market!

WJAC-TV is the established leader in the Johnstown-Altoona area, with nearly a 3 to 1

margin over Station B, its closest rival.

WJAC-TV--71 .9 Figures are from ARB, November, 1958;

Station B--28.1 Proof that WJAC-TV delivers the audience.

TOP 30 SHOWS ON WJAC-TV
Johnstown-Altoona Trendex, Feb., 1959

WJUte/lMa -25%otmou covemye.

Buy the station that guarantees

more viewers, from sign-on to

sign-off, all week long. People

prefer to watch the best. . .

WJAC-TV

GARRETT' .-^AUfGANY ( y*

"*~X* /HAMPSHIRE / ^Ask for oil the

details from

HARRINGTON, RIGHTER & PARSONS, INC.

ThisaV data: WABC, New YorJ

has purchased a new 50,000 wa
transmitter, with installation to b

gin next month . . . WADS, Ansoni

Conn., staged a "Gay Nineties" revi

on the car lot of a local Ford dealt)

. . . WNTA, Newark, N. J., will b

come a special affiliate for news an

special events of Mutual . . . Busine;

note: Steinway Pianos (Ayer), for.

52-week schedule on the Good Mi
sie Stations . . . WMCA, New Yorl

is sending its d.j.'s to mobile healt

centers in the city's depressed areas

urging people to take their free Sal,

vaccine shots . . . Anniversary note

WKNE, Keene, N. H., celebratin

32 years' broadcasting.

TV STATIONS

FCC commissioner Fredericl

Ford told the West Virgini;

Broadcasters Association that thi

FCC no! only has the legal powei

but the legal duty to weigh radio

tv programing.

He added that he would like to set

definite standards, however, since thi

"Blue Book" is out of date and broad

casters don't know what the FCC re

quires. He added further, it is hi

opinion that broadcasters should helj;

develop such standards.

The Ford position on FCC respon

sibility is shared by all commission

ers except T. A. M. Craven, but them

agreement ceases and Ford's opin

ions become strictly his own.

Be prepared: TvB is mailing ti

member stations a section reprint oi

Sales Promotions' annual "Survey oi

Christmas Ideas 1959."

Purpose: to present stations with

sales-starters ideas for attracting de-

partment stores to use the medium

during the holiday-spending season

Ideas at work:

• Making a big splash: Cactus

Pryor, of KTBC-TV, Austin, last

week set up a swimming pool in the

middle of a busy street for his p.m

tv show. The evening included aquat-

ic exhibitions, clown-diving and

dunking.

• Touchdown : To launch Carl

ing's Black Label Beer in Boise.

KTVB sent its sales staff, dressed in
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J>tball regalia, including helmets

jd shoulder pads, to popular restau-

rs and taverns. Purpose: To tie-in

jth the All Star Voolhall Game
iarling sponsors half of it), sales-

i! presented cases of be^r to po-

itial customers.

• An example of togetherness:

and radio stations in Kalamazoo,

ich.. joined hands last week to par-

ipate in and promote the new

'•wntown shopping mall. Dubbed

wp-A-Thon, the four days' activi

•s included fashion shows, guest ap-

•arances, children's day, concerts

id dance contests. The event was

ganized and produced by R-Tv
nterprises.

hisa 'n' data: KXGO-TV, Fargo.

well underway with construction

If its new tower . . . Pilot Publica-

ons, New York, has scheduled a

si tv spot campaign via WATR-
'V, Waterbury, Conn., to promote

s paperback factbook on small busi-

es* franchising . . . Piel Bros.

Y&R) has signed for 52-weeks on

.1 ports Page of the Air, WABC-TV,
ew York.

teports to stockholders : Ampex
rill merge with Orr Industries,

lanufacturers of magnetic tape; has

lade 50,000 additional shares avail-

ble under its option plan and an-

ounces first-quarter sales of $13.7
lillion compared with $7 million for

he like period, 1958 . . . KOOL-TV,
'hoenix, reports gross sales for the

irst six months up 22.8/4 over the

ame half-period for 1958.

Strictly personnel: Martin Fleis-

>er, to director of advertising and

ales development for WOR-AM-TV,
Vew York . . . Mrs. A. K. Red-
nond, promoted to v. p. of WHP,
nc. Harrisburg, Pa. . . . William
\in». Jr., and Lawrence Kliewer,

o v.p.'s of the Peninsula Broadcast-

ng Corp. ( WVEC-AM-TV. Norfolk!

. . M. Dale Larson, to general man-

ager, KTVH, Wichita-Hutchinson . . .

E. Preston Stover, program opera-

tions manager, WTAE, Pittsburgh . . .

Harley West, local sales manager.

WTOL-TV, Toledo . . . Steve Rob-
ertson, local sales manager, KFRE-
TV, Fresno . . . Dean Behrend, to

supervisor of sales development.
WCBS-TV, New York.

#•'

ou/> news is HonesT
Hottest news in WBT's area is the success of WBT's news
programs.

They outdraw the so-called "music and news" stations' news-

casts by 98% more listeners mornings, 91 % more afternoons

and 137% more at night.*

Seven news gatherers cruising in seven two-way radio equip-

ped cars join with CBS' honored news staff to provide

Carolinians with the most complete radio news service in the

nation's 24th largest radio market.**

Let us make sales news for your product. Call CBS Radio
Spot Sales for a WBT news schedule.

Pulse 25 county area 1959 I March)

A. C. Nielsen Co.

wbt CHanorre
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY
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fishing McKemie River in Oregon

£5*$

*£$*?.

Nearly yA of Oregon's
buying families watch

KVAL-TV
KPIC-TV

The only clear-picture in the

Eugene - Springfield - Roseburg

market is on KVAL-KPIC. One
order to your Hollingbery man
or Art Moore and Associates

(Portland-Seattle) covers both

stations.

KVAL-TV iugene

NBC Affiliate ChannelE
KPIC-TV Roseburg • Channel 4

Satellite

WICHIT
is BIG BUSINESS!... with daily

retail sales topping $1,000,000.

Wichita with its diversified
economy — oil, cattle, agricul-

ture, aircraft — is the bustling

hub of the rich Central Kansas
area, dominated by KTVH.
To sell this rich Kansas market,
buy KTVH with its undupli-
cated CBS-TV coverage.

^f STUDIOS IN HUTCHINSON AND WICHITA^

Call

NEWS IV H$

Ralph Guild is the new v.p. in charge it

sales at Daren F. McGavren Co., Inc. HJ

radio career began the same day as M-

Gavren's in 1948, when he started wi 1

.

KXOB (now KJOY), Stockton, Cal, in L
cal sales. Later, he moved on to KXOA, Si*

ramento (a CBS affiliate I as local sail

manager, KROY, Sacramento, as paj

owner and manager and KCCC-TV as sal

manager. Guild joined McGavren in 1957, working first out of the

San Francisco offices, until later that year when he came to Na

York with the purpose of establishing new offices for the compani

Lester Gottlieb has been appointed direc-

tor of program development and planning

for CBS TV in New York. He has been a

program executive with CBS TV since

1956. Prior to that Gottlieb was v.p. in

charge of programs for CBS Radio for

four years. He joined CBS in 1948 after

four years with Y&R as head of its radio

publicity division and supervisor of the

agency's radio talent division. In his new post

in charge of creating and developing new programs i

Sydney Yallen has been named executiv

v.p. in charge of sales and distribution fo

Video International Productions. Recent!

formed, VIP is now selling its five-minut

Hannibal Cobb Photocrime series. Yaller

a 20-year veteran in the radio business

spent most of his career with KFWB. Lo

Angeles. Beginning there as office boy, hi

worked up to the position of adv.-pro

dir., salesman, program-production mgr. and dir. of operations

He was graduated from the U. of Southern Cal. with a B.S. degree

Arthur C. Schofield joins Peoples Broad-

casting Corp. this week as assistant to the

president, Herbert E. Evans. He comes

from Storer Broadcasting, where he was

v.p. for advertising and promotion. His

diversified background includes stints on a

Philadelphia newspaper as artist and fea-

ture writer; circulation-promotion man-

ager of a national magazine and ad man-

ager for a radio/tv receiver manufacturing firm- Schofield was also

ad. director of DuMont TV network. He joined Storer in 1952,
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1EDIA MEN
Continued from page 39)

:em secondary. Says one, "Cut rates

id merchandise deals can eliminate

ie rep," adding. "Are we becoming

mere discount operation?"

A station promotion manager sug-

*sts an airing of exactly what the

jencv-client expects of a station in

lis matter, and vice versa. "Too

lanv agency demands," he says, "in-

icate ignorance of station problems,

rid too many station men automati-

illy say 'no' without consideration

f areas of mutual interest."

"Timebuyers endeavor to match

ne station against another in a way

lat encourages rate cutting." claims

ne midwest station manager, says he

as found this "particularly true" in

ie case of sports: "The timebuyer

ecognizes that stations are very de-

irous of carrying this type of pro-

ram, and senses the possibility of

eveloping a 'rate cutting' competi-

ion between the stations involved."

Back to the other side of the desk,

me media man feels that "while we

re not concerned in making the com-

lercials, a better understanding about

•roducts, production and talent would

lelp us in the creative selecting of

THEY KNOW WDBJ RADIO

HAS REAL SALES POWER

PAXTON C. JUDCE
Vice-President,
Roanoke Division

THE KROCER COMPANY
"We've used WDBJ Radio for

twenty years and have found
it to be a productive medium."

R. E. FOUTZ
Secretary-Treasurer and

Manager

ROANOKE CROCERS, INC.

Our quarter-hour morning
rogram has paid handsome
ividends over a 6-year peri-
d—reaches homemakers we
<ant to sell." ^JBwA

'*

WDBJ

F. W. JOSEPH
District Superintendent

COLONIAL STORES, INC.

"WDBJ Radio has done a fine

job helping us to build cus-
tomer acceptance since our
entry into Roanoke's com-
petitive market 5 years ago."

CBS RADIO
Roanoke, Virginia

• 960 Kc. • 5000 watts

14,000 watts

media." Here are more issues media

men would like to see aired:

• What services should an agency

expect from a network or large rep-

resentative as far as competitive ac-

tivity is concerned?

• What can be done about feature

film programing which (allegedly)

accepts commercials of four competi-

tive cosmetics firms in one hour?

• Is there any limit to the number

of products an advertiser can buy in

a 15-minute time segment? If so, are

violations occurring?

• Will use of tape be a factor in

major market spot tv in I960?

• Is the saturation formula myth
or mathematics?

• Television buying — on whose

terms?

• Is a music format vital to radio

ratings?

•How will politics affect broad-

casting in 1960?

• Radio deserves a voice at the

client conference table.

It looks as though some hot ses-

sions are in order when the sixth an-

nual RTES seminars get underway in

Manhattan on 10 November. ^

I'lTLRJ, (-PIIIIN 1

NdZ/ofiJ KrJ

ARMSTRONG
(Continued from page 41)

vice of a hand gripping the road was

developed." There were three reasons

for developing such a device:

(1) To sell an idea rather than a

situation. "We found," says Sklarz,

"that in an intensive spot schedule,

situation commercials very quickly

lose impact. On the other hand, a

commercial selling an idea can be re-

peated over and over again and still

maintain viewer interest with the

same message repeated." (The open-

ing of the commercial is varied, while

the body remains the same. Arm-
strong has found that no more than

two different openings are needed for

each 13-week cycle.)

(2) An idea sells against competi-

tion. "Armstrong strategy is to sell

against major competition rather than

try to sell tires per se." says Sklarz.

"This strategy has achieved consumer

recognition with a high degree of

memorability—on a budget smaller

than those of major competitors."

(3) A merchandising tool. "The

hand device lends itself to merchan-

dising and sales promotion." sa\s

Sklarz. "The trade quickly caught

on to this "built-in" sales tool when

we introduced it two years age." ^

• SPRINGFIELD

• DECATUR
• CHAMPAIGN-URBANA

"k/lt&ie Mid America

Jliuel and fciufA . .
.

"

METROPOLITAN MARKET

wnrim GRADE

SPRINGFIELD

WICS
DECATUR

OVER 230,000 TV FAMILIES

AVAILABILITIES: YOUNG TV

H

CHECK (/and

DOUBLE CHECK £

V
WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

vv
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS—ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.
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Tv spot tops tv net

First half figures for 1959 show all branches of tv running

substantially ahead of a year ago.

But the real surprise in hilling picture, and one which is

astonishing many industry observers, is the fact that national

tv spot is now the largest segment of the tv business.

For the first time, spot is running ahead of network in

gross time sales, and the implications of this switch in leader-

ship are enormous.

Spot's flexibility and adaptability to the needs of all kinds

of large and small national and regional advertisers guar-

antee it an ever expanding future.

The network picture, with three strong healthy networks in

operation looks bright and solid. The next 12 months should

see ABC TV, CBS TV, and NBC TV on virtually a sell-out

basis.

But the outlook for tv spot almost staggers the imagina-

tion. We confidently believe that the next year will see

an expansion in tv spot business beyond anything the industry

has ever dreamed of.

Radio spot picks up steam
Corresponding with this tv spot activity, and closely allied

to it for basic business reasons, is the great wave of optimism

about radio spot now being voiced in many quarters.

This week sponsor editors dug deeply into the question of

radio spot's resurgence to find out whether it was a fact or

merely wishful sales enthusiasm.

Our conclusions (see page 29) are that radio spot is actu-

ally standing on the threshold of a tremendous sales break-

through, and that there are practical, factual reasons why

this is so.

The optimistic feelings and creative selling plans now being

drawn up for radio spot are solidly based. We look for a

fine 1959, an even better 1960.

THIS WE FIGHT FOR: More trips into the

field by agency and advertiser personnel, to see

at first hand the power of the air media in to-

day's highly specialized, localized marketing.

68

lO-SECOND SPOTS

Sick, sick: Said the nurse to t

hospitalized tv producer, "We pref

to call it "taking your temperatur

—not "checking your Nielsens."

Frank Hughes

Fanatic: Listeners to Lunch Wi

Bob on WWDC, Washington, we

invited to write in the number

times the call letters were mention*

to win a transistor radio. Here

one letter received:

"Dear Bob:

I onjoy listening to WWDC evei

day. At work I have a broken dov^

radio and listen from 9 a.m. till

get off. On August 3 I was gettir

ready to go to the powder room wht

you said the contest was just star

ing, and I about turned and sat dow

again. Well, until you said the coi

test was over, I didn't think I'd mal

it to the powder room ... I countf

(I think I 56 WWDC's on the sho.

..." NOTE: She counted wrong.

Quote: Janet Blair in TV Guide-

"A woman should look just as go

geous while doing household chore

during the day as she does for he

husband in the evenings. And sf|

should present an attractive pictur

even to go around the corner to ma

a letter." Right. Never can tell who

waiting there.

Chatty: Jack Link, general manage

of KIDO, Boise, Idaho, reports th

station has acquired a talking pan

keet named Pete who so far hq

learned to say, "Good morninj

Sweetheart"; "Peter Peter Punipki

Eater"; "Birds can't talk, it's prt

posterous" and "KIDO Radio.

Something new in local personalitie.

Valentine: From time to time w

report on letters of application. Th

verse below is from a try at an a/

position addressed to Jim Szabo. ger

eral sales manager for WABC-T\
N.Y.—
"Roses are red and violets are blue.

A creative salesman will sell both

for you.

Red for Prime time, violet for fringe

Aggressive selling is on what profit

hinge."

The Florists Telegraph Delivery Sei

vice needs this fellow.
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"1 have but one lamp by which my feet are guided, and this is the

lamp of experience. I know of no way of judging the future but by

the past."

Patrick Henry (1736-1799). American revolutionary leader whose
mighty voice and pen helped forge the original colonies into one nation.

host of long-time friends

'e using WWJ this fall—

jvertisers and agencies

ho come back again and

gain because experience

;lls them it's the thing to do.

etroit's pioneer radio

:ation can always be

Dunted on for intelligent,

uality service, for

<ceptional audience loyalty,

>r results you can

e proud of.

sk your PGW Colonel for

'ie complete WWJ story.

makes good listening—and

ood buying for lasting

npressions.

% A#\ A# I AM and FMW WU RADIO
Detroit's Basic Radio Station

NBC Affiliate

mONAL REPRESENTATIVES: PETERS. GRIFFIN, WOODWARD, INC. • OWNED AND OPERATED BY THE DETROIT NEWS

L



You can't cover
growing Jacksonville

without WFGA-TV
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This progress photo of the Atlantic Coast Line Railroad's new 17 story head-
quarters building is visual evidence of Jacksonville's accelerated business

growth. With the completion of the A. C. L. building, 1000 new families

will be moving to Jacksonville—buying homes—cars—food—clothing

—

and increasing the spendable income of this already rich $1 Vi billion

market.

Jacksonville is booming with expansion in every direction. It's a hustling,

bustling city that's ready and receptive for your sales message . . . and
. . . you need WFGA-TV to cover it effectively—offering the best of two
great networks

—

NBC - ABC.WFGA-TV
CHANNEL r~En Jacksonville, Florida

The Best Of NBC and ABC... Call Peters, Griffin,Woodward, inc.
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WPRO-TV
|
LEADERSHIP
In Providence, R.I.

TOPS IN ARB, NIELSEN, PULSE

ARB (April-May 1959) 4 week sur-

vey gives WPRO-TV a whopping
average 45.5°/o share of audience

all week long — 25% more than

its nearest competitor.

NIELSEN (July, 1959) shows WPRO-
TV dominance every night of the

week with 42% share. Afternoons,
Monday through Friday, 46.5%
share. (We have a healthy 33.5%
in the mornings, too.)

PULSE (July, 1959) WPRO-TV
leads from noon to midnight with
a whopping seven-day average of

45% share of audience. Morn-
ings we have a hefty seven-day
average of 43%,

NEED MORE PROOF?
WPRO-TV has 8 out of 10 top-rated

multi-weekly shows and most of the
top 15 once-a-week shows too.
(Pulse July, 1959). WPRO-TV's audi-

ence RESPONDS in Southern New Eng-

land's multi-billion market.

See what's happened in Providence.

Then nail down your schedule with
Gene Wilkin at Plantations 1-9776,

or your Blair man.

WPRO-TV 12
CAPITAL CITIES TELEVISION CORPORATION . 24 Mason Street, Providence 2, R. I.

DAYTIME TV'S

|l40 MILLION

PROBLEM CHILD

Advertisers will push

daytime tv spending

up 32%. But several

knotty problems remain

Page 33

W-TEN
Albany

WROW
Albony

WTVD-TV
RaleighDurhom

WPRO
Providence

Mr. Madison Ave.

returns to the

scene of his fame

Page 36

Why Sponsor ran

a Blue Ribbon

Radio series

Page 38

Video tape gets

the pro and con

treatment

Page 40

I



THE

TOUCH

The expressive flamenco. ..one of the

more difficult and beautiful of stringed

instruments! For certain, it takes a

"quality touch" to capture the full

range and challenging aspects of this

vivid instrument. To capture the ad-

miration and attention of the radio

and television audience also demands

a "quality touch"!

Represented by

Edward Petry & Co., Inc.

radio & television • dallas

Serving the greater DALLAS-FORT WORTH market

BROADCAST SERVICES OF THE DALLAS MORNING NEWS

The Original Station Representative



AT 1:45 P. M. on September 22, Mr. Khrushchev is coming to our town

—

1 to see what he can see.

From halfway around the world he is coming to visit this bountiful

land for a few hours. Out here in the heart of America, he will see

Agriculture and Industry wed — blossoming into a tremendous
capitalistic force for good and good things.

He will see the great rolling fields of hybrid corn stretching from here to your
breakfast table. He will see the John Deere Works whose massive daily

production of labor-saving farm machinery is an obvious testimonial for a

successful capitalistic venture. He will see the sprawling Firestone Tire & Rubber
plant which makes tires as big as a house or as small as a doughnut.

He will see one of our country's great insurance centers. He is going to visit a

great university dedicated to developing growing things, including people.

He is coming to see what he can see, and it's time he did. There's a lot

to see here. This is an important place.

Mr. Khrushchev's every reaction will be reported instantly by radio and television

stations everywhere. Before the world goes to sleep that first night of his

visit, the world will know more about Mr. Khrushchev and Mr. Khrushchev's

world will know more about us . . . because of electronic journalism.

In truth, "Big Brother" will have his eye on us and we'll have our eye on
"Big Brother." One of the first things Mr. Khrushchev will see as he flies into

Des Moines is the KRNT-TV tower right smack in the middle of town.
About the second thing, KRNT microphones and cameras.

There's so much to see here and so little time for him to see it! There's much to

know about our nation's radio and television setup, for example, and
it takes so long to appreciate its massive force.

Des Moines would be a good place for him to study free American radio and
television. We've got some of the best stations in the country here, and they

operate in the public interest, convenience and necessity, and not because
of any party line or edict. We're important to people.

Mr. Khrushchev should see our good KRNT newsmen in action, writing stories,

reporting facts regardless of who is involved—facts about public officials, for

example, not caring whether the public officials will be pleased or displeased . . .

newsmen broadcasting stories, caring only that the public gets the truth.

Mr. Khrushchev might learn to like American radio and television, all the music,
the drama, the comedy, the public service — FREE — just so someone can tell

about a product or a food or a service that people can buy to make their

living easier . . . selling things in this country that uncounted millions in

other parts of the world cannot buy. Let him see free American broadcasting,

born from free American competition.

Yes, Mr. Khrushchev is coming to our town, and the world's spotlight focuses on
this heart of America. Everyone should come see us. What we are doing out
here is important to people throughout the world. Come make your own
inspection trip. You'll like what you see.

Cowles Broadcasting Co.

KRNT, KRNT-TV
Des Moines, Iowa
Represented by THE KATZ AGENCY

SPONSOR • 12 SEPTEMBER 1959



How to

Persuade the

Knoxville

Market

It takes a powerful medi-
um to sell in the big, wide-
spread 1,600.000 Knoxville
Trading Area. WBIR-TV's
top power ... top audience
. . . top programming . . .

and leadership in top-rated
shows get the job done. Call
your Katz Man.

WBIR-TV
CHANN EL ~1 f\

KNOXVILLE-TENN.

© Vol. 13, No. 37 • 12 SEPTEMBER 195*SPONSOR
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DIGEST OF ARTICLES
Daytime tv: $440 million problem child

33 TvB predicts advertisers will spend a projected $440 million on netl

work and spot tv during the daytime hours this year—a rise of 32$

Ben Duffy comes back

36 The indomitable Mr. Madison Avenue hits the comeback trail, tells

his views on the advertising and air media scene which he pioneeret

Behind the Blue Ribbon Radio series

38 sponsor selected six of all the blue-chip radio advertisers for its series

Why these particular six? Each is representative of a strategy

Is video tape best for tv commercials

40 Here are two contrary views voiced by Robert Lawrence and Howarc

Meighan on the highly controversial subject of tape in tv commercials

Crosset & Dunlap sells books like drugs

42 Book publisher merchandises $36,400 network buy to booksellers, racks

up record volume of orders—one month prior to first announcement

Who's who at the radio nets

44 An up-to-date chart of ABC, CBS, NBC and Mutual radio execs, pre

pared especially for agency and admen dealing with network personnel

How Cal Fame frozen juice grapples with giants

46 Regional company uses checkerboard strategy of tv I.D.'s, co-op minutes

keeps brand image fresh by change of pace and commercial techniques

When to run auto messages
47 29-market survey by Petry on new car-buying habits contains importan

tips for timebuyers, account men scheduling automotive announcements
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KMOX Radio outweighs

all other St. Louis media

in community impact!

Terror tightened Mrs. Wilson's voice. She and the girls had been asleep when the wind

hit, roaring like a hundred jets, ripping their home to rags and sticks. The story of the

Wilson family and thousands like them was transmitted first by KMOX Radio to a

city's ears and its heart seconds after the killer tornado struck St. Louis. For twenty-

four memorable hours, KMOX called for relief funds for the stricken city. Listeners

from twenty-six states responded, 6,412 of them, at the rate of four phone calls a min-

ute. Again KMOX Radio had earned the right to its title, 'The Voice of St. Louis."*

*A voice that speaks to the largest audience ever reported by Pulse for a St. Louis radio station. (Annual

Cumulative Pulse study of Metropolitan St. Louis, December 1954 thru January 1959)

1120 ON YOUR DIAL

® © ©
JDIO

50,000 WATTS. REPRESENTED BY CBS RADIO SPOT SALES



Akron— Rubber Capital of the World

WAKR DOMINATES AKRON
Dave Bell, District Manager for

Peoples Service Drug Stores re-

views Fall ad plans with Hudson.

In Akron, WAKR is first by far. First

in audience ... in advertisers ... in

local appeal! WAKR's lead in Akron
is so great that no other station even
comes close. And, don't let anyone tell

you that Cleveland stations influence

Akron buyers ... it just ain't so. The
latest Hooper Index for Akron, April-

May, 1959, shows that from 7 A.M.
to 6 P.M., Monday through Friday
WAKR has 55% coverage of the Akron
market . . . more than all other Akron
stations combined. To increase your
sales in Akron, America's 44th market
with an estimated population of

496,200, call your McGavren man for

up-to-the-minute data.

On the spot telecast of the finalist for the

All American Soap Box Derby.

SPONSOR • 12 SEPTEMBER 1959



FOR FACTS YOU CAN

USE ABOUT AKRON
. . . ask the man who knows!
As a service to stations represented by

Daren F. McGavren Co., a McGavren
man visits each market and works at

the station level in all phases of station

operation, visiting retail stores . . . talk-

ing with wholesale distributors . . . Get-

ting first-hand knowledge of local

industries and studying market data

in detail.

We feel that this is the only way to be

sure that your Rep knows your local

story as well as the rating picture. At
the end of his "in the field" training

the McGavren man prepares a full re

port on the market and your station.

The report is sent to all McGavren
offices and to all Time buyers.

Roger Hudson becomes local sales-

man for a week, and gets feel of
WAKR impact in Akron.

Ken Keegan, V. P., Gen. Mgr. and
Roger Hudson discuss local and na-
tional sales activity.

WAKR represented nationally by

Staff meeting coordinating station

operation with representative.

DAREN F. MCGAVREN CO., INC
Kyku/ic una C/e/m&M/ (jfaU/t /(tau-ifnM'i<eb

NEW YORK • CHICAGO • DETROIT • SAN FRANCISCO • LOS ANGELES • SEATTLE • ST. LOUIS

. . . ask the man who knows!

M- SPONSOR • 12 SEPTEMBER 1959



YOU
KCANT
KCOVER
TEXAS
without

KCEN-TV

NO DUPLICATION!
our Central Texas viewers

are our own (not shared with

overlapping programming)

and they're more of 'em!

BLAIR TELEVISION ASSOCIATES
National Representatives

NEWSMAKER
of the week

Tv's new status among the motion picture majors is symbol

ized by moves at Screen Gems last week following the recen

death of Ralph Cohn: V.p. Jerome Hyams became gen. man
ager and board member, and Columbia Pictures'1

pres. Abt

Schneider assumed also the presidency of Screen Gems

The newsmaker: Jerome Hyams, whose elevation to gen

eral manager came as no surprise to intimates of Columbia Pictures

strategy. Previously v.p. for syndication, he had privately beei

regarded as the obvious candidate for the managership should i

ever become necessary to fill that post.

The move opens the way for Columbia to bring its tv subsidiar

back into its internal structure, resuming the interwoven corporat

pattern of some years ago when the late Harry Cohn was both presi

dent of Columbia Pictures and of Screen Gems.

Though the Screen Gems-Colum-

bia Pictures integration typifies

Hollywood's new mood, it does not

mean a new attitude for Columbia

in tv. Columbia was first and fast-

est of the majors into tv, and no

basic policy changes are expected.

Nor do Hyams' syndication ori-

gins portend that he will assign

any special or unique role to that

area in his new role at Screen

Gems.

Says Hyams: "Screen Gems is

headed for even greater heights of

success; we'll be producing more and releasing more. Columbi,

Pictures' years of experience in production and distribution, whei

applied to tv, should bring quick results in hit shows. Furthermore

Screen Gems will be carrying its operations forward in all areas a

once." Two of Hyams' contributions as syndication chief were in

creased production and an accelerated rate of motion pictures re

leased for tv.

It was 15 months ago that Hyams was elected a v.p. of Screei

Gems. He joined the company in December, 1956, became syndica

tion sales director when Hygo Television Films was absorbed.

Hyams first entered the film field in 1934 with Guaranteed Pic

tures, later to become Commonwealth Pictures. He became a v.p

of Commonwealth in 1947, and formed Hygo in 1950.

During World War II, Hyams served in the OSS division of th<

Navy with a film unit. Married and the father of two daughters, hi

resides in Great Neck. Long Island. ^

Jerome Hyams

SPONSOR 12 SEPTEMBER 195<
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ribal chieftain to world conqueror—by the power of positive salesmanship. Timujin—The Genghis Khan-

y nited innumerable mongol tribes under a single horse-tail banner, then led them in a victorious sweep to the gates

» if Vienna. His salesmanship was a dominant force in the medieval world for more than a generation. Warrior,

ll'i

es, but above all The Genghis Khan was a Salesman. Domination by the power of positive salesmanship is

he key-word of Balaban policy in every market. WIL is a dominant force in St. Louis— a powerful voice to sell

^our products and services with maximum impact and positive efficiency. Above all—WIL is a Salesman.

WVr Buy RADIO when you buy media wlL
.

Buy BALABAN when you buy radio kbox
THE BALABAN STATIONS

in tempo with the times

Buy WIL when you buy St. Louis and writ John F. Box, Jr., Managing Director

you BUY the people who BUY Milwaukee Sold Nationally by Robert E. Eastman



A WHBF PLUS SIGN • NO. 1

« mi t°*°

Standing at right is Ted Arnold, WHBF Stations' Sales
Manager, a member of the school board, shown in session.

Community leadership by staff people

enhances WHBF value—for advertisers

The esteem that WHBF enjoys in its home

town community—the Quad-Cities—is deep-

ly rooted. Since 1925 this station has had the

advantage of constructive management by

community-minded people. In accordance

with this philosophy, WHBF has attracted a staff of like quality.

Probably no other organization in the Quad-City area con-

tributes more man hours, on and off the job, to helping and

cooperating with every worthwhile project.

The result of such community leadership and participation

has accumulated over the years into a tremendous amount of

acceptance for WHBF.

This excellent stature, although it cannot be worked into a

rate card, is a tangible plus that WHBF advertisers share with

us in the Quad-Cities.

STRONG & PRODUCTIVE FROM DEEP ROOTS

WHBF
RADIO &

TELEVISION

Covering Western Illinois and Eastern Iowa for 9 years

Secretary-Treasurer
Elaine Couper Glenn

VP—Assistant Publisher
Bernard Piatt

EDITORIAL DEPARTMENT
Executive Editor
lohn E. McMillin

News Editor
Ben Bodec

Managing Editor
Florence B. Hamsher

Special Projects Editor
Alfred J. Jaffe

Senior Editors
Jane Pinkerton

W. F. Miksch

Midwest Editor (Chicago)
Swen Smart

Film Editor
Heywaid Ehrlich

Associate Editors
Pete Rankin
lack Lindrup

Gloria F. Pilot

Contributing Editor
Joe Csida

Art Editor
Moiry Kurtz

Production Editor
Lee St. John

Readers' Service
Lloyd Kaplan

Editorial Research
Barbara Wiggins
Elaine Mann

ADVERTISING DEPARTMENT
VP-Eastern Manager
Bernard Piatt

Jack Ansell, Sales Development Mgr.
Robert Brokaw, Eastern Sales

Sandra Lee Oncay, Sales Administration

VP-Western Manager
Edwin D. Cooper

Southern Manager
Herb Martin

Midwest Manager
Roy Meachum

Production Manager
Jane E. Perry

CIRCULATION DEPARTMENT
Allen M. Greenberg

ADMINISTRATIVE DEPT.
Laura Oken, Office Mgr.
George Becker; Charles Eckert;

Gilda Gomez; Priscilla Hoffman
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Seattle-Tacoma.

St. Louis

Philadelphia-

Chicago

Los Angeles.

New York

SHARE

.52.7%

.63.7%

.63.0%

.54.5%

.62.8%

.67.8%

******

RATING POWER

cra/iasfioa/rf

*

mca
TV FILM SYNDICATION

Source: ARB, Trendex PRE-48



Reps at work

Fred L. Bernstein, v.p. and general manager of Forjoe & Co., Inc.,

New York, has found that station-representative and representative-

agency relationships lie along parallel lines. "The broadcast manager

seeks much the same type of service and information from his rep-

resentative as the representative can make available to the agency-

man who looks for vital, up-dated

data on stations and markets.

And the representative's constant

up-dating of information and re-

search has become increasingly

more important as qualitative in-

formation and factual statistics

enter into the advertising, sales

and marketing picture." Fred notes

that while many local stations

work in conjunction with the local

advertiser, more liaison should be

developed on the national level.

"National advertisers and agencies do not differ from their local

counterparts. They, too, are constantly on the search for new mater-

ial pertaining to stations and markets. They, too, are always inter-

ested in suggested schedule improvements. The job of the aggressive

. station and station representative is to supply this kind of service.

Bob Lobdell, Adam Young, Inc., New York, notes that radio's role

has changed from that of an entertainment medium, to one more

concerned with companionship and service. "This has been brought

about principally by the advent of television, which has replaced

radio as the prime entertainment medium. Radio's changed circum-

stances stimulated advertisers into

thinking about a new technique

called 'saturation spot.' But as the

technique caught, radio began to

provide less identification than it

** had previously offered." Bob re-

^j^ lates that various measures have

been taken by the stations to re-

jP store the element of identification

if
5

^^^^^ beyond simpl) couching the spol

.!-» in a suitable atmosphere. "A new
I • development that many of our

stations have been working on is

the conversion of announcement schedules to service features. The
particular feature used should have a natural association with the

product so the theme of the commercial is perpetuated through the

feature. Proper use of time purchased produces greater results

than any station merchandising. A useful idea relayed to the

audience, credited to an advertiser builds goodwill and sales."

SPONSOR 12 SEPTEMBER 1959

'THE VOICE OFLONGISLAND

10,000 WATTS

the only station that delivers

New York State's

Til

LARGEST

MARKET!
(Nassau-Suffolk)

WHLI dominates greater Long Island ... and

its huge, quality adult-buying audience!

Reaching 5,668,100 people ... at an

amazingly low cost-per-thousand!

(Total primary coverage)

Delivering total coverage of the "Big Income

Big Spending" adult-buying audience

(Nassau-Suffolk)

BUYING INCOME $4,392,349,000

RETAIL SALES $2,620,895,000

whli has the Largest Daytime Audience in

the Major Long Island Market . . . Bigger

than any network or independent station!

Pulse

> 10,000 WATTS

WHLI AM 1100

r-M 98 3

HEMPSTEAO
IONC ISLAND, N. Y. \m u/W

Represented by GMI-Perno

11
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THE PGW COLONEL SAYS:

"Here at PGW we

operate on the theory

that our Colonels work

about five times as hard

as the next fellow

That's why we award a gold watch to every

PGW employee after five years with us, instead

of waiting for the customary 25 years of service.

We are happy to say that 59 Colonels and Colonel-

ettes atPGW have already been presented with

their five-year watch . . . we're happy because we

like people who like hard work. Don't you?

P ETERS,

G MFFIN.

W OODWATRB, inc.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD

ATLANTA DALLAS FT. WORTH SAN FRANCISCO



of Mississippi

Retail Sales . .

.

$918,000,000
IN THE SOUTH'S
FASTEST GROWING

TV MARKET

Jackson, Miss
*

with these Jackson
stations

WeflV 12
KATZ

WlbT
HOLLINGBERY

* Nation's business gains leader

i

14

.

by John E. McMilh

Commercial
commentary

P&G revisited

In Cincinnati a couple of weeks ago I saw for

the first time the new (three years old) P&G
headquarters building, and made the same silly,

trite remark that dozens of others have made.

"Well," I observed inanely, "It certainly looks

different from Lever House.*'

The difference, of course, is staggering. Lever's

lovely miracle of steel and glass is one of New
York's brightest architectural jewels. It lends grace and color an

daring and modernity to the swirling patterns of Park Avenue.

The solemn, solid, brazenly unimaginative P&G building is, bi

contrast, plunked down in the midst of Cincinnati's underprivilege<

business district like a Presbyterian preacher in an Edinburgh slurr

It has a grim, gray, no-nonsense look about it, a kind of piou

plainness that is at once forbidding, and also a little ridiculous.

It hides, I am sure, a wildly romantic heart.

Knowing them, I suspect that the P&G hierarchy was proudly am

stubbornly determined to be as little like Charles Luckman as possi

ble. The result is something less than an architectural triumph. Bu

at least it is not Luckmanesque.

The P&G*personality

I was glad to see it though, and glad to renew acquaintances witl

an old, old friend.

Having spent nearly 15 years working on knotty P&G problem.'

and attending tense P&G meetings in the Gwynne Building across th<

street, I have often looked back and wondered what I really felt abou

this extraordinary company.

America's No. 1 advertiser and "best managed corporation" is i

kind of industrial enigma, hard to understand or fully appreciate il

you are too closely involved in its shrewd, tight-lipped activities.

Coming back, even now, I still felt those old queasy stomach

butterflies I used to feel on gray mornings when I got off the Cincin-

nati Limited with a package of layouts or recordings under my arm.

P&G, I discovered, has not changed very much in the past 25 years.

It is bigger, of course, and more diversified. It embraces, in effect,

four separate companies—foods, drugs, soaps and detergents, paper

and other products. It has 30 nationally advertised brands.

But the old P&G spirit remains. The unique corporate person-

ality,—tough, thorough, foursquare and a little bit shy—is essentially

what it was in 1934 when Neil McElroy, a marked young man, pre-

sided over a plain desk in the vast open bullpen of the P&G adver-

tising department.

Perhaps of course, this is not very surprising, for P&G's record

of management continuity is almost fantastic.

(Please turn to page 18)
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Big, new 50,000-watt KRLA Radio booms

i big, new sound— Modern Radio Los

Angeles— into America's fastest-moving

tiarket. It's new, it's power packed and

t's smack at 1110, dead center on the dial.

'Jew, million-dollar selling personalities!

"Jew audience impact! New million-dollar

overage throughout Southern California

-99 99/100% perfect! KRLA is a must-buy

n Los Angeles radio. And the availabili-

ies are prime. Your future is right now
>n KRLA . . . Modern Radio Los Angeles.

For a franchise in prime time, at lowest

cost, on a 50,000-watt leader in the nation's

number-one radio market, buy now!

MODERN RADIO I LOS ANGELES

KRLA
DIAL 1110 J 50,000 WATTS

6381 Hollywood Boulevard., Los Angeles 28, Hollywood 2-7388

Ed Schulz, General Manager

Represented Nationally by Donald Cooke Inc.

New York, Chicago, San Francisco. Jack Heatherington, St. Louis

SPONSOR • 12 SEPTEMBER 1959 15



IN ANSWER TO REQUESTS
FROM STATIONS ALL OVER THE
COUNTRY, NTA NOW MAKES
AVAILABLE 10 OUTSTANDING
TEMPLE FEATURE FILMS.

Here comes a festival offeature films

with the greatest little audience stealer of

all time. Here's Shirley Temple.. . at the

height of her universal appeal. And she's

yours. She's yours for that extra

programming energy you want for local

television excitement. She's yours in

brand new first runs such as: "Dimples',' •

"Stowaway',' "Just Around the Corner"

"Bright Eyes',' and she's yours in first-time-

off-network success stories such as

"Captain January',' "Poor Little Rich Girl'

"Wee Willie Winkie',' "Heidi',' "Rebecca

ofSunwybrook Farm',' plus "Little Miss

Broadway'.' Yes it's Shirley Temple

and she's yours! Get in touch with your

NTA representative immediately!

NTA INTERNATIONAL, INC.
Coliseum Tower. 10 Columbus Circle, New York 19. Judson 2-7300

Beverly Hilla-Crestview 4-8781, Boston-Liberty 2-9633, Dallas-

Riverside 7-6559, Pittsburgh-Poplar 6-5300, Minneapolis-

Federal 8-1682, Chicago-Michigan 2-5561, Memphis-Jackson 6-1565

J-6 SPONSOR • 12 SEPTEMBER 195'
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K-7 PRESENTS

ANOTHER

SEASON If OF

BRILLIANT

PROGRAMMING

...THE KIND

THAT

EARNED KVII-TV

A 116%
increase in

nighttime
audience

seeJ&our
BOILING MAN

KVIMV
amarillo, t e sc a, s

C. R. "Dick" Walls. Vice-President and General Manager

Commercial commentary {continued)

Don Robinson, the Crisco brand man with whom I sweatee

through the anxious days when Lever was introducing Spry, is now

vice president in charge of the company's foreign operations.

Executive vice president Jake Lingle was then top man on Ivory

Soap and he and I once held a solemn week-long debate on whether

the Bronx Cheer sound effect on Truth or Consequences was tot

loud, fruity, wet and vulgar.

Howard Morgens, P&G president, with whom I plotted bran(

images long before the word or idea reached Madison Avenue, was

once boss of the company's copy and radio operations.

With such men, and many others, carrying on an unbroken tra

dition that traces back through Richard Deupree and Ralph Rogan

and William Cooper Procter to the candle-making days of the mid

19th century, the P&G personality has matured and developed, per-

haps, but it has not been essentially altered.

Care, patience, and power

Frank Gorman, an ex-P&G executive who is now advertising direc-

tor of Nehi, once told me that the three P&G qualities he most

admired were its care, patience and power.

It's a good list, and one which explains a great deal about the com-

pany. P&G care about budgets, planning, research, testing and costs,

is proverbial in the ad business.

Its patience, the willingness to wait one or two or three years unti

product and plans are right, is often less appreciated. But patience

plus huge power lie behind most P&G successes.

To these characterstic P&G personality traits, I'd add a few others.

One is its highly developed executive ability to get the best and most

from many different people, both in Cincinnati and in its agencies.

I suspect that P&G gets more value per dollar of billing from an

agency than any advertiser in the business. And it does this not by

excessive or unreasonable demands, but by making individual

agencymen feel important and needed in the P&G picture.

Once you're accepted by P&G, you feel they care.

Another highly significant P&G quality is its genuine modesty. It

does not engage in corporate boasting, and what sometimes seems

like calculated secretiveness, is actually a refusal to be involved in

flamboyant horn-blowing.

The new P&G building reflects a company that had profit-sharing,

guaranteed employment and other employee benefits long before

most, but consistently refused to praise itself publicly for them.

Finally, any assessment of the P&G corporate personality must

inevitably come to grips with the company's almost Emersonian

self-reliance.

You can get mad at P&G, and I often have, for its too logical,

too-mental, non-intuitive approach to almost every problem. You

can regret its inability to combine artistry with business acumen.

But you have to admit that it is a company that stands squarely

on its own feet.

Years ago, during the New Deal, many American manufacturers

became panicky over what they feared was government "regimenta-

tion" of business. Such fears, however, did not disturb P&G Presi-

dent Richard R. Deupree. "If there is going to be any regimentation,"

said Deupree firmly, "we will lead the regiment."

A characteristic P&G statement, if I ever heard one. ^
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SILK SEPARATES BY B. H. WRAGGE

Poised, confident, aware of the very best in contemporary living; an individual of heightened

sensitivity and great effectiveness, so re-assuring to be with ... a "metropolitan" personality.

METROPOLITAN
BROADCASTING
CORPORATION
206 East 67 Street, New York 21, N. Y.

New York City

Washington, D.C.

Clcceland



>

<»?S£
j

COMMONWEALTH OF PENNSYLVANIA
DEPARTMENT OF PUBLIC INSTRUCTION

THI IUFIIINTINDINT

BOX 911. HARR18BURO

August 4, 1959

Mr. Clair R. McCollough
President and General Manager
Station WGAL-TV
Lancaster, Pennsylvania

Dear Mr. McCollough:

On behalf of the 40,000 students and over 1,100 public and
nonpublic school teachers in the Lancaster viewing area I wish to
extend sincere thanks and appreciation for the cooperation of Station
WGAL-TV in televising the science program during the past school year.

It is gratifying to know that your station will again pro-
vide students and teachers with public service time during the coming
school year. You may be interested to know that, with the two programs
your station is planning to show, we estimate that close to 85,000
students in the public and nonpublic schools in the twenty-county area
will be viewing these telecasts during the school year 1959-1960.
This increase is due to the fact that we are offering a science program
for the intermediate school (Grades IV, V, and VI) and a speech improve-
ment program for the primary grades

.

It should be gratifying to you to know that as far as we have
been able to ascertain the science series which reached approximately
40,000 children last year was one of the most comprehensive projects
which had been undertaken by any commercial television station in the
nation.

You certainly are to be commended for your complete cooper-
ation in making the public service features of your station available
for school instruction purposes.

Sincerely yours

^cdkc/^^Sft&t^
Charles H. Boehm

These weekly programs are two
of the many educational series

regularly telecast by WGAL-TV.

WGAL-TV
Ckcuutd £

Lancaster, Pa.
NBC and CBS ^

STEINMAN STATION • Clair McCollough, Pres.

Representative: The MEEKER Company. Inc. New York . Chicago • Los Angeles San Francisco
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Most significant tv and radio

news of t)ie week with interpretation

in depth for busy readers

SPONSOR-SCOPE
12 SEPTEMBER 1959

Copyright 1959

SPONSOR

PUBLICATIONS INO.

Needham, Louis & Brorby, following a couple of tests, is going high, wide,

and handsome on a concept of radio buying it calls the Rotational Saturation Plan.

The basics of the plan: (1) Buy four of five stations in a market for a campaign;

(2) use each station, in turn, for a week only; (3) start the same cycle over as long

as the campaign's in effect.

The agency initially tried the plan out for Lever's "all" and now is riding it in Chicago

in behalf of Household Finance and Oklahoma Oil.

Says NL&B: For depth of penetration and reach, particularly on a limited budget, it

can't be beat. It blankets the loyal audience of each station.

The secondary radio market is the gainer from the battle for sales dominance that

duPont's Zerone and Zerex (BBDO) and National Carbon's Prestone (Esty) are

girding for this fall.

DuPont is supplementing its tv operations with saturation buys in 99 radio markets

—most all of them in secondary markets.

The Zerone-Zerex schedules will run four to five weeks at the rate of 30 to 60
spots a week.

If you're inclined to do any crystal-balling of tv trends the coming season, you can

predict with certainty that more than one tradition brought over from radio days

will be abolished.

• Example: The rate for network daytime now half the nighttime rate, looks

due for an overhauling.

P&G appears bent on toppling this time-honored formula, which dates back to the fledg-

ling days of network radio. P&G's pursuader (applied at NBC TV) : chunky cutbacks in

daytime commitments.

• Remember this: The season already has seen the abolition by the tv networks of

one of radio's strict taboos—the use of network facilities as spot carriers.

What could give quite a boost to car listening: The San Francisco Giants or

the L. A. Dodgers winning the National League Baseball Championship.

The broadcasting of the World Series games from the West Coast would hit the eastern

sections of the country at the peak of homeward driving.

NBC Radio already is trying to cash in on this prospect by offering a special pre-

World series package.

Subliminal tv advertising may be taboo for humans, but there's a commercial

in the making that will have a similar objective for dogs.

The sponsor will be a dog food, and the theme of the commercial will be along this

line: Do you know why your dog is running around the room and barking at this

moment? Well, he wants (the advertised) Dog Food.

What actually will have stimulated Rover into noise and action is a burst of barking

coming from the commercial—but registered at a level audible only to the canine

ear.
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SPONSOR-SCOPE continued

Colgate is on the verge of moving into the proprietary drug field with a produc

that will compete with Norwich's Pepto-Bismol and Upjohn's Kaopectate.
The Colgate remedy is now being put through the clinicals.

Timebuyers rank Buffalo as the tightest spot tv market for the fall.

Their observation: What has aggravated the situation in that particular market are tha

more and more Canadian advertisers (especially beers, which can't use Canadiai

stations) are buying time on Buffalo stations to reach their Dominion prospects.

Thomas W. Leeming & Co. (Esty) will spread some of its spot money int«

tv the coming season.

Up to now it's been exclusively in spot radio as one of the most consistent users o|

that medium.

Sellers of tv—whether network or spot—hold that an important proselytizin<

job has yet to be done for the medium among the advertisers' field sales forces.

The educational task has had its effect on top management; but the man with the sampli

case on the road has yet to be told

—

in personal terms—the story of tv's value, effective

ness, and how this tool works for him on the retailer as well as consumer level.

Incidentally, a firm that's found the key to implementing this concept with out

standing success is 7-Up. Try to get a copy of the newsletters it gets out to its fielc

people and bottlers and you'll see.

Tv is making faster progress than radio did in penetrating grassroots homes (a;

compared to city homes).

For an insight into how the distribution of tv sets has fared in these two areas, note the

following percentages compiled by the American Research Foundation:

PERIOD METRO TV HOME PENETRATION OUTSIDE PENETRATION

June 1955 78% 50%
May 1959 91 30

The overnight rating business has taken a sharp turn: Both NBC TV and

CBS TV will be using the 7-city Arbitron, instead of Trendex, for tune-in returns on

premiere programs.

With Trendex it's a 25-city sample. NBC notes that it did an expensive correlation of

the two services and found the tidings on the whole pretty much alike.

Another note from the rating services front: The three tv networks are waiting to

see how Nielsen reacts to their notice of cancellation, which presumably takes effect

next summer.

One of radio's troubles could be that it's paying the penalty of success: The'

medium delivers so effectively for an advertiser that he begins to wonder how much

bigger the returns would have been if he'd used tv.

Strange as may be this logic, it's actually happened with the Silversmiths Guild.

The Guild's alliance with radio turned out so that it's trying tv this fall in the belief it

might be still more wonderful.

The buy, involving around $500,000, via F&S&R, is in the Dave Garroway and Dick

Clark shows, the latter with the intent of converting newlyweds to the virtues of start-

ing married life with a set of sterling silverware.

22 SPONSOR • 12 SEPTEMBER 1959



1 SPONSOR-SCOPE continued

Breck, which is committed for $3-millioii worth of programing and time on

the NBC TV Sunday showcase, ranks at present as the No. 1 hair shampoo seller.

The runners-up: (2) Enden (Helene Curtis) ; (3) Halo (Colgate); (4) Liquid Prell

(P&G); (5) Lustre-Creme (Colgate); (6) Regular Prell (P&G); (7) Drene (P&G).

The only place on the tv networks where you'll find brand new advertisers this

fall is on the one-shots, or specials.

The list of sponsors of regular nighttime programing has expanded appreciably, hut

they can be categorized as either holdovers, returnees, or recruits from spot.

NBC TV seems to have taken a step toward meeting the daytime rate competi-

tion of ABC TV by adopting a new horizontal contiguity arrangement.

An NBC advertiser may spot his two weekly quarter-hours on two different days

of the week and still be entitled to 60% of the gross time rate. Normally the price

would have been 40% each of the gross rate—or 80% all told.

A much sought-after document in the trade is "study on tv" that Terry Clyne,

of McCann-Erickson, had pulled together for him and has been showing around to the

agency's network clients.

The compilation is loaded with rating analyses on both regular programs and specials.

The idea apparently is to kill any negative impressions nurtured by McCann-E
clients about the audience impact of their network efforts.

CBS TV is now even-up with NBC TV in the number of daytime minutes avail-

able for affiliates to sell to spot accounts.

Effective 28 September, CBS stations will be free to dispose of the minute carved

out after the Verdict is Yours (3:45-50 EST), as well as the two coming at 12:29 and

2:29. CBS' estimate of these minute chainbreaks: "A successful experiment."

NBC TV's minute allowances to affiliates for spot sale: in the body of the network

show at 10-10:30, 12:29, and 2:29.

The prime media department chore in agencies with new shows on ABC TV
and NBC TV is getting clearance in the two-station markets.

Leverage is being applied either by long-distance phoning or in-person visits.

This, of course, is supplementary to the stiff counter-punching in which the networks'

station relations departments are engaged. An ABC sales v.p. admitted this week that

where the client pressure is irresistible, payment of the spot rate has prevailed.

One of the hottest two-station clearance situations is in Louisville. Another is Winston-

Salem. Both are the headquarters of cigarette clients

—

Brown & Williamson and R. J.

Reynolds.

Most desired of the remaining two-station markets add up to 13.

You could be away off base if you look on the coming season's deluge of spe-

cials as just a fad: actually the networks already are planning years ahead.

Thus CBS TV will go the way of NBC TV in 1960-61 and block off a couple hours

a week to be assigned exclusively to one-time programs.

One of the two hours probably will concentrate on news shows exclusively. This

looks like the big innovation for a year hence, and possibly will bring to tv its first replica

of a bigtime news magazine.

By the way, NBC TV has but three Sunday Showcases unsold for the remainder

of the '59-60 season and but three spots open in the Friday night hour delegated

for specials only. The Sunday openings: Dec 20 and 27 and 29 May. Eridav night: 16

October, 25 March, and 22 April.
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SPONSOR-SCOPE continued

P&G quietly is testing a deodorant of its own: Secret.

The name's an old one in the company's files. At one time it was intended for a planm

home permanent.

Compton probably administers the ad budgets for more No. 1 product selle

than any other agency in the business.

Leaders in the Compton stable: Ivory Soap, Comet, Crisco, and Duncan Hint

cake mix.

It's got a runner-up in Gleem and a close contender in Ivory Liquid.

The ladies' urge to preserve a youthful appearance not only is causing a booi

in the hair coloring market but a trend among the general toiletry companies to acquii

or produce their own tinting products.

For instance, Revlon has just bought out the Bressard Co., which used to cati

to beauty parlors but whose brand is headed for the counters; and Toni is market testin

a hair tint of its own.

The old stigma attached to hair coloring has vanished completely, and the practice amor

women, at least, is as socially acceptable now as the use of lipstick.

If you take a look at the marketing prospects of another item in the hair treatmer

spectrum—men's shampoo—you'll find that they're dwindling.

Reason: The newer generation has got into the habit of cutting its hair short, henc

is content to use a bar of soap while taking a shower.

This style, patently, has made it tough also on the hair-dressing field. Sales, as

whole, have been declining.

(Incidentally. Gillette has been considering bringing out a men's shampoo.)

Do you know what the agencies bent on reaching the pre-school-age audienc

consider their biggest challenge?

It's how to make their commercials stand out from the barrage of sales pitche

hurled at youngsters daily.

Tv, they note, is experiencing a record haul in this type of business, thus the problen

is to come up with a type of attack that makes an appreciable dent among the 10-1

messages that a child may hear and see during a weekday.

Observed a media director: "You think there's an edge if you can get the loca

personality to handle your commercial; but you soon find he's not only doing your

but five others as well."

As often happens with a network show that becomes a pronounced click, NBC TV affili

ates will be deprived of a completely free ride on the Jack Paar gravy train, effec

tive 5 October.

When the series started, the network—as an inducement to clearing time—let th»

stations retain all the money they got from selling spots on the local segments.

NBC TV now feels that it isn't making the money it should from the series an<

is asking the stations to chip in a portion of their gleanings.

The requested cut: 2 1
/4% of the applicable hourly rate. The usual co-op fee is 3

For other news coverage in this issue, see Newsmaker of the Week, page 6;

Spot Buys, page 52, News and Idea Wrap-Up, page 68, Washington Week, page 73; sponsor

Hears, page 76; Tv and Radio Newsmakers, page 90; and Film-Scope, page 74.
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They're all

I

CLIMBING
ABOARD!

Twin Cities'

WTCN-TV

is really

rolling with

powerful new

ABC and local

fall programs

i*\
m***

,ov

WTCN-TV BANDWAGON is on the move!
Local and national advertisers alike know it

. . . they're buying time now like never before.

WTCN-TV is hitting a new high this fall with

ABC-TV and local blockbusters on Channel 1 1

.

Added: Bourbon Street Beat, Hawaiian Eye,

The Alaskans, and all the great new ABC shows.

Returning: top shows like Rifleman, Real

McCoys, 77 Sunset Strip and Maverick. Con-
tinuing: highly rated Movie Spectacular
with Paramount, MGM, Warner Bros., and

United Artists films.

It adds up to bigger audiences to help you
sell the Twin Cities market. Better see your

Katz man for remaining availabilities.

HOP ON OUR BANDWAGON TODAY

WTCN-TV AND RADIO
ABC STATIONS FOR MINNEAPOLIS • ST. PAUL
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When you're

buying
top markets,

buy

On WOWO you cover 50 counties, the

two-and-a-half million people inside the

Chicago-Detroit-Cincinnati triangle. Last

year they bought two-and-a-half billion

dollars worth of goods. The area clearly

means business, and WOWO is the only

single medium that effectively blankets it.

That's why no selling campaign is com-
plete without . . .

WOWO
Fort Wayne

Represented by AM Radio Sales

i!° Westinghouse Broadcasting Company, Inc.
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WSYR-TV
PLUS!

VVSYE-TV
D O M I N A T
vEN IRAL NEW

WSYR-TV ALONE DELIVERS 44,287

MORE HOMES THAN ITS COMPETITOR

Get the Full Story from HARRINGTON, RIGHTER & PARSONS

28

49th ai

Madisol

Our Oriental Counterparts

I have a pleasure of informing yo

that, owing to the great favor yo

had kindly given us in helping to ge

pictures for the TV Commercials Ex
hibition of KRT-TV which was a re

markable success.

The Exhibition was held from 17t

to 22nd of July at Matsuzakaya De
partment Store in Tokyo. This wai

really the first attempt since the com
mercial tv industry was born in Japar

in 1953. During those six days, 90

000 people came to witness how t

commercials they see on their set

are planned and produced. Especial!

the demonstration of live commercial

in the hall and the immediate play

back by VTR made the most vivi

impression on the public. The follow

ing are a few details of the Exhibi

tion: 1. Tv commercial films fro

U.S.A. and those produced in Japa

were on show two times a day. 2

Books, magazines and other material

concerning tv commercials were pu

on display. 3. Panel display of Amer
ican and British tv commercials (livi

and film I

.

Yeshiro Nihira

dir., tv commercials div.

Radio Tokyo, Inc.

Comment on Commentary

John E. McMillin's questions fo

sponsors of institutional advertisin

(Commercial Commentary, 15 Au
gust) are pertinent and should b

answered to the satisfaction of th

sponsors before hard-earned cash i

laid on the line.

But I would like to ask Mr. McMil

lin and the rest of the communica

tions professions these questions:

Can it be that effective copy fo:

selling ideas and institutions is hard

er to produce than product copy?

Could it be that the knowledge tha

accurate measurements of results

from institutional advertising is im-

possible causing advertising men to

become sloppy and careless?
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boom
in spot
The national economy

has reached a level

well above the most

optimistic predictions.

And it's

no coincidence

that spot sales

are also enjoying

a phenomenal

fall season —
its rate of increase

far exceeds

all other media.

Broadcast spot

has emerged

as the basic medium
of the marketing

revolution. Advertisers

know that

fast-breaking, flexible,

pin-pointed spot

is most adaptable

to the intricate

exigencies of modern

marketing strategy.

H-R too,

has spearheaded

a revolution —
the vastly broader

and deeper scope of

modern station

representation.

Although H-R's primary

emphasis is on sales —
and always will be —
it also provides

comprehensive

promotion, research,

publicity and

advertising services

to its stations.

"We always

send a man 2

to do a man's job" 'J

*i"TT*l Television, Inc.

^WA JLJL XTV Representatives

\ a/' Vnrlr • (^hirn nn • .^/rw Frnti/*- >// • HnJIftv • Hi fruit • Atlnnta • Houston • Xpuj Orleans • Dps Afnines



"I like the

rep who worhs from a base

of strong expert

personal service."

Rod MacDonald. V.P., (iuild, Bascom & Bonfigli, Inc.. San Francisco

Rod MacDonald expresses what FORJOE
considers the heart of good rep service. For

station representation is more than pound-

ing pavement, more than citing the latest

rating, more than the battle to represent the

buyable station. All these factors have mean-

ing only if the rep instills confidence in the

buyer based on knowledge, personal serv-

ice, and a sense of fair play.

580 Filth Avenue N.ForjoeTV
New York/Chicago/ Detroit/Los Angeles/San Francisco/Philadelphia/ Atlanta

Could it be that they have foundl

it easier to produce the advertising!

which flatters the "soft-headed man-|

agement" than to hammer out a pro-

gram which might produce results?

Product promotion has, through
the years, rightly claimed a sizable

portion of the sales dollar.

The public relations profession, as

a "Johnny-come-lately," has in many
areas yet to prove its worth to top

management's satisfaction. It receives:

pennies beside the dollars spent on|

product selling. Can it be that somel
ad men's prejudice is influenced by:

where the big money is?

It would seem businessmen need
as much as ever to sell their compa-
nies as good citizens and the greatl

contributors to the public welfare
which they are; and to create the kind I

of corporate image which will inspire

confidence and provide a friendly at-

mosphere among potential customers.

G. W. ( Johnnv) Johnstone!

dir. radio, tv & film

Nat'l Assoc, of Mfrs.

"Happy Bucks"

Since sponsor magazine printed the

WSAZ, Huntington, West Virginia,
radio news release on "Happy Mon-
ey," we have received many phone
calls and letters from stations all over
the country asking for more details

of the promotion.

As you realize, the promotion gives

WSAZ "Happy Money" (not real

stuff I to all participating snonsors,

and thev in turn, give it to their cus-

tomers in like amounts of purchases.
These same customers then use the

"Happy Money" to Md on prizes to

be auctioned at a local Huntington
theater on 15 August.

WSAZ radio undoubtedly will give

.away more than one million "Happy
Bucks" before the promotion is over.

George Greenwood
nromo. dir., WSAZ
Huntington, W . Va.

Slightly Catastrophic

Your 13th Air Media Basics just

shown to me by our timebuyer is

complete in just about every way.
In fact, there is only one serious

omission

—

USl

David Straus, III

Ovesey and Straus, Inc.

/V. Y. C.
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1 IN INLAND CALIFORNIA (and Western Nevada)

BEELINE RADIO

Huge irrigation canal carries vital

water to land in Modesto area

• Modesto, in the heart of Inland California irrigated by
mountain water, thrives under sunny skies. About 90

percent of Modesto's Stanislaus County farms are irri-

gated, which gives the county this record in the nation:

first in peach production, second in dollar value of dairy

products sold, fourth in number of cattle and calves on
farms, fourth in turkey raising and fifth in grapes

harvested.

This is typical of the Beeline area,

which contains 3 of the top 5 agricul-

tural counties in the nation, including

Fresno, the leader, Kern and Tulare.

Get your message into the Modesto
area and throughout Inland California

and Western Nevada with the Beeline.

As a group, they give you more radio
homes than any combination of com-
petitors ... at by far the lowest cost
per thousand. (Nielsen & SR&D)

/U^CUxtciUf BAOO^COustUu) CoHtf>OA*«f
PAUL H. RAYMER CO.,
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Grain boat unloading in Buffalo River

WBEN-TV
CBS IN BUFFALO

When you advertise on WBEN-TV, your sales message

takes on added momentum and impact and hits hard

right in the nation's breadbasket

!

Buffalo is the world's largest milling center. Its strategic

location and port facilities— first as a major port on

the Great Lakes, and now as America's newest World

Port since the opening of the St. Lawrence Seaway—
makes the Buffalo area, more than ever, one of the

major markets on the North American continent.

And it's "dead reckoning" of the most infallible and precise kind when you choose

WBEN-TV to reach this important and growing market. The clearest sales voice CH.
in sight and sound, your TV Dollars count for more on . . .

REPRESENTATIVES: HARRINGTON, RIGHTER & PARSONS
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DAYTIME TV:

$440 million

problem child

^ Daytime tv, healthiest ever, expects $440 million

in '59 ad revenue. But it's still beset with many un-

solved problems. The biggest one: advertiser resistance

|^|aii(inal ami regional advertisers

this year will spend an anticipated

$440 million for television advertis-

ing during the daytime hours before

6 p.m. if they continue at their pres-

ent spending pace. They're investing

a third more money on daytime this

\ear than last. Yet daytime tv is still

beset with many of the sales and ad-

vertising problems which have

plagued it for the past decade, and

networks, specifically, for eight years.

As the first full year of the three-

network competition during the day-

time hours nears an end (ABC TV
originated its first daytime schedule

last October), SPONSOR queried net-

work and spot experts to see which

way the daytime tv winds are blow-

ing—and at what intensity. Here's

what they summarize:

• Spot's in better sales shape than

network, but both network and spot

sales at the start of the fall season

appear to be—at best—even with or

a bit under sales recorded last year

at this time.

ABC TV v.p. Giraud Chester says day tv in '59

will top $440 million. His net expects bigger share

as it finishes first year of daytime operations
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| DAY VIEWING PEAKS IN AFTERNOON |

Nielsen analysis shows viewing during the daytime hours early this

year dropped a bit in contrast with the peak viewing year of '58

but is still considerably higher than patterns of 1957*

Year Hours of the day
% total homes Number of homes

using tv in thousands

1959
9 a.m to noon

noon to 3 p.m.

3 to 6 p.m.

16.9

21.8

25.7

7,436

9,592

11,308

1958
9 a.m. to noon

noon to 3 p.m.

3 to 6 p.m.

18.1

23.0

28.4

7,693

9,775

12,070

1957
9 a.m to noon

noon to 3 p.m.

3 to 6 p.m.

14.3

21.0

27.3

5,620

8,253

10,729

•Trend of homes using tv, Mon.-FTi. daytime, A. C. Nielsen for March-April of each year.
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• Spot and network-affiliated sta-

tions are beginning to reap addition-

al sales benefits as networks start to

release full minutes—rather than only

30 seconds—between network shows.

• Spot advertisers are still clamor-

ing for minutes during daytime hours

to accommodate the long copy which

they say they need.

• Network lineups are holding

firm, with relatively few program
switches. NBC TV is pretty well com-

mitted to continuing with its game
shows; CBS TV holds its tight grasp

on daytime serials and the soapers;

ABC TV, after a year of in-fighting,

is putting stress on film re-runs and

new-appeal mid-day programing.

• Network and station representa-

tive management are continuing their

educational battle to alert advertiser

and agency to the bonanza buys avail-

able during the daytime hours. Their

strong argument: lower cost, and

pill!ll!il!llll!ll!ililiiiiilllllll!llllll!!lllllllilllll|[l!lllll!!!lllllll!IIIIIIM

SPONSORED DAYTIME SLOTS SHOW
MARKED INCREASE

Three-year trend shoivs 48% gain in the number of sponsored

quarter-hour periods between '59 and '58*

SPONSORED QUARTER-HOUR SEGMENTS
BY DAY PART

Total Percent change
sponsored from prev.

9 a.m. to noon noon to 3 p.m. 3 p.m. to 6 p.m. Vi hours year

1959 251 457 411 1,119 + 48

1958 202 229 322 753 - 7

1957 232 227 350 809

•Source: A. C. Nielsen Co., Trend of ratings, Mon. through Friday daytime, March-April of

each year. ^
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more audience loyalty among women.
But the big breakthrough—when

national and regional clients will!

move in a flood to the gates of day-

time tv—is still in the future. Long
expected, this breakthrough continues

to be a dream rather than a realiza-

tion for several reasons. The biggest

national advertisers, explains Blair

Tv's Jack Denninger, vice president

and Eastern sales manager, still de-

mand broad reach. And the biggest

reach, of course, is supplied by night-

time tv.

He sees the problem this way:

"Advertisers are conditioned to see-

ing everything in black-and-white, all-

or-nothing terms. They think they

must use all day or all night, all

minutes or all breaks, all spot or all

network." Actually, as he interprets

it, the client and agency must be edu-

cated to an awareness of what a

blending can do.

Network spokesmen agree with this

thesis. Carl Lindemann, Jr., vice

president of daytime programs for

NBC TV, points up the need for

broader buying approaches and un-

derstanding of the more obvious vir-

tues as well as the subtleties which

daytime tv offers a sponsor.

Another client plus: the basic prod-

uct of television during the daytime

hours is improving significantly, ac-

cording to Lindemann. He cites the

addition of more competent writers,

producers and non-name but talented

daytime performers as first steps to-

ward the goal of program improve-

ment and development in live, net-

work-originated shows. There's an

increasing current trend to slot popu-

lar nighttime features as daytime re-

runs, following the success of / Love

Lucy for CBS TV. But in Mr. Linde-

mann's opinion—as in that of his

colleagues at the other networks

—

a

concentration on re-runs "would be

dreadful, because it's merely playing

off old product."

ABC TV is attempting program in-

novations in slotting a Western—re-

runs of the John Payne series re-

named Restless Gun—for the mid-day

women's audience, to be followed by

re-runs of the Bob Cummings show

series under the title of Love That

Bob.

Giraud Chester, v.p. for ABC TV's

daytime programing, has been ex-

perimenting with new formats and

personalities since he launched the
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network's first daytime schedule 11

months ago. Since then, in the wake

of rising ratings and rising shares of

audience (and, of course, sales) he's

heading an all-out attempt to pull

audiences from the other networks.

At this point, it appears that most of

ABC TV's viewers are coming from

NBC TV's afternoon shows.

This points up a continuing prob-

lem of daytime tv : the need to ex-

pand the total audience rather than

to re-shuffle existing audiences to new

channel locations. Daytime tune-in

is still immense in total number of

hours as well as in quality of loyalty.

But the audience itself appears to be

somewhat limited in terms of expan-

sion because composition of necessity

consists almost entirely of housewives

and children.

Advertisers are aware of the im-

pression they can make on women as

buying agents, however. In qualita-

tive research terms, most major agen-

cies seem to think that women work-

ing around the house are more at-

tentive to commercial messages be-

cause of their concentration on house-

hold and domestic needs (which tie

in directly with sponsor's products)

and the absence of interruptive so-

cial forces and demands.

Tune-in during the daytime hours

hasn't shown the remarkable rise that

daytime tv billings have (see three-

year tune-in chart on opposite page).

Television Bureau of Advertising re-

ports a gain in daytime spot tv of

39$ in the first six months of this

year compared with the same period

in 1958, and a hike of 25% for net-

work billings in that same measure-

ment period.

Here are the actual figures: Net-

work tv—first six months of 1959,

$103,483,491; first six months of

1958, $82,257,861; spot tv—first six

months of '59, $117,481,000; of '58,

$84,082,000. The total amount spent

on daytime hours during the first half

of this year was thus $220,964,491—

32% greater than the $84,082,000

tabbed for the first six months of '58.

Daytime, unlike nighttime, has al-

most no noticeable shift between

summer and fall schedules. Audiences

remain fairly steady throughout the

year and most advertisers continue

their air schedules without a summer
hiatus. That's why a SPONSOR analy-

sis of sponsored programs on the air

I Please turn to page 64)
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CURRENT DAYTIME TV CLIENTS *

FOOD PRODUCTS 29

American Home Products

Armour

Atlantis Sales

Beech-Nut

Borden

Carnation

Cracker Jack

Continental Baking

Corn Products

Fritos

General Foods

General Mills

Gerber

Gold Seal

Heinz

Hollywood Candy

Kellogg

Mars

Nabisco

Nestle

Old London Foods

Pet Milk

Pillsbury

Staley

Standard Brands

Sunshine

Sivift

Van Camp
Welch

DRUG, COSMETIC PRODS. 19

Alberto Culver

Bauer & Black

Block Drug

Bristol-Myers

Carter Products

Clairol

Ex-Lax

Johnson & Johnson

Mennen

Miles Labs.

Nortlwm-Warren
Pond's

Regimen

Harold Ritchie

Rolley Co.

Shulton

Sterling Drug

Toni

Whitehall

SOAPS, CLEANSERS 5

Brillo

Colgate

Drackett

Lever

P&G

APPLIANCES 3

Amana
Frigidaire

Hoover

APPAREL 2

HIS Sportswear

International Shoe

TOBACCO PRODUCTS 2

Brown & Williamson

Phillies Bayuk

MISCELLANEOUS 11

AMF Pinspotters

Armstrong

Congoleum

Du Pont

Edison Electric

Goodrich

Kodak

Mattel

Polk Miller

Scott Tissues

U. S. Steel

* Compiled from network infor-

mation by SPONSOR; effective

for period 29 Aug. through 25

Sept. Listing includes non-

participation advertisers who

sponsor segments, quarter- or

half-hours. All told, 71 clients

are represented in the list,

largely manufacturers of fast-

turnover packaged goods
foods, drugs, soaps, etc.).
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BEN
DUFFY
COMES
BACK

Photo by Don Maroc, Banbury (Conn.) News-Times

IN THE HORSE RING: At the Ridgefield, Conn., horse show last month, Ben Duffy (center)

presents winner with trophy from the President of the U.S. Ike and Duffy initiated cup

I 'd be kidding you if I didn't say

that I was missing the daily grind a

lot," said Ben Duffy. "That much

I'll admit. But I'm getting better

every day and constantly showing

great signs of improvement."

And he is. In his BBDO office, 10

floors above Madison Avenue—the

street he helped make famous—Ber-

nard C. "Ben" Duffy sat and talked

of many things with sponsor: of

horses and television and baseball

and radio and advertising. It was

one of the days Duffy comes in to

work.

"I sometimes come into the office

three days a week," he said, "some-

times just one or two times. I've

sort of been taking a vacation during

the summer and making my visits

less frequent, but I think I'm entitled

to it. The therapist comes three times

a week, and believe me, he reallv does

help."

More than two years ago, Duffy

was taken seriously ill. But the same

stubborn Irish blood that drove him

from office boy to president of one

of the world's largest advertising

agencies this time has driven him up
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the road toward recover) and back

into the office again. For more than

a year now. he has been coining in

to the agency where his job is vice-

chairman of the board and of the

executive committee. The Duffys of

this world don't discourage easily.

Just the same, the hours Duffy puts

in now at BBDO are relatively few

compared to the long stretches he was

putting in several years ago. As a

result, his family at Rye, N. Y.. are

getting to see a lot more of him
around home, while Duffy, for the

first time in his 40-year adman ca-

reer, is finding himself with the

chance to sit back, relax, and view

objectively the world of advertising

to which he was a major contributor.

"During these last two years," Duf-

1 told sponsor, "I've had so much
time at home to spend looking at

television, that I've become as much
of an expert on the medium as any

child or housewife. I'm not being

facetious," he added. "The children

and housewives are the experts."

Duffy is also at work on a book of

memoirs of the ad business.

In his new role of "Monday morn-
ing quarterback," how does Duffy

view the tv/radio adworld?

"Now that I"ve had time to take a

more relaxed look at today's advertis-

ing scene, I can't say I've changed
my thinking appreciably from the

time I was personally embroiled.

"Radio will always be important;

its comeback demonstrates this better

than any words of praise." (Duffv

should be something of an authoritv

on "comebacks" I

.

BBDO. Duffy's agency, was a pio-

neer in both spot and network ra-

dio—as far back as the late '20's in

radio; from the very beginning of tv.

On the tv scene todays here are some
of Duffy's thoughts:

"Tv specials, in large part," he told

sponsor, "are swell. They're good
because many good stories are now
being shown that previously could

not be in the half-hour normally al-

lotted. I always felt each of the three

networks should have at least one

such special a week—with different

sponsors backing them up. Now that

will be the case—this coming season.

There'll be many more, in fact.

"For the advertiser who can't af-

ford tv spectaculars," he went on.

"spot tv is great. Daytime television,

I've decided, is a very good bu\

.

"Westerns," said Duffy, "always go

over big and will always be around

—

their popularity depending mostly on

the popularity of their leading char-

a< ter or characters.

"The different theaters such as

Desilu Playhouse, GE, Armstrong,

U. S. Steel and all the others are real-

ly "wonderful and will never cease to

be an over-all source of enjoyment

1\ believes television is "made-to-

order" for building the corporate

image.

It is when he begins discussing tv

coverage of sports, that Duffs be-

comes most enthusiastic.

I ) u fT \ has always been an ardent

sportsman; his first love is horses,

his second is baseball. He owns three

horses— all hunters. His married

daughter. Miriam I who with her

husband and thrte-year-old son live

not far from her parents up in West-

CLOSE FRIEND OF IKE'S: At last year's National Horse Show in Washington, Ben Duffy is

a guest of President and Mrs. Eisenhower in the presidential box. Duffy owns three hunters

to everyone. As for the variety shows

i Dinah Shore. Ed Sullivan. Steve Al-

len, Perry Como ) , they'll continue

with their popularity so long as the)

have a good master of ceremonies."

On the subject of summer tv. Duffy

takes an opposing stand from most

of the newspaper critics. He has had

the chance to watch summer shows

over the past two seasons, feels that

this summer's fare was considerably

above last year's—pretty good, in

fact, and a lot better than the critics

painted it.

Duffy, whose own agency has been

among the prime underwriters of in-

stitutional advertising on tv. natural-

chester County) is a champion rider,

has been collecting an impressive

array of trophies at horse shows

throughout the East in the hunter

class. She recently competed in horse

shows at Syracuse and at Toronto.

Last year, Miriam was named second

best rider in the country by the

American Horse Show Assn. |
\t

presstime. at Syracuse Miriam got

reserve in Hunter Division. Duff\ "s

horse Andate got championship in

the Open Jumper Division, i

Duffv himself is using some of his

leisure time to "follow the horses.

{Please turn to page 57)
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BLUE RIBBON USERS PROVE

SPONSOR'S
BLUE
RIBBON
RADIO
SERIES

^ The series is ended but the lessons linger on—six

diverse products and why radio was right for them

^ Marketing strategies and audience targets may vary

but in every case, radio did the job expected of it

"A , s uf^ horse tor the course goes an

old saying in racing circles. It's the

horse that's a consistent winner on a

specific track. Translated into adver-

tising lingo, it might come out, "A
medium for the product."

Seven weeks ago, when sponsor in-

stituted its six-part Blue Ribbon

Radio series in cooperation with the

Radio Advertising Bureau, the aim

of the feature was to point up through

comprehensive case histories how
radio—both spot and network—fits

into modern advertising and market-

ing. Said sponsor's opening editorial,

"Radio, as a medium, gets less pub-

licity and causes less talk than its

strapping brother tv. To some agency

account and creative men, it seems

less glamorous than tv or magazine
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THESE 6 BLUE-CHIP ADVERTISERS MADE UP SPONSOR'S

CHEVROLET NATL AIRLINES MOGEN DAVID

POPULARITY PACE-SETTER
of American cars, this division of

GM uses radio on some 350 sta-

tions in about 187 markets as its

spot campaign, the CBS network

with newscasts. What marks Chev-

rolet media tactics is its blanket

coverage through every known

way to reach a mass audience.

But its consistent appreciation of

radio's reach, frequency and econ-

omy since 1930 is vast as its

savvy in building a name star.

THIS AVIATION PIONEER,
which began as a 150-mile mail

route 25 years ago, has adopted

radio as a major medium to take

advantage of the same jet-age

flexibility in advertising as it en-

joys in its own operation. Cover-

ing eastern U.S., Gulf Coast, and

Cuba, it has come up with its own

formula for following "on-line"

cities. Thus if Norfolk needs one

type of copy while New York

radio makes it possible.

BIGGEST WINE advertiser in

nation, this company is putting

50' < of its $2 million budget into

both network and spot radio. While

many wineries push from five to

20 brand names in their lines,

Mogen David has only a single

type—concord grape wine. Radio

has been one of its prime media

since way back in 1947. Spot an-

nouncements in over 100 markets

plus a strong schedule of partici-

pations on NBC radio does the job.

llllilllllllllllllllL
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RADIO'S RANGE AND POWER
advertising. But when you get behind

the scenes .... you will find that

dozens of shrewd, hard-headed, blue

chip advertisers are using radio this

year in ingenious and imaginative

ways.'" As RAB's president Kevin

Sweeny noted: "Every day a new
selective use of radio comes to our

attention ... it apparently can do

more than anyone suspected."

This then was the purpose of the

series—to present six of the most

divergent types of advertisers—each

a topper in its field—and show not

only how. buy why, radio is a spear-

head in their ad campaigns. These six

were: Chevrolet, National Airlines,

Alemite. Mogen David Wine, Gillette

Co.. and the Tea Council of the USA.

One of these puts everything into

radio, several make radio a primary

medium, two use it as a specific

booster, one uses it institutionally

without a thought of brand names.

The fact that Chevrolet was selected

in the automotive field is in no way a

neglect of the other top automotives

in radio. Ford, for example, and

Dodge and Rambler are just several

of the auto makers who have done a

spectacular job via radio, not to men-

tion coming off with a string of

awards for their commercials. Amer-

ican Airlines has been a pioneer in

nighttime radio, Manischewitz Wines

has waged many a successful cam-

paign in radio. And, on the institu-

tional side. Pan-AM Coffee Bureau

and Silversmiths Guild have used the

medium with a great deal of success

to promote their respective industries.

So none of the Blue Ribbon adver-

tisers were selected on the basis of

exclusivity but rather because they

were representative of a strategy, a

type of know-how, a singular appreci-

ation of one of radio's many facets.

Below is a case-by case reprisal of

the entire Blue Ribbon Radio series.

The capsule explanations may tie up

loose ends, justify sponsor's selec-

tions. But the real reason they are

grouped here is to serve as a rough

chart for other advertisers on the

media road looking for the turn-off

marked "radio." ^
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BLUE RIBBON SERIES FOR 6 GOOD REASONS

ALEMITE GILLETTE TEA COUNCIL

Why don't you have

more often?

THE ALEMITE DIVISION of

Steu art-Warner Corp. spends its

entire consumer advertising bud-

net i about $1 million) on net and

ipot radio to push its CD-2 addi-

tive, Kleen Treet and Alemite

cooling system conditioner. Since

such automotive products are pur-

chased almost entirely by men, the

target of the manufacturer is the

car-owning male. Radio newscasts

and sportcasts are bombsights on

the target; 250 markets "zero in."

THE GILLETTE CO., which

might be said to have single-hand-

edly invented air coverage of sports

{ it was first to broadcast a World

Series Game back in 1939. has

earmarked some $5.4 million to do

the same this year on both radio

and tv) , has found a new, exciting

use for radio that takes advantage

of today's formats — pop music.

To reach the pre-shave croud

among the boys and establish a

long-lasting product image.

SELLING AN INDUSTRY rather

than a specific brand name teas

basis of Tea Council campaign.

For its summer iced tea camjxiign.

this organization has been using

radio exclusively to the tune of

about $500,000 yearly since 1957.

Hot tea gets tv support, but iced

tea gets only radio. Reason un-

derlying this strategy: There is no

resistance to iced tea; all that is

needed is a timely reminder to

service.

Pl!lll!llllllllllllllllll!il!ll!!l|l||||l!ll!llllllli
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Is video tape best

NO, tSAYS
jROBERT
]

LAWRENCE 1

Video tape is not yet ready to match film's technical capacity, crea-

tivity and adaptability—50 says Robert L. Lawrence, president of

Robert Lawrence Productions in this 27 July "An Open Letter on the

Use of Tape in Television Commercials," of which 2,000 copies were

mailed to the trade. The letter is reprinted in full below.

Attacking the 'instant commercial' as video tape's weakness, Mr.

Lawrence's opinion is representative of film men who intend to install

tape equipment in the future, but who do not have it at present.

u or the past few years, all of us in

the business of producing television

commercials have heard the acceler-

ating drumbeat of video tape. The

sound and the fury has indeed signi-

fied something—the newest "wonder

in the wonder-making field of com-

munications," in the words of its

manufacturer. But the din attendin

the miracle has b

has drowned

of tape's pre

mercials.

We feel it i%tj*1^Br*a calm look at

tape and its present capacities in the

realm of commercials, for our mutual

benefit.

Before you contemplate the use of

tape in commercials, we urge that

you consider these basic facts of

"live," film, and tape:

1. Tape cannot today match film's

unlimited technological capacities

—

in editing, in animation, in the use of

opticals, in the use of special effects,

in sound track flexibility.

2. Tape cannot today match film's

unlimited creative capacities: the top

directors, cameramen, scenic design-

ers, and editors in the tv commercial

industry are in film today, not in

tape.

3. Tape today is more readily

adaptable to the kind of commercial

that does Jtf%^^fi> re extraordinary

'm%§nW%P'^£P ordinary, "stand-up"

P%^W Wnd that has hitherto been

Before tape came along, "live"

commercials constituted less than

20% of all commercials on the air. It

is this "live" segment that tape af-

fects, should affect, and will affect for

at least another year, if cool heads

prevail. The recent prediction by an

industry authority that 65% of all

commercials will be on tape in 1959

1960 is utterly fantastic. S

premature use of tape would

the most abhorrent torrent of du

and insipid commercials ever un-

leashed on the American viewing

public.

The great bulk of commercials,

over 80%, still demand the produc-

;

tion values of the film medium and 1

the production talents of film men, i

neither of which tape can now emu-

1

late. A day spent before the televi-

sion screen, comparing taped and I

filmed commercials on the air today,

will attest to that fact. Yet claims

have been made. Let's examine the

principal ones:

1. "Tape is cheaper than film." It

is, if you compare pears with lemons.

When dollars are actually saved with

tape, it is unfair to suggest that the

result is comparable to an elaborate

filmed commercial. Tape economies

are effected in a series of simple com-

mercials, only if they can be shot and

completed in a few hours, only by

limiting studio time, and only by

surrendering film's absolute control

over all production elements. Even

under such special circumstances,

economies are often lost in actual

production, when unanticipated prob-

lems arise that are either insoluble

or soluble at additional cost.

2. "Tape looks more 'live' than

film." It does. And if "live" quality

were the overriding factor, it would

long ago have prevailed in television

programing, let alone in commer-

cials, despite its risks. But "live" has

Kyjdled; the reverse has been

e#*jf\Jl/"^few^'n way to film

becaufe'^np Jra-mp£We\jjTvestment

represented by teiJrMbg^advertising

demands the perfection of film.

[Please turn to page 60)
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for tv commercials?

YES, SAYS
HOWARD
MEIGHAN

Video tape is already delivering speed and economy for broadcast-

minded producers—so states Howard S. Meighan, president of Video-

tape Productions, in a letter written at the invitation of sponsor as a

response to Mr. Lawrence.

Defending the 'instant commercial' as tape asset, Mr. Meighan

speaks as a veteran tape producer, one whose company is supported

in part by Ampex and Minnesota Mining for the purpose of collecting

creative and practical experience with tv commercials.

I have been asked by SPONSOR to

contribute a point of view regarding

the use of video tape recording for

commercials. This commentary is

purposely restricted to this particular

use of video tape and shuns with re-

luctance the ever enlarging scope of

tape in programing and other areas

such as education.

Since every observation reflects the

background of the observer, my own

inevitably reflects the background of

a broadcaster. It thus stands in jux-

taposition and comparison with ob-

servers whose background is from

motion pictures. This is in itself an

important observation, because the

reader too must adjust his own frame

of reference on the subject depending

on his own personal background.

When automobiles were first made,

the bodies were made by carriage

makers. Thus the first automobile

bodies were delivered with whip sock-

ets. Carriage makers, of course, in-

cluded a whip socket with carriages;

from their point of view this was an

inevitable appendage for any vehicle.
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I have had reason to reflect on this

rather amusing historical footnote on

many an occasion as I have been en-

gaged in discussing various aspects

of tape with those who are oriented

onlv to an experience with film. Years

ago. as a pioneer in radio broadcast-

ing, I observed that newspaper men

were newspaper men, rather than

communications men. It was very

difficult for them to understand radio.

Indeed, newspaper space buyers in

the advertising world found it diffi-

cult to understand and evaluate the

new medium. Thi

sons why timebuy

came a whole ne

rather than convertecr~space r>uy

Railroad men have rarely been

transportation men. You will find

very few railroad men able to con-

verse intelligently about air trans-

portation.

My experience in Hollywood which

involved the deliberate assignment of

evaluating the place of moving-pic-

tures—people, plant and techniques

—

in television proved fascinating. I

rarely found an individual who had

any interest in broadcasting or adver-

tising. Their interest was only in

making pictures.

This emphatic orientation to the

past must be thoroughly and sympa-

thetically understood then, as video

tape is appraised on the one hand b\

a film person and on the other by a

broadcaster.

I have already labeled myself. On
the other hand. I beg leave to pose as

an individual who is not without

some comprehension of the past or

the place of moving pictures in tele-

vision.

My present professional capacity

charges me with the responsibility of

appraising objectively the nature,

status and future course of video

tape in, among other fields, broad-

casting. My observations, for what

they're worth, regarding the rapid

and versatile growth of the use of

video tape in the broadcasting field

and the almost cojftp4fcte#lack of

tape by

IOC.

station,

"ave naturally embraced video tape

easily and quickly for these reasons.

First, they have worked with and un-

derstood the basic nature of audio

tape, an electronic medium, and have

thus been able to make decisions

about video tape within the area of

their general experience. Second, net-

work and station decisions involved

essentially the conversion of live to

I Please turn to page 61

)
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Grosset sells books like drugs

^ Publisher's $36,400 network radio campaign (with

local dealer spots) is a publishing industry first

^ Here's how radio schedule got G&D its largest order

avalanche to date—a full month before campaign starts

I his fall will see a slap-bang swing

to air media by book publishers who,

for the first time in history, have de-

cided to promote their product like

the necessities of a well-stocked medi-

cine chest.

Never particularly noted for ag-

gressive merchandising, Grosset &

Dunlap will promote its fall line of

children's books and juveniles via a

patent-medicine approach, and a

series of radio plugs unprecedented

in the publishing business.

Dry-run test of the campaign threw

the recent convention of the Ameri-

can Booksellers Assn. in Washington,

D. C, into a mild uproar. "It's a

sure bet," says sales v. p. Manuel

Sewack, "that not a single bookseller

expected to see us put forth anything

more eye-opening than the usual im-

printed mailers that publishers have

been supplying them with for years."

For certain reasons Grosset & Dun-

lap didn't want to take this time-

honored approach with its fall line of

children's and juvenile books. "In the

first place," says Sewack, "we had

what we considered our best line of

juveniles to date. We wanted to

draw attention to them dramatically

and offer booksellers a way of tying

into their merchandising."

Along with retail interest and par-

ticipation, there were certain other

ground rules that Grosset & Dunlap's

agency. Friend-Reiss. had to take in-

to account: no give-aways, no cut

prices, a full promotion, continuity,

originality.

Here, according to Lee Friend,

agency president, are the steps that

led the agency to its eventual recom-

mendations for the fall campaign:

RADIO STRATEGY for promoting children's books (total departure from usual pattern) got

close study by (I to r) a.e. Merrill Martin, Friend-Reiss president Lee Friend, Grosset &

Dunlap sales v. p. Manuel Sewack, ad manager Charles Antin, F-R radio/tv director Bill Reese

"As far as the past mail brochures

were concerned," says Friend, "you

could hardly take exception to the

primary target: mom (with perhaps

dad as a secondary person)

.

"Now television, of course, plays a

terribly important part in today's

home life. However, parents seem to

have some underlying guilt feelings

when they allow their children to be

over-exposed to the medium. Here

was a golden opportunity for some

motivational selling.

"Now, since mother is the prime

target, we have to reach her at a

time when she is receptive, reach her

in a big league fashion, reach her

with continuity at a time of the year

when it is going to do us the most

good, and reach her with a persuasive

force."

"Radio was clearly indicated," says

Friend. "We needed a comprehensive

buy that could be merchandised

strongly and that dealers could tie

into on the local level. A morning

network show, we felt, would give us

the total coverage we needed with op-

portunities for local dealers to follow

up with local spots in the hour after

the show."

A schedule was placed on Don Mc-

Neill's Breakfast Club (ABC)—a to-

tal of 26 minutes to run from 15 Octo-

ber to 11 December, at a cost which

sponsor estimates at $36,400. Plan

is to promote 12 children's books and

one directed at the whole family on

the schedule, stepping up the fre-

quency as Christmas buying ap-

proaches. Two spots per week will

run for the first five weeks, three per

week in the next two, one per day in

the last two.

The big problem was how to mer-

chandise this schedule. The Ameri-

can Booksellers' Convention provided

a golden opportunity. What booksell-

ers saw when they arrived at the

Grosset & Dunlap display was prob-

ably one of the biggest promotions

they had ever viewed for a campaign

to sell books in any medium.
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the sound of : GROSSET & DUNLAP
ni/i'i •

your leading fall books on

don McNeills
fa hi •

'iBBM ear
radio show

SCHEDULE WAS MERCHANDISED to booksellers at Washington, D. C. convention, where campaign previews racked up new record in orders

An admatic repeater (see above)

lashed before them the pages of a

full-scale presentation of the McNeill-

iGrosset & Dunlap alliance. Its title:

-.i.TOO.OOO Women and a Man," sub-

titled "the new best-selling love story

from Grosset & Dunlap."

'"We hit them with the whole

-ton." says Friend, "the 5.7 million

:'stimated McNeill audience, his im-

ipact on these women, the merchandis-

ing possibilities, displays, advertising

itie-ins." The books, too, were promi-

nently displayed with the merchan-

dising pieces.

"From our point of view," says

sales v.p. Sewack, "we stole the show.

\We came away from the convention

with the heftiest order for our fall

line of juveniles that we have ever

had in our history."

But even though 90% of the battle

is won. the publisher isn't sitting

back. Following the convention came
a promotional barrage designed to

i keep this interest at fever pitch. Here

arc some of the devices:

• Flip-page book. The "best-sell-

ing love story" seen on the admatic

in Washington was mailed to buyers.

It is a large (12x14") loose-leaf ver-

sion of the admatic presentation.

• McNeill tapes. A special pitch

to buyers taped by McNeill was given

to everv salesman. They are now tak-

ing them (with tape recorder I into

department stores, bookstores and

other outlets to plav to the buyers.

(An earlier version of this tape was

used in the national sales meeting

held to introduce the campaign to

Grosset salesmen and whip up their

enthusiasm prior to the convention.)

• Cup and saucer. To highlight

the Breakfast Club angle, everv buyer

on G&D's mailing list received a cup

and saucer as a further reminder.

• Calendar of announcements. The

complete schedule in calendar form

was provided so that books being

plugged during a given week could

be displayed and so that key outlets

could schedule local announcements

accordingly.

One-minute spot announcements are

now being recorded by McNeill for

use by local booksellers who are al-

ready placing their schedules with lo-

cal ABC stations, largely in the hour

following the McNeill show, as the

agency has recommended. Announce-

ments are 50 seconds in length with

ten seconds open end.

McNeill's copy puts strong empha-

sis on whatever guilt feelings may be

lurking in mother over the lack of

reading her children are exposed to.

Surprisinglv. the conventional folksy

approach you might expect in such

copy has been carefully avoided.

Says Sewack. "We want to sell our

product in the honest-to-goodness wa\

that drugs or other necessary house-

hold items are sold. We're not afraid

of the patent-medicine approach be-

cause it has a strong ring of convic-

tion to it that will impel action."

With this strategy. Grosset & Dun-

lap has put its winter juveniles pro-

motion over the top a full month prior

to the time the first announcement

hits the air. You can be sure other

publishers are studying this strategy

with more than casual interest. ^
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FT

WHO'S
| WHO

AT THE
RADIO
NETS

^ Here's another handy

chart for busy admen, show-

ing who does what, at ABC,

CBS, MBS & NBC radio nets

I wo weeks ago I issue of 29 Au-

gust) SPONSOR published a chart of

executive responsibilities at the three

tv networks, as an aid to harassed

agencymen and ad managers who tell

us they have a heck of a time remem-

bering just who is responsible for

what.

Our tv chart was so well received

that it seems only logical to follow it

up with this one on the radio nets.

Listed here are the major execu-

tives with whom agencies and adver-

tisers are likely to come in contact

on sales, programing and other mat-

ters.

In the interest of space, we have

eliminated a number of other highly

important network names whose re-

sponsibilities lie primarily in the

financial, engineering or research

areas.

We can't guarantee that this listing

will be entirely accurate next week, or

even tomorrow. We have, however,

checked it carefully at presstime, and

suggest that you tear it out, and write

in changes as they occur.

Both the radio and tv industries,

like the agency business, show a high

rate of personnel turnover, so you

must be prepared for numerous hen-

tracks on this chart. But, at least, we

hope this will be a helpful start! ^

network
president &
exec, officer

ABC

EDWARD J. DeGRAY,

pres.

S. WILLIAM ARONSON,
admin, asst.

EARL MULLIN.

nat I & reg. mgr., centra!

area for sta. relations

CBS

ARTHUR HULL HAYES,

pres.

JAMES M. SEWARD,
exec. v.p.

NBC

ROBERT E. KINTNER,

pres.

MATTHEW J. CULLIGAN,

exec. v.p.

MUTUAL

ROBERT F. HURLEIGH,

pres.

FRANK ERWIN,

asst. to pres.

programin,

GEORGE SAX,

nat'l dir., progr. op
& co-op progr. di<

CHARLES MANNO
Eastern progr. di(<

HOWARD G. BARNE
v.p., net program

GERALD MAULSBY
mgr. of net broaden

HARLAN DUNNING
progr. supervisor

ALBERT L. CAPSTAFI

v.p., radio net prog

ROBERT WOGAN,
mgr., progr. oper.

JOSEPH F. KEATING,

progr. dir.

FRANK MILLER,

mgr., progr. oper.

PHIL LAMPKIN,

music dir.

m
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HAROLD CRANTON,

/i>.. res. sis. devel.

.IZABETH B. KELLEY,

dir.. sis. service

ROBERT PAULEY,

Eastern sis. rngr.

information
services & news

(Same as for television)

(See sponsor (hart, -fiii

29, 1959, p. 39)

operations

RUTH B. SMITH,

superv., prodn. control unit

continuity
acceptance
& talent

GRACE JOHNSEN,

dir.. continuity ac< ept.

3E0RGE J. ARKEDIS,

v.p. net sales

JOHN KAROL,

[.p., ping. & devel.

BEN S. LOCKRIDGE,

nat'l sis. mgr.

VILLIAM W. FIRMAN,

Eastern sis. mgr.

MILTON F. ALLISON,

, & gen. mgr., spot sis.

RAY KREMER,
1

em sis. mgr., spot sis.

SID GARFIELD,

dir., press info.

MELVIN SPIEGEL,

asst. dir., press info.

PHIL COHAN,
trade news editor

SIG MICKELSON,

v.p., CBS, Inc.; gen.

mgr., news

JOHN F. DAY,

dir. of news

GEORGE CROTHERS,
dir., pub. serv. broadcasts

HORACE R. GUILLOTTE,

V.p. in chg. of oper.

ARTHUR G. PECK,

mgr. of net oper.

DAVIDSON VORHES,

mgr.. technical oper. &
chief engineer. tf'C.BS

DONALD I. BALL,

dir. of editing

ILLIAM K. McDANIEL,

.p.. radio net sales

3E0RGE A. GRAHAM,
Mb, sales planning

LLIAM F. FAIRBANKS,

nat. sis. mgr.

RMAN S. LIVINGSTON,

r., radio progr. sis.

KENNETH BILBY,

exec, v.p., publ. rel.

LESTER BERNSTEIN,

dir. of info.

GERALD M. SELLER,

dir., radio facil. oper.

ALFRED STERN,

dir., intern'! oper.

RICHARD L. BERMAN,
mgr., facil. & in tern'

I

oper.

STOCKTON KELFFRICH,

dir., contin. accept.

CARL WATSON,
mgr., contin. accept.

JAMES A. STABILE,

V.p., talent & progr.

contracts

SIDNEY P. ALLEN,
i in chg. of client rel.

ADOLPH HULT,

, special sis. projects

PHIL D'ANTONI,

Eastern sis. mgr.

IERBERT J. CUTTING,

air sis. svce.

HAROLD GOLD,

publ. rel. dir.

steve Mccormick,
(fir., Washington news

NORMAN BAER,

.'V. Y. bureau chief, news

SPONSOR • 12 SEPTEMBER 1959 45



How Cal Fame grapples with giants

^ Regional frozen juice uses checkerboard strategy of

tv I.D.'s and co-op minutes in battle with national brands

^ So. Calif, company keeps brand image fresh by fre-

quent change of pace, tactics and commercial techniques

I f you want to duplicate some of the

initial excitement you stirred up for

your product way back when it didn't

even register in consumer surveys,

you might take a page from the book

of this advertiser.

Cal Fame, a frozen orange juice

with distribution centered in South-

ern California, has to compete with

the heavy saturation schedules of na-

tional brands like Minute Maid.

This week it turns up with a sched-

ule on Los Angeles radio and tv sta-

tions that bears no resemblance to its

pattern of the past 10 years, where the

emphasis was on strong identification

with personalities working the prod-

uct into their shows.

Now the strategy is aimed at com-

batting the short-term, floodgate buy.

ing of the big boys with a three-di-

mensional barrage of spot announce-

ments which varies by (1) day of the

week. (2) time periods, (3) type of

medium and commercial approach.

Louis Ghiz, the company's presi-

dent, gives George Patton. head man
at George Patton Advertising, $300,-

000 to spread over the year. $150,-

000 goes to tv, $90,000 to radio, $35,-

000 to newspapers, $10,000 to bill-

boards, $15,000 to in-store promotion.

"Television," says Patton, "is

where we made our initial impact.

To maintain this impact, you have to

have sufficient weight, even over the

long haul."

The new campaign shows how Cal

Fame gets this weight on a limited

budget

:

• Hopscotch buying. Schedules are

run every other week, one week on

tv, the next in radio. In this way,

Patton can achieve the effect of satu-

ration strength. He plans to continue

an alternate week pattern that has

worked in the past: 15-20 spots per

week on each of six radio stations,

10 tv spots per day ( 60's and I.D.'s).

• Co-op emphasis. "Co-op sched-

ules with supermarket chains," says'

Patton, "became possible when expo-

sure in live shows and identification

with these shows had made the prod-

uct known. Then we could tell our

story in 30 seconds instead of 60. Of!

course, co-op gives us another bene-,

fit: preferred positions, displays, etc."

The chain takes 20-to-30 seconds of

an announcement, Cal Fame takes

30-40.

• Change of pace. Perhaps the

most significant part of the emphasis!

on a checkerboard approach is the

addition of a device based entirely on I

familiarity with the product. I.D.'s

have joined the spot schedules at the

rate of 30 per week. They are a

series of cartoon stills which include

spoofs on other advertisers' slogans,

some play on words, and simple!

horseplay.

The viewer would have to be fa-

miliar with the product to catch in

eight seconds such jokes as those pic-

tured on the opposite page. Each

cartoon will be run for two days only,

five times a day (Patton feels that's

about the total life expectancy of a

"funny.")

Demonstration commercials are

used in the co-op schedules. Demon-

stration has been important to Cal

Fame. Juke Box Jury, the local Los

BETTER FOR MAKING SCREWDRIVERS, says this Cal Fame I.D. RELAXED APPROACH to copy for short announcements supplements

soon to air. Note to teetotalers—a screwdriver is an alcoholic drink hard-sell co-op minutes now that Cal Fame has one brand recognition
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•Angeles show which put Cal Fame on

•fine map, featured so much drinking

L »f orange juice that it hecame a sort

I >f trademark. Format of the show

I ailed for celebrities to pass on the

I nerits of new record releases. Riding

I lerd on the proceedings, an emcee

I vith a genial Southern drawl (Peter

'otter), guzzled orange juice for

nearly 10 years in the interests of

^al Fame.

Added to this were demonstration

I commercials done live in a kitchen set

|
iy pretty pitchwoman Barbara Logan

I ivho has also become strongly identi-

I ied with the product and who ap-

• jears in the filmed spots now run-

liing. Direct translations of the live

I, commercials, the spots include re-

tnoval of can container from refrig-

erator, pouring into container of wa-

iter (a martini pitcher gives "tone" to

1 the proceedings!, close-up of the

liquid being swirled with a wooden
Hspoon, an ecstatic swallow, copy

I points based on diet, price and taste.

*• (Final 30 seconds of the commercial,

I of course, is devoted to whatever

I supermarket chain the co-op has been

I arranged with.)

So strongly does Patton believe in

lithe value of demonstration that now-

i adays. whenever he cops a prime time

minute that he wants to exploit to its

! fullest, he has it fully produced live

Kin the studio with Barbara, as usual,

I. doing the honors.

Its current campaign is directed at

(Please turn to page 89)

KID APPEALS, demonstration were vital.

Here, pres. Louis Ghiz and Willie the Wolf

1. SATURDAY

2. MONDAY
RIDmY

SURVEY POINTS WHEN TO
RUN AUTO MESSAGES
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(F% 29-market survey of new car

buying habits, recently completed by

Edward Petry & Co. contains impor-

tant tips for timebuyers and account

men who are scheduling automotive

announcements.

Saturday, as might be expected, is

over-whelmingly the hottest day for

new car sales. But there are surprises

in the other favorite shopping times.

In many markets, Monday evening

is the second most important buying

period. ( Do motorists get disgusted

with old cars during Sunday driv-

ing? I Friday evening ranks third,

while in some cities new car sales

are strong on Thursday evenings

when family supermarket shopping

traffic is high.

Commenting on the survey, Ben H.

Holmes, v.p. for radio at Petry. sug-

gest, that new car advertisers schedule

radio saturation plans in and around

the shopping days shown highest in

the test. He also points out that ad-

vertisers have a chance to reach defi-

nite prospects in certain frequently

overlooked time periods. Low-cost

announcements in early evening and

vveekend times will effectively supple-

ment schedules aimed at normal in-

home and drive-period audiences.

Highlights of the survey included

these best day scores: Houston 1.

Saturdav, 2. Friday and Monday 3.

Sunday ( will probably be prohibited)

.

Detroit 1. Saturday. 2. Monday. 3.

Thursday. Chicago 1. Saturday. 2.

Sunday, 3. Thursday. Dallas 1. Sat-

urday. 2. Monday, 3. Friday. Miami
1. Saturday 2. Monday. 3. Friday.

Some markets, according to the sur-

vey run counter to the national trend.

Minneapolis-St. Paul for instance re-

ports Saturday a "very bad day" with

Monday best, Tuesday and Wednes-

day next best.

Shenandoah, Iowa, rates all days

about even and says activitj picks up

when it rains and the farmers conic

into town to shop.

Tulsa reports most prospects seen

on Monday. Saturday and Friday,

but most sales made on Thursday,

Tuesday and Wednesdaj

.

In general, most markets report all

da) Saturday as prime buying lime,

with morning and afternoons about

even. Other da\s are strongest in the

evening.

Because of these concentrations of

new car buying periods, sa\s Holmes,

radio offers an advertiser the most

effective way to pin-point his target.

The Petr\ study cites RAB figures

showing that for "every 100 families

there are 72 radio-equipped automo-

biles, and 55% of all families listen to

their car radios daily." ^
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for QUALITY

The big one alone is not

enough. You need a com-

bination—the right combination.

In Louisiana, Baton Rouge is sec-

ond in size, first in quality, Baton

Rouge and Louisiana buying

are natural go-togethers . . .

like Croesus and money . .

.

quality and sales. Buy two

in Louisiana; make

sure one is 2 in

Baton Rouge.

in

BATON ROUGE
jnauBBBBHrn

LOUISIAN

NBC ABC

Ny

\m

IB*J

102

RICH

BATON
ROUGE

QUALITY IN

(Metropolitan A

BATON ROUGE, LOUISIANA
TOWER: 1001 FT POWER IOOOOO WATTS

REPRESENTED BY HOLLINGBERY

95

Shreveport
94

New

Orleans



/RADIO BASICS/SEPTEMBER

Facts & figures about radio today
1. CURRENT RADIO DIMENSIONS

Radio homes index Radio station index

1959 1958

49.5
radio

homes

48.7
radio

homes

51.4 50.6
U.S. homes U.S. homes

Source: A. C. Nielsen estimate. 1 Mar. each

year, homes figures In millions

End of August 1959

Stations CPs not New station New station*

on air on air requests bids in hearing

Am 1 3.406
1

107 1 478 151

Fm 1 636 1 148 1 61 10

End of August 1958

Am 1 3,281
1

95 1 424
1

109

Fm
I 558 1 86 I 43 1 30

Source: Fee monthly repot ts, eotmn srclal stations July each yeai

Radio set index Radio set sales index

Set
location

Home
Auto

Public
places

Total

1959 1958

98.300,000 93,000,000

37,900.000 36,000,000

10,000.000* 10,000,000*

146.200.000 139,000,000

Source: BAB. 1 Jan. 1959, 1 Jan. 1958,
sets in working order. *No new information.

Type July 1959 July 1958
7 Months 7 Months

1959 1958

Home

Auto

526.827

254,725

465,545

186.379

3,685,708 3,177,679

3.154,921 1.650.898

Total

Source: Elec

figures are fact

BAB estimates

781,552

tronic Industries

ovy production.

that 2.2 million

651,924

Assn. Home figure

These figures are of

Japanese sets were

6,840,629 4.828,577

s are estimtaed retail sales, auto

U.S. production only. In addition,

sold in U.S. during 1958.

2. CURRENT LISTENING PATTERNS
IN-HOME RADIO LISTENING DURING SUMMER HOURS

UUU)

7,121 7,071
$ 6,478 6,379

5,934 5334

5,242
4£4S- 4648*,3UU 4,451

3,907

2
3p66 3,264 3313 3,264

_2J69_

(000

10

8 9 10

MORNING
II I

NEW YORK TIME

2 3 4

AFTERNOON

MONDAY THRU FRIDAY

-

8 9 10

EVENING

MONDAY THRU SUNDAY
Source: A. C. Nielsen Co.. listening per average minute in thousands of homes. June, 1959
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TWO*
can do it

better!
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"LJTGHLY competitive Los Angeles got

you going around in circles: Then look

at the two-io\d advertising advantages

offered by CBS Owned Channel 2:

One: KNXT's "quantitative" leadership.

Month-in, month-out, KNXT is Southern

California's number one station . . . with a

current 18% audience share lead over the

nearest competition (Nielsen, July '59). In

addition, there's . .

.

Two: KNXT y s "qualitative" leadership.

Audience reaction to each of the seven Los

Angeles television stations

—

and the prod-

ucts advertised on tliese stations— varies

drastically, according to the results of a

major new depth study.
1

For example, when

600 Los Angeles viewers were asked to

mention the station "most likely" to carry

advertising for products that inspire con-

fidence and trusty 45% of the respondents

named KNXT ! That's 6 1 % more votes than

for the second station . . . and 10% more

votes than for the other two network sta-

tions combined I

Cost-per-thousand important? Of course!

But equally important is cost-per-thousand

what. One Los Angeles station delivers both

the most viewers and the most responsive

viewers . . . KNXT. Write for your copy of

the study which demonstrates beyond doubt

that, in Southern California, not only the

biggest audiences but the best audiences are

on Channel 2.

^Conducted b\ the Institute for Motivational Research,

Inc., in association with Market Planning Corporation,

an affiliate of McCann-Erickson , Inc.

CBS OWNED KNXT®2 LOS ANGET.ES

REPRESENTED BY CHS TELEVISION SPOT SALES
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ini'sters time iu

its.

TOPEKR RMA &

Central Kansas

Gathers Bumper

Wheat Harvest

3rd Year of Excellent Crops

Roosts Bank Deposits to

p| New Record Heights

TOPEKA^( Special) —
Prosperity extends through-

lll
S

a
P
ll Central Kansas and

the Topeka area as 195^
par-record wheat ctopJ^

te

just

will

TOPEKA
Has 1 TV Station

WIBW-TV
Is It!

All Day- Every Day
Survey- Proved

WIBW-TV
Tops Competition
. . . serving a total of
38 Kansas Counties

As A Bonus
WIBW-TV
Is The ONLY

TV Station Available
to 100,000

WHEAT-RICH
TV HOMES

in Central Kansas

WIBW-TV
CBS • NBC • ABC

Channel 13
TOPEKA, KANSAS

(Division Stouffer-Copper Publications)

Represented by Avery-Knodef, Inc.

. 1

National and regional buy

in work now or recently completet

POT BUYS

TV BUYS
American Home Foods, New York: New schedules in about 4C

markets for Chef Boy-Ar-Dee products start third week of Septem

ber for 13 weeks. Day minutes and prime 20's are being used,

about eight to 10 per week per market. Buyer: Eleanor Paulsen

Agency: Young & Rubicam, New York.

Culf Oil Corp., Pittsburgh: About 25 markets are getting new

schedules for its gasolines and oils. Flights of prime minutes and

20s start 20 September for 13 weeks, frequencies varying. Buyers:

Frank Grady and John Warner. Agency: Young & Rubicam, N. Y.

Emenee Industries, New York: Kicking off the pre-Christmas

campaign in about 25 markets for its line of musical toys using

children's show adjacencies and participations. Schedules start

third week of September for 13 weeks. Buyer: Frances Oster.

Agency: Dunay. Hirsch & Lewis, Inc., New York.

Maiden Form Brassiere Co., New York: Schedules in about 20

top markets begin this month for the Friskee girdle. Placement is

for late night minutes, about five per week in each market. Buyer:

Inez Aimee. Agency: Norman, Craig & Kummel, New York.

Corn Products Co., New York: Considering 52-week schedules of!

day and night minutes for Kasco Dog Food, with an October start

in mind. Buyer: Pete Dalton. Agency: Donahue & Coe, Inc., N. Y.

Chun King Sales, Inc., Duluth, Minn.: New activity starts mid-

September for four weeks in a selected list of major markets for its

processed foods, with day and fringe night minutes. Buyer: Betty

Hitch. Agency: BBDO, Minneapolis.

Cold Medal Candy Corp., Brooklyn: Schedules in kid's shows

reaching 6-12 year old group get off this month for 39 weeks for

Turkish Taffy. Film spots alternate with live personality announce-

ments. Buyer: Joyce Peters. Agency: Mogul Lewin Williams &

Saylor, Inc., New York.

RADIO BUYS
Grove Laboratories, Inc., Div. of Bristol-Myers, St. Louis: Pre-

paring its fall campaign for 4-Way Cold Tablets. Day minute sched-

ules are being placed in top markets for an October-March run.

Buyer: Beth Black. Agency: Cohen, Dowd & Aleshire, Inc., N. Y.

National Carbon Co., New York: Traffic hour minutes being

placed in the top 75 markets for Prestone Anti Freeze and Eveready

batteries. Flights vary in length; staggered September and October

starting dates. Buyers: Dick Olsen and Jack Nugent. Agency: Wm.
Esty & Co., New York.

National Shoe Stores, Inc., Bronx, N. Y. : Increasing its schedules

in 38 markets for 39 and 52 weeks to promote new season's shoe

line. Day and traffic hour minutes pitch "the beautiful way to save";

about 200 spots per week in New York, 20-25 in all other markets.

Buyer: Joyce Peters. Agency: Mogul Lewin Williams & Saylor, Inc.,

New York.
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In Green Bay

ANYWAY YOU LOOK AT IT YOU GOTTA HAVE 'LUK!

Now the most powerful TV station in the rich Green Bay - Fox River Valley

market of Wisconsin is WLUK-TV. From its new half million dollar

power plant and tower overlooking Green Bay, WLUK-TV beams a steadier,

brighter, clearer picture into more than 435,000 TV homes —
reaches more than 1,500,000 people in 53 counties.

Want results? Then you gotta have WLUK-TV.

WLUK TV I a I
CHANNEL 11

serving Green Bay Packerland and the Fox River Volley

Joseph D. Maclcin, general manager

EXTF "RA EXTRA EXTR

Capture the market on WLUC-TV, Channel 6, Upper Michigan's only TV station.

ONE BUY can get both WLUK-TV and WLUC-TV.

Represented nationally by Geo. P. Hollingberry In Minneapolis see Bill Hurley.

YOU OOTTA HAVE 'LUCK
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With some agencies revamping their departments, SPONSOR ASKS:

Should writers specialize or work in

Six out of 10 representative top

agencies have, are switching to,

or are taking intermediate steps

toward a combined print and
broadcast copy operation. Here
are some reasons for and against

Rollo Hunter, v.p. & dir., tv/radio,

Erwin W'asey, Ruthrauff & Ryan, Inc.,

New York

The question presupposes that there

is a free choice. There can't be a

black-and-white answer while ac-

counts and their media needs vary so

much from agency to agency. But if

you ride the trends, this week you
should be pushing integration.

There are several apparent advan-

Specialization

creates split-

personality

advertising

tages in consolidation: Eliminates

split-personality advertising between

broadcast and print. Promotes free-

wheeling ideas, whether they origi-

nate with pictures that move or don't

—words heard or seen. Offers an

economy of talent—fewer writers,

more writing.

This fusion of creative effort, how-

ever, can't be brought about by any-

thing as simple as an executive ukase.

The burden falls on the writers them-

selves. Being advised that as of nine

tomorrow they'll be switch hitters

doesn't magically inoculate them with

experience they don't have today.

Tv/radio writers must face bewilder-

ing new nomenclature and the ex-

actitude of the graven word. Print

writers must learn to write as people

talk and to think in terms of motion

and the precise terminology of the

video column.

Print-oriented copywriters usually

fall into some familiar traps when

first they undertake to write televi-

sion. Sometimes they can't achieve

logical interlock of video and audio

throughout. Even more commonly,
they try to say too much. Schwerin
advises that audios from 101 to 150

words per minute are most effective,

but print writers swinging to tv often

jam 170 or more into 60 seconds.

Conversely, broadcast writers fre-

quently write too loosely when they

first get into print, neglecting the

honing and tooling of the words.

Yet the cross-breeding can be ac-

complished. It's been done, not only

with copywriters, but with artists.

You just can't swing it overnight. If

you try, the quality of your creative

output may be seriously jeopardized.

There there is personal preference.

There are veteran print writers of

ability who simply aren't interested

in broadcast media. They do what they

do well and don't want to be turned

into general practitioners. There are

life-long devotees of motion and

sound who can fall asleep standing

up while looking at a layout. These

types aren't the all-around advertising

people the business hopes to develop,

but there is definitely a place for the

dedicated specialist, though it's getting

harder to find.

Finding the true switch hitter is

not easy at this stage of the trend.

There aren't enough to go around

and the scarcity jacks up the price.

Perhaps the long-range answer to

that is for management to nurture

carefully all the junior prospects.

Segregation or integration? There

are various shadings on the picture

in 1959. (Example: one giant agency

actually segregates male from female

writers. I In the long run. though,

union will doubtless prevail.

David M. Lippincott, asso. creative

dir., McCann-Erickson, Inc., New York

If you will pardon me for taking a

few liberties with the subject matter,

this question should really read, not

"Should copy writers work on both

print and tv. but can they?" Rarely,

I think. There are, of course, a rar

few double-threat men who pull ol

this trick, and very handsomely, tocj1

But they are a lonely lot, like peopl.

born with an extra arm.

Few writers

can write

imaginatively

for all media

Actually, this shouldn't surprise

anyone. Through the centuries there

have been only a handful of good

novejjsts who were good playwrights

and vice versa. The message that

might motivate either a play or a

novel could be identical, but one per-

son would have a flair for setting it

on a printed page, while another

would do best placing it in space and

time on a stage.

To strain this analogy just about

as far as it will go, we are in the

business of communicating the same

message in two different media; and

if it is not necessary or possible to

have writers who can communicate

in both, it is certainly necessary t«

have people who can evaluate the re-!

suit in both. What works best ini

print may not work best in tv. What

works best in tv may be a screaming

horror in print. So someone has to

make the decision of when, where

and how to compromise in order to

get the greatest total effect.

Briefly, then, the evolution of writ-

ers specialized by media is only part

of the same growing trend toward;

specialized efforts in any large, well-

organized agency. Good tv writers

should stick to good tv commercials,

good print writers should stick to ;

good print ads, and not be forced

into each other's areas; while that

handful of ambidextrous souls who

do both can sit back and laugh at us

all.
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ill media?

Victor C. Bloede, v.p., creative dir.

md member bd. of dir., Benton & Bowles,

Inc.

Copywriters should work in all me-

lia. An "integrated" copy operation

is better for the writer, better for the

Ugency and better for the client.

What are the advantages for the

writer? The all-media writer has the

satisfaction of knowing that he is a

whole advertising man, not just a

Integration—
better coordi-

nation of print

and broadcast

'one-horn specialist. He solves adver-

tising problems, not just the special

problems of broadcast technique. He
has a "voice" in his work; he is not

'given a print idea and told to make it

i

work in broadcast. He is a better

copywriter. And because he is better,

he is worth more money—and gets it.

There are advantages for the agen-

cy, too. First, integration means more

economic use of manpower. In any

icopy operation there is less waste

iwhen every writer can write in all

media; fewer people are sitting

around waiting for specialized assign-

ments. Too, integration makes the

coordination between print and

broadcast campaigns almost auto-

matic. Finally, the integrated agency

finds it far easier to recruit desirable

outside talent.

Most important of all, there are

advantages for the client. Today's

biggest advertisers are big users of

broadcast media. They want to be

jsure that the best creative minds in

their agencies are working on their

problems. When the agency copy op-

eration is integrated, the client knows

that he is getting top creative talent

]
on every phase of his advertising.

And, in my opinion, he usually gets

better advertising. ^

WCSH-TV6
NBC Affiliate Portland, Maine

Five straight years of surveys taken in our
service area have shown that you get a bigger,

more receptive audience on "6".

This combination of superior coverage and
viewer preference was most recently confirmed

in the April '59 area ARB.

Ask your Weed TV man for the details.

Remember, a matching spot schedule on
Channel 2 in Bangor saves an extra 5%.

A MAINE

BROADCASTING SYSTEM

STATION

WCSH-TV (6), Portland

WLBZ-TV (2), Bangor

WLBZ-Radio, Bangor

WCSH-Radio, Portland

WRDO-Radio, Augusta
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How come you

were so smart

and bought KEWB
before the ratings

were published?

Well, my dear, I like

to be ahead of the

field. KEWB's com-

bination of success-

ful management..

.

precise, fashionable

programming . .

.

overwhelming audi-

ence acceptance are

bound to reflect in

the station's stand-

ing when ratings are

published. Easy to

figure, yes?

Smart time-buyers in the San Francisco Bay

Area had one advantage over other time-buyers:

they were right on the scene . . . could "feel" the

immediate acceptance of colorful, contemporary

"Big Bay Radio". . .fashionable radio.

Now it's your turn. Don't buy radio by "tradi-

tion". Check the latest rating books. Check

avails with your KEWB rep or your nearest Katz

office... and you'll buy the "Big Bay Radio"

audience.

KEWB
Bermuda Building • 2150 Franklin • Oakland 12, California

EXbrook 7-2891 • TEmplebar 6-0910

ROBERT M. PURCELL, president
MILTON H. KLEIN, general manager

THE KATZ AGENCY, INC., national sales representatives

A Service of Crouell-Collier

K I \v n

Channel 91
San Francisco

Oakland /
Channel 99
Los Angeles

ROBERT M. PURCELL
President

and
General Manager
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BEN DUFFY
(Continued from page 37)

On 2 August, he took part in the

Ridgefield. Conn, horse show, pre-

senting to the 16-year-old girl who
won the hunting seat championship

(he trophy of the President of the

United States. It was the first year

for this trophy, and it was Duffy, a

dose friend of President Eisen-

hower's, who was largely responsible

for bringing about the award.

Duffy's association with President

Eisenhower has been a long and cor-

dial one. BBDO handled the Eisen-

hower campaigns. When Duffy, back

in 1952, received the Silver Quill

(award from National Business Publi-

cations for distinguished services to

.advertising, President Eisenhower

wired the presentation committee,

You are paying a great tribute to

an outstanding citizen, and everyone

who knows Ben Duff) will applaud

your action."

Duffy also finds time now to fol-

low the sporting activities of his son

David who has been a championship

trapshooter since he was 17 in 1952

when he won the national junior

championship ( Duffy himself is a

lifetime member of the Amateur

Trapshooting Assn. I , and who also

plays championship tennis, having

been club champion of Westchester

Country Club for the past four years.

This Labor Day weekend. David

Duffy made it five in a row.

As for baseball, this summer has

been a pretty satisfying one for Duf-

fy. He has watched his beloved

Dodgers more than hold their own in

the tight National League pennant

race. "Naturally," he said, "Eve
!>een watching the Yankee games on

New York television. But when the

Series are televised. I hope I'll be

watching the Dodgers." Duffy is a

long-time friend of Dodger president

D Malley. The Dodgers have always

been his team. When they deserted

Brooklyn for Los Angeles, his loyalty

was unshaken. It is typical of Duf-

f\ : with him. loyalty seems to be an

instinct. Somehow in the rough-and-

tumble world of Madison Avenue he

has managed to scale the heights yet

lold his friends.

It probabh is this rare qualitv that

prompted author John McCartln

.

uniting in the May 1953 Catholic Di-

gest, to say, "Ben Duffy is regarded

is the personification of what Mr.

Madison Ave. should be." ^

Picture
H: What's your WOODquotient ?

""PWWugoun

What's the secret of moving goods in Greater

WOODIand?
RANTING MERCHANDISING HYPNOTIZING

iyjivj jojnqttisip jo ujjjojtj jvuo8
unl puv uifiijng t)uiQ-fii3joi[) '9jpunq

(lOO.W 'SPJD 0Ul8ipUV1{3JI3lU i.llxx3jBSl>

*,JVV-aOOM Hi!'" i
s"f «/<''"> raa;»vS)

Ahem 1 Regarding adult audience, surmise if

you can to what extent WOOD-AM leads those

. . . ah . . . "other" stations during ante-meridian

hours. 20% 30% 40%

h»i/ii;.v pu033S Jiji umj) j.)ft)jj/; %0l *! 3}U»t

>l>m> ;/«/»;> Duiujow .>iiiu.>.n> *j\;V(I()<>.\\

Would you believe it. this radio newsman . .

IS AIRING EDITORIALS HAS A COLD
THINKS FOR HIMSELF

tiuitilljjlj^ UJ3

•jSa 11 u> sjouojtpi jiuiii Sjuo Jiji s3a}D uo/ja

-'j'/j ma s
,nv-aooM >"<? '»*"// //v

How does WOOD-AM's power compare with

other Grand Rapids stations?

SECOND-BEST EQUAL HIGHEST

[jp3UiqtU03

SUO})V]S i3\f)0 Ml/ H<> umfl jy/il/oj/s (l xj.yuio

D.ii'ml /<) jj.iioi' lin.)l-()()lfg x./t'V'ffOO.ID

How to rate your WOODquotient:

right — Edison had his setbacks, too

1-2 right— Maybe you'd do better with a Rohrschach test

3 right — Good! Now send us your schedule

4 right— Obviously you're a Katz man

'WOOD-AM is first — morning, noon, night, Monday through Sunday
March '59 Pulse Grand Rapids — 5 county area

WOOD AM
TV

WOODIand Center, Grand Rapids, Michigan

WOOD-TV — NBC for Western and Central Michigan:

Grand Rapids, Battle Creek, Kalamazoo, Muskegon and Lansing.

WOOD — Radio — NBC.

SPONSOR 12 SEPTEMBER 1959 l.



4s

Our %
I thirteen I
1 easiest £

jGaiSc*> VPRR />



Every day of every year is easy when you love your job. Since

November 1946, turning out SPONSOR has been a fascinating,

exhilarating, challenging, and rewarding experience. As we near

the close of our first thirteen years, we see ahead an opportu-

nity for trade paper service far greater than ever before. In

our first thirteen years, SPONSOR has been dedicated to bring-

ing advertisers and agencies an appreciation of radio and tv

based on analysis and interpretation of their values. That our

readers like our kind of trade paper is underscored by the fol-

lowing: (1) In 1959, SPONSOR enjoys the highest percentage of

agency/advertiser circulation in its field, with six out of ten

copies going to the men who foot the bills. (2) SPONSOR tops

its field by a wide margin, according to all independent surveys

of agency/advertiser reading preferences made since early

1958. (3) SPONSOR tools-for-advertisers (such as Radio Basics,

Tv Basics, Five-City Directory, Negro issue, Farm issue) have

achieved exceptional acceptance. (4) SPONSOR'S prestige is at

an all-time high. Its fighting crusades for industry improve-

ments, its busy Readers' Service, the heavy publicity it receives

in the daily newspapers, its ready welcome by the key men in

agency /advertiser offices, indicate how vital a force SPONSOR

has become in the daily life of our industry. First a monthly,

then a bi-weekly, now a weekly, SPONSOR is geared for USE.



LEADERSHIP
SITUATION
NORMAL . .

.

I
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WREX'TWl

As WREX-TV Continues

To Dominate The Rockford

Television Audience

. . . WITH TOP

REX . . . On The Go

TOPS IN

SALES POWER
WREX-TV The Viewers'
choice, DELIVERS your

message to the buyers in this

rich industrial and agricul-

tural heartland of mid-
America.

TOPS IN

Programming, ratings, and

results. Serving 386,000
homes in a billion dollar plus

market.

Programming

Ratings

Results

... 9 of TOP 10 SHOWS

... 16 of TOP 20 SHOWS

... 26 of TOP 32 SHOWS

Based on Amer. Research Bureau survey conducted

May U-|une 7, 1959

"Foremost in Friendly Service"

J. M. BAISCH

General Mgr.

•

represented by

H. R. TELEVISION

INC.

VIDEO TAPE—LAWRENCE
[Continued from page 40)

3. "Tape is faster than film to pro-i

duce." This is a cogent point vvhenj

the goal is instant commercials. Inl

those cases, "live" has been the al-t

ternative; tape can now take its place.

But otherwise, who needs instant

commercials, any more than we need:

instant ideas, instant print ads, in-l

stant creativity, instant art? Isn't itl

ridiculous that months of painstak-

ing plans and conceptions by spon-
sors and agencies and producers

should be squeezed through a video

tape recorder in 60 seconds flat?

These are the critical reservations

that are generally ignored when

,

tape's vested interests loudly sing its
\

praises. Their inspiration has car-

1

ried them overboard, and, unfortu-

1

nately, with them, some overenthusi-

astic agencies and sponsors. A few of

the latter jumped too early and blind-

ly, floundered in the backwash, and

got soaked.

Like you, we have no axes to grind

in any intelligent controversy that

may arise between the representatives

of tape and of film. Tape is no threat

to the competent producer of filmed

commercials (as it will be charged),

any more than Hollywood was or ani-

mation was (as it was charged).

When Hollywood became a popular

site for the production of commer-

cials, we produced in Hollywood.

When animation became a vital me-

dium for television commercials and

an important service to agencies, we

opened animation studios on both

coasts. When tape becomes the thor-

oughly plastic medium that film is,

we will use tape. We have never lost

a client to a map or a machine, and

we don't expect to.

What we do regret is tape's timing.

Commercial production has reached

a peak of streamlined activity. The

filmed commercial industry is, at

last, on its financial feet. Commer-

cials, we are convinced, are better

than ever. True, we must take weeks

and sometimes months to produce

60 seconds of advertising. True,

we spend from $3,000 to $25,000 for

a single commercial. But the result,

in each case, is the best possible com-

mercial that you and we have learned

to make in a decade of experience.

Inasmuch as tape will upset this fair-

ly promising stability, we wish it had

never happened.

What is even more unfortunate is
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that tape's fanatic? have diverted the

attention of so many from the funda-

mentals of commercial production.

All the hullabaloo about tape has

suggested that it will replace creativ-

ity work, planning, salesmanship.

and just about everything else but

the sponsor. Such a misconception is

as much a disservice to tape's inter-

ests as it is to the entire industry.

Tape can never live up to such ad-

vance billing.

Tape's capacities will enlarge and

improve, no doubt. Probably within

a year, it will he practicahle to use

tape enmasse in the production of

commercials. But it will never be a

panacea. Whatever its future tech-

nological improvement, it will never

displace the vital ingredients of the

commercial. No gimmick will ever

out-date the men who possess the spe-

cial talents that commercials call for.

the men in agencies and those in pro-

duction companies who are turning

out the best commercials on television

today—on film. ^
VIDEO TAPE—MEIGHAN
{Continued from page 41

)

tape. No great change in technique

or equipment was necessary, only the

simple additive, an Ampex Videotape

Recorder. Third, networks needed

tape for delayed broadcasts and pre-

recorded broadcasts as an economic

desirability. Fourth, broadcasting

unions could absorb tape with little

change in working conditions, large-

ly because tape had been predicted

in contracts. Those problems that

did arise were largely of interpreta-

tion or adjustment to practicalities

that couldn't be entirely predicted.

The reasons that film production

companies or advertising individuals,

oriented to the use of film, have not

embraced video tape so enthusiasti-

cally are about as follows: First, to

embrace video tape film production

companies are required to invest in

whole new and costly electronic sys-

tems from the ground up. These sys-

tems are strange. Movie personnel

are not familiar with them. Also,

movie makers must contemplate junk-

ing an investment in movie equip-

ment from cameras to processing

laboratories—almost all of their pres-

ent work tools—if they move from

film to tape.

Second, from principals to imple-

mentors like producers, directors, ac-

tors, cameramen and so on, tech-

I've got

no beef

with

San Francisco,

Smidley.

Sure, it takes a four-station network to do it

. . . but there are more gas station sales in

the Cascade market than in San Francisco.

More food sales than in Toledo. Look at it an-

other way, Smidley. The Cascade network i-

the only television reaching the entire market.

A smart buy? It's a "must" buy in the Pacific

Northwest.

ELEVISIOPi
KIMA-TV

KBAS-TV

|/CPP TV/ p* sc°. HICMIAND.

EPHRATA,
MOSES LAKE. WASH KLEW-TV

KENNEWICK. WASH

IEWISION. IDA.

For fads and figures.

National Representatives: Pacific Northwest:

GEORGE P. HOUINGBERY Company MOORE & ASSOCIATES
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resTeST qui? \n me south
Fastest . . . and speaks with most authority in these parts,

podner.

Small wonder we're sittin' tall in the saddle. WBT's varied,

creative, responsible programming guns down the opposition

by 92% mornings, 69% afternoons and 123% at night.*

Nielsen says our spread is the nation's 24th largest.** Let us

put our brand on your radio schedule. Call CBS Radio Spot

Sales for the low-down.

Pulse 25 county area 1959 (March)
'::: A. C. Nielsen Co.

WBT CHaPlPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY

niques often acquired over a life-timi

must be abandoned and new one
learned. The better the movie man
the more appreciative he is of th

fact that skill in technique is ac

quired only over a long period o
time. On reflection, he would not ac

cept the assertion of a stranger tha
his own special ability or knowledgi
could be acquired quickly. He i

torn between optimism and doubt a
to whether he can acquire another'

technique quickly. Whatever hi

thoughts, history belies optimism.

What then are the present conclu
sions regarding the use of tape fo

commercials? If one word, extracte(

from a current letter from one o

television's largest clients can b
used, the answer is "gratifying/

Those who tend to use video tape an<

a video tape production unit wit!

skill produce commercials of higl

quality at a very low cost. Thost
who have challenged its ability havi

provoked newer and newer element
of versatility. Those who have ap
proached the use of tape as a medium
for sales exposition rather than as an

item for item comparison with film

or with live are intrigued with its

uniqueness and practical effective

ness. The agency creative group that

feels it necessary to follow throug]

interpretation of a commercial story

board during its entire production

process are gratified to find how few

man-hours need be devoted to the

process.

Shortly Chevrolet. Ford and Chrys-

ler will launch multi-million dollar

sales ventures on behalf of their Cor-

vair, Falcon and Valiant. This is a

Johannsen-Patterson square-off mag-
nified in multiple millions. Every

day of effective selling gained bv per-

suasive advertising, or lost by a lack

of it, can be measured in seven fig-

ures. A bright selling idea will oc-

cur to the advertising organization of

one. Do they want to implement it

next week or three days from now

—

or tomorrow? Will they scorn an "in-

stant commercial"? Suppose one of

these giants comes out with a new
and devastatingly convincing adver-

tising-sales attack. The panic button

is pushed and the alarm bells ring"

out loud and clear in the other camp.

A counter measure is devised. Im-

plement it next month? Heck no!

This is the time for that "instant

commercial" on Videotape. Anybody
disagree? 1
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Oklahoma City

the station

with by far
the

Largest Audience
is also

the

Prestige
Station

Call your

Katz Man for the

Audience & Coverage figures

RADIO 930

For
39 YEARS

Undisputed Leader
in

Oklahoma City

Radio

930 K. C.

Independent Modern Programming

Owned and operated by
The WKY Television System, Inc.

WKY-TV, Oklahoma City

WTVT, Tampa-St. Petersburg, Kla.

WSFA-TV, Montgomery, Ala-.

Represented by the Katz Agency



ROY ROGERS
Starring in 67 HOUR FEATURES

GENE AUTRY
Starring in 56 HOUR FEATURES

AND REALLY RATIN' RAVES:

"One of soundest buys station has made." KOB-TV,
Albuquerque, June 9, 1959

"Very successful ... a nice
show to have around."
WBRC-TV, Birmingham,
April 1, 1959

REALLY

SNARIN'

SHARES

New Orleans

Boston

Cleveland

Atlanta

Dallas-Ft.W.

Indianapolis

Philadelphia

Scranton-W. B.

Albuquerque

Memphis

Milwaukee

Houston

Miami

Minn-St. Paul

Knoxville

and many many
Source: ARB

%
89.4

70.3

80.5

51.3

51.0

71.3

53.0

67.2

66.5

59.7

65.1

65.0

55.7

55.1

83.4

more!

mca
TV FILM SYNDICATION

growin'up fast...

Colorful Cutie (KQDE) is growin' up fast in

the billion and a half dollar Seattle market!

• Outrates all three 50,000 watt stations-

less than two points from second place!

(Hooper, July-August, 7 a.m. -6 p.m.)

• Lowest rate per thousand in Seattle

with one rate for local and national!

Call Colorful Cutie (KQDE) ALpine 5-8245

and ask for WALLY NELSKOG, Pres. or see

FORJOE for the latest availabilities

on Seattle's music station—KQDE

DAYTIME TV
{Continued from page 35)

early this month can serve as an ef

fective guide for the networks' sales

conditions.

Network people anticipate more

new business piling in within the next
j

three weeks, however. Samuel K.
J

Maxwell, daytime sales manager fori

CBS TV, says it's a bit early for the!

total fall sponsor tab to be studied

because there are still nighttime buys j

to be made. He and his colleagues i

then envision a move-back into the

daytime hours.

The sponsor analysis of network

line-ups for the period from late Au- .

gust to late September indicates an

average of 63% of all daytime sliou

lots are sponsored, with ABC TV
scoring 71%. The breakdown shows

j

ABC TV with 63 quarter hours of|i

daytime programing per week ( seven-

1

day week), CBS TV with 80 and I

NBC TV with 72. Their sales per-]

centages to total hours telecast area

71% for ABC, 65% for CBS and]

54% for NBC for the 63% average.

These figures do not take into con-

sideration the cancellations by Gen-

1

eral Foods and P&G which turned up

a fortnight ago, the former dropping

four quarters weekly on CBS and the

latter cutting six quarters from its

lineup of 15 on NBC. (For a list of

current daytime sponsors, see page

35.)

The most sensitive subject to net-

work spokesmen is the matter of cost-

ing. With ABC TV bragging about

its $1.50 cost-per-1,000 commercial

minute impressions, the other nets

are scrambling to come up with cost

and coverage figures equally alluring

to budget-minded buyers. Giraud

Chester's contention for ABC is that

its audiences, in some cases, equal

those of the other two networks, yet

the cost is exactly one half that of

CBS and NBC.

A recent ABC TV presentation on

daytime tv (and this network is the

only one which has a packaged pitch

in handable format) gives these com-

parisons: A single quarter-hour on

ABC after discounts costs the adver-

tiser $3,786 ( computed at a 40% spe-

cial discount) ; on CBS, $16,955; on
NBC, $17,162. It claims a rise in

average share for the period between

1 and 4 p.m. of 55% in the span be-

tween its daytime debut last October

I Please turn to page 66 )
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and now . .

.

the most penetrating

image study of New England

radio

!

To WHDH Dept. 3

6 St. James Avenue
Boston 16, Mass.

Please send me a copy of the WHDH
Audience Image Study.

Name

Address.

City State.

•--•--.-............--..............j

RADIO STATION WHDH-BOSTON HAS JUST

PUBLISHED THE RESULTS OF A RADIO

AUDIENCE IMAGE STUDY CONDUCTED

IN THE NEW ENGLAND 25 COUNTY WHDH

COVERAGE AREA.

The Audience Image Study has been com-

pleted by Pulse, Inc. of New York, one of

the nation's largest, most respected research

organizations, and is the first of its kind

ever undertaken in the New England market.

Eight thousand New England families

were surveyed by Pulse, Inc. in a 1959

WHDH area study, and a representative

sample of one thousand men and women
15 years of age and older were interviewed

in depth in an effort to measure the char-

acter of the radio audiences of six leading

Boston radio stations.

The intense national interest in "ratings"

and the great need for more definitive infor-

mation regarding radio audiences should

make this WHDH report one of the most

widely read studies in the history of New
England radio.

ww Un
50,000 WATTS • BOSTON

Represented nationally by John Blair & Company
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COMPETITORS, YES...

Ed Mollison
General Manager
Al Dement Chevrolet
Birmingham I

Don Blankenship
General Manager
Long Lewis Ford
Bessemer

BUT THEY'RE BOTH SOLD
ON WAPI RADIO

"For the past 18 months, our

advertising schedule on
WAPI has steadily increased

and so have our sales, as a

result of the job WAPI is

doing for us. Leland Childs

and his 'Early Risers' Club'
brings 'em in to Al Dement
Chevrolet'.'

"We now know the strength of

WAPI personality selling. We
have just renewed sponsorship of

Tom Hamlin's "Sports Digest",

15 shows per week, for another

26 weeks."

I

I

WAPI
50,000 watts*

BIRMINGHAM, ALABAMA
REPRESENTED NATIONALLY BY HENRY I. CHRISTAL CO., INC.

•5,000 Nights

DAYTIME TV
I Continued from page 64)

(with a 13.3 share) and 11 Juni

(with a 20.6% share). The 1 Jul

advance Nielsen indicates ABC'!

share has risen to 21.1%, a gain oj

59% in nine months.

Ratings still appear to be the be-al

and end-all in terms of attracting

network advertisers, and the scrambl

heightens as the nets give more an

tention than ever before to show aq
jacencies, audience flow and audienct

composition.

Observers expect CBS and NB(
will stick with their daytime rat.

cards but make additional discount

available to advertisers. Anothej

prospect: allowing sponsors to movl
in and out fast to take advantage o

special sales and promotional events

The trend of permitting advertisers tj

scatter their commercials over a va|

riety of shows on several days of th

week is expected to be intensified a

competition increases for the avail

able daytime advertiser as well as fol

the new ones coming into daytime]

But daytime network costs stil

keep out medium and small adverl

tisers. Spot is another situation, witl

many smaller-budget clients movinj
in with frequencies as low as twice 1

week per market.

In contrast, advertisers this coming
season will spend more on daytimj

programing than ever before. CB!|

TV is continuing to schedule a seriej

of daytime specials which will bj

more elaborate than any daytime proj

graining heretofore telecast. It

Woman! series, which debuted ill

May, has attracted considerable ad ;

vertiser interest. The CBS fare will

be concentrated on daytime serialsj

which consistently pull the larges'

and most steadfast daytime audiences!

A CBS innovation which is moving

up in audience popularity is the Oj

the Go show with Jack Linkletter!

which capitalizes on the mobility o]

tv tape and on-location reporting!

Daytime fare other than serials ancj

game shows, however, will tend to be

filmed material.

As network management people

take stock of their fall daytime situa

tion, they again sigh in acknowledg-

ment of the fact that most of theii

long-held hopes about daytime are

still in the potential rather than the

reality phase. Spot people, too. re|

port "less than fantastic" advertisei

[Please turn to page 88)
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WGY will sell your product harder

in the rich market area it serves:

Albany— Schenectady— Troy,

plus Northeastern New York and

Western New England. We can

back this up with a file of sales

success stories— for details, con-

tact your local Henry I. Christal

man or call WGY, Schenectady,

New York. 982-n

50,000 Watts • NBC Affiliate - 810 Kilocycles

A GENERAL ELECTRIC STATION



NEWS & IDEA

WRAP-UP

BRINGING WILMINGTON TO NEW YORK in person of Miss Delaware 1959 (Esther

Olney), was how WAMS promoted market and station. After touring city's agencies she

presents brochure and honorary citizenship card to Fred Spruytenberg, SSCB timebuyer

NOT SHY FOR CHEYENNE: Liz Martin, Miss KOCO-TV, keeps her eye on 6'8" Clint Walker,

star of ABC TV's Cheyenne, on tour to promote Warner's "Yellowstone Kelley." Actor took

time out for interview with Tuck Stadler (r), news director of KOCO-TV, Oklahoma City

ADVERTISERS

Robert Hall Clothes will follow

their heavy "back-to-school" earn

paign with an increased radio am
television schedule to run througl

the fall and winter seasons.

Thirty new radio and television

stations have been added to Hall

present lineup of 278 stations in 15(

markets.

The fall campaign calls for a 15$'

radio tv budget increase over 1958

to account for the planned 10.00C

radio and 1,500 television spots eacl

I

week.

Agency : Arkwright Advertising, i

Campaigns:
• Rayco Manufacturing Co. be

gins, this week, an accelerated adver

tising program for its expanded lint

of automotive products. The cam

paign: More than 2,500 one-minutt

commercials a week over 87 radir

stations in 70 markets plus 260 one<

minute filmed spots a week on 53 tv

stations in 50 markets. Agency:

BIG MAN, BIG MOVIES claims WJBK-TV,

Detroit, as 13 ft. circus giant visits N. Y.

agencies with Bob Edell (I), promotion

mgr., and Robert Buchanan, national sales

mgr., to promote Paramount package
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logul Lewin Williams & Savior.

• Roman Products' fall adver-

ising campaign will be spearheaded

[y 355 radio spots every Thursday

>r L3 weeks on major stations in

«ew York, Philadelphia and Wash-

igton, D. C. Agency: Smith/Green-

iiul.

fere are estimated tv expendi-

ures of the top 25 network

rand advertisers, followed by

he top 25 network company ad-

ertisers for the second quarter,

959—released bv TvB and com-

piled by LNA-BAR:

BRAND GROSS TIME COSTS

$2,415,775

2,126,684

1,925,987

1,873,261

1,834,566

1,768,131

1,660,063

1,565,090

1.556,717

1,405,137

1,371,823

1,332,009

\\k

1. Anacin

2. Chevrole

3. Tide

k Kent

5. Ford

(>. Colgate
-

Gleem

8. Phillies

9. Camel

I). Dristan

1. Winston

2. Bayer

13. L & M Filter 1,324,438 15.

14. Bufferin 1,272.085 16.

15. Dodge 1,267,994 17.

16. Handy Andy 1,242,026 18.

17. Viceroy* 1,234,975 19.

18. Chesterfield 1,100,463 20.

19. Salem 1,028,861 21.

20. Crest 1,018,087 22.

21. Pall Mall 1.011,582 23.

22. Beech-Nut 1.002,310 24.

23. Bulova 997,385 25.

24. Alka Seltzer 968,578

25. Prudential 962,418 Str

RANK COMPANY GROSS TIME COSTS

1.

2.

3.

4.

5.

6.

7.

P&G
Lever

American Home
Colgate

General Motors

General Foods

R. J. Reynolds

8. P. Lorillard

9. General Mills

10. Sterling Drug

11. Bristol-Myers

12. Gillette

13. Liggett & Myers

14. Ford

$14,067,431

8,493,654

6,755,167

5,876,904

5,402,297

4,966,484

3,970,790

3,318,112

3,307,724

3,220,155

3,099,453

2,967,125

2.962,154

2.703.465

American Tobacco 2,572,344

Chrysler 2,249.020

Pharmaceuticals 2,175,522

Standard Brands 1,856,852

Miles Laboratories 1,840,899

S. C. Johnson 1,719,123

National Biscuit 1,714,711

Brown & Williamson 1,707,999

Philip Morris 1,684,757

Bayuk Cigars 1,565.09(1

Eastman Kodak 1.562.450

Strictly personnel: John Ander-
son, to executive director of the Tea

Council of the U.S.A., Inc. . . .

Peter Baird, Jr., to manager, pub-

lic relations and advertising in the

mid-America home office of the Pru-

dential Insurance Co. of America.

Chicago . . . James Wilcock, man-

ager of the Sturtevant division of the

Westinghouse Electric Corp.

AGENCIES
BBDO has put together its third

annual survey of radio and tv

stations offering in-store display

space to their advertisers.

IEADY, SET, GO! William Quinlan, Jr.,

res. Programatic Bdcstg. Service, watches

liss Hawaii start new Programatic machine

lat will provide music for KRKD, L.A.

A^# ,l*tJP<*,
j/ MEJJi%. ^ " 99~* ^^^H

P"-«w jS
,. * q# - "Sl \

"'iW/h»
1(0 1B 9M ~faB0*MdZc

"™m ^ jBH

i Hw ® 7 0%fl
r j

•J&-
*• a 1

• '•'• *vj
^DIANA PEACHES, distaff members of

/OWO, Ft. Wayne, surround Jack Bittner,

arket analyst, on Peach Day. Station's

rawing earned lucky listeners (out of 28,-

30 who sent postcards) a bushel of peaches

HUNGRY AUDIENCE? For two

weeks after WMC, Memphis, moved in-

to its new building, Bill Anthony aired

his morning show on the veranda and

offered motorists free coffee and donuts

SHINING EXAMPLE: Shoeshine stand

in the city's downtown area treats all

shoppers to free shine as WJIM,

Lansing, celebrates its 25th anniversary
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The agency reports that this serv-

ice seems to be on the increase.

The 279-page report lists 185 ra-

dio and 81 tv stations whose mer-

chandising plans include supermar-

ket display space for their advertis-

ers. In some instances, drug stores

are also included.

For most stations. BBDO has list-

ed the names of the cooperating

chains along with the minimum ex-

penditures necessary for an advertis-

er to participate.

Agency appointments: Guild Wine
Co.. to Cornpton, San Francisco . . .

Joe Lowe Corp., for its ice cream

divison. to Gardner Advertising;

Also to Gardner: Deere & Co.. farm

equipment and tractor manufacturer

. . . Triumph International Corp.,

Germany, manufacturer, of founda-

tion wear, to Grey . . . Scudder Food
Products, to Campbell-Mithun, Los

Angeles . . . The Day & Martin Co.

for its Lion Boot Polish, to Monroe
Greenthal, New York . . . Thomp-
son's Dairy. Washington. D. C, to

Kal, Ehrlieh & Merrick, Washing-

ton. D. C. . . . Bigelow Kennard Co.,

Boston jewelers, to Charles F.

Hutchinson, of the same city . . .

and

WOC-TV
FOR BEST

COVERAGE
IN THE

NATION'S 47th

TV MARKET
(Davenport, Iowa — Rock Island — Moline, Illinois)

The Largest Market between Chicago and
Omaha . . . Minneapolis and St. Louis . . .

the 47th TV market in the nation.

Population

1958 1959
Effective Buying Income^

1958 1959

1,599,500

Increase — 32,600

1,632,100

TV Homes

422,800 ______

Increase — 1 5,680

438,480

$2,668,806,000

Increase

$2,879,387,000

$210,551,000

Retail Sales"

$1,918,167,000
$2,042,037,000

Increase — $123,870,000

Col. B J. Palmer
President

Erne*! C Sanders^ Resident Manager

Pax Shaffer

Sales Manager

Peters, Griffin, Woodward.
Inc., Exclusive National
Representatives

THE QUINT CITIES

DAVENPORT 1

BF.TTFNDORF »

ROCK ISLAND
j

MOLINE ILL

EAST MOllNE '

channel

'Sales Management's "Survey of Buying Power — 1959"

WOC-TV is No. 1 in the

nation's 47th TV market—lead-

ing in TV homes (438,480),
monthly coverage and weekly

circulation — day and night —
as reported in the Nielson

Coverage Service No. 3, Spring,

1958. For further facts and lat-

est availabilities, call your PGW
Colonel . . . NOW!

WOC-TV Davenport, Iowa is part of Central
Broadcasting Co., which also owns and operates
'•"HO-TV and WHO Radio, Des Moines, Iowa

Colorite Plastics of New Jersey anc

Carolina Paper Mills. Rockingham
N. C. to The Zakin Co., New York

Agency appointments— person
nel: William Hillenbrand, for

mer president of Bryan Houston. t(

v.p. and chairman of the plans boart

at Donahue & Coe . . . Edward Cal

houn, to senior v.p. and director o

marketing services, Cunningham ti

Walsh . . . Robert Engelke, to me
dia supervisor and Robert Lyon
account supervisor. Ted Bates . . I

George Turner, supervisor of com
mercial production for Richard Hud
nut and DuBarry at Lambert
Feasley.

Resignation : Anderson Hewitt
from a senior v.p. and member o

the executive committee at Kenvon I

Eckhardt.

ASSOCIATIONS

NAB's Tv Information Commit
tee has set up its basic plan <>l

action and established office head
quarters in New York to lielj

{Please turn to page 78)

XEE OLD WEST LIVES ISM..

ST

el Rancho vegas

Las Vegas, Nov.—DUdlc-y 2 1300

INDIVIDUAL BUNGALOWS ON 66 SPACIOUS

ACRES DEDICATED TO YOUR MODERN COMFORT

BUT STRESSING WESTERN ATMOSPHERE.

. . . the world famous OPERA HOUSE THEATRE
RESTAURANT presents nightly the greatest names
m show business in lavish productions reminis-

cent of the exuberant Frontier Days.

Phone Direct for Reservations

New York San Francisco Los Angel

LOngacre 3-6149 Yukon 2-7105 BRadshaw 2-33

Beverly Hills Chicago Miami Beac

BRadshaw 2-3366 MOhawk 4-0111 JEfferson 8-05'
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Mountain low. Valley high.

Wade through small mountains of data. Bounce
your eyeballs on charts. Sort, sift and select.

Check ratings. Check markets. Check population

characteristics.

Investigate buying habits, merchandising aids,

adjacencies. Count noses, eyeteeth, ears. Figure

costs per m, costs per gross and miles per hour.

We could save you a lot of trouble. There's a
valley high in everything but altitude. There's
a tv station in that valley (whose signal leaps off

a mountain 3934 ft. high) named WSLS-TV.
With full power of 316,000 watts on Channel 10,

a healthy assist from NBC, and strong local pro-

gramming, that station welds a 58-county area

into the greater Roanoke market of 448,001 tv

homes.

For more information, wade through small

mountains of data—or listen to Blair Television

Associates.

WSLS-TV
Channel 10 • NBC Television

Mail Address: Roanoke, Va.

A broadcast service (with WSLS Radio)

of Shenandoah Life Insurance Company



This

Pittsburgh

Roy Face, great Pirate
hurler . . . typical of the

fresh young spirit that's

put Pittsburgh way
out in front.

Sterling Yates, Atlantic
Weatherman, goes on for
KDKA-TV five nights a
week with the liveliest

presentation of weather
ever. He helps keep the

big audiences in the

tri-state area

watching KDKA-TV.

Wayne Klotsky,
construction

man on the new
Gateway Center
project and one

of the 4.5 million

people in

KDKA-TV's big

orbit of

influence.

There's no middle ground for Pittsburghers. Sell 'em, and

they go all out. The fanfare for the Pirates is one example.

KDKA-TV's following another. Year after year, it's the No. 1

station there. Let us show you how to create more fanfare

for your product in Pittsburgh.

®fi)© WESTINGHOUSE BROADCASTING COMPANY, INC.
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What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
12 SEPTEMBER 1959

Copyright l»59
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PUBLICATIONS INC.

Broadcasters may have cause to won ler whether their victory over the FCC's

Lar Daly ruling won't turn out somethin j; more than they bargained for.

In exempting news shows, news interviews, documentaries, special events and panel shows

from the equal time restraints of Sec. 315, members of Congress, one after the other, warned
that they would be on the look-out for abuses.

In other words, they were on record as, in effect, noting tliev were extending a little more

freedom to broadcasters about handling current events but the} better be careful how they use

this new-found (?) freedom.

On the other end of the spectrum are several FCC commissioners who still feel that the

public would be better off without Sec. 315, with only the general rules about fairness

on controversial issues.

To these commissioners Sec. 315 is unwieldy and unworkable and they hoped the Lar

Daly ruling would demonstrate this fact so tint Congress would write the regulation off the

books or drastically alter it. They are bitterly disappointed.

Sen. Mike Monroney (D., Mont.) persistently balked in the past two years in

his efforts to get fire-breathing probes g^ing into tv programing and/or the rat-

ing services, issues new blasts at tv.

Basing his latest attack on the darkening of a strictly local news-panel show featuring

Joe McCaffrey, Monroney charged that violence and biased newscasts are taking over. Sen.

Kenneth Keating (R., N.Y.) immediately complained that critics of tv always fail to com-

pliment the medium when it does a good job, and Keating proceeded to award orchids for

coverage of the Eisenhower trip and the Davis Cup matches.

Rep. Oren Harris (D., Ark.) has apparently won the tv quiz probe for his

House Commerce Legislative Oversight s ibcommittee, with the Senate Commerce
Committee—never a group to seek headlines—content with the sidelines.

Harris has set 6 October as the date for hearing all of the witnesses and the testimony

which are currently in the New York Crand Jury secret category.

First FCC step has been taken to hold up rehearings of all contested tv cases in

which improper influences by participants has been alleged.

FCC associate general counsel Edgar Holtz will ask special hearing examiner Horace

Stern to hold off on Miami channel 7 pending the 3 November second jury trial of former

FCC commissioner Richard A. Mack and Thurman Whiteside.

The FCC also revealed it would like Judge Stern to hear all the cases, and that investiga-

tions have proceeded far enough for hearings both on Miami channel 7 and Orlando, Fla..

channel 9. Springfield, 111., channel 3 will be the next to be probed in preparation for a

rehearing.

Making headway in the Senate was a bill containing permission for profession-

al football, basketball and hockey teams to black out tv 75 miles of a city in which

a team is playing.

Failure to include baseball may stymie the measure. Sen. Kenneth Keating (R.. N.\.) says

he'll insist on its inclusion when the measure gets to the floor.
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Marketing tools, trends, news,

in syndication and commercials

FILM-SCOPE
With the debut of the new season drawing near, syndication looks like it's

headed toward a memorable third quarter.

Compare this summer's business with last year's and you'll see that many major syndi-

cators have all but doubled their level of activity.

Among six syndicators, 12 shows are chalking up sales, whereas the same compa-

nies were doing business on only seven shows last year.

Here's how these film companies stand:

• CBS Films has Phil Silvers sold to Calling and Trackdown to Schlitz, both important

regionals; last year it had only Colonel Flack.

• CNP is moving Not For Hire and Californians; last year it had just Danger Is My
Business.

• ITC sold Four Just Men to Schaefer, Volkswagen and others and Ding Dong School to

many stations; last year, TPA had only N. Y. Confidential.

• NTA's Grand Jury, sold to D-X Sunray, is its second major regional, added to Bud-

weiser's U. S. Marshal, now renewed.

• Screen Gems is selling both Rescue 8 and Manhunt this year compared to just Rescue 8

a year ago.

• Ziv is the only company on the list not showing a parallel increase: Its This Man
Dawson and Lock-Up this year were matched by 1958's MacKenzie's Raiders and Dial 999.

The practice of "double exposure" on syndication program schedules was

blasted by Joseph Stamler, WABC-TV station chief, last week.

He pointed out that running a show on two stations at the same time confuses the audi-

ence, makes the show very hard to promote and, worst of all, delivers fewer total viewers

than a regular one-station exposure.

Stamler also argued that double exposure's purpose, good cost efficiency, was usually de-

feated and that it became a false economy.

In drawing the line on any additional "double exposure" acceptances, the WABC-TV
manager excepted those shows that have both runs on the same station.

NTA has effected a many-sided realignment of its sales staff as a result of the

move of its headquarters to Beverly Hills.

Here's their new sales structure:

• Features, syndication and tape will be under Harold Goldman, NTA International presi-

dent in Beverly Hills.

•

• Network, regional and station group sales come under Mickey Sillerman's jurisdiction,

with v.p.s Arthur Spirt and Walt Plant in New York and Los Angeles, respectively.

Station sales will be headed by E. Jonny Graff in New York.

The highest rated shows are not always the same shows as the ones with the

most adult audience compositions in Telepulse charts on syndication.

CNP, for example, noted that Flight, rated sixth among adventure types, had a 12.0 rating

but 180 adult viewers per-100-sets, with this breakdown: 93 women, 87 men, 6 teens and 28

children.
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FILM-SCOPE continued

The unusual sales and schedule patterns of ITC's Ding Dong School have

caused the show to he renewed hefore it started in certain markets.

This five-time-a-week series has been sold in 13 weeks units and has consequently got-

ten renewals, or 26 week orders, in 27 cities.

Henry G. Saperstein, packager of the series, attributed the renewals to the show's built-

in merchandising and its network ratings track record.

Stations have found that video-tape solves the ancient problem of on-the-air

promotion for local news broadcasts.

At least one tv station has been using tape with a news headline during stationbreaks to

remind network viewers of its own local late news.

ITC ended its first year on a sales upbeat that enhanced its status over its

predecessor by virtue of a $14 million gross in tv film sales 50% above the previous

year's volume for the former TPA unit.

Here's how ITC's business is estimated to be broken down:

• First-run syndication sales, $6 million, with Cannonball, Jeff's Collie, Brave Stallion, Sgt.

Preston, Ding Dong School and Four Just Men.

• Network sales, $4 million, due to Gale Storm and Fury.

• International sales, $2 million.

• Re-run sales, $2 million for 11 shows via Arrow Productions.

Not included in ITC's $14 million gross is an additional $3 million volume by Jack

Wrather in network deals for Lassie and Lone Ranker.

COMMERCIALS

The question of the use of video-tape in tv commercials continues to be one of

the great controversies of the year.

Last month Robert Lawrence circulated an open letter charging tape did not meet film's

standards of technical facility, creativity and adaptability.

In response to an invitation by sponsor, Howard Meighan of Videotape Productions

wrote a reply. He stressed tape's advantages of economy and speed.

See both letters on p. 40, this issue.

New York producers gave signs of inrreased activity last week as the fall com-

mercials production season drew nearer.

Elliot, Unger & Elliot became the first film studio to go into full-scale video-tape pro-

duction; Nat Eisenberg, formerly with NBC's Tele-Sales, became EUE's manager of video-

tape operations.

Transfilm reported that its "visual squeeze" technique is now being widely used by drug

and toiletries advertisers; latest is Miles Nervine via Wade Advertising.
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PUBLICATIONS INO.

A round-up of trade talk

trends and tips for adm*

SPONSOR HEARS
Adding much to the frustrations of the sellers of radio is the fact that in a nui

12 SEPTEMBER 1959 ber Qf ^e ]arger Sp t agencies the data on stations has become quite obsolete.

The reason—as frankly stated by agency research people: "We've had to concentra

too much on tv to keep our radio material up-to-date."

The ex-occupant of an important U.S. diplomatic post is soliciting tv publi

ity accounts from chairmen of giant firms who have heavy stakes in network tv.

He's doing the letter writing in behalf of a member of his family who has a mom
interest in a public relations office.

Ad director Walter P. Lantz's comment on an item in 15 August SPONSOR HEAR»
Shulton knows no way to compare print circulation with air media circulation.

Adds Lantz: "We would like very much to obtain an accurate and reliable formula (fc

such measurements), and if any has one we would appreciate obtaining the inform

tion."

To get maximum mileage out of its tv salesmen, Blair maintains a periodical chec

via BAR on what business it got compared to other rep firms.

The comparisons are used strictly as a sales management tool: Blair figures the data ca

tell 1) whether an agency is being covered as efficiently as it should be, and 2) wheth

it's advisable to realign sales staff assignments.

CBS' Frank Stanton is getting a substantial share of the credit within the indu

try for Congress' adoption of the Section 315 modification (exempting news show

from the equal time provisions of the Communications Act).

He not only made an in-person issue of it on the air, but carried person-to-person a

peals to influential members of Congress.

Even though his agency hasn't as yet asked for availabilities, a leading to

manufacturer has advised dealers by brochure of the exact number of spot impressioni

he will provide as tv support during the Christmas selling season.

The figure naturally is based on what the toy firm hopes to buy 30 days beforj

starting date in what has become the tightest market-participation in kid programs-

in the medium.

Never before have freelance publicity firms had the pickings that will be their

this season from sponsors of specials and new nighttime series on the tv networkej

Indirectly, they're getting a helpful shove from NBC TV. For example: When ai

advertiser asked the network who was going to plug his show, he got this answer from ai

NBC v.p.:

"Frankly and realistically, we've got our hands so filled with publicizing 200 spe

cials, you'd be happier getting an outside publicity firm to do the job."
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DYNAMIC KPHO RADIO AND TV OFFERS

AGGRESSIVE ADVERTISING PLUS*
IN THE FAST-GROWING

PHOENIX, ARIZONA MARKET!

#

1
%%

NOW
ADVERTISER'S
PRODUCT AND
MESSAGE

EFFECTIVE

IN-STORE
PRODUCT

MERCHANDISING
WITH ZEPHYR SYSTEM

XjCHfCMM/FES/^

A brand-new, pre-tested service maintained exclusively by KPHO Radio and

Television in the entire A. J. Bayless Chain and other top grossing food markets.

*
#

I

ADVERTISERS LIKE THEM

The two-sided I8V2 by bVz inch Checkerlite panels

over each check-out stand catch the eye, get results!

KPHO Radio and Television Advertisers rate exposure

for full 15 day intervals on all lights simultaneously.

Message ties-in with TV for double impact.

YOU'LL LIKE THEM

This exclusive hard-hitting service is now in operation

ready to serve you where other displays of any kind

cannot even be purchased.

Represented by

THE KATZ AGENCY

GROCERY STORES LIKE THEM

Zephyr System Checkerlites not only enhance the ap-

pearance of the stores, but provide a means of speed-

ing the flow of carts to "working" checkstands through

a system of blinking lights.

»J» Newspaper, magazine, radio, TV, direct mail, outdoor, window display, marquee, personal appearances - among many other bonus promotions for KPHO Radio/TV advertisers
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WRAP-UP
{Continued from page 70

I

"create a more informed atmos-
phere"" about tv.

Target date to begin operations:

1 October, out of 666 Fifth Avenue.

The T10 has some $40,000 pledged

to finance the program for the first

year, with solicitation of individual

stations just beginning.

Meeting dates:

16-19 September: Michigan Asso-

ciation of Broadcas'ers, at Hidden
Valley near Gaylord. featuring as a

guest speaker, John F. Box, Jr., exec-

utive v.p. and managing director of

the Balaban Stations.

25 September: The ARF fifth an-

nual conference, at the Waldorf

Astoria, New York. This year's

theme: Better Measurements of Ad-
vertising Effectiveness—the Challenge

of the 1960's.

8-9 October: AFA Affiliates of the

Third District, fall conference at

the Poinsett Hotel, Greenville, S. C.

Theme: The Boom in the South.

They were elected :

Officers of the New Orleans Radio

Broadcasters Association : president.

John Vath, Sr., WWL; v.p.. Jim
Noe, Jr., WNOE and secretary-treas-

urer. W. Arthur Selley, Jr., WYLD.
Officers of the Arkansas Broadcast-

ers Association: president. Kermit
Richardson, KBOK; v.p.. Russ
Horn, KXRJ and secretary-treasurer,

Julian Haas, KAGH.
Co-chairman of the 1959-60 Edi-

torializing Committee of the NAB:

Joseph Baudino, v.p.. WBC and

Daniel Kops, president. WAVZ and

WTRY Broadcasting Corps., New
Haven. Conn.

FILM

Syndication sales and program
ratings are coming to hinge more
and more on the promotional
advantages attached Jo shows.

Typical of today's new promotion-

al plans are those for CNP's Not For
Hire, which employed a Polynesian

hostess expressly to provide Hawai-

ian parties.

Festivities are used to kick off the

show and link the Hawaiian locale of

the show with today's headlines on

the 50th state.

Sales: MGM-TV's Thin Man re-

runs sold to NBC TV for daytime

stripping. The 72 episode deal is

reportedly worth $1 million . . . Ziv

International's sales for the fiscal

year ended in August were 46%
above the previous year, and the high-

est mark to date. The sales record

was paced by 67 sales in recent weeks

involving 18 shows to 13 countries

. . . WPIX. New York, claims it is

the nation's top buyer of quality syn-

dicated films by virtue of its nine re-

cently purchased shows: ABC Films'

Meet McGraw, Flamingos Deadline,

Official's International Detective,

CNP's Calif or nians, CBS Films'

Trackdown and Air Poiver, MCA's
Shotgun Slade, ITC , Brave Stallion

and Jayark's Bozo the Clown.

Trade notes: Flying Eagle Publi-

cations has engaged counsel to re-

strain Screen Gems from using the

Manhunt title . . . Following the July

termination of Gross-Krasne. Inc.,

Jack Gross and Phil Krasne are now|

doing business as Phillip N. Kras-

ne's California Studios, 650 N.j

Bronson Ave. in Hollywood . . . John

A. Fitzpatrick. president of Video Ex-''

pediting and Library Service, hadL

formed a new corporation, Video
Dispatch, with expanded services.

Production: Jerry Briskin joins

Screen Gems to produce Manhunt . . .

Mike Wallace's new WNTA-TV show,

Interview, to be video-taped and syn-

dicated . . . Hanna and Barbera. pro-

ducers of Huckleberry Hound for

Kellogg's via Screen Gems, will also

cartoon Quick Draw McGraw for the

same distributor and sponsor through

Leo Burnett this fall; both shows are

national spot with station lists of 175

and 150, respectively . . . Bernard L.

Schubert has formed a Hollywood

production unit with Adrian Samish

to make David Harum; David Hard-

ing, Counterspy; Alexander the Great,

and Interior Command.

Video-tape notes: Neal K. Mc-

Naughton, professional products

manager of Ampex, elected a v.p.:

four other Ampex v.p.'s named were

John Jipp, instrumentation man-

ager; Herbert L. Brown, audio

manager; Walter T. Selsted, re-

search director, and John M. Leslie,

WGR Selling the Western New York radio market

WGR Radio's new fresh-air programming concept features modern album music specially selected for

young adults. Carefully mixed with up-to-the-minute, frequent newscasts and top sports coverage, WGR's
new concept is winning bigger audiences in Western New York.

For grocery product advertisers, WGR Radio offers at no extra cost the most effective point-of-purchase

merchandising plan in Western New York. Qualified thirteen-week advertisers get one week of preferred-

position displays in Buffalo food stores, including 120 A&P and Nu-Way super markets. WGR's mobile
"Studio 55" broadcasts from different high-traffic super market locations every week.

For more information about merchandising and fresh-air availabilities on WGR in Buffalo, ask your

Pefry radio representative.

NBC • 550 KC • BUFFALO
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AUDIENCE
RUSTLING

is

LEGAL ....

if you are clever

enough to do it/

KOCO-TV
is stealing the audience

in Oklahoma's Richest

Market with 30 minutes

of ENTERTAINMENT at...

MINUTES NOW AVAILABLE

OKLAHOMA CITY

Charlie Keys, General Manager

BLAIR TELEVISION ASSOCIATES
KilwaalKtprettnaltm

Jr.. manager <>f Orr Industries, an

Ampex subsidiary . . . Six of 43 edu-

cation stations expecting Videotape

recorders had them shipped 1>\ Am-
pex last week: WQED, Pittsburgh;

WTTW. Chicago; WYES, Nev, Or-

leans; WEDU, Tampa: WKTV. At-

lanta: KETA. Oklahoma City, and

KUON-TV. Lincoln. Other Video-

tape shipments went to KMOX-TV.
St. Louis 1 2 recorders). WFMY,
Greensboro, and Peter De Met Pro-

ductions. Chicago.

Commereials: J. Burgi Contner,
A.S.C., became director of photog-

raph) for Robert Lawrence . . .

Emerol Manufacturing using a Dos
Marvel character in commercials cre-

ated by Hal Walker of Atlanta

through Bass & Company, New York
. . . Py-Co-Pay has a new jingle,

created through SSC&B; filming was
directed by Jerry Schnitzer for Rob-
ert Lawrence Productions . . .

Ernest M. Pittaro of D-F-S is the

author of Tv & Film Production Data

Book, published by Morgan & Mor-

gan. New York.

Phil Davis has commissioned the

research firm of Barnaby and As
sociates to conduct a survey
among 1,000 agency executives

on musical commercials, their

development and production.

Questions will cover such topics as

development of material, past experi-

ence with independent producers, ex-

perimental material, demonstration

recordings, administrative responsi-

bilities and final rights to music.

Strictly personnel: Richard P.

Morgan named assistant to director

of business affairs at CBS Films . . .

Samuel Gang of Bernard L. Schu-

bert on a five-week Latin American
sales tour . . . Lee Francis, ABC
Films advertising and promotion di-

rector, to Manila for two weeks in

connection with the new Counter-

thrust series . . . Leo Silber, house

counsel at Official Films, announces

his resignation effective 1 October.

International: Ziv to open offices

in Toronto, Canada, this week, with

Montreal headquarters expected as

well next year.

Promotion: A 13-market promo-
tion for Dan-Dee Pretzel & Potato

WILL GET YOU

WIL
ST. LOUIS

NOW ONE WIL BUY WILL GET
YOU ALMOST TWICE AS MUCH
AUDIENCE AS THE NEXT TWO
STATIONS COMBINED!

C. E. HOOPER, INC. JULY, AUGUST, 1959

STATION 7 A.M. TO 12 NOON 12 NOON TO 6 P.M.

WIL 25.0 30.2
Network A 21.4 14.4

Independent A 13.7 17.8

Independent B 16.0 12.6

Network B 9.4 8.7

First, too, in Pulse, Nielsen and

Trendex!

sold nationally by

ROBERT E. EASTMAN

WIL
BUY Radio when you buy media

BUY Balaban when you buy radio

BUY WIL when you buy St. Louis

andyou BUY the people who BUY

WIL St. Louis

Dallas

WRI Milwaukee

in tempo with the times

THE BALABAN STATIONS
John F. Box, Jr., Managing Director
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Chip Co. through Gregory & House

& Jansen. both Cleveland firms, has

been conducted using Ziv's Cisco Kid

contests . . . Walter Schwimmer's

Championship Bowling,, about to start

its sixth year in syndication, will add

an elimination tournament leading to

$60,000 in prizes to star bowlers.

NETWORKS
ABC TV was slill pondering this

week where it would turn for a

Richmond, Va., affiliate, as a re-

sult of WTVR leaving it to go
with CBS TV.
The switch of CBS from WRVA-

TV to WTVR doesn't take effect un-

til next June.

NBC TV stands pat with WXEX-
TV as its Richmond affiliate, the two

having signed a contract only a cou-

ple months ago.

NBC TV has updated its color

status report of its 189 affi iate

stations, plus 18 "associated sta-

tions."

Highlights of the findings:

WIS-TV, the key buy in

South Carolina . . . now operating from a

mammoth new tower with even greater

ability to unlock the vast sales potential

of growing, prosperous South Carolina . . .

where WIS-TV functions day in and day out as

the MAJOR SELLING FORCE available to advertisers.

A NEW 1526'TOWER
channel

wis- J0
COLUMBIA, S. C.

G. RICHARD SHAFTO - EXEC V-PRES CHARLES A BATSON • MANAGING DIR

LAW EPPS - SALES MANAGER
Represented notionolly by PETERS, GRIFFIN, WOODWARD, INC

• Of the 189 stations listed. 149|

are equipped to rebroadcast network

color programs in color.

• J wenty-four can originate live

color; 51 can originate films in color

and 52 can handle slides in color.

Debuting on ABC TV: The Donnay
Reed Show, for Campbell Soups Si

iBBDOl and Johnson & Johnson,1

lY&R) moves to Thursdays, 8-8:30!

p.m.. 1 October . . . The Rebel, fori

Liggett & Myers ( DFS ) and P&G
(Y&R), Sundays, 9-9:30 p.m., 4 Oc-

tober . . . Colt .45 begins its third!

season 4 October for Nestle I Mc-

Cann ) and Derby Foods (McCann)f
. . . Lawman, its second season 4 Octo-|

her. for R. J. Reynolds (Estyl and

Whitehall Labs (Bates).

And at NBC TV: Shubert Alley,

one hour special Friday, 13 Novem-
ber, for the Sinclair Refining Co.

(Geyer, MM&Bl . . . Gillette I M ax-

on l to sponsor the Blue-Gray Game 1

Saturday, 26 December and the Rosei

Bowl Game on New Year's Dav . . .

SRO sign for the 1959 NCAA col-

legiate football telecasts with re-

1

gional purchases by Esso, Humble Oil

NEGRO
Community

Programming

SPANISH
PUERTO RICAN

Programming

of Whirl-Wind

sales action

WWRL
NEW YORK DE 5-1600
10:00AM-5:30PM ** 5:30PM- 10:00AM

80 SPONSOR • 12 SEPTEMBER 1959



V

WHO SAYS YOU CAN'T

/ Not only can you put all your eggs in one basket

in the KERO-TV market — it's the wise thing to do!

KERO-TV is the only single advertising medium that

reaches all of the more than a million prosperous

people who live well and buy lavishly in the

great Southern San Joaquin Valley — California's

SUPER-market. And, KERO-TV does more than

just reach these people. It delivers your sales mes-

sage with full impact. Entertainment and

advertising production is in keeping with

the size, sophistication and spending

power of the audience. KERO-TV facili-

I ties are big-time and are manned with

a big-time staff. Presentation of both the

programs and the commercials can

stand the scrutiny of the mostcriti-

cal agency and client. You get the

full treatment, too, with mer-

chandising and marketing aids.

So when the Petry man calls,

heap the KERO-TV basket high!«^h(

KERO-TV

CALIFORNIA'S SUPER-market

BAKERSFIELD

' CHANNEL 10 NBC

REPRESENTED BY EDWARD PETRY & CO., INC.

A TRANSCONTINENT STATION



& Refining Co., Standard Oil of Indi-

ana, General Petroleum and Phillies

Cigars.

Thisa 'n' data: Part of the cam-

paign to welcome Arthur Godfrey
back to his CBS Radio program 23

September will include 20,000 "Wel-

come Home" posters signed by God-

frey listeners . . . An historic NBC
microphone will be placed on per-

manent exhibition in the hearing

room of the Senate Interstate and

Foreign Commerce Committee . . .

Alfred Stern will supervise all

theatrical activities of NBC, plus

merchandising and licensing of sub-

sidiary program rights including mu-

sic publishing, book publishing and

arrangements for the sale of film

prints to educational institutions and

service organizations.

About network people: Larry
White, to CBS TV as director of

daytime programs. New York . . .

Bertram Berman, to director of

daytime programs, Hollywood, CBS
TV . . . William Hedges, a v. p. of

NBC. to direct the network's Politi-

cal Broadcasting Unit . . . William
Corrigan, to West Coast Bureau

Beam your sales message to

DULUTH-
SUPERIOR

the

LARGEST

MARKET
in both Minnesota and

Wisconsin

Zooming sales have made the Twin

Ports metropolitan area the 2nd

largest market in size only to the

Twin Cities in Minnesota and Mil-

waukee in Wisconsin.

In WDSM-TV's coverage area live

800,000 people, spending over I bil-

lion dollars* annually.

You can best sell, best adver-

tise to this growing industrial,

shipping and vacation center

by using WDSM-TV . . .

*SRDS 5/10/59

AT THE HEAD OF THE SEAWAY

t WDSM-TV
iPk DULUTH, MINN. NBC SUPERIOR, WISC.

PETERS, GRIFFIN, WOODWARD, INC.
EXCLUSIVE NATL. REPS.

WAYNE EVANS & ASSOC.
REGIONAL REPS.

manager for CBS News and directorj

of news for KNXT, Los Angeles.

RADIO STATIONS

This is the season when many ra-

dio stations are set to move
equipment and personalities io

booths a: the various State and

County Fairs.

Present example: WFBL, Syra-

cuse, will air directly from specially-,

built studios at the New York Statei

Fair. The news studio they're settingj

up will include: UPI news machine,,

police and fire monitors, remoter

equipment and the complete news-i

gathering staff to explain to specta-

tors how station gathers, writes and

airs its local, national and interna-

tional news.

Like in the networks, food mar-|

keters led the list of advertisers 1

in spot radio during the second

quarier, '59.

This category accounted for 19.1
' <

of all brands advertised on the me-

dium during this period, according

to an RAB report.

In second place were gasoline

CHECK fand

DOUBLE CHECK

V
WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

VV
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS—ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.
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REMEMBER!

TALLAHASSEE
THOMASVI LLE

I the bright spot in your

sales picture . . . WCTV
can make it brighter!

With the great CBS programs,
plus top ABC -TV shows,
WCTV provides standout
service to a most responsive
market. In the entire U.S.,
Tallahassee stands fifth in re-

tail sales per household.*
For many leading brands,

the Tallahassee - Thomasville
Market deserves and gets
strong spot schedules. A siz-

able market — over 225,000
families — 52 counties — effec-

tively covered by WCTV. Get
the complete picture from
Blair Television Associates.

*Annual Survey of Buying Power,
1959.

WCTV
L&& THOMASVILLE

^-^a John H. Phipps
Broadcasting Station

ALLAHASSEE

BLAIR TELEVISION ASSOCIATES
National Representatives

firms, representing 11.1'< of tlie to-

tal, followed li\ autoraotives, with

1 ().<"', : tobacco. 10.5$ ;
ale. beer

and uinc. 9.39? and toilet requisites,

7%. (For the network rundown, see

SPONSOR. ~> September, page 55.1

Ideas at work

:

• A real "springy" promotion:

KPAP, Redding. CaL dubbing itself

"the station with a spring" has

mailed to date 2.000 mattress springs

to ever) business in their coverage

area with this note attached: KPAP
springs into action. They're also run-

ning a contest for listeners to guess

how a spring sound, aired on the sta-

tion hourly, is made.

• How they're promoting safe-

ty: KMOX, St. Louis, held a two-day

"Salute to Safety" via releasing 200

balloons, at different locations, each

containing a safety slogan, and some

containing prize certificates . . .

WNBH, New Bedford. Mass.. dis-

tributed 10,000 official booklets of

motor vehicle regulations, conducted

a two-week safety contest asking spot

questions about the laws and award-

ed $15,000 worth of prizes at Otis

Air Force Base's Festival of Fun day.

• Come fly with me: That's

what happened to two d.j.'s at KELP,
El Paso when, as a merchandising

stunt, hostesses for Continental Air-

lines adopted them as the two men

they would like most to have fly with

them. The adoption ceremonies took

place at the airport, with the station's

mobile news unit airing the cere-

monies.

• Play-on-words promo tion :

WSAI, Cincinnati, held a "Why this

is a Good Year for you" write-in

contest, receiving some 2.000 re-

sponses. Prize: Goodyear tire.

fr.

Station acquisition: KFJI, Kla-

math Falls, Ore., from W. D. Miller

to Riley Gibson. Doug Anderson,

George McConnell and March Hanan,

for $145,000, brokered by Edwin

Tornberg & Co.

On the fm front : The High Fi-

delity Music Co., headed by John

Rieger. Jr.. will launch Long Island's

newest fm station

—

WLJR—1 Octo-

ber . . . Business: WFMT, Chicago,

for six major clients, each buying the

station as their only radio medium in

that area, with five of them purchas-

ing programs, not spots.

IN PROVIDENCE

WJAR is UP!
In twenty-eight out of forty-

nine daylight hours, 6:00 A.M.

to 6:00 P.M., Monday through

Friday (Pulse, March '59 vs.

June '59) WJAR shows an

increase.

WJAR is UPf
Twelve out of twenty traffic

periods rated 6:30 A.M. to 9:00

A.M., Monday through Friday

(Pulse, March '59 vs. June '59)

WJAR shows increases.

WJAR is UPf
Thirty-eight of the forty-nine

daylight hour segments, 6:00

A.M. to "6:00 P.M., Monday

through Friday (Pulse, June '58

vs. June '59) WJAR shows

increases.

WJAR is UPf
In twenty-three of twenty-four

traffic periods, 6:30-9:00 A.M.,

and 4:00-6:00 P.M., (Pulse,

June '58 vs. June '59) WJAR
shows increases.

GET RESULTS

!

BUY ADULTS!
BUY WJAR i

NBC NEWS
SPORTS,

MONITOR

Sister station of WJAR-TV
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JlNO, THIS IS "KNOE-LAND
(embracing industrial, progressive North Louisiana, South Arkansas,
West Mississippi)

JUST LOOK AT THIS MARKET DATA
Population 1,520,100 Drug Sales $ 40,355,000
Households 423,600 Automotive Sales $ 299,539,000
Consumer Spendable Income General Merchandise $ 148,789,000

$1,761,169,000 Total Retail Sales $1,286,255,000

Food Sales $ 300,486,000

KNOE-TV AVERAGES 78.5% SHARE OF AUDIENCE
According to April 1959 ARB we average 78.5% share of audience from Sign On to Sign Off
7 days a week. During 361 weekly quarter hours it runs 80% to 100%, and for 278 weekly

quarter hours 92% to 100%.

KNOE-TV
Channel 8

Monroe, Louisiana
Photo: We*t) in/ho use Electric Corporation, "Lighting Division Plant, Vicksburg, Mississippi,

producers of fluorescent and incandescent lir/hting equipment for commerce and industry.

CBS • A B C

A James A. Noe Station

Represented by

H-R Television, Inc.

BASKETS
AWAY-

stop hiding your sales story !

BARNABY and Associates, Promotion and Research Special-

ists, offer creative and production planning assistance for

preparing your sales story—put together in the way your

prospects want to get it, assembled so it will be remembered
and saved.

Presentations • Direct Mail • Meetings

for your own production or with B & A supervision

BARNABY and ASSOCIATES
414 East 50th St., New York 22. N. Y. • MUrray HiU 8-2399

PROMOTION—
FOR WHAT TO DO ABOUT IT

RESEARCH—
FOR WHAT TO SAY

WRITE TODAY or save this announcement for reference

B & A experience and knowledge available for individual

projects, or on continuing basis—Liaison with New York

and Chicago research and production sources.

Thisa 'n' data: Westinghouse|>

Broadcasting Co. is holding its

third annual public service program-

ing conference in San Francisco next

week . . . WINS, New York, is

awarding daily prizes to the worst

hayfever sufferer showing up at the!'

station's studios each day . . . Bill-

hoards: WDAK, Columbus, Ga.. has

27 signs on the highways, using its

''Big Johnny Reb" figure as its s\ m-

bol; KCUB, Tucson, is making use

of the outdoor posters the year-round,

with the first one depicting refresh-

ing sound via a cub in a tub . . .

Kudo: To WEMP, Milwaukee, the

"Millie" awards for outstanding pub-

lic service from the Milwaukee Re-

corded Music Industry.

Station staffers: Cecil Sansbury,

to general manager, WHP-AM-FM-
TV, Harrisburg, Pa. . . . Robert
Peebles has resigned as v. p. and

general manager of WKNY, Kings-

ton, N. Y., and Edward Whitney,

Jr., named his successor . . . Bill

Taylor, to manager, KANS, Kansas

City . . . James Fesperman, gen-

eral manager, KFSA, Ft. Smith . . .

Richard Levy, sales manager, KXL,
Portland. Ore. . . . Wayne Decker,

local sales manager, KFRE, Fresno

. . . Donald Craig, sales promotion

manager, WJR, Detroit . . . Robert

Rehg, publicity director, KMOX, St.

Louis.

Add station staffers: Donovan
Haislet, to Los Angeles sales repre-

sentative for Marietta Broadcasting

Co. . . . Bob Early, to sales man-

ager. KOMY, Watsonville, Cal. . . .

Bill Galvin, station manager,
WSRO. Marlboro, Mass. . . . Wal-

ter Conway, station manager,
KWBR. Oakland ... Lee Smith, as-

sistant manager, WKY. Oklahoma

City . . . Jerry Smilo, director of

the Jackie Robinson Show, Newstone

Productions . . . Robert Cutting

and Tom White, account executives,

KOSI, Denver . . . Jack Prince, to

assistant sales manager. WTAR, Nor-

folk, Va.

REPRESENTATIVES

NBC Spot Sales is exploring, in

its fifth questionnaire to "Time-

buyer Opinion Panel," the use

and relative effectiveness of vari-
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PROMOTION

MANAGER

Solid professional with 16

years experience at some ol

nation's finest regional radio-

television stations. Accustomed

to working with reps, brokers,

agencies and media. All

around ability includes sales

and audience promotion, pub-

licity, research, trade paper

adxertising and public rela-

tions. Excellent references.

Box 16 Sponsor.

NEW YORK

WINSLOW
EAST SIDE

Madison Ave.

at 55th St.

SMART

MIDTOWN

LOCATION

One block from Fifth Avenue's
famous shopping area. Near
theatres, Radio City, restau-

rants, cafes, business and
cultural centers. Newly deco-
rated rooms with private
bath. Free radios. Air-condi-
tioning and TV available.

Daily rates from $6.50 single

from $8.50 double

Write for descriptive brochure.

ous lengths of commercials in

spot tv.

The questionnaire, devoted entirel)

to lliis topic, asks:

• How much influence the agen-

cy's creative department exerts in set-

ting the length of a spot l\ commer-

cial;

• What are the principal uses of

an eight or 10-second I.I)., i.e. teas-

ers, repeats, reminders, to introduce

new products, etc. and

• Which of the four commercial

lengths—10. 20. 30 or 60-seconds—

is preferred for saturation campaigns.

Drop the decimal: TvAR has

formalized, after two months" trial,

its concept of rounded ratings in

spot tv buying. When submitting

ratings to agencies, the rep firm will,

for example, show ratings from 17.5

to 18.4 as 18.

Fifteen western stations, repre-

sented by Daren F. McGavren,
will launch a 30-day fund-raising

campaign for the Sister Kenny Foun-

dation. The promotion includes ce-

lebrity spots personalized for each

station and market.

On the personnel front: Wil-
liam Stubbs, tv sales manager for

the Atlanta office of PGW. appoint-

ed an assistant v. p. . . . David Sande-
berg, to partner and v. p. of the W.
S. Grant Co. . . . George Olsen, to

account executive in the New York
office of Blair Tv . . . Carleton

Sieck, account executive in the New
York office of CBS Radio Spot Sales

. . . Richard Walker, to the Atlanta

sales staff of Clarke Brown Co. . . .

Daniel Kelly, to assistant research

manager. CBS TV Spot Sales . . .

Lane Weiss, manager of the San
Francisco office of B-N-B Time Sales.

TV STATIONS

Drug and beer advertisers spent
an all-time record high in tv dur-
ing the first half of 1959.

According to TvB, drug advertis-

ing on network and spot tv during

that period reached $59.5 million, a

29% gain over the first half of '58,

while the brewers spent more than

$22 million in spot tv during the first

six months of this year.

Si

FsRgT
IN EVERY

QUARTER

HOUR
SEGMENT^

^PPulse, Seattle

May-June 1959

6:00 a.m. to 6:00 p.m.

KOL
SPONSOR 12 SEPTEMBER 1959 85



i See ADVERTISERS for a list of

the top 25 network brand and com-

pany advertisers during the second

• punter. I

Ideas at work:
• Anything for nothing: To

promote its Late Show and Academy
I uard Theatre programs. KYW-TV,
Cleveland, staged a contest attracting

487 viewers to vie for unusual prize

—a year s supply of nothing. The bit

was a take-off of To Tell The Truth,

asking viewers to identify the host of

the late night movies from three sta-

tion staffers. And to promote safety,

KYW-TV last week sponsored an
auto show and rock V roll musical

at fairgrounds 20 miles out of Cleve-

land, attracting 14,000 paying spec-

tators.

• Local specials: WSFA-TV,
Montgomery, is telecasting three

filmed documentaries. U.S. Air Mis-

sion in South America. Films were
made by news director Bill Henry to

help service families understand some
of the problems and conditions preva-

lent where the Air Force is based in

Latin America.

Ask the man wk° gefe aro^
fci'

WDBJ
is

one

of the

best

buys

in

television

. . . anywhere!

WDBJ-TV covers 53 coun-
ties . . . where there are over
400,000 television homes,
$2 billion in retail sales. You
can buy into this rich market
economically and effectively,

for WDBJ-TV furnishes highly
rated shows at comparatively
low cost to you.

For example, WEATHER
SPECIAL and LATE
EDITION at 11:00 PM

nightly delivers viewers for

$1.14 per M on a 5 Plan; 90
cents on a 10 Plan.* This
receptive audience is almost
totally adult. Powerful sales-

producing merchandising
support provided, too!

It will pay you to take a
closer look at WEATHER
SPECIAL and LATE
EDITION and other "best
buys" offered by WDBJ-TV.

*o// cpmt based on March, 1959 NSI

ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES

Maximum Power

CHANNEL
Maximum Height

ROANOKE, VIRGINIA

7

Station acquisition: KROD-AMi
TV, El Paso, to Cecil Trigg. Jack

Vaughn and associates for a sum re

ported in excess of $3 million.

Thisa V data: Maxwell House
Coffee (OBMi has signed for 2j|

hourly Neusbreak programs per week:

on WNTATV, Newark, N. J. . .

Kudo: To KTTV, Los Angeles, the

best media merchandising award
from the Grocery Advertising Man-
agers Association.

Strictly personnel: Franklin
Tooke, to v.p. in charge of the

Cleveland area for WBC, and James
Allen replacing him as general man-

ager of WBZ-TV. Boston . . . Bill

Slates, to general manager, KFSA-
TV, Ft. Smith, Ark. . . . Lee Bryant,
director of sales, KARK-TV. Little

Rock . . . John Barrington, to di-j

rector of public relations for Tele-j

Prompter . . . Edward McMullen,
account executive, WNEW-TV. Ne«
York . . . N. Gary Eckard, to han-i

die the Chicago office of ARB's sta-

tion sales department . . . Bill Ellis,

promotion director, WLOS-TV. Ashe-

ville-Greenville-Spartanburg. ^

Ray Eliingsen

HOTOGRAPHY

can give

your

photographic needs

the kind of

attention

you like

. . . backed by

experience

and artistry!

Simply call

DEIaware 7-7249

or write to

12 E. Grand Ave.

Chicago
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PROOF:

WSJS Television's City Grade coverage saturates

fourteen cities, each with over 6000 population, in

North Carolina's biggest Metropolitan market. These

fourteen cities are located in the rich industrial Pied-

mont—North Carolina's first market buy with WSJS
Television.

television

Winston-Salem/ Greensboro
CHANNEL 12

Headley-Reed, Reps.
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Hot Springs, Ark.

Pop. 33,800

is larger than

Midland, Texas

Pop. 64,700

in General Merchandise Sales

La Crosse, Wise.

Pop. 79,700

in Drug Store Sales

Sheboygan, Wise.

Pop. 91,900

in Apparel Store Sales

Ask Us "Why"

KBHS
5000 watts at 590 kc

113 Third St., Hot Springs, Ark

DAYTIME TV
{Continued from page 66 I

response and sales. Despite the

growth in audiences and advertisers.

daytime specialists look wistfully on

the sold-out or almost-sold-out signs

of nighttime tv.

They and their special medium of

daytime have done well . . . but they

hope, and want, to do better.

Their biggest hopes:

• To expand the total daytime

audience—reach people who have yet

to develop the daytime tune-in habit

—and increase the number of view-

ing hours.

• To enhance the appeal of day-

time fare with new and diversified

programs, with undiscovered male

personalities whose prices aren't pro-

hibitive.

• To unearth qualitative research

which documents what they have long

suspected: that the female audience

is more loyal, more responsive, more
reachable by almost every kind of

product—because women buy much
more than men in almost any line.

• To develop new flexibility in

commercial scheduling so clients can

reach the bis2;est change-over audi-

ence and gain the broadest coverage;

• To educate sponsors and agerr

cies to the actual on-paper value o.
\

da\time tv and, secondarily to itl

potential and its subtleties.

In most of these tasks, spot and
network people are working hand-in

hand. They're planning for th

move-back from afternoon—which i

almost solidly scheduled on all thrc

networks— to morning time. Am
when the Monday-through-Frida'

chinks are filled, they think they hafi

still greater growth potential in Sat'

urday and Sunday schedules.

They predict Saturday will be th<

first to fill up, as evidenced by th<

success of kids' shows and sports, bu

this will be followed by the use ol

so-termed off-beat Sunday times b\

advertisers with a special sales prob

lem and a need to use longer copy

The daytime audiences, both networl

and spot spokesmen agree, are there

And an advertiser, they claim, shouk

be interested in the costs of that audi

ence, whatever its size.

This is the daytime tv-er's dream

As the pre-6 p.m. sales head towarc

that S440 million mark this year thev

see the dream coming nearer tc

fruition. ^

KLZ of Denver. ..Salutes...

A Radio-Active Business Executive

Robert F. Woods, President of the Hugh M. Woods Lumber Company,

who has been prominently associated with that firm since 1940, and

has consistently maintained the tradition of high standards established

by his father who founded the company in 1907.

The Hugh M. Woods Company, sponsors of the 7 A.M. "CBS World

News Roundup," have been a KLZ Radio advertiser with unwavering

consistency for more than 20 years . . . graphic testimony of Mr. Woods'

confidence in KLZ Radio's ability to sell the Rocky Mountain Market.

Let KLZ Radio pre-sell for you in the Rocky Mountain area.

KLZ Hadm
560 KC ROBERT F. WOODS

Pres. Hugh M. Woods Co.

CBS for The Rocky Mountain Area * Call KATZ or Lee Fondren, Denver
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CAP- FAME
MConlinued from page IT I

consolidating the position of a prod-

uct which has won strong market

recognition with a media strateg) de.

signed to create the impression ol

saturation strength.

Demonstration plays a strong part,

of course, in Cal Fame's pitch to

kids, an important target. While not

currently running in these time peri-

ods. Cal Fame has wooed kids

through their favorites, with strong

emphasis on demonstration and ex-

ample.

Here's how its current alternate

week schedules on radio and tv break

• I.D.'s.

cies

:

Time

7-9 a.m.

.11 a.m.

;
11 :30 a.m.

12:80 a.m.

11:15 p.m.

12 mid.

Five per day. Adjacen-

Show Station

Today KRCA
Price Is Right KRCA
Queen for a Day KRCA
It Could Be You KRCA
News KRCA
Paar KRCA

• Tv co-op minutes. Five per day:

Time Show Station

10-11 a.m. Woman's show KTLA
'2:30-5 p.m. Movie KTTV

• Radio co-op minutes. Six sta-

tions each carry 15-20 spots per week

Trom 9-11 a.m.. again from 2-4 a.m.

Here is an optimal schedule, accord-

ing to Patton; 9 a.m.. 9:15, 10, 10:45.

!2 p.m., 2:30, 3, 3:30. Here are the

stations Cal Fame rotates its spots

on: KABC. KBIG. KDAY, KFWB,
KGIL. KBMS-FM, KMLA-FM.
KMPC, KNX, KPOL.

In addition to air media tie-in with

super market chain stores Cal Fame
I works with them on in-store promo-
tions. Demonstrators, case allotment

budgets for co-op advertising, and

expensive give-aways at chain open-

ing are all used.

Says Cal Fame president Louis

*>Liz. "Not only has this strategy

moved us from 17th to second place

in the market, hut it brought us a

gross sale of $5 million in 1958."

"Broadcast has opened two doors

for us," he adds. 'The homemaker's
acceptance of frozen orange juice

and. as a result, the opportunity to

diversify.

The co-op minutes will plav an im-

portant part in Cal Fame's new prod-

uct plans: introduction of a Cal Fame
Pizza Pie. «f»

hitch

your

Selling

to

I AIR MEDIA

I BASICS
and zvatch wur SPOT zoom

order reprints of

TIMEBUYING BASICS
TELEVISION BASICS
RADIO BASICS
MARKETING BASICS

1 to 10

10 to 50

50 to 100

100 to 500

500 or more

40 cents each

30 cents each

25 cents each

20 cents each

15 cents each

To Readers' Service, SPONSOR, 40 E. 49th St., N. Y. 17

Please send mt tht following:

TIMEBUYING BASICS

TELEVISION BASICS

RADIO BASICS

MARKETING BASICS

AIR MEDIA BASICS
in its entirety @ $2.00 each

\ .'Mil,

Fd iii

.1,1,1 r, ss

<c-

Nothing is allowed to rush the slow process that gives presto discs their perfect

recording surface. Like fine wines, these discs are "aged" until they fully mature
—for the clearest engraving of the sound-impulses you will record on them. Any-
thing that deserves to be heard deserves a hearing on a presto disc. Ask for
presto next time you record

!

bogen-presto Co., Paramus, New Jersey. A Division of The Siegler Corporation.

vj? Since 1934 the world's most carefully made recording discs and equipment.
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I NATURALLY, I

LISTEN TO KFWB"
"When I'm surfing, I enjoy

the thrill of coordination,

speed and personal accom-

plishment.

When I'm listening to radio,

I want the same zestful

feeling, the same personal

pleasure that surfing gives

me... so, naturally, I listen

to KFWB."

|^eP^-

The KFWB audience gives

you more men, more wom-
en, more children . . . more

everybodies . . . than any

other Los Angeles station.

Buy KFWB . . . first and fast

in Los Angeles.

6419 Hollywood Blvd., Hollywood 28 / HO 3-5151

ROBERT M. PURCELL, President and Gen. Manager

JAMES F. SIMONS, Gen. Sales Manager

Represented nationally by JOHN BLAIR & CO.

v and radio

EWSMAKERS

Lansing B. Lindquist, v.p. and associate

tv director of McCann-Erickson, N. Y., re

turns to Ketchum, MacLeod & Grove this

week as v.p. in charge of all broadcast

and media activities. He was v.p. heading

radio/tv at KM&G from 1950-1956. Lind-I

quist entered the radio industry immedi-

ately after his graduation from Drake L.

in 1931, serving as announcer, writer,

program director and station manager. He has been active in the

tv field since 1949. He is presently program comm. chmn. of RTES.

Roger B. Read, general manager of

WKRC-TV. Cincinnati, moves into the

home office of the Taft Broadcasting Co. to

take charge of administration and plan-

ning. In his new capacity, he will assist

in the over-all direction of Taft. Read

joined the WKRC-TV staff in 1949. became

local sales manager in 1954, and in 1957

served as both gen. sales manager and asst.

gen. mgr. He was named general manager in 1958. (For more on.i

promotions at Taft Broadcasting, see sponsor, 5 Sept., page 63.)

Martin S. Fliesler has been appointed

director of advertising, and sales develop-

1

ment for the WOR Division of PKO Gen-!

eral. He was previously account executive

on Revlon at BBDO: promotion supervisor

of McCall's magazine and director of mar-

keting for the Ziff-Davis Publishing Co.'s

eight special interest magazines. In hie

new position. Fliesler will direct adver-

tising, sales planning, promotion, research and publicity for WOR-
AM-TV, N.Y., and become a member of the exec, management group.

Richard B. Rawls, v.p. and general mana-

ger of KPHO-AM-TV, Phoenix, celebrates

his 20th year in tv this month. He joined

the Meredith Stations' outlet in Phoenix

seven years ago, and was named v.p. this

past May. The tv pioneer started his ca-

reer in 1939 at CBS, holding executive po-

sitions there as well as with ABC. Prior

to that, Rawls' diversified background in-

cluded stints as an actor, stage hand, magician's assistant, rental

agent, technical director for stage shows and a scenic designer.
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Two major markets
with one "UNIQUE
TV station
Take these ingredients: A maximum power TV station strategically

located midway between Vancouver and Victoria with an unimpeded

signal into each. Add strong, clear telecasting from a half mile high

tower with top CBS network shows and syndicated half hours. Then

add the fact that only one other TV station operates in the Greater

Vancouver area and you see how KVOS-TV achieves its unique position:

an international station rating first among TV viewers in Vancouver,

Victoria and 5 other B.C. communities. The KVOS contour reaches

262,000 B.C. homes plus 82,000 homes in Northwest Washington.

Vancouver Offices — 1687 W. Broadway — REgent 8-5141
Stovin-Byles Limited — Montreal, Toronto, Winnipeg
Forjoe TV Inc. — New York, Chicago, Los Angeles, San Francisco
Art Moore and Associates — Seattle, Portland
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Television needs the TIO

TIO stands for Television Information Office. Mark these

letters well; you'll be hearing about them often.

On Wednesday afternoon, 2 September, TIO was unveiled

to the trade press in a question-and-answer session that went

a long way toward convincing a roomful of hardened trade

paper editors of the high purpose and consecrated industry

service that brings TIO to its starting point.

sponsor left the meeting with these impressions:

1. Far from serving as a propaganda-mill, as some sus-

pected. TIO has absolutely no '"whitewash" motive.

2. Key objective of TIO is to serve as an honest, respected

communications center and clearing house that will bring the

viewer in sharper focus with the range and depth of tv pro-

graming. At the same time it will bring the tv industry in

sharper focus with the opinions of its viewers. Program re-

search will be an important TIO function.

3. The industry is indebted to a dedicated, selfless band of

men, headed by Clair R. McCollough of Steinman Stations,

who have literally knocked themselves out in an effort to

bring about a workable continuing program that will serve

the public and the industry alike. Others are Kenneth Bilby,

NBC; Roger Clipp, Triangle Stations; Mike Foster, ABC;

John Hayes, Washington Post Stations; Wrede Petersmeyer,

Corinthian Stations; Lawrence H. Rogers, WSAZ-TV; Charles

Steinberg, CBS TV and Willard Walbridge, KTRK-TV.

4. Despite a painstakingly worked-out statement of objec-

tives, the success of TIO will depend in large measure on the

man who is soon to be appointed director. On his vision,

judgment, integrity and administrative and contact abilities

rests much of the future of TIO. He is being picked with

extreme care.

5. Starting from a "show us" attitude, sponsor now en-

thusiastically endorses TIO and urges the tv industry to get

behind it. TIO begins operation 1 October.

this we fight for: A constant awareness

on the part of the radio/tv industry that great

power brings great social responsibilities. Our

air media standards must be the highest of all.

92

lO SECOND SPOTS

Crowing: From an announcement
received at sponsor—Paul B. Mow-
rey, Television Consultant, announces
the opening of new and expanded of-ij

fices at 7Vi> East 81st Street. New
York City. Expanded from T 1 ^?

Reveille: October issue of Pageant I

carries a six-page picture story titled

"Mayhem in The A.M." on how radio

d.j.'s awake the nation. More mem-
orable methods: Dick McMichael
(WSB, Atlanta) sends sounds of fry-

ing bacon and percolating coffee over 3

air; Arch Yancey (KNUZ, Houston) i

blasts a bugle; Pete Smythe (KOA,'
Denver) gives the grates of an old'

potbelly stove a vigorous shake. adds|

a few deer calls. For fringe area\

forest folk.

High and the mighty: WOBC. out-

let of Oberlin College, Oberlin, Ohioj

uses this promotion in station breaks—"The mighty voice of the greater

metropolitan Oberlin area!" Oberlin's

population is about 7,001).

Sang froid: In Charlotte, N. C, the

hostess on a tv cooking show saw her

stove catch fire. She fanned it with

a towel; the fire grew. Finally, she

tossed the towel over her shoulder

and walked away with a "let it bum"
look, while a cameraman doused the

flames.

—

TV Guide.

Favorite 50th: According to a na-

tional survey of consumers by N.Y.C.

contest management firm of Bruce,

Richards, the most desirable vacation

prize is a trip to Hawaii. Poor Texas!

Alaska is bigger, and now Hawaii is

more "desirable."

Promo: Gene Deitch Assoc, N. Y.

film commercial producers, have is-

sued an "Animation Credit Card"

with numbers "1776—54-40 or fight

_WD-9—GL-70," and bearing this

slogan: "Cartoons on credit help

build America."

Bonus: WAGA-TV. Atlanta, got some

unexpected publicity from a competi-

tor newspaper when the paper ran a

picture of a freak accident where a

car crashed into a living room while

the family was watching WAGA's
Bugs Bunny cartoons on tv. All

things come to him who waits.
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:Year after year, Southland listeners choose KFAC AM-FM tor the best in music... for Hollywood Bowl summer concerts and Philharmonic winter

concerts in thrilling live stereo ... for the finest music from all the world in true high fidelity. One of the largest audiences ... and most responsive.

More than forty KFAC accounts are in their second to

nineteenth continuous year because good music rings

up sales in Southern California.

n AM-FM
J PRUDENTIAL SQUARE

The Music Stations for Southern California

24-hour simultaneous AM-FM at on* low cost
Represented by The Boiling Co.. Inc.

LOS ANGELES



Farm living has changed a lot out here in the Land of Milk and Money. In fact, the only

way we know a farmer from a city-feller is that the farmer pays cash for his new car!

Yes, here's a unique market of small cities and big dairy farms . . . 42% rural and 58%
urban . . . more than 400,000 families enjoying Channel 2-CBS Television.

M
THE LAND OF MILK AND XONEY
WBAY, CHANNEL 2, GREEN BAY
HAYDN R. EVANS, GEN. MGR. REP. WEED TELEVISION
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SPONS
THE WEEKLY MAGAZINE TV/RA DVERTISERS USE

HURRY! A few markets still open.

See the Ziv man in yours for complete information on

j^VCSS^V
EITH ANDES

at Col. Frank Dawson, Chief of Law Enforcement.

SPONSORED BY

# AMERICAN TOBACCO
in 1 1 markets

• HOOD DAIRY PRODUCTS
in 6 New England States

* SEGO MILK PRODUCTS
in 7 Western markets

• WIEDEMANN BREWING CO.
in Cincinnati, Dayton, Columbus

* HOUSEHOLD FINANCE
in Philadelphia, Albany, Schenectady

• STANDARD OIL OF INDIANA
in 5 Mid-Western markets

WRCV-TV Philadelphia • KLZ-TV Denver
TP-TV Minneapolis-St. Paul

. Atlanta • KIRO-TV Seattle • WTVJ
iami • KWTV Oklahoma City •

EX-TV Richmond-Petersburg • KSL-

TV Salt Lake City • WTMJ-TV
Milwaukee

. . . AND MANY OTHERS!

FOOD GIANTS

BEGIN SWITCH

TO RADIO

Major food chain-
drop media prejudices

in drive for fast turn-

over, more store traffic

Page 31

What makes a

local tv news

show 'hot'

Page 36

Eight reasons

why radio/tv

commercials fail

Page 40

ARB gets set

to measure total

tv viewing in U. S.

Page 42

ON PA
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When KOB-TV says
xx
go out and buy it

#/
p.«

people go out and buy it!

The Albuquerque Division of KSTP, Inc

TELEVIS

ALBUQUERQUE, \J NEW MEXICO
Seivuty and ScUuû t£e Suiqiny Sout&cueat

Represented by Edward Petry & Co., Inc.
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Tough nuts to crack call

for "AutumnAction"
Fall promotion plans for your product got you up

a tree? Don't bury the problem and wait till win-

ter. If yours is a big-ticket item, health or food

product, consider these facts about ABC's great

"AutumnAction" promotion . . .

l. Your commercial is next to editorials on your

type of product, to build listener "wants" - leav-

ing all your commercial time for selling your brand.

You get support in other time spots, too.

2. You get ABC's "4-Most" Marketing Plan, a

complete, coordinated merchandising package,

covering all market groups essential to the suc-

cessful promotion of your product.

That's "AutumnAction" in a nutshell. And all for

the lowest cost per thousand in any national me-

dium. (You can continue your campaign to Christ-

mas at a discount for the extra period.) For full

information on "AutumnAction," write or call:

ABC RADIO NETWORK
7 W. 66th St., New York 23. N. Y., SUsquehanna 7-5000

A reprint of the above illustration, suitable lor framing, is available on request.
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A BIG NEW
MARKET IN THE
GROWING SOUTH!

9 ;

SS*^r>J^^

MERIDIAN
MISSISSIPPI

This fast-growing, changing market

has now mushroomed into one of

the South's new metropolitan areas.

A highly diversified economy makes

the Meridian, Mississippi area a

stable, steady market.

Covering 29 key counties in Mis-

sissippi and Alabama, plus a sur-

prisingly low cost, makes WTOK-TV
one of the nation's most efficient

media buys.

• $427,311,000 RETAIL SALES

• $601,297,000 EFFECTIVE BUYINC INCOME

• OVER 100,000 TV HOMES

• $200,000,000 CONSTRUCTION PROGRAM

Maximum power 316,000 watts

H
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DIGEST OF ARTICLES
Food boom turns chains to radio

3X Food chains begin to do about-face in advertising approach as ra-

dio proves it can hypo sales, bring housewife into store on off-days

Chicago agencies up air budgets

35 sponsor check of top midwest shops shows big gains in radio/tv billings

with Chicago emerging as new ad center for certain types of products

What makes a hot local tv news show
36 Recent survey by H-R's promotion director indicates that the 15-minute

length, guests, local and regional news make for high program ratings

Why Lite Diet pre-sells its tv on the road
38 This bread company road-tests its tv campaign among franchise dealers,

builds enthusiasm for 100% tv by merchandising results to its route men

8 reasons why commercials fail

40 TAR uses pre-test techniques in researching radio/tv commercials; finds

that "upper-middle-class admen" make eight kinds of common mistakes

ARB's set to catch all tv viewing

42 The American Research Bureau's new "nationwide concept" aims at

measurement of all programs on all stations in all tv markets of U. S.

Fewer inquiries sell more Iowa pre-fabs

44 Too big a response to radio campaign made it impossible to sift out good

prospects, so this Shenandoah builder revamped schedule, upped sales

Radio won shelf space for Wipe Away
45 Back to word-of-mouth selling, this time via radio, was strategy the

James Austin Co. used to battle cleanser giants on supermarket shelves
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Nine hundred eighty-seven miles and one

split second by co-ax west of this scene is

Iowa. Have you ever considered how unlike

Manhattan Iowa looks?

And how much like the inside of a New
Yorker's head the inside of an Iowan's head

looks?

Perhaps you have never smelled the fra-

grance of new-mown hay tedding on roll-

ing acres, or watched the clean steel of a

plow slipping through Iowa's fertile black

soil. Dvorak, after visiting Iowa, made
powerful music for his New World Sym-

phony from such ingredients. We, with a

television station to grind, are more inter-

ested in powerful buying power; we prefer

to listen to the music made by the seasonal

finale—the clunk of hard ears of corn hit-

ting a backboard—the hiss of a thresher

spewing kernels of wheat for tomorrow's

bread. Iowa's 34.8 million acres of tillable

soil produce, among an abundance of other

things, something like ten percent of the

nation's food supply, and contribute to the

high per capita wealth of Iowans.

Yet agricultural Iowa is considerably less

than half the story. Personal income derived

from agriculture accounts for about 25% of

the total; income derived from manufac-

turing, trades, services and other sources,

accounts for the rest.

We adduce these fascinating data to suggest

that (1) Iowans are neither exclusively

farmers nor exclusively manufacturers; (2)

they are exclusively people. The wonders of

communication in general and television in

particular have made Iowans as aware of

new products and new ideas as the most

sophisticated cosmopolite.

WMT-TV covers over half of the tv fam-

ilies in Iowa, and dominates three of Iowa's

six largest cities.

WMT-TV
CBS Television for Eastern Iowa

I Mail address: Cedar Rapids • National Reps: The Katz Agency • Affiliated with WMT Radio; KWMT Fort Dodge



CLUB 21

DANCE SHOW

72 o
with a

ADULT AUDIENCE

February and May ARB rates

WPTA's Club 21 (Sat. 10:30)

consistently a top adult inter-

est program. COST PER THOU-

SAND $1.94 (1 X CLASS B

NAT'L. RATE)

WPTA
Fort Wayne with

Unique Programming

that $ELL$

PROMENADE 21

Tues. 10:30—The new adult

square dance show

FUN NT STUFF

Mon.-Fri. 6:00 — Top rated

children's show featuring Pop-

eye (Feb. ARB)

TOM ATKINS REPORTING

Mon.-Fri. 7:15 — Number 1

early evening news (Feb. ARB)

^Tih the man from

YOUNG TV CORP.

WPTA CLnnef 21

NEWSMAKER
of the week

A dynamic tradition returned to CBS this week after an

absence of three months. The name: William S. Paley. On
Wednesday, Bill Paley sat in on a network board meeting.

The next day he was in on a CBS TV programing plans ses-

sion. When the giants return, confidence rides their coat-tails.

The newsmaker: Fifty-eight-year-old Bill Paley, who has

taken up the chairmanship, reigns again at CBS. He was taken ill in

June, underwent an operation, recuperated in Biarritz. Now he's back.

For CBS network, it is a cheering sign. For about 31 years, Paley

has guided the network through many a crucial period, and this sea-

son—with ABC snapping at its heels—could be another crucial one.

If one thing has marked this man as a leader I and it wouldn't be

Paley himself who is shy and humble without reason ) it is a barbaric

courage that has permitted him to

cut out of the pack creatively and

still make more money for his

property than many who remained

on the well-laid trail. From the

beginning, when he became presi-

dent of CBS in 1928, this trait has

been indelible.

Coming to broadcasting by the

somewhat improbable route of the

cigar business (he was president

and secretary of Congress Cigar

Co. from 1922 to 1928), he has

continually demonstrated a flair

for showmanship. Having pioneered air media through one era when

making a selection of a radio singer was the criterion of a network

executive ( He introduced Bing Crosby to radio ) he now leads the way

in an era when such a selection may involve an outlay of millions.

Not only does Paley possess an instinct for what the public needs

to satisfy its heart, but he has shown throughout his broadcast ca-

reer a knowledge of what that public needs to feed its intellect.

CBS, today, ranks as one of the greatest news organizations in the

world—in point of personal power and depth. Lowell Thomas was a

Paley "find'; so was Murrow. The courageous—and sometimes

controversial documentaries—the public affairs programs have all

been indications of Paley's personal tastes.

Paley fell into CBS through an investment his family had made

in United Independent Broadcasters—an investment, incidentally

about which they had many qualms. For broadcasting, it was a for-

tuitous accident. What evolved, after Paley's entrance on the scene,

is the largest and richest broadcasting operation in the world. It

wasn't accomplished without mistakes or without battle royals. But

Paley handles both equally well. Now that he's back, the ad world

is braced for pyrotechnics, knowing Paley can supply them. ^

Bill Paley
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NEWSMAKER STATION of the WEEK

YORK—LANCASTER—HARRISBURG, PA.

NUMBER ONE RADIO STATION IN THE

PENNSYLVANIA DUTCH MARKET

Akw...
Number One Station in 4-County
Metropolitan Area PULSE—
July 1959, 6 A.M. to 6 P.M.

Number One in York, Harrisburg,
Lancaster: HOOPER

HARRISBURG'

U.S. MARKET

YORK LANCASTER,

robert e. eastman & co., inc.

national representatives of radio stations

NEW YORK: CHICAGO: SAN FRANCISCO:
527 Madison Avenue 333 N. Michigan Ave. Russ Bldg.

New York 22, N.Y. Chicago, Illinois San Francisco, Cal.

PLaza 9-7760 Financial 6-7640 YUkon 2-9760

DALLAS:

211 North Ervay Bldg.

Dallas, Texas

Riverside 7-2417

ST. LOUIS:

Syndicate Trust Bldg.

915 Olive St.

St. Louis, Missouri

CEntral 1-6055

LOS ANGELES:
Taft Building

1680 N. Vine St.

Hollywood, Cal.

HOIIywood 4-7276

DETROIT:

Book Building

Detroit, Mich.

WOodward 5-5457
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TODAY THE EFFECTIVENESS OF A RADIO STATION IS MEASURED BY THE
AMOUNT OF GOODS IT SELLS. And in Sacramento, KXOA sells more goods because it

reaches, influences and appeals to more people. The unique KXOA "Sound "coupled with exten-

sive news coverage and promotional activities has made KXOA the station in the prosperous

Sacramento Valley. Rated first (Pulse, Mar-Apr. '59 and Hooper, June-July-Aug. '59) KXOA

sells more of everything, including tobacco, because it reaches and influences more people.

KXOA-First in Sacramento, California's Capital

.

REPRESENTED NATIONALLY BY DAREN F, McGAVREN CO., INC. MEMBER, CAL-VAL GROUP
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"Through consistent use of WRC Radio

—every week for almost five years

-Woodward & Lothrop has been able

reach and sell the important income-producing

segment of the Washington area."

(signed) George R. Titus,

Advertising Director, Woodward & Lothrop

Further proof-right to the point

-that WRC's "Sound of Quality" is heard

and heeded —throughout the nation's capital.

NBC Owned • 980 in Washington, D. C.

Sold by NBC Spot Sales
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HOP
IN THE

8H mm ^HB^
OF KANSAS
A ft I llil

40.4 MORNING

42.3 EVENING
Latest Hooper

41 QUARTER HOURS 1sts

MORE THAN
ALL OTHER STATIONS COMBINED

Latest Pulse

1490 ON THE DIAL

by Joe Csida

TIO—A statesmanlike start

I believe that all of us who know even a few

of the broadcasters on the Clair McCollough-C.

Wrede Petersmeyer Television Information Com-
mittee expected a sound, businesslike handling

of the big job of setting up a program to present

a true image of television. We expected it, and

got it. We got more, in fact. The program of the

Television Information Office, which the Com-
mittee released Monday, 7 September, was not only businesslike and

sound, but showed a high degree of statesmanship. (Before proceed-

ing, I think I should name the full committee, since all of them no

doubt contributed to this fine document in one fashion or another.

Members are: station men Roger Clipp, Lawrence Rogers, John Hayes

and Willard Walbridge; network executives Ken Bilby, Mike Foster

and Charles Steinberg; and sitting in for the NAB, president Harold

Fellows.)

Sound criticism will get action

The statesmanlike quality of the paper was apparent in a number i

of most important respects. First, the recognition on the part of

the Committee that it can only supplement, not replace, the efforts of

individual stations and networks in presenting television's true image,

and that that image is, always has been and always will be the pro-

grams the nation's telecasters present to the people. Second, the

recognition of the need to communicate in an organized manner with

"significant groups of the general public—particularly those articu-

late groups who are critical of the medium."

Possibly the most statemanlike aspect of the entire program, how-

ever, is this paragraph

:

".
. . the purpose of establishing adequate communication should

not be to abort or preclude criticism. This is neither possible nor

desirable in a democratic society. On the contrary, informed criti-

cism serves a healthy and vital function. Informed criticism is help-

ful, rather than prejudicial.' The medium can grow only if it is

responsive to the opinions of informed groups and individuals . .
."

I read "responsive" to mean that the group will give serious con-

sideration to the criticisms leveled at television programs by in-

formed persons, be they newspaper or magazine writers or editors,

politicians, educators or whoever and, where justified, make an effort

to transmit the criticism to the broadcaster involved. I do not read

"responsive" to mean that the Television Information Office will

run screaming to a network or station programer every time a

cantankerous, frustrated or ill-informed critic says he doesn't like

a program. The job in such cases, of course, is to attempt to properly

"inform" such critics.

This task, too, the TIO seems to be approaching most soundly. It

clearly states that its function is to inform, and says further:

10 SPONSOR 19 SEPTEMBER 1959



Is advertising

keeping up with

the customers?

The brain that can find a lost meson

or send a monkey into space is

going to get pretty fidgety if it tunes

in advertising that was aimed at a

less informed and more naive gen-

eration.

But mental maturity isn't con-

fined to a few thought leaders any

longer.

The number of persons, ages 5 to 24, who are

in school has risen from 26 million to more than

45 million since 1940. During the same period,

the percentage of people over 25 who have com-
pleted four years of college has nearly doubled.

And it is estimated that by 1970 there will be

11 million college graduates in this country.

If advertising hopes to sell to the

consumer of the "Grown-up Sixties",

it needs to do a little growing up on

its own hook.

In the Sixties, more than ever be-

fore, advertising that talks down to

people will wind up beneath their

notice.

We work for the following companies: Allstate Insurance Companies • American Mineral Spirits Co.

Atchison, Topeka & Santa Fe Railway Co. • Brown Shoe Company • Campbell Soup Company • Chrysler Corpo-
ration • Commonwealth Edison Company and Public Service Company * The Cracker Jack Co. • The Electric-

Association (Chicago) • Green Giant Company • Harris Trust and Savings Bank • The Hoover Company • Kellogg
Company • The Kendall Company • The Maytag Company • Motorola Inc. * Philip Morris Inc. • Chas. Pfizer & Co.,

Inc. • The Pillsbury Company • The Procter & Gamble Company • The Pure Oil Company • The Pure Fuel Oil

Company • Star-Kist Foods, Inc. • Sugar Information, Inc. • Swift & Company • Tea Council of the U. S. A.. Inc. f)

LEO BURNETT CO.,INC

i

CHICAGO, Prudential Plaza • NEW YORK • DETROIT • HOLLYWOOD • TORONTO • MONTREAL
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« Betty
Clarke is a marvelous
sales woman to produce
the results she did
during a short-term cam-

paign. And, three weeks
later, we wonder when
we will stop getting
direct results.

55
Woman-to-woman is the best way to sell

women. That's how WFDF's Betty Clarke

does it on her daily PARTY LINE show

from 2:00 -2:30 P.M. For proof of suc-

cess, check the

quote from Mr.

John Cole, Dir-

ector Radio-TV

for THE BUCH-

EN COMPANY,

Chicago, He re-

fers to a FAMO

Recipe Booklet

offer made dur-

ing June that

continued to

draw mail response almost a month after

the schedule ended. He adds, "of course

we're delighted" and "slightly amazed."

These "amazing" results are not unusual

for Betty's sponsors. They are, in fact,

her stock-in-trade. That's why, we say,

"if what you sell appeals to women, get

on the PARTY LINE for direct sales now."

The Katz Agency can give you a full ac-

count of how Betty's listeners use on-the-

air phone calls for lively question and

answer sessions on household problems.

And the Katz man can also tell you about

the limited availabilities for Fall. We sug-

gest you call early.

WFDF
5 KW at 910 on the dial for Flint and

all of Northeast Michigan.

Represented nationally by the KATZ

Agency.

12

* Sponsor backstage continued

"... a program designed to meet these broad objectives should be

informational not propagandists or sloganeering; affirmative, not

negative. Television need not, and should not, engage in quarrels

with rivals or critics. Rather, it should speak out confidently, tem-

perately and responsibly. It should base its case on facts, presented

with impact and conviction."'

I find that a statesmanlike declaration. Television's critics in any

area must respect such an approach. They will respect and be in-

fluenced by television's case if the TIO executes this function pre-

cisely as the program planners stated it in the foregoing. The only

danger I see in this area is a possible—not probable, only possible

—tendency to do something like this:

In the Statement of Convictions and Beliefs section of its program,

the Committee said

:

"'.
. . Television is a mass medium . . . Most of its programing

efforts, therefore, must serve the desires and interest of the great

majority of the American people . .
." That's fine, and true to be

sure. That also may give an unduly cynical and overzealous future

worker for the TIO, what he considers a justification for defending

a shabby and shoddy program on the grounds it delivers a solid

rating or comes in at a low cost-per-1,000. I believe any such

effort would be a serious mistake, and a blow to the over-all story

of fine, responsible programing of all kinds which television de-

livers. In brief, I would hate to see the fine words of the TIO

program planners used as a specious defense of the small minority

of shows in bad taste which find their occasional way onto the tube.

Don't omit radio!

In the Evaluation of Special Projects phase of the program an

interesting point is made concerning print advertising.

"Budgetary reasons," says the document, "preclude large-scale

national print campaings at this time. However, print campaigns,

based on the totality of television service, should be designed to

acquaint selected groups with programs of interest to them."

Print campaigns in a project of this kind are always dangerous

unless a tremendously large budget is at hand. If one newspaper or

magazine is used, and others who consider themselves competitive

are not, the ones neglected often resent it. That resentment is some-

times, of course, shown by an arbitrarily antagonistic and negative

treatment of the offender's pitch. With a limited budget the TIO

might be well advised to spend no money on print advertising.

A good deal may be accomplished in the print area, I believe, by

an effort to persuade stations and networks who are supporting the

TIO to carry appropriate TIO messages in a relatively small portion

of their printed advertising.

The program, as I've indicated, is a fine job. It overlooked just

one item: The use of radio to help sell the TIO story. If print adver-

tising and mailings are worthy of consideration and discussion, so

surely is radio. Or maybe the fellows meant to include it in the

sentence which said: ".
. . The TIO should keep all news media

fully informed with data it develops concerning the industry." If

so, fine. Only I hope they'll use radio beyond that point.

But all in all, the program is a fine piece of work. We'll be root-

ing for its successful execution.

I See also Sponsor Speaks, 12 September.)
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Get off to a good start
Jumping the gun in a rating race is not only legal—but highly necessary.

For sponsors who move into audience promotion first, with force, usually

have the best chance of ending up high up.

That's why so many major sponsors have already scheduled audience pro-

motion campaigns in TV Guide magazine. A partial list: S. C. Johnson,

Westinghouse, General Foods, Equitable Life Insurance, Du Pont, General

Electric, Coca-Cola, Lever Brothers, General Mills, Firestone, Viceroy, Kraft,

Herbert Tareyton, Ford, Kodak, Bell Telephone Co., Plymouth, Frigidaire,

Armstrong Cork Co., Esso.

Why don't you join them? This will be a highly competitive season; audience

direction is a must. Remember, TV Guide households are the equivalent of

a 17 rating, and the 26,000,000 readers of this mag-

azine will be exposed to your advertising every day all

week. Talk to them about your product as well as your V Tp %JF
program. It's good for business. ^m

GUIDE
7,250,000 circulation guarantee effective Oct. 31, 1959
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il

has Greater

Food SALES
than the 12th

Metropolitan
Market

28th Radio Market - WPTF
$541,043,000

28th Metropolitan Market
$193,673,000

12th Metropolitan Market
$479,519,000

NATION'S

28th RADIO

MARKET
}VNIELSEN »2

It

50,000 WATTS 68O KC
NBC Affiliate for Raleigh-Durham

and Eastern North Carolino

R. H. Mason, General Manager
Gus Youngsteadt, Sales Manager

PETERS, GRIFFIN, WOODWARD, INC.
National Representatives

14

Timebuyers
at work

Hope Martinez, Batten, Barton, Durstine & Osborne, Inc., New
York, who buys for Lucky Strike and Hit Parade, feels that a new
kind of radio programing is emerging. "Rather than new, say dif-

ferent, improved, even revitalized. Stations aren't so much breaking

away from formula radio as they are reshaping the basic format to

suit their own needs and talents.

One of the features of this tailor-

made programing is the matura-

tion of news shows. There are

more news shows, and they're of a

consistently high level. No longer

does a station devote its one mid-

day newscast to a detailed descrip-

tion of the county dog show."

Hope also finds that music pro-

graming is also undergoing a

change for the better. "Gone is

much bash, clash and tingle,

wheezy, wind-tunnel type recording. It's being replaced by higher

quality, wider-range appeal music. Most stations, aiming to attract

new business, have gone to considerable effort to make the advertiser

aware of the increased trend toward quality programing, and the

fact that radio's appeal is not limited to a teen-age audience, but

reaches a large and important segment of the consumer market.

Virginia Burke, Gardner Advertising Co., Inc., New York, who buys

for No-Cal and Excelsior frozen foods, has found that station mer-

chandising is important for the grocery product advertiser. "Mer-

chandising can make the difference in the choice of station. Many

food advertisers who operate on a low budget need the extra mileage

that point - of - purchase displays

can provide. In-store displays,

stunts and publicity extend his

budget, give his campaign an

added dimension and result in

increased consumer awareness of

his product." Virginia believes

that, in some instances, it will pay

off for the client to use the station

that features top-flight merchan-

dising techniques rather than a

competing station which may have

a higher rating. "This is particu-

larly so when the advertiser is introducing a new product or aiming

at increasing his distribution. Premiums and contest tie-ins along

with a hard-hitting merchandising package are certain to have an

energizing effect on sales and distribution. More than an adjunct,

merchandising is often the basic foundation of the campaign itself."

SPONSOR 19 SEPTEMBER 1959



s
-.

•

BLANKE
COVERAGI

WITH SELLS YOUR PRODUCT ON THE AIR AND IN THE STORES!

You get the selling power of Baltimore's liveliest, most inti-

mate station . . . plus the selling power of the nation's greatest

merchandising station. Write, phone or wire for details on these

sales-proven merchandising plans:

• FEATURE FOODS • SPOTLIGHT DRUGS
• COMMUNITY CLUB AWARDS • CHAIN STORE PLANS

THE COMPLETE SELL . . . ONLY ON

Tom Tinsley, President Radio Baltimore R. C. Embry, Vice President

National Representatives: Select Station Representatives in \Tew York, Boston, Philadelphia, Baltimore. Washington; Clarke Brown
Co. in Dallas, Houston, Denver, Atlanta, New Orleans; Daren F. McGavren Co. in Chicago, St. Louis, Detroit and on West (oast
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At WSM-TV, showmanship is more than a word.

It is implicit in each minute of telecasting. No set

is too expensive, no costume too elaborate, no

rehearsal too time consuming ... if it is needed to

complete the desired effect ....

This flair for showmanship is a continuing theme in

each WSM-TV symphony of sales. Ask Hi Bramham

or any Petry man how much it can add to yours.

WS3M
Nashville, Tennessee

Represented by

Edward Petry & Co., Inc

The Original Station Representative-

OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY
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Most significant tv and radio

news of the week with interpretation

in depth for busy readers

SPONSOR-SCOPE
19 SEPTEMBER 1959 The national spot tv boom is reaching out to smaller markets in gratifying

Copyright IB59 I i-lliolt.

sponsor A check among reps by SPONSOR-SCOPE this week shows that while stations in such

publications inc. markets are far from sold out their billings are beginning to benefit by the decided

upswing in national buying.

Outlets in the lower-rung markets are being helped in two respects: (1) more adver-

tisers are including them in their network links, and (2) the stations are buying bet-

ter features and tv films in which to insert minute announcements.

Noted a rep: "If the small stations are smart enough to control their overhead,

the national and regional business coming to them the last quarter should give them a

tidy profit on the year."

The eruption of new radio/tv spot business came with a bang from two direc-

tions this week: the cigarette field and Detroit.

OUTBURST ISO. 1: Liggett & Myers' new king-sized filter, The Duke (of Durham),

out of McCann-Erickson, using about 2,000 tv and radio spots per market through the

last quarter of 1959. The campaign opens with Boston, Cincinnati, and Atlanta (12 Septem-

ber), moves to New York and Chicago, and then breaks in Philadelphia, St. Louis, Cleveland.

San Francisco-Oakland, Los Angeles, and Washington. Tv will get minutes. 20's, and I.D.'s.

OUTBURST NO. 2: Substantial radio schedules from Dodge, DeSoto, and Mer-

cury. Ford Dealers also are buying heavily in tv, via JWT, in addition to the mammoth
spot radio campaign coming out of the factory. Chevrolet, too, is due for an avalanche of

spot radio.

P.S.: The Duke will also get a network assist from Laramie, Black Saddle, and the

Untouchables, the first on NBC and the latter two on ABC TV.

Watch for Duke's competitors to step up their own schedules—something that

customarily happens after a newcomer brand has had its first saturation fling.

Replies coming in to a sponsor questionnaire indicate that Carnation may be the big-

gest spender in Negro radio.

The accounts most frequently mentioned in the answers from Negro stations

rank thus: (1) Carnation; (2) Royal Crown Hair Products; (3) Budweiser beer; (4) Coca-

Cola; (5) SSS Tonic, Pet Milk; (6) Arta Skin Tone Cream; (7) Wrigley Gum; (8) B.C.

Headache Powder; (9) Pepsi-Cola, Stanback; (10) Schlitz.

(A comprehensive study of the Negro radio market will appear in the 26 Sep-

tember issue.)

Y&R (Chicago) has run into difficulty trying to place a 2^4-n, 'nule radio

commercial that the agency has cooked up for American Bakeries.

Stations object that: (1) the long-runner, even though it's all music, won't ease the

gripes about the over-commercialization of radio; (2) acceptance could start a rush

toward multi-minute commercials; (3) rate cards don't provide for 2.^/y-mmuie spots.

Says Y&R: The 214 minutes consists of an original pop tune, with only one

minute of actual sell—and that's the lyric. Also, if stations won't take the 2 1/i>-minute ver-

sion, they can have as an alternate a minute announcement with just the lyric.

Buying plan for American Bakeries: three or four stations in each of 24 top mar-

kets for at least 10 weeks.
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SPONSOR-SCOPE continued

You get this gripe even from veteran timebuyers: tv ratecards keep getting ever

more complicated and harder to figure out.

Adding to these woes is the tendency of some stations to add a new plan with new
ground rules for any piece of business that's up for bidding.

Tv advertising's a business where you start planning next summer's replace-

ments even before their winter predecessors get on the air.

It's happening at JWT. That agency has gone huddling in Hollywood with a producer

who will furnish one of its next summer replacements.

Quite a contrast here with the old system in air media of waiting until March to shop

around. Apparently the stakes are getting too big.

Notice how much of the cold-remedy broadcast business emanates from the

Midwest. Here's a quick and updated rundown:

Miles Laboratories (Wade) : Alka-Seltzer and a new cold remedy, Aridan.

Gillettes Thorexin (North) : annually spends over $1 million in tv alone.

Ponex Co.'s Dexyl (Keyes, Madden & Jones) : sporadic, but active.

Whitehall's Dristan (Tatham-Laird) : an easy $6 million in air media.

Grove's Bromo-Quinine (Gardner, St. Louis): a consistent— if not topnotch —
spender.

Here's another Midwest bonanza:

The toiletries business, especially hair dressings, has flocked back to tv this

season with pocketbooks wide open. And Chicago alone will account for about $30 mil-

lion from that field in air media expenditures, thus:

Alberto-Culver (Wade) : at least $10 million in network tv and $3 million in spot tv.

Toni Co. (North, Clinton E. Frank, Tatham-Laird) : $10-11 million dispersed

among network tv, spot tv, and spot radio.

Helene Curtis (McCann-Erickson, E. H. Weiss, Gordon Best) : around $9 mil-

lion in network and spot tv, with Enden Dandruff Shampoo getting a hefty share of the budget

in the battle with Alberto-Culver's RinseAway.

P&G's Pace (Burnett) : about $2 million.

Auto suppliers continue to turn to air media to support their customers.

Thus U.S. Steel (BBDO) is contributing its bit to the excitement over the new fall

models with a special; at the same time, obviously, it's putting in a good word for the steel

industry's contributions to Detroit. Alcoa (F&S&R) is contemplating a special with simi-

lar customer focus, with the aluminum. used in engines the incidental angle.

And now Monsanto's Saflex (NL&B) has bought radio time in 12 markets to

ballyhoo the advantages of safety glass found in the new cars—something that Libby-

Owens-Ford (F&S&R) is also doing via participations on ABC TV's Bourbon Street Beat.

A major quest for tv availabilities on Madison Avenue this week came from
Norman, Craig & Kummel for Colgate's Vel detergent: 80 rating points a week

via night and day minutes in an extensive list of markets.

The agency has asked for this protection: that Vel commercials be separated from

competitive products by at least a half hour.

Other spot tv activity: Lipton Tea-hot (Y&R), nighttime minutes for five weeks,

starting the second week of October, in over 40 markets; Ward Bread (Grey), 50 spots

or so a week for 11 weeks; Welch Candy (Chirurg), 26 weeks of kid show schedules in

20 markets.

In Chicago NL&B is buying minutes and 20's for the 15 October-31 December span

in 20 markets in behalf of Lever's all; and Wade is lining up midwest and southern

stations for a One-A-Day vitamin campaign that starts 10 Oct.
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SPONSOR-SCOPE comtinued

To come out even on the years tv budget, Colgate is trying (through Bates)

to find a co-supporter oi' the Millionaire for six broadcasts during the last quarter.

The asking price per program is $36,700 net.

INBC TV was put through the ringer before it was able to accept General Cigar's

order for alternate weeks of The Deputy.

The star, Henry Fonda, at first didn't spark lo the idea of having a cigar company

as a sponsor; then MCA, agent for the show, scowled at taking a 13-week contract

when Kellogg, the other account, has obligated itself for 26 weeks.

Incidentally, Bayuk's sports bill—time and programs—on NBC this season will

run between $9.5-10 million. It's loaded with every sport but tennis.

Chalk up Corn Products, which sponsors an hour of Riverboat on alternate

weeks, as juggling the most complicated commercial schedule of the season.

Only two of the 12 products associated with the show are fed to the full network.

Because of the rugged list of regional feeds and local cut-ins, the agency of record on

the series for Corn Products—Lennen & Newell—has one man working full time on

just this chore.

The other agencies involved: Guild, B&B; Donahue & Coe; McCann-Erickson.

Apparently tv set owners weren't as upset as newsprint critics about the quality

of summer programing: the hours spent viewing per home this July were only a mite

under the year before.

Anyway, that slight margin was in keeping with the drift downward in set usage

which began the first part of this year.

With Nielsen as the source, here's a March-July comparison of daily average set

usage over the past three years:

YEAR MARCH JULY

1959 5 hours; 40 minutes 4 hours; 4 minutes

1958 5 hours; 52 minutes 4 hours; 10 minutes

1957 5 hours; 26 minutes 3 hours; 55 minutes

Considering the fact that tune-in drops off 30% in the summer, the live programs
among the replacements did pretty well this summer when compared to their predeces-

sors' audiences in March.

Here's such a comparison of ratings, based on ARB's national reports, with the live

programs distinguished from film by asterisks:

SUMMER SHOW WINTER SHOW
Andy Williams* Garry Moore

Dave King* Kraft M. Hall

Perry Presents* Perry Como
Summer Night Music* Lawrence Welk

Summer Chevy Show* Dinah Shore

Brenner Gale Storm

Frontier Justice Danny Thomas

Jos. Cotten Show Ann Sothern

Spotlight Playhouse Red Skelton

21 Beacon St. Ernie Ford

Lawless Years Could Be You
Western Theatre The Thin Man
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ULY '59 MARCH '59 JULY AS PCT.

RATING RATING OF MARCH
16.9 23.8 71.0%

14.5 22.4 64.7

16.9 32.0 52.8

5.6 16.2 34.6

15.5 25.2 59.5

13.6 23.0 59.1

15.4 37.3 41.3

18.4 23.7 78.4

12.3 33.7 36.5

17.5 30.0 58.3

7.1 17.3 41.0

8.2 23.3 35.2



20

SPONSOR-SCOPE continued

Stations with local rod and gun shows have a good prospect for business a

the New York office of BBDO.
It's on the lookout for that type of participation in behalf of Remington Arms.

The next big technical breakthrough in tv: Introduction of a tv tape whose pic

torial fidelity on the viewing screen is superior to the present live image.

The implications of this for both programing and commercials are—as can well b(

imagined

—

enormous.

The SRA's board of directors this week will debate the advisability of a new formub

for releasing estimated national spot radio billings for the first six months of 1959

One format that will come under consideration: Breaking the figures down by classifi

cation—i.e., the first 50 markets, the first 100 markets and so on.

Prophets in the realm of tv specials see these trends and formulas taking ilefi-

nite shape:

1) More special events, like national contests and award hoopla.

2) Advertisers latching onto a prize piece of talent and sticking to it for a single

or twice-annual fling over a period of years

—

a la Chrysler and Fred Astaire.

Cigarette sales since the first quarter have been moving at a rate that indicates

that the margin of increase for the year will be closer to 5% than 4%.
A 5% increase would put the total somewhere around 48 billion smokes.

A goodly share of the continuing sales climb is attributed to the marked increase of

the pack consumption among women.

They're starting to switch bets even before a new show has a chance to get

started: 7-Up (JWT) has pulled out of Adventures in Paradise and transferred the

money to a bigger piece of the Untouchables.

The agency saw some of the Paradise show, then decided that prospects with its other

two programs, the Alaskans and the Untouchables (ABC TV), were even better.

Newspapers are going the way of radio and tv in one respect: They're fur-

nishing agencies with coverage maps.

The drawings, which will be keyed in with the circulation figures, will show the vari-

ous types of influence zones, number of families in each town and county with over 2,500

families, etc.

Pillsbury (Burnett) isn't letting any grass grow under it in the mounting

competition with Duncan Hint's and General Mills for dominance in the cake mix

market.

It has just announced a new line of cake mixes, for which Burnett is placing heavy

spot tv schedules.

Curious twist about the Burnett role: It's also loaded with products from P&G,

which, of course, is the proprietor of Duncan Hines mixes.

For other news coverage in this issue, see Newsmaker of the Week, page 4;

Spot Buys, page 48; News and Idea Wrap-Up, page 54; Washington Week, page 69; sponsor

Hears, page 72; Tv and Radio Newsmakers, page 86; and Film-Scope, page 70.
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Among twelve Olivetti

figure-work machines and five

Olivetti typewriters there is

probably at least one that can

help total up the profits when

you run your television

advertising on KPRC-TV

in Houston, Texas

OP.

<f\0

&-OHC 3^

<*c-.

-c-

Ml
s HKv*jE2H

*s .X CBTf

C

Zo., National Representatives

"With apologies to the

Olivetti Corporation of America'
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KHRUSHCHEV'S
THIRD
VISIT

When Mr. Khrushchev set foot on American soil for

the first time, you were two long steps ahead of him.

_ Thus far, you know more about him than he does about

you. You have seen him in different moods and circum-

stances. You know how he walks and talks and laughs

and looks. And on the basis of this eyewitness experi-

ence you have been able to form an impression of how

he thinks.

Your first meeting with him was on the memorable

face the nation interview in the Kremlin, broadcast

over the CBS Television Network on June 2, 1957.

The decision to present this broadcast was an ex-

tremely important one for electronic journalism. For it

was clearly predictable there would be people who would

consider that enabling Mr. Khrushchev to face our na-

tion was a propaganda victory for the Communist world.

It was decided, nevertheless, that the American people,

in Thomas Jefferson's words, could be "safely trusted

to hear everything true and false and form a correct

judgment between them."

It was an event that was acclaimed almost without

exception as the most useful, enterprising and extraordi-

nary achievement in the history of electronic journalism.

Your second searching look at Mr. Khrushchev oc-

curred only last July when all the television networks

brought you his rough and tumble tour of Moscow with

Vice President Richard M. Nixon. Though you might

have read every word in your newspaper that passed be-

tween Mr. Nixon and Mr. Khrushchev—you could never

have understood them so clearly as when you observed

every gesture, expression and inflection of their voices.

During the next week you will have a third oppor-

tunity to penetrate the nature and personality of the

leader of the Communist world.

As Mr. Khrushchev travels through our cities and

towns and factories and farms, we hope he receives as

clear and objective an impression of us as we will receive

by reading our free newspapers and watching him on

our free television screens.

Whatever comes of this historic visit, network tele-

vision will make its unique contribution by providing

the kind of information and understanding that can

only result when people can see for themselves.

CBS NEWS will report Mr. Khrushchev's visit fully on

35 regularly scheduled network news broadcasts. The

network will also break into its schedule with special

broadcasts whenever important events demand imme-

diate coverage.

Seven of these special broadcasts will be sponsored by

the Firestone Tire and Rubber Company as part of a

series of 14 that began with the President's recent visits

with the heads of state in Europe and will conclude with

his projected trip to Moscow.

In joining forces with CBS NEWS, Firestone can be

confident that it is working with the most experienced

and celebrated news organization in television today.

By helping the American people become an eyewitness

to history, Firestone is one of a growing number of im-

portant American companies who recognize that good

citizenship and good business can proceed from a single

act of sponsorship.

THE CBS TELEVISION NETWORK®



OUr MUSiC iS THe MOBTf

Listeners dig our music in much larger numbers than that

of our "music and news" competitors.

WBT's local music shows enjoy a 98% listener lead in the

mornings, 50% afternoons and 126% at night.*

Music represents only a portion of WBT's varied, creative,

responsible programming. At home or on the road, Caro-

linians have it made with WBT.

Express yourselves, truth-seekers. A small bundle of loot

placed on WBT covers the nation's 24th largest radio pad.**

Call CBS Radio Spot Sales for the Word.

Pulse 25 county area 1959 (March)

**A. C. Nielsen Co.

WBT CHaPlPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY

24

49th a i

Madisol

Stout-hearted rebel

Your forthright criticism of tv'i

worst weakness "Must tv be lousy ii

the summer?" (Commercial Commen
tary, SPONSOR, 29 August) clearl)

and succinctly states the case.

"Nine months pregnancy, thre<

months of bed rest" a graphic de

scription of the giant medium of th(

winter, and the puny, vulnerable, col

lapsed pigmy of the summer!

Ours is a small market, but w<

have had the temerity to insist on i

"no repeats" policy in our purchase

of syndicated material. Reluctantly

our film suppliers have acceded to

our position. However, it has been to

little avail, since our three network

affiliation still loads us up with rehash

during the summer. The situation is

made the more acute since ours is a

single station market. Viewers fre-

quently comment on the date they last

saw the program being repeated!

We are seriously considering re-

fusal of summer network repeats,

even if we must operate with a cur-

tailed schedule. We are sure that

fewer hours of first run material will

better serve the public interest.

Rex G. Howell

pr. KREX-rad'o-tv

Grand Junction, Colo.

Q.E.D.

In your 22 August Sponsor Back-

stage column, titled, "Who Said Ra-

dio's Dead?," you cite the "untiring

and zealous efforts of radio men"

—

and list everybody but Mutual Net-

work personnel. It is for this I raise

my battle standard.

When others weasel-worded on ra-

dio for fear of offending their tv

brethren—Mutual zeroed in its artil-

lery to pound round after round of

radio propaganda to advertisers and

the consumer public. Mutual meta-

morphosed itself into a SERVICE
NETWORK, emphasizing the local
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(Along with over half the

TV families in the area)

/

*-'j

Better than half the viewing families—52.6%—watch
WRGB. The May, 1959 ARB total area survey shows
Channel 6 delivers more homes than the other two stations
combined in the Northeastern New York and Western New
England market. Contact your NBC Spot Sales representa-
tive for the complete story.

SIGN-ON
TO

SIGN -OFF

STATION SHARE OF AUDIENCE

SUNDAY THROUGH SATURDAY

WRGB STATION B STATION C

"Source: Total Area ARB, May, 1959

WRGB CHANNEL 6 ... A GENERAL ELECTRIC STATION . . . ALBANY-SCHENECTADY-TROY



STaRRiN^

OF "STEVE ALLEN SHOW"

"ROSCOE," ON
'77 SUNSET STRIP"

ACKUS
"MR. MAGOO"

KLAC-57
VHRiSH RADIO

LOS ANGELES i

9:00 AM TO 6:00 PM EVERY SAT & SUN

ENJOY "TOPS IN NON-FRANTIC POPS" ON THE

NATION'S NO. 1 PERSONALITY STATION
MORTIMER W. HALL, PRESIDENT • RICHARD WESTMAN, VICE PRESIDENT • MORTON SIDLEY,

GEN. SALES MANAGER • REPRESENTED NATIONALLY BY: ROBERT E. EASTMAN & CO., INC.

identities and local impacts of its af-

filiated stations.

ABC-Radio said we were wrong— I

and spent millions on entertainment I
programing. It only proved how I
right we were by doing a change- I

about in its scheduling and emulating i

the news-heavy programing concept

we established with our "Operation

Newsbeat" formula in June, 1957.

NBC-Radio is now quietly canvas-

sing its affiliates with the idea of

going completely into the service for-

mat—on a subscription basis.

CBS-Radio presented its affiliates

with its P-C-P plan— a large cut-back

in entertainment programing and

option hours for its affiliates.

Mutual has shouted radio's benefits

for many, many years. It has re-

turned many advertisers to network

radio. This week, for example, one

such client—Christmas Club a Corpo-

ration—not only signed for this year,

but insisted on signing for 1960—to

guarantee air-space. This client for-

merly used television.

If any organization, other than

RAB, and any people, other than

Kevin Sweeney's constantly fighting

army, have done pro-radio-jobs and

lead in those jobs, they are the Mu-
tual Network and its employees.

Harold Gold,

dir. pub. rel.

Mutual Broadcasting

System, Inc., N.Y.C,

Good show

The brevity of this note is hardly

a measure of our appreciation for the

excellent spread you gave Wilson &
Co. in the 8 August issue of SPONSOR.

We feel that you did a particularly

good job of highlighting the signifi-

cant results of this unique advertis-

ing activity and were quite thorough

as well. In fact, we have received

quite a good reaction not only from

the Wilson organization but from

others who became interested in the

subject because of your article.

Let me extend a most sincere note

of thanks to you on behalf of both

Wilson & Co. and K&E for a job ex-

tremely well done.

John L. Baldwin, v.p.

Kenyon & Eckhardt Inc.

Chicago
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24.1 (

22.1 (

21.0 (

Latest

measurement*

Average

for I Aug.

Average

for July

< • *\ I Average for

15.7 (

15.2 (

April-June '59

Average for

Jan.—March '59

Average for

Oct.-Dec. '58**

Growing
by leaps
and
bounds

!

Perhaps not so fast in the formative

months. But now the average share of audi-

ence for ABC Daytime Television is really

sprouting. In fact, the final Report for

August was 24.1! ABC Daytime has added

weight, too. The 770,000 homes delivered

in October, 1958, have more than doubled

to 1,650,000. Good size for a growing net-

work, but nowhere near full growth!

(For good measure, the cost is only

$7,200 per quarter hour, lowest in network

television. No wonder sponsor buys have

shot up, too!)

ABC" TELEVISION
Source: National Nielsen Ratings, Average Share of Audience, Mon-Fri, 1-4 PM, All Rated Programs. 'Average for II August. **lncludes "Day in Court" at 11 AM.
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MIAMI

WGBS

WWYA

LWAUKEE

WITI-TY

YOU KNOW WHERE YOU'RE GOIN

Any way you look at it ... A Storer station is a cinch for increased sales.

Take the case of the Big Three Buyers of airtime: Colgate, Procter & Gamble

and Lever Brothers. Between them and their advertising agencies, hundreds

of research people are employed. They microscopically examine everything

they buy. And all three buy consistently on Storer stations, Radio and TV.

What better guide to best results? What better proof that you know where

your sales are going when you buy Storer? You can bet your bottom media

dollar, with Storer they're going up!

f Famous on the local scene •••yet known throughout the nation • Storer Broadcasting Com



STORER
STATIONS

RADIO

PHILADELPHIA
WIBG

50,000 watts— First, by for

in Philadelphia

DETROIT
WJBK

WJBK-Radio is Detroit

CLEVELAND
WJW

Wonderful, just wonderful!

Tops in network— Tops in local

•

WHEELING
WWVA

Only full-time CBS
Network Station in

Pittsburgh-Wheeling area

TOLEDO
WSPD

It only takes one

to reach ALL Toledo

MIAMI
WGBS

50,000 Watts— CBS
ALL South Florida

LOS ANGELES
KP0P

DETROIT

WJBK-TV
Ch. 2 — CBS

Your "Must" Station

to Cover Detroit

CLEVELAND
WJW-TV

Top News— Top Movies

CBS Programming

TOLEDO
WSPD-TV

1st in Toledo

Covers 2,000,000

ATLANTA
WAGA-TV
More Top Movies

More News— More Coverage

MILWAUKEE
WITI-TV
CBS Programming

Top Movies

onal Sales Offices: 625 Madison Ave., N.Y. 22, PLaza 1-3940 • 230 N. Michigan Ave., Chicago, FRanklin 2-6498



CHARLOTTE-WBTV RULES ABSOLUTE
AS FIRST TELEVISION MARKET
IN ENTIRE SOUTHEAST
AS MEASURED BY N.C.S. #3

The Charlotte-WBTV television market totals 632,070 homes.

Its nearest competitor in the Southeast, Atlanta, has 579,090.

WBTV's set count exceeds that of the second Charlotte station by

43%—delivering 189,380 more television homes!

Buy WBTV as your first, biggest step to television coverage

of the Southeast. Contact CBS Television Spot Sales or WBTV
for the full fabulous coverage and dominance story.

PARE THESE SOUTHEAST MARK

WBTV-Charlotte 632,070

Atlanta 579,090

Louisville 509,480

Birmingham 587,800

Memphis 453,240

Charlotte Station "B" 442,690

Miami 434,800

New Orleans 380,020

Nashville 366,560

Norfolk-Portsmouth 337,580

Richmond 311,680

WBTV

JEFFERSON STANDA
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W Giant food chains drop old-hat media prejudices

in expansion drives for more traffic and turnover

W Today all majors are using radio for high-speed

"deadline" selling, though local patterns may vary

#%merica's giant food chains, faced

with a marketing revolution and the

acute growing pains of a mushroom-
ing $50 billion industry, are discard-

ing old-hat ad tactics and outmoded
media prejudices in their fiercely

competitive drive for more store traf-

fic and faster turnovers.

That's the net of a special sponsor

study in the use of radio by such

mammoth companies as A&P, Safe-

way, Kroger, and other big leaders

in the food marketing field.

Modern food store marketers, al-

most without exception, are using

radio in important ways. Grocery

men, whose affection for local news-

paper advertising bordered on in-

fatuation, are breaking with the past

and are seeking new, fast radio pat-

terns for more aggressive selling of

their products.

In all fairness, it can't be said that

radio's breakthrough has yet turned

into a rout. But an examination of

what the chains are doing—on a lo-

cal and national level—shows clearly

that their exploration of radio's wa-

ter has passed far beyond the toe-

dipping stage.

sponsor, in an effort to find out

the size of the food chain involve-

ment, checked a sampling of food

store specialists and radio sales pro-

fessionals. All admitted a sizable in-

crease in food marketers' radio usage,

and believed that the increase would

be even greater if it were not for

certain inherent factors in the chain

picture:

• Local option. Most of the giant

food chains rest advertising respon-

sibility on sales managers or admen
at the local or regional level. Only-

two chains—A&P and Safeway—are

truly national in character, with dis-

tribution and store locations in every

section of the country. Others are

all regional, giving them a local char-
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RADIO'S BEST CUSTOMERS: THE 18

FOOD CHAIN GIANTS

COMPANY
HQ. & DIST.

AREA*

NO. OF

STORES*

THRIFTIMART

PENN FRUIT

Los Angeles, Calif.

Philadelphia, Pa.

H. C. BOHACK
Brooklyn, N.Y.

NYC area

46

183

SALES

(000)**

A&P
New York, N.Y.

National
1

4,175 $5,094,741

SAFEWAY
Oakland, Calif.

National
1

1,996 2,225,352

KROGER

Cincinnati, Ohio

20 states-S.,

Midwest

1,478 1,776,175

AMERICAN

Philadelphia, Pa.

8 states-N.E.,

Mid-Atl.

961 874,767

NATIONAL TEA

Chicago, III.

19 states-N.E., S.,

W., Midwest

760 794,162

FOOD FAIR

Philadelphia, Pa.

8 states-N.E., S.,

Mid-Atl.

340 600,964

WINN-DIXIE
Jacksonville, Fla.

S., Ind.

450 588,569

FIRST NATIONAL
Somerset, Mass.

7 states-New Eng.

631 531,521

GRAND UNION
E. Patterson, N.J.

11 states-N.E., S.

450 503,713

JEWEL TEA
Melrose Park, III.

III., Ind.

183 446,558

COLONIAL
E. Point, Ga.

11 states, $., Midwest

445 437,132

ACF-WRIGLEY
Oklahoma City, Okla.

S., Midwest

152 347,516

LOBLAW
Buffalo, N.Y.

N.Y., Ohio, Pa., W. Va.

200 261,099

RED OWL
Hopkins, Minn.

6 states, Midwest

151 199,545

SUPER VALU
Hopkins, Minn. 165,178

162,990

161,604

161,404

* Distribution and store data : Food Topics.

** Stores-sales figures: Fortune magazine, Aug. 1959.

1 Food Topics designation of national distribution: a chain having stores all over the
TJ. S. and in every section of the country.

acter and approach. Thus ad pat

terns vary enormously.

• Lack of know-how. Many o

these local people still look upon rai

dio as an unfamiliar medium anc

one which should supplement tradi-.

tional newspaper "catalogue" adver-

tising. They're print-oriented.

• Tradition has a strong hold.

Food chains, more than most busi-i

nesses, tend to go along with the at-

titude that what was good 50 yearsj

ago is still good today. They're,

sparking their operations with new
buildings, new products, new mer-

chandising devices. But advertising

has tended to trail behind new and
progressive developments in these!

other areas.

• Price is king. Chain store man
agement is collectively convinced

that price is the determinant in a

housewife's selection of a food store.

Yet radio (and other) research has

documented the importance of such

factors as store location and accessi-

bility, cleanliness and order in prod-

uct stock, reliability and honesty of

store management, courtesy of em
ployees.

The food chains in the vanguard

of radio advertising are turning their

backs on some of these old ap-

proaches and modifying them with

new applications to radio advertis-

ing. These are characteristics of food

chain radio usage as it is today:

• They prefer announcements and

—in the case of programs—short

news shows.

• Announcements feature live

copy, usually with national brand or

house brand merchandise plugged

with an "institutional" slogan iden-

tifying the chain and its stores.

• Commercials are peaked for

high-traffic shopping days—Thurs-

day and Friday.

• Schedules are concentrated dur-

ing the daytime hours starting with

early morning and ending by 7 p.m.

• Radio is a special favorite for

"deadline" selling— a heavied-up

campaign of a Saturday so perish-

ables won't remain in stores over the

weekend, a special offer of a unique

buy or over-stocked condition, etc.

Despite the savvy of an A&P, Safe-

way or Kroger in using radio adver-

tising, these chains have a long way

to go in maximizing their radio in-

vestment. This is the opinion of

radio salesmen, particularly the na-
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ional-level salesmen with station rep-

jesentative firms. They contend that

lood chains are backward in their

hroadcast patterns, and make four

trong recommendations:

1) Food chains should deviate

km their peak-up pattern of slot-

ing announcements only before peak

>uying days. They should schedule

•op) on soft days especially, to level

shopping center to save the two pen-

nies. But the conviction that the

store where she shops is a good store

with fair pricing and a variety of

stock will wed her to a one-super-

market habit.

4) There's little consistency or

continuity in chain store advertising

because there's little or no central

control. This makes for inefficiency

trade deals, under-the-table exchanges

of shelf space and display positions

for air time.

The lack of central control and a

single, over-all advertising and mar-

keting direction has fostered this

merchandising melee. And it has

concentrated most negotiations at the

local level between store manager and

The rise of single-

LOCAL SCHEDULES STRESS SATURATION

PROGRAMS
PER WEEK

ANNOUNCEMENTS
PER WEEK

Company

No. of No. of PARTICIPATIONS

Stations 5-Min. By Length (Seconds)

Used Programs 10 20 30 40 60

PER WEEK

BREAKS TOTAL NO.

By Length (Seconds) of Units

10 20 30 40 60 Prog. & An.

PHILA. '

A & P 4 6 1 5 19 97 2 3 3 7 147

ACME FOOD 1 6 11 20 8 50 8 109

FOOD FAIR 5 3 3 115 14 140

PENN FRUIT 5 1 24 24

NEW YORK**
A & P 8 12 2 18 13 46 29 25 21 179

BOHACK 3 (+ 5

15 min.) 2 11 2 7 8 13 5 51

DAITCH-SHOPWELL 4 4 12 16

FOOD FAIR 4 7 3 3 7 29 21 17 87

GRAND UNION5 6 1 45 19 35 1 36 143

•Broadcast Advertisers Reports, week ending 11 April 1959. "Broadcast Advertisers Reports, week ending 1 May 1959. ' Cu-oii with PeDSOdent, S&H,
Dove, Trl-Nut. Colonna. Griffin. 2 Co-op with Fels Naphtha, Gold Square, Continental Wax, 3 Co-op with Top Value. 'Co-op with Merchants, Starling.
5 Co-op with Palisades.

out store traffic and to make off-days

more productive.

2) Few chains or stores have de-

vised identifying jingles or other ra-

dio devices which set them apart

from their competition. They use

transcriptions only infrequently with

imagination ... or with success.

3) Item advertising will be with

us for a long time. But, ask the reps,

why not a concerted attempt to help

develop a store image or a store

personality? A 2$ differential on

coffee will not convince a woman
shopper that she should go eight

blocks out of her way to another

and waste, and for confusing ad pat-

terns which may even contradict each

other from area to area. The ab-

sence of a broad marketing and ad-

vertising outline fosters a hit-or-miss,

wheel-and-deal effort which waters

down any advertising effectiveness.

This lack of cohesiveness and cen-

tral control is a big factor in the gen-

eral wheeling and dealing which goes

on with food chains. The chains tend

to make their store managers or dis-

trict managers autonomous. And
with few exceptions these men have

succumbed to the lures of ever-more-

improbable merchandising plans,

rate stations, however, is encouraging

a broader view and a sectional adver-

tising sweep.

Heretofore, most radio stations had

two rates—a local rate for the local

stores operated by an A&P or Food
Fair—and a national rate for adver-

tising placed by Food Fair or A&P
headquarters. Now, as an increasing

number of radio stations offer a sin-

gle retail rate to the food stores,

there's a trend for major regional and
national chains to place a certain

amount of all-store advertising

through advertising agencies and
through station representatives.

SPONSOR 19 SEPTEMBER 1959 33



piiiiniiiiiiiiiiiiiinii
;
:' ,r :ii-

. ii r ;.m ii; .^iij

1

,

:
-

,': n r- i..:
,j: .;

:
i,r . ,!i- hi: . m :i

-^
:
! !;

; i ::

:

. :
-nii'- ! r 'i: :i:. ;i:..::ii:.:

HOW 7 FOOD MAJORS USE SPOT RADIO

COMPANY NO. OF STATIONS NO. OF ANNOUNCEMENTS

10 sec. 20 sec. 30 sec. 60 sec.

NO. OF PROGRAMS

5-min. prog. 15-min. prog.

A & P 2 8 42 1777 678

SAFEWAY 3 216

KROGER 3 15 52 93 120 1592 78

FIRST NATIONAL 6 390

GRAND UNION 3 340 82

COLONIAL 4 2 222

LOBLAW 1 43

= i Spot radio pattern source: UAB from data supplied by radio reps showing spot activity tot the 4th quarter, 1958. - Includes advertising for A&P foods g
g and A&P stores. a Kroger stores & Cleveland div. * Albers Super Market and Stop & Shop stores combined.

I,i!!iillli!lllllllllllliilllllllllllllliilM

Thus, so-called spot radio, that

business placed through reps, has

taken on the character of ''local" spot

radio. Most major reps have

branches in all top buying centers,

where most food chain headquarters

are located. The ideal blending of

a food chain ad campaign, in the

opinion of one rep, is the working

together of two advertising profes-

sionals—the rep and the agency

—

and the two local-level experts, the

station manager and the store man-

ager.

The biggest drawback to this cen-

tral planning and buying has been

the double-rate system. This obstacle

is being removed as an increasing

number of stations establish a single

retail rate. This enables the station

and the rep to attract more head-

quarters business.

The advantages of central ad buy-

ing and one-source control of air

schedules—to work with local sched-

ules—as outlined by experts inter-

viewed by SPONSOR, include these:

• An integrated plan offers con-

sistency and continuity, important to

the success of any ad effort, and it

also brings favorable discount ad-

vantages in costing.

• Central control can anticipate

buying trends and can also make

some. Outstanding annual food pro-

motion events—and there are hun-

dreds of them—can be coordinated

city by city without duplication of

effort and the resultant waste of man-

power and time.

• The headquarters staff can plan

ahead for the movement of high-

profit items, which it wants to push,

and for its own house brands.

If, for example, headquarters made
a very good deal in buying cases of

salt, it could move the salt fast and

over a broad region by scheduling

air announcements to push it and

then alerting store managers to in-

crease their orders for salt shipment.

• Central control is also better

equipped to cope with the problem

of co-op advertising monies supplied

by national advertisers on behalf of

their branded merchandise.

These are some of the possible

pluses which would be gained by al-

most all of the 3,200 food chains in

the country. According to Food
Topics, leading food industry trade

paper, the technical distinction of

a food chain is one with four or more

stores. These 3,200 such chains rep-

resent 26,800 stores (for a listing of

the 18 top food chains, the number
of stores they operate and their an-

nual sales, see chart, page 32).

The chains have distinct similarity

in their approaches. (See charts on!

this and preceding page: spot radio

patterns for fourth quarter of '58 for

several major chains, as compiled by
Radio Advertising Bureau; and local J

radio patterns for two major markets,;

Philadelphia and New York, as re-
j

corded by Broadcast Advertisers Re-

ports.)

Most of the major chains prefer

long copy—60 seconds—because it

gives them a chance for item copy

as well as an institutional sell. Kro-

ger, in a three-month period, car-

ried the heaviest radio weight with

15 stations and 1,857 announcements,

82% of which were a full minute.

The BAR reports go into consider-

ably more detail because they include

all food chain business, whether

placed locally with the station, na-

tionally with the rep, or cooperatively

with other clients. Thus for the

measured week period these high-fre-

quency totals appeared: In New
York—A&P used a total frequency

of 179 (programs plus announce-

ments) ; Grand Union, 143; in Phila-

delphia—A&P scheduled 147 units

(program and announcements) with

Food Fair close with 140.

Typical of the kind of cooperation

(Please turn to page 84)
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Chicago agencies up air budgets

^ Burnett, NL&B, Wade, Tatham-Laird, Clinton Frank,

FC&B, Meyerhoff report increases in radio/tv billing

^ SPONSOR check shows Chicago developing fast as

ad center for pens, cereals, dog food, vacuum cleaners

^ CHICAGO, ILL.

Sponsor editors, checking top Chi-

cago agencies here this week found

radio/tv billings at most shops run-

ning well ahead of 1958 and signs

of an important air media renais-

sance in the Windy City.

Not only are major agencies re-

porting increases of up to 10% in

radio/tv placements but Chicago

seems to be emerging as an ad center

for certain types of products.

Among agencies which admit

radio/tv billing increases are Leo

Burnett (with 60% of budgets in

air media compared to 57% a year

ago), Needham Louis & Brorby,

Wade, Tatham-Laird, Clinton E.

Frank, Foote Cone & Belding, and

Arthur Meyerhoff. A SPONSOR run-

down of Chicago shops shows these

significant items:

Foote, Cone & Belding is up in

spot radio and spot tv, a hopeful

sign for station representatives, since

this agency has always been heavily

oriented toward network tv. FC&B's

big spot accounts are Dash Dog
Food (Armour) in radio and S. C.

Johnson in tv. They also have some
spot for Papermate and Kool Aid.

Tatham-Laird''s big increase (per-

haps tops for all Chicago shops) has

been due to the spot tv introduction

of Mr. Clean, plus heavy spot place-

ments for the Dristan account which
the agency acquired last spring from
Bryan Houston.

At Wade, the increases have been

lead by many additional buvs for

Alka Seltzer (Miles). Alberto-Culver,

already big in tv, will use the medium
to introduce its Command (a hair

tonic for men)

.

North Advertising, one of the

most substantial Chicago broadcast

billers is still a major contender.

It does 70% of tv network buying

for Toni, and produces all Toni's net

tv shows except The Verdict is Yours

produced by T-L. Thorexin, Gillette's

cough syrup and cold tablets, is a big

spot tv user, through North, during

fall and winter months.

Clinton E. Frank's rise as an air

media power owes a great deal to its

acquisition of Bissell from Burnett

last spring. Hamilton Beach, another

Frank account is introducing a new
*'hat box" vacuum cleaner, with sub-

stantial air billings.

At Arthur Meyerhoff, Wrigley

has boosted its tv budget, Pam Dry
Fry will be holding its own in spot

markets this fall, Mrs. Grass' Noodle

Soup is going national via spot ra-

dio and Spraysol, the aerosol-pack-

aged artificial sweetener will be in-

troduced with spot tv.

Keys Madden & Jones report

over increases in client broadcast

budgets. Baleigh Cigarettes are push-

ing coupon premiums via spot and

(Please turn to page 761

MOST CHICAGO AGENCIES are located near point where Michigan Boulevard crosses Chi-

cago River. Four (Burnett, D'Arcy, NL&B, RMc&P) are in Prudential Building shown here
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TV NEWS:
Here's what makes
a hot local show

^ The longer-length program, interviews, emphasis on

local and regional news can help ratings, study shows

^ Master's thesis by H-R promotion chief isolates the

elements of good news shows by relating them to ratings

What makes a local tv news show

stand out above the run-of-the-mill

variety?

There are certainly a lot of opin-

ions around on the subject, but prob-

ably few connect with anything re-

sembling facts.

A recent study, by-passing the

guessing route, has come up with

answers based on something you can

put your finger on. Ratings, to be

exact.

What the study does—and what,

apparently, nobody has ever thought

of doing before—is find out what

station management and production

factors are common to high-rated

shows. To pin the facts down even

firmer, the study also finds what fac-

tors are common to low-rated shows.

The result is an objective look at

what is really a pretty complicated

subject.

Some obvious, but some surprising

answers, too, were produced. For ex-

ample, stations are advised not to go

overboard on elaborate equipment or

a large news staff. The study also

concluded that 15-minute newscasts

are preferable to five-minute lengths. I

Other conclusions:

• News on the quarter hour is not

a good idea. High-rated shows usu-

ally start on the hour or half hour.

• Local and regional news have

more appeal than national and inter-

national developments. At least for

local shows, anyway.

• Interesting guests help provide

a ratings fillip.

• Don't be afraid to editorialize.

The study is a master's thesis done

at New York University's Graduate

School of Business Administration.

This is not an ivory tower produc-

tion, but a job turned out under high-

ly professional auspices. The "stu-

dent" who did the thesis is Donald

DON'T KICK OFF TV NEWS SHOWS ON THE QUARTER HOUR

news
show
time

periods

5:45 6:00 6:15 6:30 6:45 7:00

NO. HIGH-

RATED

STATIONS

NO. LOW-
RATED

STATIONS

FACT THAT ONLY one high-rated tv news program started on the quarter hour while seven low-rated stations did so, made Donald G. Softness,

H-R promotion director, conclude that quarter-hour kick-offs tend to decrease viewing. Softness did study for master's thesis at New York Univ.
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A BIG TV NEWS STAFF WILL NOT ASSURE GOOD RATINGS

size of
news
staff

i 2 3 5

MORE
THAN

5

NO. HIGH-

RATED

STATIONS

NO. LOW-

RATED

STATIONS

STUDY OF EARLY evening local news programs showed size of news staffs on high-rated strips slightly larger than on low-rated ones. However,

the high-rated shows tended toward moderate-siied staffs. The low-rated shows were apparently not helped when big staffs put them together

G. Softness, director of promotion,

publicity and advertising at the H-R
rep firm. He did the work while in

that post. The professorial stamp of

approval and the academic advice

came from Dr. Darrell B. Lucas, who
was technical director of the Adver-

tising Research Foundation for 15

years and knows market research like

nobody's business.

There were two major steps to the

study: First, a questionnaire was sent

to about 200 television stations. Sec-

ond, the answers were tabulated ac-

cording to whether each station's

news show (specifically, its early

evening strip) fell in the high- or

low-rating category.

Returns totaled 51,

proved to be usable,

tained, as it turned out, a good bal-

ance between high- and low-rated

news shows. The usable question-

naires reflected also a good geo-

graphical cross section and repre-

sented both large and small markets.

There were 43 questions in the

questionnaire, many of which did not

pan out. In other words, they did not

show any significant correlation be-

tween high- and low-rated shows.

40of which

The 40 con-

Pulse ratings were used in all cases.

(The complicated job of tabulating,

cross-tabulating, making breakdowns

and the like was done by Miss Inge

Jacobson, director of network opera-

tions with the Pulse organization.)

The definition of high rating and low
rating was accomplished by averag-

ing news program ratings in (1)

two-station markets and (2) three-

and four-station markets. Stations in

each group which rated above aver-

age were considered high rated; low-

rated stations were similarly defined.

There were 15 questions which pro-

duced meaningful answers. Here is

what they showed:

Time period: Only one high-rated

news show started on the quarter

hour while seven low-rated shows be-

gan at that time (see chart). Theo-

rized Softness: "Probably the reason

for this is that radio news tradition-

ally was programed on either the

hour or half hour and audiences are

simply habitually unaccustomed to

tuning in the news at times other

than these."

Length of show: While some five-

minute news shows were high-rated

and some 15-minute shows low-rated,

the general tendency was for the

longer show to do better. Obviously

a number of factors are at work here,

but Softness pointed out that '"short

periods of news presentation tend to

discourage the use of film and re-

motes and encourage talk."

Number of netvs and photo serv-

ices: Softness found that subscribing

to a large number of news and photo

services was no guarantee of high

ratings. He said, "Most of the high-

rated programs appear on stations

which subscribe to few services. On
the other hand, stations which have

low-rated news subscribe to more
news services than higher-rated news
stations.'

One explanation of this is that sub-

scribing to these services either re-

flects or pushes the station into great-

er reliance on national news. As in-

dicated earlier in the storv. local and

regional news do the best job in at-

tracting audiences.

Neivs-gathering equipment: There

was no significant difference between

low- and high-rated stations when it

came to comparing their basic news-

gathering equipment, such as still and

(Please turn to page 78)
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DUGAN ROUTE MEN get tv story in shirtsleeve sessions like this one conducted on slate by Mogul Williams & Saylor's Bill Conover
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WHY LITE DIET
PRE-SELLS ITS TV
ON THE ROAD
^ Bread company sells newest campaign by explaining

to route men prior tv testing among franchise holders

^ Builds enthusiasm for 100% tv schedule in N.Y.C.

which emphasizes 60's and I.D.'s in 50-50 day, night split

I his week Lite Diet bread winds

up the road test and gets its tv cam-

paign underway in New York City.

The campaign, specifically for the

Dugan franchise in the New York

area, has been tested in 120 different

ways around the country for 120

different franchise holders. Results

of this testing convinced Mogul Wil-

liams & Saylor, Inc., agency for Lite

Diet, that they should sink 100% of

the New York budget into it. By
SPONSOR estimate, the cost of this

nine-week push of 77 spots per week

(60's and I.D.'s) will be $70,000.

Two things are vital to Lite Diet:

• Brand awareness in the face of

a bewildering confusion of bread

names; and

• Impression on the housewife

simultaneous with the arrival of a

Dugan route man in her block.

(About 1,100 Dugan trucks cover a

50-mile radius of New York in addi-

tion to the 230 routes serving stores.)

To achieve these objectives, Lite

Diet spots have been scheduled in

afternoon and nighttime slots in this

pattern: WRCA-TV (I.D.'s in Paar,

Movie 4, daytime); WABC-TV
f I.D.'s in Class AA,A,C) ; WNEW-
TV (eleven 60's in daytime, late

night, Class A) ; WOR-TV (eighteen

60's in daytime, 6-7 p.m., 9-10:30

p.m.) ; WPIX (thirteen 60's in day-

time and nighttime)

.

The 50-50 split between daytime

and nighttime exposures reflects a

pattern that has worked for the com-

pany before. "I'd like to put all of

the money into daytime," says Mogul

account supervisor Bill Conover,

"and give even more support to our

route men. But I don't dare. At this

point, the kids and Pop are impor-

tant in getting us the strong brand

recognition we want."

Also high on the list of reasons for

100% tv concentration and the soft-

sell approach are FTC strictures on

diet bread advertising.

"It is vitally important to us," says

Conover, "to avoid any conflict with

the FTC's view that diet bread ad-

vertising should not contain direct

claims of dietary benefits. A jingle

provides us with an ideal substitute

for detailed claims, and allows us to

appeal to the consumer in a com-

pletely ethical manner. Lite Diet's

brand image of a slim and chic

woman does the rest.

The tv pattern Lite Diet is using

has resulted in 26% of the company's

franchised dealers using tv as their

only advertising medium; 48% use it

in combination with other media.

Use of tv, however, is a relatively

new thing for Lite Diet franchise

holders, who have tended to be con-

servative in the use of their adver-

tising allotments (two-thirds of the

royalty they pay the company goes

back into their own advertising and

promotion)

.

'We were reluctant to recommend
tv," says Conover, "considering it

beyond our reach, until the former

advertising manager of a franchise

baker in Lubbock, Texas took the

bull by the horns two years ago."

Conover credits Bill Keith of

Mead's Fine Bread Co. in Lubbock
with getting the whole thing started.

"He wanted to look as big as his com-

petitors," says Conover, "and he felt

he could do it with full concentra-

tion in tv. We tried to talk him out

of it, even told him he couldn't sus-

tain a spot campaign of sufficient

strength. But he wanted to try.

"He started with Avhat seemed like

too heavy a schedule," Conover re-

calls. "He bought a package which

totaled twenty 60's per week, and

ran it for four weeks. In order to do
this, he had to dip into advance allot-

ments. He would really have been in

the soup but for one thing—sales in

Lubbock doubled.

"Moreover, they showed no signs

of slacking off, so the schedule was
cut back to ten 60's per week for the

next four weeks. Sales dropped 10%
and held at that level.

"His next move was to cut back

to five spots per week, then to five

per week on an alternate week basis.

The new level became a plateau; sales

stayed at that level."

"This was a valuable lesson for

us," Conover points out. "It showed
what a daytime-nighttime tv pattern

starting out heavy, then cutting back,

could do. But then Ave were con-

cerned that the case might be just

a single market instance. It wasn't

long before we got our answer."

First to follow the Lubbock exam-

(Please tarn to page 80)

MERCHANDISING TO EMPLOYEES, Du-

gan's White Plains (N.Y.) depot mgr. Joe

Chismadia dispenses tickets to tv shows
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INSTITUTE FOR ADVERTISING RESEARCH FINDS CLUES

1. Does theme have meaning? 2. Are elements compatible? 3. Are you hitting the market? 4. What's your "image"?

TESTS SHOW 8 REASONS
^ Chicago research firm says 9 out of 10 radio/tv

commercials are not as effective as they should be

^ IAR uses pre-test techniques to spot 8 kinds of

common mistakes made by "upper-middle-class" admen

^%ccording to James Witherell,

director of Chicago Institute for

Advertising Research, the reason for

the ineffectiveness of many radio/tv

commercials is not the one given by

Horace Schwerin in the 20 June

SPONSOR.

Schwerin, you may remember,

blamed "me-tooism" for the drop in

commercial power, but Witherell

claims it's the "upper-middle-class"

tastes of the nation's admen.

Says the IAR head, "Most of the

bright men and women in advertising

are 'upper-middle'—a class that con-

stitutes only 12% of our population.

The bulk of all product buying is

done by iower-middle' and 'upper-

JAMES WITHERELL, director, Institute

for Advertising Research, Chicago, Illinois

lower' groups which account for

65% of the population. The few are

talking to the many."

To spot the errors made by the

"upper-middles" in planning radio/tv

commercials, IAR is now conducting

pre-tests for a number of top agen-

cies and advertisers, using motiva-

tional research techniques. IAR,

which was formed last April, is an

outgrowth of Social Research Inc.,

has strong University of Chicago ties.

According to Witherell, IAR has

found that most radio/tv messages

fail on one of eight counts, and uses

eight check points in pre-evaluation

research on story boards, suggested

copy, finished films, recordings and

tape. He suggests, "See how your

own commercials measure up in these

eight areas." (See pictures above.)

1. Does your theme come through

and have meaning for the audience?

Example: In a tv commercial for

men's wash-and-wear shirts, a young

housewife held up a shirt and said,

"My Jim is going places and I plan

to go with him."—as much as to say,

40 SPONSOR 19 SEPTEMBER 1959



TO COMMERCIAL EFFECTIVENESS IN THESE 8 QUESTIONS

5, Is involvement quick? £a Will they "daydream"? 7. Are symbols appropriate? fl. Is a spot durable?

WHY COMMERCIALS FAIL
"We're mobile. We're moving ahead."

IAR evaluation showed most house-

wives are realistic about their hus-

band and his talents. The tv gal's

cool, efficient approach to wash-and-

wear shirts—tying them to her hus-

band's success—left most viewers un-

moved. They had no such hopes for

their husbands.

2. Do the formal elements-—
scenery, action, people—say the right

thing? Are they compatible with the

product. Example: A tv spot for

an antacid showed two men meeting

on a street corner. The smaller man
asked the bigger for a tablet. He
couldn't find one, searched frantically

through his clothes until he was in

complete disarray. When he did

locate the tablets he took two him-

self, gave one to the smaller man.

IAR evaluation showed viewers were

irritated by too much frenzy. Only

a negative impression was left.

"Giving the little man one tablet

was ungenerous."

3. Does your copy appeal to the

right market? Example: Beer com-

mercial showed men drinking while

bowling. IAR evaluation showed

this setting was excellent since bowl-

ing is a friendly, democratic, work-

ing class activity, which associates

well with beer. But not all settings

are as successful.

4. What's your present "product

image?" Are you trying to change

or heighten it? Example: Candy com-

mercial used well-known announcer

and rational factual themes. IAR
research showed most viewers, before

seeing commercial, considered candy

bars warm, friendly, youthful. Ra-

tional approach of commercial made
product seem sterile, strange, un-

friendly. It changed a favorable

image to an unfavorable one.

5. Does your commercial "heat

up" interest quickly and get fast

viewer involvement? Example: Pan-

cake mix commercial showing two

men on street discussing mixes on a

cold winter day. IAR research showed

people considered the situation so

unrealistic they merely wondered

why the product was shown in this

way, rather than in kitchen. Reactions

to the commercial were cool.

6. Are people going to "day-

dream" about your commercial? Will

they want to own what you re selling?

Or will they daydream about the

wrong things? Example: In a beer

commercial animated animals were

used to deliver product story of re-

freshment, relaxation and fun. IAR
research showed audience joined in

the gay lively spirit of this commer-
cial, emotionally and physically. They
dreamed about vacationing, relaxing,

enjoying themselves, drinking beer.

Rich fantas\ should increase the

possibility of product purchase. But

much commercial fantasy does not.

7. Are your symbols appropriate.-'

Example: A man in a white coat

with test tube and beakers was shown
in a cake mix commercial. IAR eval-

uation showed the audience was em-

barrassed by symbols connected with

patent medicines. They were not the

type of symbols appropriate to con-

sumer attitudes toward cake mixes.

[Please turn to page 66)
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ARB's set to catch all tv viewing

^ Final details emerge on firm's most ambitious plan

to date: to scan viewing on all stations in all markets

^ Core of service is comprehensive 'sweep' in which

all U. S. counties are sampled in the spring and fall

I hough announced some time ago,

the details of the American Research

Bureau's "nationwide concept" of tv

audience measurement are only now
beginning to emerge.

Some improvements have been

made in the original plans and some

edges have been trimmed. It is clear

now that ARB, under the lash of com-

petition from A. C. Nielsen, has set

in motion one of its most ambitious

undertakings.

ARB is offering to agencies and

stations nothing less than a measure-

ment of all viewing everywhere in the

U. S. This means, specifically, view-

ing data (1) for every tv program

—

network and local (2) on every tv

station (3) in every market in the

U. S. The video business has never

been regularly supplied with data of

such scope before.

Core of this new service is what

ARB calls the "sweep." This involves

getting viewing data by sampling

homes in every U. S. county in the

spring and fall every year. ARB is

preparing to kick off its first sweep

this November. This massive sam-

pling will permit coverage—but not

program—information by county.

The sweep is ingeniously inter-

locked with ARB's syndicated serv-

ices to give out three kinds of data:

lllliilillllliiilllllllillllilllllllllllllllllllillllllllW

| NATIONWIDE 'SWEEPS' ARE KEY |

| TO ARB'S NEW TV MEASUREMENT |

Key feature of ARB's expanded service are semi-annual sweeps which will sample

homes in every U. S. county. This widespread viewing measurement technique will

interlock ingeniously with each one of ARB's three syndicated services. Here's how:

Local service:

Network service;

Sweep will measure viewing in all 245 video

markets including 80 not measured during other

times of the year. County-by-county sampling

assures full coverage reports in all tv areas

Numerous samples used in sweeps ivill provide a

large amount of extra detail for web clients,

such as homes reached on each station, data

by census and farm regions, qualitative data

Material from two sweeps will provide facts

p . for annual coverage service. Data to be like

uoverage service : NCS y?gMre5_&y county or ciuster and by each

station. Maximum cluster size: two counties

i!ll!llllllll!!!l!lllll!lJII!lll!llllll!l!llll!l!!llllllllli!lll!li!lll!l!lll!ll!!lllll!!!III

• The local service: Semi-annual

sweeps will measure all local viewing I

simultaneously. They will catch a I

number of small markets not meas-
|

ured during other times of the year.

• The network service: The hefty

samples in each sweep will spew out

a large amount of extra detail for tv

network users.

• The coverage service: A combi-

nation of information from two

sweeps will give ARB data for an-

nual coverage studies. ARB has been

in the coverage business before with

its minor-market "Abilene-to-Zanes-

ville" reports, but present plans call

for its first national study.

There will be no change in ARB's
basic measurement method. The diary

will continue to be the source of all

syndicated viewing data. All sam-

pling, including that for the sweeps,

will be based on telephone homes.

One feature of particular interest

to tv buyers and sellers is the

promised speed-up in delivery of re-

ports. ARB has turned to automa-

tion, is now equipped with the new-

est Univac, an electronic computer

with an enormous appetite for infor-

mation. It will tabulate, interpret

and print all regular ARB reports.

This fantastic machine can turn out

a local market report from punch

cards in 12 minutes.

In pre-Univac times ARB reports

came out as late as seven weeks.

This maximum delay will now be

four weeks, with some reports ready

in five days.

Perhaps the most impressive part

of ARB's new operation is its local

tv coverage. Fully 245 markets will

be measured at least twice a year.

This minimum frequency is assured

by the semi-annual sweeps. In about

165 of these markets the frequency

will vary from three to 12 times a

year, depending on importance of the

market and demand for reports.

Starting this month, ARB will pro-

vide the buyer with the following:

• Full coverage area reports in

every market. This data will be in

terms of homes reached.

• The 165 markets will contain, in

addition, one-week/four-week metro

ratings. Like the homes-reached data

this will be by quarter hours.
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• Audience composition and view-

ers-per-set for the full coverage area

rather than the metro area.

• The coverage study will enable

ARB to report station circulation to-

tals in the full coverage area. Four

figures will be given: (1) total homes

able to receive the station, (2) net

weekly circulation, (3) average daily

nighttime circulation, (4) average

daily daytime circulation.

• Day-part data for each station

in terms of homes reached and share

of metro ratings.

• Cumulative totals for multi-

weekly shows.

• A map showing each county

covered in the report.

For the convenience of agency buy-

ers, the complete local market picture

disclosed by each sweep will be col-

lected in an Agency Summary Re-

port book. ARB makes the point that

this is more than a collection of re-

ports from 245 individual markets.

Since it involves simultaneous mea-

surement of local viewing every-

where in the U. S., the summary re-

port can be the foundation of nation-

al spot strategy discussions and all

varieties of comparisons. About 80

small markets will be reported only

in the summary report.

For network users, ARB will be

able to offer vastly larger samples be-

cause of the county-by-county sweeps

semi-annually and the full tv area

sampling also in use during other

times of the year. Network sweep

samples will come to 30,000 homes.

During other times of the year, effec-

tive sample size will still be massive

—5.000 to 20.000—depending on the

number of local market reports that

month.

Among the data network clients

can get:

• Homes-reached total on each sta-

tion for all shows.

• "Qualitative" audience data cov-

ering age, sex, education, family in-

come and occupation of household

head.

• Audience flow by both families

and individuals.

• Farm and non-farm breakdowns.

• Total audience per program for

the top 50 and top 100 markets.

• Breakdown by census regions.

• Program audience by local time.

• Seasonal viewing trends.

• Trends by program type.

(Please turn to page 66)
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THESE ARE MAIN ELEMENTS OF

ARB'S LOCAL MARKET SERVICE

A Homes reached for full area plus metro ratings

THE HOMETOWN TELEVISION AUDIENCE Novembe 1959 Friday

TIME PROGRAM STATION
Homes

Reached
Metro Rating

M W e VPS4wk. 1 wk.

5,00
PM

Soiiday Closeups
Early Show
American Bands rand

Sett In Use

WBBB
JCAAA
WZZZ

9,200
49,200
38,300

4.1

22.4
10.9

37.4

4.1

23.4
9.5

37.0

14

7

28
35

58
58

2.3
2.0

5,15
PM

Soltday Closeups
Early Show
American Bandstand

Set) In Use

WBBB
KAAA
WZZZ

10,800
35,600
44,000

4.4
18.9
11.0

34.3

18'.9

8.6

31.1

14

7
30
35

56
58

2.3
2.0

5t30m Soiiday Closeups

Eorly Show
Mickey Mouse Club

Sets In Use

WBBB
KAAA
WZZZ

14,500
36,200
30,000

4.8
18.6

7.8

31,2

4.1
19.2

8.0

31.3

17

7
30
33

53

60
2.3
2.1

|

5;45

PM
CBS News - D. Edwards
Early Show
Mickey Mouse Club

WBBB
KAAA
WZZZ

19,300
37,000
28,500

7.8
19.0
7.4

8.0
19.2

8.0

J5.2

36
17

7

57
29

• 7
54

60

1.9 |
2.3 n

2jJJ

^/ " «jr

\ n Station circulation a la coverage services

STATION WBBB KAAA WZZZ

Tv homes potential 93,800 117,500 110,300

Net weekly circulation 88,600 94,200 92,800

Avg. night circulation 70,600 90,000 86,700

Avg. day circulation 50,600 43,000 47,300

C. Cumulative ratings for multi-weekly programing

7.00 A.M. WZZZ God hThe Answer (5)

7, 15 A.M. WZZZ Kartoon Time (6)

6V45A.M. WZZZ Watch And Win (5)

9t00 A.M. WBBB Cash On The Line (5)

9t00 A.M. KAAA Foreign Legionnaire (6)

9:30 A.M. KAAA Morning News (5)

10»3OAJ*. KAAA Romper Room (5)

11:00A.M. KAAA Our Miss Brooks (5)

Rating nOlTMB

'•9 5,300

13.8 23,700

10.7 16,400

17.2 25,600

6.6 9,100

13.5 32,400

14.1 20,700

15,000

KAAA

8.2

16.

Prime new feature in ARB's local market service is combining of homes reached

for full coverage area with one-week/four-week metro ratings in about 165

markets. Station circulation data is new but the cumulative ratings are not

m
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CHANGE IN BLUEPRINT for copy, scheduling was needed to raise quality, lower number

of inquiries according to Perfection Homes mgr. Buck Jones (r.), sales manager Dale Priest

FEWER INQUIRIES SELL
MORE IOWA PRE-FABS

When you're getting landslide re-

action to your radio schedule, should

you pull copy and revise your copy

media approach?

Perfection Homes in Shenandoah.

la., a firm specializing in pre-fabri-

cated homes, did. The company went

on KMA last June with a modest

schedule of forty 60-second announce-

ments per month. End of the month

inquiries reached an unexpected high

of 500 and sifting out qualified pros-

pects became virtually impossible.

"With only 10% closeable pros-

pects," says manager Buck Jones,

"we knew we had to move fast. We
didn't feel a cut-back was the answer.

Instead, we switched approach."

With his agency, Karl Reinemund

of Omaha, Buck studied the situation.

Main concentration of spots was in

a woman's show at 8:30 a.m. Says

Jones, "The fact that women will

do just about anything Bernice

Currier asks them to is fine for

a packaged goods sponsor, but not

for the qualified response we needed."

The strategy planners decided to

cut back on announcements in the

woman's show (to two per week),

heavy up on a late afternoon d.j.

show (four per week) that would

catch both men and women, add a

spot following a farm service pro-

44

gram (three per week), add a Satur-

day 3 p.m. spot.

"We clamped down on copy, too,"

says Jones, "made it clear just who
it was we wanted to hear from."

Examples of the switch:

• "Dream home" copy was

brought down to earth. The old copy

approach: "A Perfection Home means
convenient and luxurious living at a

tremendous savings." The new: "But

maybe you have ideas for your home
that are different. If so . .

."

• Catch-all audience hookers such

as "designs for the newlywed, the

large family, the retired couple" were

eliminated. Revised copy stresses

quality of material, variety of floor

plans, etc. Phrases like "so easy to

care for," "own your own home
instead of paying rent" are also out.

• Free brochure, which brought

the inquiries, was offered in both old

and new copy, but new copy was

tagged, "Better yet, come to Shenan-

doah and visit the display room."

With this strategy, Jones was able

to get inquiries down to 275 in July,

250 in August and at the same time

increase the percent of closeable pros-

pects to 50-60%. Now, Jones sees

prospects of $1 million worth of busi-

ness based on the furor radio is

kicking up in Shenandoah. ^

How radio

^ Regional cleanser fights

giants with local-personal

approach to housewives

^ Strategy nets increase

in orders and stocking by

Pittsburgh supermarkets

\31etting a regional cleanser on the

supermarket shelf in the midst of a

big-time cleanser battle is quite a

feat. But that's what the Austin Co.

did for its Wipe Away. Their tech-

nique: Radio strategy aimed at the

housewife and designed to win her

confidence.

A product of the James Austin Co.,

Wipe Away is the outgrowth of a

home-made cleaning solution origi-

nally sold through a small Pittsburgh

grocery store owned by James Austin,

father of Harry Austin, Sr., who
heads the present company. The

formula for the cleanser was devised

by the wife of James Austin, and the

product sold first over the counter

at the Austin store, then was handled

through jobbers and dealers.

Word-of-mouth had carried distri-

bution as far as Chicago when the

giants moved into the marketing pic-

ture. With Lestoil battling Colgate's

Genie and Lever's Handy Andy (see

sponsor, 20 June 1959), v.p. and

ad manager Harry Austin, Jr.

launched a series of big-gun ad cam-

paigns against the opposition.

"Results were negligible," he says.

"We tried a combination of media.

We tried tv saturation. We tried

everything we could think of—and

at enormous expense, in Pittsburgh,

Johnstown, Altoona and Wheeling

over a 10 months' period. There was

no perceptible increase in sales over

the entire period. So it was obvious

we were on the wrong track."

How do you sell a lesser known
brand name to a housewife who's

being bombarded with big-time com-

petition? The answer? Fight the

battle on the local level with a highly
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won shelf space for Wipe Away
personalized selling approach.

"It took a lot of searching, but we

finally came up with the right answer

for us," says Austin. "A format that

says, in essence, Austin products and

Wipe Away, in particular, can be

trusted.

"The device was simple—an after-

noon radio segment which invited

listeners to phone in a household

problem, or a solution to one, at a

time when she was occupied with her

own household tasks and most likely

to be interested in sharing her prob-

lems with other housewives."

Specifically, Austin bought a 30-

minute segment of the Monday-

through-Friday Davey Tyson show

on WAMP in Pittsburgh. The seg-

ment was framed with all the excite-

ment values of on-the-spot news

coverage (i.e. a two-way telephone

conversation between Tyson and a

housewife, complete with FCC-man-

dated phone beeps I , carried all the

trappings of a full-scale promotion.

With a sharp eye to their mer-

chandiseability by supermarkets, Aus-

tin bolstered its radio campaign with

these devices:

• Prizes in the form of certificates

redeemable at any grocery store for

one quart of Wipe Away.

• Homemaker get-togethers with

Austin at supermarkets.

• Weekly drawings, good for $25

worth of groceries.

• Product identification through-

out the 30 minutes. Every phone call

is answered with the phrase. "Hello,

Austin's Liquid Wipe Away."

Austin's new advertising strategy

worked much to the surprise of some
of the company executives. Dubious

at first about the effectiveness of such

a simple solution to a tough prob-

lem, they checked it out on several

fronts. Here's what they found:

I 1 I The weekly drawings drew

10,000 cards—a reaction that was

merchandised to supermarkets still

reluctant to go along with the project.

( Drawings were limited to a four-

week period.)

(2) Sales increases, measured in

the first six months, in the following

leading supermarket chains: Thoro-

fare Markets— 69'/ ; A&P— 46', :

Kroger—34'/ .

Austin cites other examples of in-

creases in trade recognition— among
them a 700'/ sales gain in a tough-

to-crack chain.

A switch in media strategy was all

it had taken to make Wipe Away a

household word. ^

3 /
EXPERIENCED CYNIC is wooed to local cleaner battling national competition in Pittsburgh. Here, WAMP's Davey Tyson whittles resistance
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With tape facilities now widespread, SPONSOR ASKS:

Is tv tape effecting long-term

Four representative stations that

have used tape extensively in the

past year tell SPONSOR the cost

and time factors to be considered

Douglas B. Grant, v.p. in charge of tv

operations, WMT-TV, Cedar Rapids

We are able to effect economies

at both ends of our operating sched-

ule with video tape. But, this prob-

ably is offset by the cost of tape and

operating expense of the recorder.

Economy was not the primary

reason for our decision to invest in

video tape equipment. We saw it as

a possible substitute for building ad-

ditional studio space, and we hoped

to attract new business by the use of

video tape. Our experience in the six

months since we installed the recorder

makes us optimistic on both counts.

Furthermore, we have noticed a def-

inite improvement in the quality of

our live camera work. We can take

more time to polish up local com-

mercials, and we can lavish more at-

tention on sets and props because

we're not fighting tight schedules and

clogged studio space.

There is a psychological advantage

when programs are video taped. Pro-

duction and technical personnel seem

to be just a little more careful when
they know they'll have to review their

errors on play-back. Our experience

indicates that contrary to some re-

Economies,

but probably

offset by

vtr costs

ports, instead of encouraging sloppy

production and repeated takes, video

tape tends to tighten up production

with the very first run-through. Be-

cause we were the first station in

Iowa to install video tape, our equip-

ment has attracted a lot of the atten-

tion from agencies and potential ad-

vertisers.

Already we have earned the respect

and netted a healthy broadcast con-

tract from one of our leading depart-

ment stores. It is precisely in this area

of local retail advertising where we
hope to make the greatest inroads.

When one of them recently opened a

new store, we moved in remote gear

and taped 18 five minute programs

from all five floors of his new build-

ing. After the initial broadcast sched-

ule, we intend to cut up their video

tape into one-minute and 20-second

announcements, and freshen them up

with new sound tracks for another

round of showings. We covered the

entire store and taped all 18 programs

using existing store lights in one 15-

hour session. It would have taken

days to do the job on film and our

tapes were perfect broadcast quality

throughout. The savings on the job

of this magnitude are obvious. But,

more important to us, we demon-

strated to a leading retailer that tele-

vision can no longer be ignored by

the aggressive modern department

store and video tape is the tool that

accomplished it.

John Reynolds, sen. mgr., KHJ-TV,

Los Angeles

At KHJ-TV, our two tape record-

ing machines have effected a long-

term savings in manpower not only by

reducing the number of people neces-

sary to operate the station at certain

times, but also by liberating sufficient

manpower during other periods to

produce custom tape pilots, commer-

cials, and the station's own promo-

tion, sales and program needs.

With Hollywood being a major

production center, local and national

advertisers have always demanded a

high standard of live commercial

production. Tape techniques have per-

mitted KHJ-TV to reduce the costs

of servicing such clients by furnish-

ing maximum facilities at mutually

convenient times. Polished taped com-

mercials are produced for incorpora-

tion in participating shows and re-

peated as often as desired.

An expected long-term saving will

result from not requiring connecting

audio and video lines from stations

originating regional programs in

near-by markets. The high cost of

Telco facilities for shared programs

will be reduced when originating sta-

Has reduced

our over-all

costs

tremendously

tions record on video tape and trans-

mit the tape by mail.

The cost of local remotes is greatly

reduced by simultaping whole pro-

gram segments or commercial por-

tions for repetition at later dates and

times in those cases where advertisers

desire a "double exposure" or "tape

worm" style of programing.

While the intensity and changeabil-

ity of live programs and commercials

do not presently allow taping entire

days in advance of telecast, KHJ-TV
makes current savings in overtime

and extra crew charges by pre-taping

many sizable segments such as Sat-

urday night from midnight until

eight in the morning, the Oscar

Levant Show and several heavy pro-

duction shows that occur back-to-

back, plus sign on and sign off seg-

ments daily.

For the long term, then, we at KHJ-
TV look to a further lessening of cost

of actual on-the-air operation and in-

creased revenue from our video tape

facilities.

Robert Smith, director of programing,

WOR-TV. New York

If one judges only the current

amount of video tape now being used

by WOR-TV, there is no question of

its efficiency and economy. But the

proof of the economy picture lies in

the station's plans for increased use

of video tape in its future program

operations. The week of 14 Septem-
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ber, we will inaugurate eight new
shows, all of which will be using

video tape integrated with our filmed

presentations.

The same planning is being brought

to the preparation of commercials.

Because of the new and lesser costs

of video tape production, new busi-

ness is being attracted to the field of

tv commercials. Small advertisers

now find that astronomical budgets

are no longer necessary for the effec-

tive and imaginative presentation of

Tape use is

efficient,

economical

and flexible

their product on television. Literally

hundreds of thousands of dollars

which formerly went into the main-

tenance of live studios and live crews

for on-the-air production are being

saved in the tape operation.

Because we are accenting the

matter of savings here, we will merely

mention that video tape allows for a

much more relaxed, flexible and well-

planned production on every level.

Even hot news, as shown in the recent

special presentation of Bill Rosensohn,

boxing promoter, in his "side of the

story" feature, was a video tape oper-

ation prepared in advance and timed

for the most advantageous showing.

Our two Ampex machines now per-

mit WOR-TV to operate with one

live 40-hour-a-week crew. New shows

featuring personalities such as Herb
Sheldon, Joe King and Claude Kir-

schner will shortly be put on video

tape. Again there will be short-term

and long-term savings.

In addition, and as a valuable

premium, the advance production of

video tape allows for a more relaxed

and well planned program on the part

of talent.

Video tape has proved itself to be

[Please turn to page 52)

Advertisement

ADAM YOUNG'S 6Q MARKET REPORT SHOWS:

Spot and
network radio

are not one medium
Don't judge spot radio's capacity to make
money for you by experience you may have had

or are now having in network. They are not one

medium—they're two. They're different. One is

more effective than the other. The evidence is in

our newest report, "Spot Radio '59—A 60 Market

Appraisal."

Adam Young
jn the pageg qj e(jitor ;a i attention given our

report, one key implication to advertisers has not been sufficiently under-

scored :

Network and spot radio can no longer be regarded as two "equal", "take

your choice" facets of one medium.

First let's see what network radio sells: Its biggest claims are cheapness

and ease of buying. Next is an elusive 'prestige' spun largely from dero-

gating programming on non-network stations, although most of their affili-

ates use it (some quite effectively) during non-network hours to maintain

higher audience levels and better community acceptance.

But while networks may be "cheap",— the Report shows— they fail to

cover all the markets you want. ( Note defections from network to independ-

ent status). While they may offer ease-of-buying, their affiliates in the

aggregate fail to provide audience. And while networks hold out 'prestige',

they fail to provide advertising impact. In short, network can not deliver

effective saturation of all major markets.

Only spot lets you choose the 6es£-performing station in each and every

market . . . gives you absolute flexibility of market, station, time period,

campaign, length, type and number of announcements.

It's all in the book.

1. In 39 out of the first 60 markets, the modern independent supplies the

number one audience.

2. Average impact per market shows both the leading and second independ-

ents running ahead of affiliates.

3. The popularity of affiliated stations varies sharply from market to mar-
ket and a number of important areas are simply not covered by network
stations.

Yes, it's all in the book. Haven't gotten yours yet? Write or phone today.

Ask for "60 Market Appraisal." Shows Metro Area and Advertiser Area
plus market data for each of the top 60 markets. Also, gives Concentration
Factor*; average audience of all major stations; ideal penetration for each
market; comparison of stations against ideal penetration, all data you'll find

useful in your work.
*Cnnrf titration Factor— a neiv dimension: % of Advertiser
Area's retail .tales, population, etc.. within metro county area.

ADAM YOUNG INC.
Representing all that's modern and effective in radio today

NEW YORK (3 E. 54th St.) • ATLANTA • CHICAGO • DETROIT
LOS ANGELES • ST. LOUIS • SAN FRANCISCO

Affiliated with: Young Television Corporation & Young Canadian Ltd.
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GET UNDER

THE SURFACE . .

.

for market facts in the

San Antonio area.

The cost per 1000 is

lower on KONO radio .. . per

1000 men ... per 1000

women . . . per 1 000 families.

For facts and figures

call your

KATZ AGENCY
REPRESENTATIVE

5000 Watts • 860 KC

JACK ROTH, Mgr.

SAN ANTONIO, TEX

National and regional buys

in work now or recently completed

SPOT BUYS

TV BUYS
General Foods Corp., White Plains, N. Y. : Schedules in women's

shows start fourth week in September in about 50 southern markets

for Calumet Baking Powder. Run is for 26 weeks; minutes, three to

five per week in each market. Buyers: Pete Bardach and Jacques

Van Sluys Maes. Agency: Foote, Cone & Belding, New York.

Peter Paul, Inc., Naugatuck, Conn.: About 25 markets getting

schedules for Mounds and Almond Joy starting 27 September for

nine weeks. Prime and fringe minutes and 20's are being used.

Buyer: Herb Werman. Agency: Dancer, Fitzgerald & Sample, N. Y.

Standard Brands, Inc., New York: Kicking off flights for Chase &

Sanborn instant and regular coffees in about 43 markets. Day,

early and late night minutes and some chainbreaks are being placed

for 13 weeks, about 14 per week per market. Buyers: Carrie Senatore

and Dick Macaluso. Agency: J. Walter Thompson Co., New York.

Ceneral Foods Corp., Minneapolis: Introducing a new hot cereal

product in West Coast markets using day and night chainbreaks, to

start 28 September on an in-and-out basis through next April. Other

activity begins about presstime for its frozen pizza in selected North-

east markets, with day and night minutes for six weeks. Also a new

advertising strategy is being tested for Bisquick in Omaha, where

Wednesday and Thursday schedules only are being used to hit the

housewife on shopping days. Buyer: Phil Archer. Agency: Knox

Reeves Adv., Inc., Chicago.

Chunky Chocolate Corp., Brooklyn, N. Y. : Flights start this

month for Chunky, Bit-O-Honey and Kit Kat candies in about 35

markets. Day and night minutes, five to 10 per market per week, are

being placed for 18-22 weeks along with kid show participations for

13 and 26 weeks. Account is split among agencies, depending on

markets; Mary Lou Benjamin buys at Grey A.A.; Mike La Terre

buys at J. Walter Thompson Co., both New York.

The Nestle Co., Inc , White Plains: New schedules being set in

about 49 markets for Decaf and Nestea. Decaf flights start late this

month for nine weeks using late night minutes; Nestea, 5 October for

eight weeks, day and some fringe nighttime I.D.'s. Nestea frequency

ranges from six to 16 per week per market. Jane Podester buys on

Decaf; Enid Cohen on Nestea. Agency: McCann-Erickson, N. Y.

RADIO BUYS
Tetley Tea Co., New York: Campaign for its teas starts 28 Sep-

tember in top Eastern markets. Placement is for six to seven weeks,

daytime minutes and I.D.'s. Buyer: Art Topal. Agency: Ogilvy,

Benson & Mather, Inc., New York.

Cities Service Co., New York: Fall flights for its gasolines and

oils begins 30 September for five weeks in about 50 markets, with

traffic hour minutes ranging from 50 to 175 per market per week

being set. Buyer: Mary Dowling. Agency: Ellington & Co., N. Y.
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AD MEN!
The party's on Joe, Larry and Tony!

WIN A GRAND IN OUR
WORLD SERIES Scoreboard CONTEST!

You've dished out lots of contest prizes yourself. Now it's your turn to be on the receiving end of the money.

$1,000.00 Cash!

Simply forecast the score of the forthcoming World Series, in accordance with the rules printed below. You

may use the scorecard on this page, or any old office form. The Contest is open to all advertising agency

personnel; all client advertising personnel (including marketing, research, brand managers); and all network

personnel. One winner — one prize! $1,000.00 in cash! One entry to a customer, please.

KEL-O-LAND tv
103 counties, 246,000 tv homes

I\lLU-TV Sioux Falls, plus boosters:

rvULU- 1 V Watertotvn-Aberdeen-Huron

KPLO-TV Chamberlain-Pierre-Valentine

JOE FLOYD, President

EVANS NORD, General Manager

Represented by H-R

* g »yjwrfwr. *o%£ mrr» "-~-tir""i -

WLOL AM/fm
Minneapolis-St. Paul

The Twin Cities' Livewire Station!

Topping All Independents!

LARRY BENTSON, President

WAYNE 'RED' WILLIAMS, Sales Manager

^->.--^»vg<»MSi~<IV»KTt«^War fT«laiftn.«T^

Represented by AM SALES

KSO Radio
Des Moines and Centralioica

Radio on the GO!

Now topping three network stations!

Most quarter-hour gains of all stations!

And you still gel that low, low cost

per mmmmmm.

Phone TONY MOE

at KSO or contact H-R Reps.

HWMWWM

CONTEST RULES:

The $1,000.00 cash prize will be awarded to

the entrant forecasting nearest correctly the

total runs scored by both teams combined in

the entire Series. In the event of ties, the

nearest correct total Series score of each

team will count. Should there still be tieing

entries, the tie-breakers will be, in this order
— the nearest, correct number of games
played as shown on your scoreboard; and the

nearest correct scoring, game by game.

Mail your entry to WORLD SERIES CONTEST,
in care of WLOL RADIO, Minneapolis 2, Minn.

Entries must be postmarked no later than

September 28, 1959.

WORLD SERIES CONTEST

c/o WLOL RADIO, Minneapolis 2, Minn.

Please check my World's Series scoreboard, and send me the "grand."

1 2 3 4 5 6 7 Total

AMERICAN LEAGUE

NATIONAL LEAGUE

My Name

Position ..Company
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1 1mi RADIO RESULTS

Capsule case histories of successful

local and regional radio campaigns

FOREIGN CARS
SPONSOR: C. W. Upchurch & Co. AGENCY: Direct

Capsule case history: The boom in foreign cars has not

been catapulted by word-of-mouth as most foreign car im-

porters and magazines claim. Radio advertising has played

a highly important role and, for C. W. Upchurch & Co. of

Charlotte, N. C. importers of Mercedes-Benz, Renault

Dauphine and Peugots, radio has been one of the most effec-

tive sales media the company has ever used. In the summer

Upchurch & Co. purchased a spot schedule in WSOC's

Hornet baseball broadcast. Upchurch's commercials were

delivered live by Bill Snyder, Charlotte's leading play-by-

play sports broadcaster. "We feel that the increase in busi-

ness is a direct result of Bill Snyder's excellent handling of

our spots, as we have not advertised in any other media,"

wrote v.p. A. McNeil Upchurch, "Our sales have shown out-

standing increases over previous months," he continued. "I

can most heartily recommend Bill Snyder and Hornet

Baseball to any business as a sure-fire sales stimulus."

WSOC, Charlotte Announcements

FURNITURE
SPONSOR: Stone Bros. Store AGENCY: Direct

Capsule case history: A KWKW Spanish-language week-

end promotion hit the jackpot for the Stone Bros. Store,

furniture dealers in Los Angeles. The promotion was

staged from the store over a three-day period and attracted

an estimated 750 persons to Stone Bros. Normally the

average number of prospective customers, mostly Latin-

Americans, visiting the store on a weekend is about 135.

During the three-day period, the station did 10 hours of re-

mote broadcasting from the store featuring its top person-

alities, and this was supplemented by a series of 50 spot

announcements. Cost of the promotion was under $2,000

including time, talent and spots. Yet total sales, as reported

by store manager Lou Butler, amounted to an estimated

$37,000 as compared to an average weekend total of about

$7,500. "This weekend promotion by KWKW was highly

successful," Butler told KWKW. "It kept our cash registers

ringing and we are already planning another promotion.

KWKW, Pasadena Announcements and program

AUTOMOTIVE REPAIR
SPONSOR: Guaranteed Motor Exchange AGENCY: Direct

Capsule case history: Guaranteed Motor Exchange, Nor-

folk, placed all its advertising on WRAP, Wilmington, when

it started in business. Initially, one daily quarter-hour pro-

gram was scheduled. The immediate response promoted an

additional weekly half-hour musical program on Sunday.

Business continued to grow, and the schedule was expanded

t© include another quarter-hour daily music show at the

end of the third month. Then, five 5-minute daily newscasts

were purchased. The entire schedule currently covers five

hours and 35 minutes of GME sponsorship a week and rep-

resents 95% of its advertising budget. Owner and manager

Bob Ellington told the station,'T knew that WRAP could do

the job the first day I opened. As business increased, my

budget on the station increased accordingly. From nothing

to a $300,000 business within a year deserves more than

acknowledgement. WRAP will always get the major share

of my business because it reaches a buying audience."

WRAP, Norfolk Programs

APPLIANCES
SPONSOR: Doubleday Hill Electric Co. AGENCY: Direct

Capsule case history: Doubleday Hill Electric Co. of

Washington, D. C, purchased a test campaign on WMAL
to advertise Sunbeam electric appliances. One of Wash-

ington's leading husband-and-wife shows, Jerry and Jimma

Strong carried the campaign. Since the majority of the

housewives in that area live outside the city and must

come many miles to make a purchase selling such a highly

competitive product presented a problem. The program is

aired from 10 a.m. to 3 p.m., Monday through Friday and

is aimed exclusively at housewives. The campaign ran

for four weeks exclusively on WMAL using minute an-

nouncements. At the conclusion of the schedule Doubleday

counted 623 Sunbeam Electric Mowers and 261 gasoline

powered Sunbeams sold. "This represents considerable vol-

ume on just two items," stated a Doubleday executive. "And

it proves to us that Daytime radio, though lower in price can

be very effective in getting us the sales reaction we want."

WMAL, Washington, D. C. Announcements
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BROADCASTING
THE BUSINESSWEEKLY OF TELEVISION AND RADIO

REVISION DAILY

TV repair racket to Pentagon reorganization

. . . child molestation to federal aid to education

—WWDC has been airing its views editorially

on these and other controversial topics for a

year and a half. Actually, we were pioneers in

this now popular field—in keeping with our posi-

tion as Washington, D. C.'s most-listened-to

station.* The reactions and results have been

most gratifying, not only from the trade press

but even more importantly from many of the

groups and individuals under whom we have

managed to light a few fires.

P.S. Similarly satisfactory results are assured for

straight commercials!

''Metropolitan Washington 5-county Pulse — month after month

Radio Washington

REPRESENTED NATIONALLY BY JOHN BLAIR & CO.
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Pnavett. .

.

The SUMMER report

repeats the WINTER Story

WNEM-TV domi-

nates the 443 com-

petitive quarter

hours by taking

70% hands down.

WNEM-TV 312*

Stations "F"

and"L" 131

kNSI-July, 1959

The one dominant force is

5,

of course!
NJ

In the Great Saginaw Valley and

the Metropolitan Hub of Flint-

Saginaw—Bay City—Midland:

See your Petryman

CENTRAL STUDIOS AND OFFICES
5700 Becker, Saginaw, Michigan

NATIONAL SALES OFFICE AND STUDIOS
Bishop Airport, Flint, Michigan

WNEM-TV

SPONSOR ASKS
{Continued from page 47)

efficient and flexible, allowing for

imaginative production, better pro-

gram timing. Without question, it

represents a major economy develop-

ment in the field of telecasting.

William D. Pabst, gen. mgr., KTVU,
San Francisco

Our experience during the past

year of operating with two Ampex
VR-1000 units has shown that while

occasionally the availability of tape

equipment will effect a savings in en-

gineering personnel overtime, it does

not necessarily mean a long-term

savings in operational payroll.

Vtr has not

accomplished

long-term

savings for us

When KTVU invested more than

$100,000 in video tape equipment,

we did not see it as an economy
measure. We installed tape units as

another station production facility

to generate additional income and

contribute to more flexible, dynamic
and up-to-the-minute programing.

KTVU has found the benefits of

video tape are chiefly production

flexibility. The facility invites local

advertisers to create more-or-less

elaborate commercials for their San

Francisco campaigns that heretofore

were economically prohibitive. This

is the area in which video tape gen-

erates the income to pay for itself. It

is not only the payment by the ad-

vertiser for the use of our tape

recording facilities, but the combina-

tion for that and the air time he

schedules for his commercials that

pay the video tape bill for us.

We've used tape successfully day-in

and day-out to broaden our program-

ing concepts. KTVU currently has

scheduled a nighttime variety show

—

with top ratings in the market—that

couldn't have been done on the same

scale without tape equipment. Our
autumn sports programing couldn't

have been as complete—and as com-

mercially attractive—without vtr.

No, video tape hasn't effected a

savings—but it has added enough in-

come to encourage our even greater

use of this channel 2 facility. ^

BIGGEST SHARE OF AUDIENCE

IN AMERICA IN MARKETS

OF 3 OR MORE STATIONS*
Once again, KROD-TV proves that it is Amer-

ica's best TV buy with an overwhelming

chore of audience in a competitive, 3-stotion,

3-network, all-VHF market. (*ARB, July 1959)

See your Branham man for full details.

EL PASO. TEXAS
Dorronce D. Roderick, Pres.

Vol Lawrence, V.-Pres. and Gen. Mgr.

REPRESENTED NATIONALLY BY THE BRANHAM COMPANY
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A giant "SuperScooper" of International Minerals

& Chemical Corporation dredges the mineral so

vital to national defense — phosphate — from

extensive reserves in central Florida, this coun-

try's richest source.

In 1958 alone, 4,547,406 tons of this important

mineral were shipped from the MARKET ON
THE MOVE — TAMPA-ST. PETERSBURG.

Dynamically progressive . . . dynamically profit-

able as a buy for you ... is the STATION ON
THE MOVE, WTVT ... first with 48.6% of total

share of audience (latest ARB) . . . with highest

rated CBS and local shows! Of the top 50 shows:

WTVT has 37, station B has 9, Station C has 4.

i Hn Hi 7 mm am
tion on the move .

.

V I V I
TAMPA - ST. PETERSBURG

Channel 13

The WKY Television System, Inc.

WKY-TV WKY-RADIO
Oklahoma City Oklahoma City

Represented by the Katz 4 «pncy
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NEWS & IDEA

WRAP-UP

GIANT CANDLE of red and yellow neon

(KYA transmitter tower) blazes into sky to

announce every victory for San Francisco

Giants. Tower, on Candlestick Point, over-

looks site tor the new Giants' ball park

MHM
T0PSSZu ^WKM1 9H|

PRECARIOUS PERCH provided bird's eye

view of county fair for WKMI's (Kalamazoo)

Vince Ford. D.j. spent six days aloft, aired his

program, played games via p. a. system, gave

out odd prizes to onlookers at pole base

ADVERTISERS

Manischewitz Wine Co. (througl
Gumbinner) is putting roughH
$1 million into a radio/tv cai

paign designed to make wind
drinking more fashionable.

The copy, heavy on highball anc

on-the-rocks drinking, substitute)
"with your favorite mixer" for thi

vodka suggestion in print ads.

Schedule: 10, 20 and 60-secondi

in 100 tv markets; 60s in 30 radi<

markets.

Print budget: $250,000.

Campaigns:
• International Shoe, the ac

count that went into tv for the firsl

time last year with such a big splash}

is continuing with the medium this

year. The company is currently in a

back-to-school push for kids. Agency
Krupnick & Associates, St. Louis.

• American Bakeries is start

ing its campaign this week, to rui

through December, via three and four

»

ON HAND for Balaban fall planning session,!

(I to r) Wm. T. McKibben, asst. to v.p.,3

Mrs. Irene Runnels, group mdse. dir., Maryl

Anne Greiner, Mary Wurth and Mrs. GraceJ

Cook arrive to present new radio ad approach
|

RIGHT IN THE MIDDLE of pretty girls is

spot Paul Hedburg, WTCN, Minn.-St. Paul

prefers at Minnesota State Fair. Station did

remotes, special reports from fair grounds

i^^#BE FAIR]



top radio stations in 24 markets.

Agency: Y&R.
• F. H. Snow Canning Co., for

its Cap n Snow is launching the big-

gest ad program in its history—via a

"Musical Clambake*' on top radio

stations in major cities, including the

West Coast. The campaign: Three

and one-half hours of popular music

Wednesday and Saturday nights.

Agency : Daniel F. Sullivan, Boston.

• National Biscuit Co. will make

its most extensive use of network tv

this coming season via adding seven

new shows to the company's present

lineup of six. The new shows, on

NBC TV: Wagon Train, Concentra-

tion, It Could Be You, Dough Re Mi
and Queen For A Day. On CBS TV
Nabisco will sponsor Sky King on

Saturday mornings.

• Mission Pak, Los Angeles, is

making a $350,000 saturation buy of

tv and radio spots in California mar-

kets for four weeks beginning 15 No-

vember. All but 10% of the budget

will be allocated to the Los Angeles

and San Francisco markets. Agencv:

Stanley Pflaum Associates, Beverly

Hills.

'

Strictly personnel: James Coo-
gan, to advertising manager and

Raymond Apy, sales promotion

manager for Texaco, Inc. . . . Charles

Foote, to director of advertising for

the State Farm Insurance companies

. . . Claude May, assistant advertis-

ing manager for the International di-

vision of Max Factor . . . Leonard
Rutstein, to advertising manager of

Exquisite Form Brassiere, Inc.

AGENCIES

Richard Lockman, senior v.p.

and head man on Revlon and Es-

quire accounts at Mogul Williams

& Saylor, called for creative ac-

count men who will "prod their

tv departments."

In a speech this week to the ad-

men's post of the American Legion,

he gave these examples of what the

account men can do for the tv de-

partment :

• Call attention to use- of tape

for testing commercial ideas—a

device MW&S has used to woo a num-
ber of print advertisers into tv. He
added that tape made at a station for

a few hundred dollars does not neces-

sarily preclude the possibility of the

finished commercial being produced

on film.

• Plug for more "entertain-

ment''' in commercials, particular-

ly in view of the record number of

specials and one-hour shows being

planned which could make the com-

mercials concentrating only on "prod-

ucts claims, demonstrations and pack-

age shots look like a one-color line

drawing in the corner of the biggest

display sign on Times Square."

Agency appointments: Thomas
J. Lipton Co., for its tea and in-

stant tea advertising billing about

$3.5 million, from Y&R to SSC&B.
Y&R will continue to handle Lipton's

line of soup mixes . . . CBS TV.

™V ltii ,,,*3 tOAftdf

,:%

LUCKY KEYS for lucky winners sent thou-

sands of WITH, Baltimore listeners on treas-

ure hunt for keys to new Chevvie station

wagons. Six clues a day were aired on '/4 hr.

BOWTIES AND BOATERS boomed "Old

Fashioned Bargain Days" at Syracuse stores,

gave shoppers an earful as well as eyeful of

WHEN-AM-TV's traveling barber shop four

32 BIRTHDAY CAKES went to sponsors of WAPI's (Birmingham) popular The People Speak

as show celebrated 5th year. Shown here are (I to r) cake-carriers Bob Luckie, pres. Robt.

Luckie Advtg., local "Miss People Speak," Dottie Brennan and station's Dave Campbell, emcee
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billing $2 million, from McCann-
Erickson to BBDO, which resigned

the $1.5 million ABC account . . .

Clairol. for one of its two new hair

coloring products, to Doyle, Dane,
Bernbach . . . Flexees, billing $600,-

000 for its line of swimwear and
foundation garments, from Durand
Advertising to Doner & Peck . . .

The California Bankers" Association,

to Dancer-Fitzgerald-Sample . . .

The Pearson Pharmacal Co.. Miami,

to Hume, Smith, Mickelberry, al-

so of Miami . . . Crawltrak Toy Co.,

to Kitzif-George-Wemhoener Ad-

vertising, new St. Louis agency . . .

Benioff's, San Francisco and Oak-
land, for a tv spot campaign, to

Bernard B. Schnitzer, San Fran-

cisco.

New name: Mogul Lewin Williams

& Savior, New York, to Mogul Wil-
liams & Savior.

New agencies: Frederic and Diane
Papert and William and Marcella

Free joined forces last week to form
Papert & Free, Inc., at 375 Park
Avenue. New York . . . Evans Young

STATION

WDAM -TV
NOW CHANNEL 7

NBC — ABC

Hattiesburg-Laurel, Mississippi

THE ONI Y TELEVISION STATION

IN THIS PROSPEROUS AND

FREE SPENDINC MARKET
*Per capita Retail Sales In Hattiesburg:

133% Above the Average in Mississippi

40% Above the Average in the U.S.

'Source: Sales Management

NOW REPRESENTED NATIONALLY BY:

WEED TELEVISION
CORPORATION
New York, Chicago, Detroit, St. Louis, Boston,

Atlanta, Dallas, San Francisco, Los Angeles

Wyatt, new agency at 5635 Yale
Blvd.. Dallas.

Acquisition: By John W. Forney,
Inc., Minneapolis, of the Minneapo-
lis office of Bruce B. Brewer & Co.,
bringing total billings of the Forney
agency into the $4 million category.

Thisa 'n' data: First buy out of

the newly-opened New York branch
of Miller, Mackay, Hoeck & Hart-
ung (Seattle agency) is a package
of six I.D.'s per day in the World
Series on WRCA, New York, for

Bardahl . . . Fred Niles Studios,
in Chicago, is out to spur midwest
tv production via an "Operation Ex-

posure"—a talent revue for Chicago
talent buyers to prove that "there is

talent in Chicago."

On the personnel front : Vincent
R. Bliss, former president of Earle

Ludgin & Co., Chicago, to the execu-

tive staff of Campbell-Ewald . . .

Gene Accas, elected v.p. for net-

work relations at Grey Advertising

. . . Alvin Sarashan, to creative di-

rector of the Los Angeles office of

Kenyon & Eckhardt . . . A. L. Chopp,
to director of the Chicago office and
George Paneff, to general manager
of the new midwest operation of

Norman, Craig & Kummel . . . Doug-
las Burch, media director, Reach,

McClinton & Co. . . . Roy Passman,
associate media director, J. M.
Mathes . . . Fred Brogger, to pro-

gram supervisor of Lennen & Newell,

Beverly Hills . . . Thomas Alvarez,

media director, Ingalls Associates.

Boston.

Resignation: William Peterson,

as v.p. in charge of West Coast radio

and tv for Cunningham & Walsh.

FILM

Ziv-Tv's selling success in the

current season is reflected in its

production budget for the next
12 months: $21 million.

This represents an increase of

$4.5 million over the previous year's

record expenditure. New schedule

calls for four network shows and
eight in syndication. It was two

and six last year.

Purchase: Bonded Tv Film Serv-

ice has been acquired by Industrial
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FIRST

RIGHT

DOWN

LINE

RATINGS

PRESTIGE

COMMUNITY

SERVICE

FOR 39 YEARS
THE UNDISPUTED LEADER

ALL YOUR KATZ MAN FOR
HE AUDIENCE & COVERAGE FIGURES

OKLAHOMA CITY
RADIO
930 K.C.

INDEPENDENT
MODERN
PROGRAMMING
Owned and Operated by

The WKY Television System, Inc.

WKY-TV, Oklahoma City

WTVT, Tampa-St. Petersburg, Fla.

Represented by the Katz Agency



Enterprises, Inc., for an undis-

closed sum.

Library addition : Flamingo has

taken over a package of 30 feature

films, valued at $16 million, mostly

foreign, like The Little World of Don
Camillo and The Last Bridge.

Sales: ABC Films reports Jim

Bowie and Meet McGraw are sold

in 72 and 24 markets, respectively.

Most recent sales on Jim Bowie are

to KGO-TV, San Francisco; WMCT,

Memphis; WPST-TV, Miami; WWJ-
TV, Detroit; WABG-TV, Greenwood;
KOMO-TV, Seattle, and WLVA-TV,
Lynchburg. Sponsors in the above

markets include Sigler Heating in

Lynchburg and Harvey Motors in

San Francisco. Meet McGraw sales

last week were to WVEC-TV. Nor-

folk; KFJZ-TV, Ft. Worth; KTTV,
Los Angeles; WDSU-TV, New Or-

leans; KICU, Bakersfield; WABG-
TV, Greenwood WBRC-TV, Birming-

ham; KNOE-TV, Monroe, and
KGNC-TV, Amarillo.

KOLN-TV

OUT-PULLS 24 OTHER TV STATIONS

in cost-per-order results!

TATHAM-UAIRD
IMC

advertising

CH1CACO ». "-

June 4, 1959

Ur A . James tt>el

Dear Ji» !

KOLN-TV has won the

+n announce that w Promotion

^ ,re
p
bSXtToffee Flo^er^eed

1959 Butter w^ ^ -^,

tions P«**?j^lowest cost per^^^^^^
deli-red the 1 ^r^^apprec f
tions ^aVThe lowest co & ^ *~- ^^-^Z^^ . .. n
delivered the ^^^^-^^and apprecxation

e%teud our^g^S*P contrihuted to

Please exten ur station

* tte
tSs Potion a great succ

making this P
smcer.

Yffil/uw

The letter speaks for itself. If it's results

you're after, make sure you reach Ne-

braska's other big market— Lincoln-

Land— through the one station that

Sincerely*

yiilliam B Lierle

Broadcast
Manager

really covers it. Avery-Knodel will give

you all the facts on KOLN-TV— Offi-

cial Basic CBS Outlet for South Cen-

tral Nebraska and Northern Kansas.

KOLNTV
CHANNEL 10 • 316,000 WATTS • 1000-FT. TOwig

COVERS LINCOLN-IAND — NEBRASKA'S OTHER BIG MARKET
*'»'; Knodel, Inc.. Exefuiic* National fteprefenfofivej

Programing: UAA has assembled

a third package of children's pro-

grams, the Big Mac Show, compris-

ing 210 reels of Warner Brothers

featurettes . . . Sterling Television

has released for syndication a second

series of Bowling Stars re-runs ini-

tially seen on ABC TV. There are

now 52 half-hours available.

Sports: Max Cooper of Chicago
has installed $150,000 worth of video-

tape equipment in Havana for his

Winter Tv Baseball series. The 90-

minute tape show has already been
sold to WWJ-TV, Detroit; KBTV,
Denver; KTTV, Los Angeles; WBKB-
TV, Chicago; KRON-TV, San Fran-

cisco; W0R-TV, New York; KDKA-
TV, Pittsburgh; WISN-TV, Milwau-
kee; KHOU-TV. Houston; KLOR-
TV, Salt Lake City, and WRVA-TV,
Richmond.

Production: Douglas Morrow will

write and Philip N. Krasne's Califor-

nia Studios will produce three pilots:

Kitty Hawk starring Kathleen Crow-

ley and Herbert Marshall, It Hap-
pened In Sun Valley, and Mothers
The Governor of Texas, starring Con-

stance Bennett.

More sales: Sterling Television's

Bowling Stars sold to WXIX-TV,
Milwaukee; KTTV, Los Angeles;

KOIN-TV, Portland; KFYR-TV^ Bis-

marck: KKTV, Colorado Springs;

KFBB-TV. Great Falls; KSHO-TV,
Las Vegas; KBES-TV, Medford;

KREX-TV, Grand Junction; KTVB,
Boise; WGEM-TV, Quincy; KTBC.
Austin; WPIX, New York; KSWS-
TV. Roswell, and WTVH, Peoria.

Commercials: Charles H. Was-
serman to MPO Television as staff

director. Mr. Wasserman is president

of the Screen Directors International

Guild.

Promotion: Dr. Frances Horwich
of ITC's Ding Dong School was in

New York last week to promote the

program and her new book . . . Two
Ziv stars appearing on the cover of

a recent Life magazine were Bill

Lundigan of Men Into Space and

Gene Barry of Bat Masterson.

Additional sales: Ziv's This Man
Dawson now sold in 103 markets.

Latest sales are to Standard Oil of

Indiana in Kalamazoo. Indianapolis,

Pittsburgh-Joplin. Mason City, Cape
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IN SAN FRANCISCO . . . audiences
respond 10 KOBY's musical formula.
From New York to San Francisco, ad-

vertisers know that KOBY motivates
the market!

If your favorite tune is "Happy Days
are Here Again," played by thousands
of ringing cash registers . . . then it's

time you called your Petry Man. He'll

show you the rating facts and give you
the big reason to buy KOBY in San
Francisco I

10,000 watts
San Francisco

Sit in with your PETRY Man
in Greenville, Miss.-WGVM

Mid-America Broadcasting Co.

When in Denver. Stay at the Imperial Motel
-1728 Sherman Downtown

FOUR
TIMES

YOUR
MONEY'S
WORTH

In Shreveport, one of America's fastest growing

markets, you get a lot more for your money

when you specify KTBS-TV, Channel 3.

All Nielsen surveys show KTBS-TV the dom-

inant station in a market over four times larger

than Shreveport's metropolitan area in pop-

ulation and income. Here is coverage that really

counts - 1,318,600 people with $1,661,784,000

to spend.

Ask your Petry man for the story on the FULL

Shreveport market. You'll find KTBS-TV not

only gives you your money's worth, but more,

lots more.

NBC
ABC E. Newton Wray, Pres. & Gen. Mgr.

Girardeau and Eau Claire. Other

sponsor -ales were to Bay Area Ram-

bler dealers in San Francisco, Mike

Persia Chevrolet in Houston, and

Fuller Ford in San Diego; also, Sun

Oil in Richmond, Advance Homes &

Lumber in Davenport, Case Tractor

in Oklahoma City and Redd Pest Con-

trol and Bevis Construction as Jack-

son co-sponsors. Station buyers were:

WJM-TV. Milwaukee; WTVY, Do-

than: WNCT, Greenville; WAPI-TV,
Birmingham; KFYR-TV, Bismarck,

and WSOC-TV. Charlotte.

Progress report: ITC's report on

its first year of activity include the

following facts: That it now provides

1.200 hours of domestic programing

a week and 188 half-hours a week

abroad: That its syndicated series

were sold in the following numbers

of markets: Cannonhall, 105; Sgt.

Preston, 95; Jeff's Collie, 167; Brave

Stallion. 102, and Ding Dong School,

75; And that sales plans for next

year entail at least four new shows

within six months.

Strictly personnel : Howard S.

Meighan, of Videotape Productions,

to Europe to promote the use of

video-tape for educational purposes.

NETWORKS

The Tv Networks figure they'll

rebate between $3—3.5 million

for time preempted to cover the

odvssev of Premier Khrushchev
in the U. S.

At the same time they expect quite

a pick up in viewing, especially in

the daytime, because of the many
break-ins of his journey.

ABC TVs Ollie Treyz, just re-

turned from a Far East trip,

urges that the U.S. State Depart-

ment help the American tv film

ease Japanese trade barriers.

Treyz contends that this extra for-

eign income is necessary to improve

the standards of America tv film in

terms of investment.

Entry for American tv film via free

markets would also serve to bring

the American viewpoint to most areas

of the free world.

Augmenting Trevzs statements in

a press meeting AR-PT president

Leonard Goldenson made this strong

recommendation:

WHEELING
37;H TV
MARKET

'Television Magazine 8/1/58

One Station Sells Big

Booming Ohio Valley

NO. 13 IN A SERIES:

CHEMICALS

With the deep salt wells supplying the

essential brine, and the broad Ohio
River furnishing economical transporta-

tion facilities, a rich, thriving chemical
industry has arisen in the bountiful

WTRF-TV area. Typical is the Colum-
bia-Southern Chemical Corporation at

Natirum, W. Va., just south of Wheel-
ing. Here more than 1,000 employees
are engaged in the production of chlo-

rine, caustic soda, chlorinated hydro-

carbons, ammonia and titanium tetra-

chloride. The more than $5 million an-

nual payroll dollars help make the
WTRF-TV 39-county area a super mar-
ket for alert advertisers.

For complete merchandising service and

availabilities, call Hob Ferguson, IP
and General Mgr., at CEdar 2-7777.

National Rep., George P. Hollingbery Company

mtrf I

v

^^Wheeling 7, West Vo. ^s^»l

316,000 waits
ty g Q network color
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The networks, tv film producers

and talent people organize them-

selves a sort of "Eric Johnston"
office which would work through
the State Department to gain
them free and open competition
throughout the world.

The time to do it. urged Goldenson,

is now. in anticipation of 100 million

t\ homes that are bound to come in

countries outside of the Western

Hemisphere.

Regional buys in network tv con-

tinue to mount

:

H-A Hair Arranger's commit-

ment for the alternate week of Trou-

ble Shooters on NBC TV is limited

to a lineup west of Pennsylvania.

Marlboro, which has the alternate

week of Trouble Shooters, will ab-

sorb the bill for the eastern leg the

second week.

H-A, a kink remover, is a new-

comer to network tv.

The North Dakota Broadcasting
Co. signed an agreement last

week to affiliate all its tv stations

with ABC TV.
The stations involved: KXJB-TV.

Valley City; KBMB-TV, Bismarck:

KCJB-TV, Minot, and the recently-

purchased KXGO-TV in Fargo-Moor-

head.

Net tv sales: Black Saddle, to be-

gin its second season on ABC TV
Friday. 2 October, 10:30-11 p.m. for

L&M (McCann) and Alberto-Cul-

ver (Wade) . . . General Cigar

(Y&R) joins Kellogg (Burnett) on

The Deputy, NBC TV Saturdays, 9-

9:30 p.m. . . . Jubilee U.S.A. moves
to a new time period 3 October—10-

11 p.m. on ABC TV for Masse) -Fer-

guson (NL&Bi.

Promotion: For Holiday With
Chevalier, Sunday, 27 September,

5:05-6 p.m. on CBS Radio, the net-

work is sending to agencies and the

press, straw hats and samples of the

sponsors (Chesebrough-Pond's) prod-

ucts.

Thisa 'n' data: The sixth annual

convention of the CBS Radio Affili-

ates Association meets this coming
week ( 23-24 September) in New-

York, featuring Arthur Godfrey and
Frank Stanton as guest speakers . . .

Edgar Bergen will host the six

Rexall tv specials planned for this

season, beginning with Strawberry

Blonde on NBC TV Sunday. 18 Oc-

tober.

New affiliate: WQDY. Calais. Me..

and WMOA. Marietta. 0.. to NBC
Radio.

Here are network radio's leading

advertisers during the four-week
period ending 9 August, accord-

ing to Nielsen:

TOTAL
HOME

NO. b'dcsts

OF DELIVERED
ADVERTISER b'dcsts (000)

Reynolds. R. J. 358 125.372

Liggett & Myers 377 118.950

Time 185 89.767

Midas 169 86.998

General Foods 171 79.027

Ex-Lax 157 66.228

Lewis Howe 124 60,344

American Tel. & Tel 237 58,504

Chevrolet 136 43,619

Socony-Mobil 116 35.220

Amer. Motors 88 33,038

General Mills 88 33,038

Armour 79 32,392

Grove Div. (B-M) 88 31,161

Hudson Vitamin 104 25,863

Sterling Drug 64 24,931

Greyhound 80 24,581

Bristol-Myers 37 23,587

CBS Electronics 50 23.393

Firestone 48 22.898

RADIO STATIONS

The National Association of Fm
Broadcasters held their first con-

vention in Chicago this past week
end.

Among the prominent speakers:

Arthur Bellaire. of BBDO; Arno

Johnson, JWT authority on popula-

tion trends; and Arthur Politz.

Another speaker: T. Mitchell Hast-

ing, Jr., pres. of the Concert Network,

noting that with some 16 million fm

sets in U. S. homes, "it's up to the

FM Broadcasters to furnish the fact-

ual ammunition to prove fm's pur-

chasing power to advertisers."

Radio obviously didn't take a

back seat to tv in covering the

arrival and travels of Premier
Khrushchev this week.

In New York and Washington, for

WGR-TV Selling the Buffalo-Niagara Falls market

repeat orders in the nation's 14th market, as anywhere else, are the best evidence of television's

selling ability, wgr-tv, nbc in Buffalo, is proud that 25 national and 21 local advertisers, who
have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959.

These, and newer advertisers, will get even better sales results in 1959, as wgr-tv continues

to provide better service for more viewers in the mighty and prosperous market known
as the Niagara Frontier.

For best results in Buffalo from America's most powerful selling medium, call your Petry

television representative about availabilities on WGR-TV—this year celebrating its fifth anniversary.
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AIM . . . .

U-

... to point a weapon at some object, someone's intention

or design, the direction of effort at some purpose. Case in

point: if your aim is to sell products in the central 24 counties

of Wisconsin (over 1/3 of the total) you'd better aim straight

for WSAU-Television. No other station can give you the needed
coverage in these 24 counties, and at a really low cost.

LESTOIL hits 92c per thousand homes reached with their

present schedule - verified by the latest ARB Area Report.*

Have WSAU-Television's close-at-hand representatives shoot

the full information over to you on rates and ratings NOW!

*ARB Area Report, March. 1959

WAUSAU •WSAU-TV WAUSAU

Represented by THE MEEKER CO., INC. and HARRY HYETT (Mpls.)
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Don't make the same

mistake twice—

Mistakes can be costly! This time re-

member this PROVEN fact! You best

sell to Negroes with Negro Radio. It's

true some read papers and magazines and
some watch TV, but 95% of all Negroes

listen to radio ! Rounsaville Radio pro-

grams lCKFj to Negroes with Negro per-

formers. All six Rounsaville stations are

Number-One Rated by BOTH Pulse and
Hooper! Get the facts on the tremendous
rise in income, increase in population,

standard of living and best of all—the

BUYING POWER of the Rounsaville

Negro Markets . . . $824,219,000 AFTER
taxes in the Rounsaville coverage area!

Experience is the best teacher. Experience

Rounsaville Radio—one of the oldest and
largest in Negro Radio!

Personal Letter

Don't be misled that Negroes
will buy anything. Negroes
are intensely loyal to prod-
ucts in which they believe.

One vital fact is that they do
believe what they hear on

their own radio. And with believability comes
sales. So, no matter what your budget for

these six important markets ... a proper part

MUST go to Negro radio or you're missing this

market! Try Rounsaville Radio—you'll see!

ROBERT W. ROUNSAVILLE,
Owner - Presi dent

FIRST U. S. NEGRO-PROGRAMMED CHAIN

FIRST IN RATING IN SIX BIG MARKETS

WCIN 1,000 Watts (5,000 Watts soon)—Cin-
cinnati's only all Negro-Programmed Station!

WLOU 5,000 Watts — Louisville's only all

Negro-Programmed Station!

WMBM 5,000 Watts—Miami-Miami Beach's
only full time Negro-Programmed Station!

WVOL 5,000 Watts — Nashville's only all

Negro-Programmed Station!

WYLD 1,000 Watts—New Orleans' only full

time Negro-Programmed Station!

WTMP 5,000 Watts—Tampa-St. Petersburg's
only all Negro-Programmed Station!

BUY ONE OR ALL WITH GROUP DISCOUNTS!

ROUNSAVILLE
RADIO STATIONS
PEACHTREE AT MATHIESON. ATLANTA 5, GEORGIA

ROBERT W. ROUNSAVILLE
Owner-President

JOHN E. PEARSON CO.
Nat'l Rep.

HAROLD F. WALKER
V.P. i. Nafl Sales Mgr.

DORA.CLAYTON
Southeastern Rep.

instance, full news staffs and loads

of equipment, including mobile units,

were put to use.

More than nine out of 10 of the

"blue chip" advertisers in 1958
used radio during the first half

of '59, according to a special

tabulation by RAB.
The figures: Of the top 100 eligi-

ble advertisers, 90.6% used either

spot, network or both forms of radio

during the January-June period—

a

5.6% net increase in the number of

leaders using the medium as com-

pared to the first nine months of '58.

Ideas at work:
• Pay attention to the rings:

Going along with the trend of desig-

nating a week or a day as a time to

do something special, WMCA, New
York, is currently airing a promo-

tion to get listeners to "Be Kind To
Public Telephones." The station,

claiming that nobody ever answers

public telephones, has a mystery call-

er dialing the booths, offering $100

to anyone answering "there's nobody

here but us listeners."

• Snowballs in September:
Last week saw 22.000 people scram-

bling on the beach at Oceanside, Cal.,

as KUDE dropped hundreds of snow-

balls from a plane. Each plastic ball

was worth a prize— ranging from

stereo hi-fi's to rubber footballs. Sta-

tion carried on the snowballing pro-

motion for a week.

• An apple for the teacher:

Now that school has started. KOIL,
Omaha, is giving youngsters a chance

to show appreciation to their teach-

ers via asking them to send to the

station the name of their favorite in-

structor. Each day KOIL sends a

d.j. to one of the classrooms to de-

liver a 20-pound basket of fruit to

the teacher.

• Add to daffodils: Rotund d.j.

Rex Miller, of KLIF, Dallas, who
smothers the scale at 280 lbs., has

started a crusade to lose 70 lbs. The
listener coming closest to Miller's ex-

act poundage on 1 December will re-

ceive the d.j.'s new weight in silver

dollars.

Station acquisition: WGGO, Sala-

manca, N.Y.. to the James Broadcast-

ing Co.. operators of WJTN, James-

town and WDOE. Dunkirk, both in

N.Y.

• SPRINGFIELD
• DECATUR
• CHAMPAIGN-URBANA

WlteAe. Mid Am&dca
liuei, and fctufl..."

Hoodoo Ski Area in Oregon

Nearly ]/4 of Oregon's
buying families watch

KVAL-TV
KPIC-TV

The only clear-picture in the

Eugene - Springfield - Roseburg

market is on KVAL-KPIC. One
order to your Hollingbery man

or Art Moore and Associates

(Portland-Seattle) covers both

stations.

KVAL-TV ^gene
NBC Affiliate ChannelLB

v;
KPIC-TV Roseburg • Channel 4

Satellite
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GO
PLACES

GEORGE
PIERROT

WWJ-TV's COLORFUL GLOBE-TROTTER

Bold, imaginative programming once again gives you a winning showcase

on WWJ-TV, Detroit.

From 5:00 to 5:55 P.M. every weekday, famed impresario George Pierrot

enthralls a huge family audience by presenting renowned travelers in

person, relating their exciting adventures and showing exclusive color films

of far-away places.

Ratings, renewals and audience composition prove you can really go places

with George Pierrot. A limited number of availabilities are still open.

Phone your PGW Colonel today.

Detroit, Channel 4 • NBC Television NetworkWWJ-TV
YOUR TICKET TO SALES

14.3
Cumulative Rating

5.9
Average Quarter Hour Rating

*ARB, Detroit. July. 1959

NATIONAL REPRESENTATIVES: PETERS. GRIFFIN, WOODWARD, INC.

Associate AM-FM Station WWJ
Owned and Operated by The Detroit News
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CHECK i/and

DOUBLE CHECK £

WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

VV
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
CHANNEL IO • CBS—ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.

Watching habit

in Fresno

(California)

KMJ
first station in Fresno

KMJ-TV
Fresno, California

The Katz Agency

National Representative

Thisa 'n' data: WJIM, Lansing,

is featuring free helicopter rides as

part of its 25th anniversary celebra-

tion . . . WERE, Cleveland, one of

the few independents having a news-

man on the press plane covering

Khrushchev's visit . . . The exclu-

sive world-wide marketing rights for

the sound effects, jingles and com-

mercial aids libraries of Standard

Radio Transcriptions, Inc., have been

obtained by MP-TV Services, Inc.,

affiliate of Radio Recorders of Holly-

wood . . . WIST, Charlotte, N. C,
begins editorializing this week . . .

The Ivy Broadcasting Co. has

formed the Svracuse University Foot-

ball Network, to provide game broad-

casts for its N.Y. stations . . . The

Old Colony Trust Co. (BBDO) will

sponsor the Harvard College football

games this season via WNAC, Bos-

ton.

Station staffers: Joel Fleming,

promoted to a v. p. of Radio Ithaca

. . . Jack Cosgrove, sales manager

and Norman Page, regional sales

manager. WTCN. Minneapolis-St.

Paul . . . Joe Klaas, general man-

ager. KITO, San Bernardino . . .

Thomas Papich, general manager,

KFOX, Long Beach . . . Warren
Ward, general manager, KSON, San

Diego . . . Philip Brestoff, sales

manager, KABC. Hollywood . . .

James Simons, to take over as act-

ing general manager of newly-ac-

quired Crowell-Collier's WISK, Min-

neapolis-St. Paul . . . Gerald Jones,

general manager. KASK, Ontario,

Cal. . . . Robert Miller, program

director, WERC. Erie . . . Robert

Dickey, account executive, KDKA,
Pittsburgh . . . Merle Block, to pro-

motion director. KFI, Los Angeles.

TV STATIONS

So that advertisers won't be di-

verted into other media by re-

ports that spot tv in the major
markets is sold out TvB will com-
pile and circulate weekly lists of

availabilities.

The initial step in the project: In-

duce the stations in several top mar-

kets to cooperate in furnishing the

data on the qui vive.

Next requirement: Distribute the

lists to agencies and advertisers be-

fore it's become completely dated.

National and regional food and
food products advertisers spent
more in tv during the first six

months, '59, than in all other

media combined.
According to TvB, this classifica-

tion spent $148 million in total tv

gross time billings January through

June — a 24.4% increase over the
j

$119 million spent during the first

half of '58.

The breakdown of investments by

food and food product advertisers in

tv during this six-month period:

• In spot tv, $89.8 million— up

36.9% over the $65.5 million spent

in the like period, '58.

• Network tv totalled $58.2 mil-

lion— a 9.6% increase over 1958's

six-month total of $53.2 million.

On the road: This year's "Snak

Wagon" promotion by KTVW,
Seattle-Tacoma resulted in some-

thing quite unexpected—a travelling

road show. The reason: Ventrilo-

quist Rod James, helping to deliver

tv snaks to residents of Western

Washington, was swamped by young-

sters. Thus the impromptu road-

shows were set up, with total esti-

This four-leaf clover

is worth looking over

Missouri's 3rd TV Marke
151,400 TV HOMES*

Lucky KODE-TV, Joplin, Mo., is 28% taller, 29%
more powerful than the nearest competition.

And KODE-TV covers: • a 4 state area • 151,400

TV Homes • 669,800 people with $776,919,000

buying power.

KODE-TV CHANNEL 12
JOPLIN, MISSOURI CBS-ABC

Rep. by Avery-Knodel • A member of the Friendly Group

f«6 *TV Mag., June "59
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I

Ask yourself, where else in the Carolinas can you find

'so potent a line-up of audience builders? NBC, ABC,

Paramount, Warner Brothers-plus the best of MGM, all on

Charlotte's WSOC-TV ! With this program strength your

choice of stations for selling America's 25th largest

tv-homes market becomes clear. Buy WSOC-TV... one of

the great area stations of the nation.

WS@C-TV
CHARLOTTE 9-NBC and ABC. Represented by H-R

WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV, Dayton
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mated attendance at 5,000 for the

15 trips.

Thisa 'iT data: WOW-TV, Oma-
ha, held ground-breaking ceremonies

last week for its new radio/tv build-

ing . . . Kudo: Salty Brine, of

WPRO-TV, Providence, presented

with the "Golden Mike" award of

the American Legion Auxiliary for

the best non-network children's pro-

gram.

On the personnel front: Sam
Johnston, to general manager,

WTVN-TV, Columbus, 0. . . . Eu-
gene Reilly, to v.p. in charge of

sales for Trendex . . . Richard
Gurley, Jr., assistant sales manager,

KDKA-TV, Pittsburgh . . . John
Burk, assistant sales manager, WJZ-
TV. Baltimore . . . Bruce Bloom,
publicity director, WCAU-TV, Phila-

delphia. , ^

TV COMMERCIALS
{Continued from page 41

1

8. How durable will your com-

mercial be? How many times can it

be repeated and still hold interest?

Example: Story board for a ready

mix product used animation to show

a variety of foods that could be pre-

pared with it. Eventually, the cartoon

character was hidden behind a moun-

tain of food. JAR evaluation showed

this commercial could stand many
repeat viewings before women got

the whole message. Women did not

become bored, but wanted to see

more and more of the good food

they could get with the product.

Says Witherell: "The probabilities

are that if these elements are handled

properly, the advertiser's tv commer-
cial will need less budget, less fre-

quency, yet have a more powerful

effect."

"The answer is not to send your

copywriter back to school but to give

him the guidance of research that re-

veals the things he needs to know
about his market, his product and

his immediate audience. There's noth-

ing the matter with the tv and radio

copywriter and art director that a

little information won't cure." ^

ARB
(Continued from page 43)

• Time period audience composi-

tion.

As for the coverage study, in add-

ing this to its service, ARB is pitting

itself against Nielsen on all fronts.

ARB coverage data will resemble

NCS in format; (1) by county or

cluster, showing data foi each sta-

tion, (2) by station, showing circu-

lation for each county or cluster.

The following information will be

provided: homes able to receive each

station; homes viewing during the

day once more weekly; homes
viewing during the evening once or

more weekly.

In addition, there will be each sta-

tion's share of gross viewing hours

during Monday-through-Friday day-

time periods and Sunday-through-

Saturday evening periods.

About 700 of the 3,000-odd U. S.

counties will be reported individual.

ly. The others will be clustered but

present plans provide that no cluster

will contain more than two counties.

In its sampling operations, ARB is

going about it as follows:

In metropolitan areas, ARB's tar-

get is a minimum of 300 diaries

placed over a four-week period. To
get the one-week/four-week figures,

ARB mails out enough diaries to

place 50 during each of three of the

four weeks. For the fourth week, the

figure is 150. Thus, the single-week

metro rating is based on a minimum
of 150 homes, while the four-week

rating is an average of a minimum of

300 diaries, each one recording view-

ing for a week's period. Since three

of the four weeks have fewer homes
in the sample, the figures must be

weighted. Due to this, "effective

sample size" is actually estimated at

240.

In non-metropolitan counties

enough diaries will be mailed to in-

sure recovery of at least three during

each of the four weeks, or a total of

12 homes. These homes are com-

bined, with proper weights, with the

metro data. Together, they give full

area homes-reached figures in the lo-

cal reports. In some cases the addi-

tion of non-metro to metro samples

will bring the sample size for indi-

vidual markets up to 500 homes,

which is higher than the 400 mini-

mum set by the Advertising Research

(Please turn to page 74)

6,000,000 eyes/ears — listen/watch Green Bay's Channel "5".

This is why in June, July and August Wash'n Curi showed a

400 percent increase over sales in March, April and May.

Their schedule ran exclusively on WFRV!

Wash'n Curl's remarkable increase in sales, authenticated

by a wholesale drug firm dramatically proves the

effectiveness of Green Bay's quality station!

n . wash'n

°/o
curl

nbc

66

Another sure proof of the

best

cost

per

million

r>/^? wfrv green bay 5
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YOU CAN LEARN
TO OPERATE AN AMPEX IN 15 MINUTES
Six Quick Aids to Easy TV Tape Recording . . . You can learn to operate an Ampex Videotape* Tele-

vision Recorder in less time than it takes to smoke a cigarette. These six features, for instance, make
recording simple, fast . . .

• JUST THESE BUTTONS TO PUSH—Record, Stop, Rewind, Fast Forward and Play.

• TAPE TIMER

—

records in hours, minutes and seconds . . . not footage. Lets you back up tape for any
desired cue-in time.

• CUE TRACK

—

lets you locate, identify and cue commercials and programs.

• TAPE SPEED OVERRIDE

—

makes it easy to synchronize with another video or audio recorder.

• AUTOMATIC BRAKE RELEASE

—

speeds threading and splicing.

• FULL WIDTH ERASE—Automatically erases tape.

Of course, to be an "expert" — to learn maintenance as well as operation— takes one week. Ampex
trains your maintenance supervisor (over 436 so far!) at the factory. And he is then qualified to train

as many others as you like.

Write, wire or phone today for an Ampex representative— or ask for the new, fully illustrated bro-

chure describing the new Ampex VR-1000B. Whatever you want to know about the advantages and
profits in TV tape, get the facts from Ampex.

A MPEX HA S THE EXPERIENCE

TM AMPEX CORP.

^\\ ^ Ampex
W fVIDEOTAPE CORPORATION

\y professional

products division

934 CHARTER ST. REDWOOD CITY, CALIF. EMerson 9-7111
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Competitors say, "It can't be done!"

Frank Headley of H-R Television, Inc. says, "I think it can be done!"

Ollie Treyz of ABC says "It might be done!"

Ashley L. Robi son of WHYZ-TV says, "IT WILL BE Done!!"

and backs his contention with $5,000 in prizes.

WHAT DO YOU THINK?

DOLLARS SAYS WE CAN BEAT THE ODDS !

WHYZ-TV DULUTH BETS 5,000 DOLLARS IT BEGINS OPERATION IN SEPTEMBER
All Timebuyers and Media Executives Eli g ible for Prizes

in Airdate Contest. Win vacations to Bermuda — Las Vegas —
Florida and valuable merchandise prize s. RULES: 1 All agency timebuyers, account executives and their

assistants may enter the contest. 2 Fill out coupon below. 3 You may enter as many times as you like, but please

use a separate post card or letter for each entry. 4 List the date, hour, minute and second between Sept. 20th and

28th, inclusive, you think WHYZ-TV will hit the air with its test pattern. 5 Keep a record of your estimate. 6 Run off

for ties. 7 Decision of judges final. Winner will be announced in the trade papers. 8 Mail entry to:

CHANNEL 10 316,000 watts BASIC ABC National Representative: fl^HR

CLUES - THE FOUR WALLS
FOR THE CENTER PORTION
OF THE BLDG. FOR THE
TRANSMITTER AND PRO-
JECTION ROOM ARE
ERECTED. ROOF COM-
PLETED SEPTEMBER 2, AND
FLOOR POURED SEPTEM-
BER 4. SCHEDULED DELIV-
ERY - GENERAL ELECTRIC
FULL POWER 316,000 WATT
TRANSMITTER, SEPTEMBER
10, 1959. GENERAL ELEC-
TRIC STUDIO EQUIPMENT,
SEPTEMBER 20, 1959.
STAINLESS 800 FT. TOWER
INSTALLATION TO BEGIN
SEPTEMBER 10TH. MICRO-
WAVE INSTALLATION BE-
GAN AUGUST 28, 1959.

WHYZ-TV
310 W. 12 Street

DULUTH. MINN.

ITEAR OFF AND MAIL

}
MY ESTIMATE FOR THE TIME OF THE FIRST TEST PATTERN TELECAST ON WHYZ-TV

[

!

'*'

1 DATF 1QRQ HOUR AND MINIITF AM. PM SFCOND i

j
NAME ADDRFRS

j CITY AfiFNHY

68 SPONSOR 19 SEPTEMBER 1959



What's happening in U. S. Government

that affects sponsors, agencies, stations

WASHINGTON WEEK
19 SEPTEMBER 1959

Copyright 1959

8P0N80R

PUBLICATIONS INC.

President Eisenhower has made it ofhcial: He has signed into law the bill

granting exemption from the political equal time requirements of Sec. 315 of the

communications act bona fide newscasts. Also news interviews, documentaries and spe-

cial events, including but not limited to political conventions.

The broadcasting industry will probably hold off on popping the champaign corks be-

cause of this milestone, however. It now has a "watchdog" subcommittee of the Senate

Commerce Committee to look over its collective shoulder.

Sen. Warren Magnuson announced formation of the subcommittee to receive and probe

complaints about how broadcasters handle their newscasts under their newly won freedom.

When fears were expressed on the floor during consideration of the bill Eisenhower has now

signed, Magnuson assured the Senate that a close eye would be kept on broadcasters.

It will be three sets of eyes. Sen. Ralph Yarborough (D., Tex.) as chairman and Sens.

Gale McGee (D., Wyo.) and Hugh Scott (R., Pa.). Magnuson said the job to be handled by

the threesome will consist of insuring freedom, fairness and impartiality in the treatment of

the news.

As a Congressional session which in advance seemed loaded with probes of

the broadcasting industry came to a close without any such performances, investi-

gations seemed to be piling up for the future.

First on the list was the House Commerce Legislative Oversight subcommittee look at the

warmed-over stew of the tv quiz shows, now tentatively set to begin Oct. 6 and to conclude

within a week.

Rep. Wright Patman told the House that a subcommittee of his Small Business Commit-

tee is hard at work sifting allegations that tv prime time is foreclosed to small busi-

ness advertisers.

Over at the Federal Trade Commissions, probers look more and more deeply into co-

op ad deals for evidence of discriminationin favor of some customers and against

others.

Patman told the House that a subcommittee under the chairmanship of Rep. Charles H.

Brown (D., Mo.) has been talking to ad agencies, broadcasters, and small and big business

in an effort to get to the bottom of charges that broadcasters make "big business firms

their preference customers."

He told Congress that it has never paid to advertise as much as it now does on tv and that

if small business is discriminated against in this medium a serious disadvantage is opposed.

Patman did not promise public hearings, though he did not foreclose them. He said the

subcommittee "is swinging into more detailed research and investigation," that it is preparing

to talk to advertisers, agencies and broadcasters on a much bigger scale.

FTC chairman Earl W. Kintner told the local Ad Club that if big advertisers who give

ad allowances on a big scale think there's somebody breathing down their necks, thej re quite

right. Under scrutiny, he revealed, are 63 such companies.

The FCC has ruled against the NAB in the Association's efforts to legalize

"teaser" announcements on radio-tv.

The FCC says the law clearly states that sponsors and those who pa) for programs must

be clearly identified, and at the time of broadcast.
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Marketing tools, trends, news,

in syndication and commercials

Copyright 1959

8P0NS0R

PUBLICATIONS INC.

FILM-SCOPE
MCA is now at an all-time high of new programs simultaneously on sale in

19 SEPTEMBER 1959 syndication: There are three new shows in its current sales push.

Each of these three new shows has gotten off the ground with a major beer regional:

Coronado 9 with Falstaff and both Shotgun Slade and Johnny Midnight with Ballantine.

Add MCA therefore to the list of syndicators that appear to be doubling their busi-

ness of last year at this time (FILM-SCOPE, 12 September).

Simultaneously, MCA's new aggressive sales efforts regarding Canadian television have

started: A new sales office will be opened 1 November in Toronto.

The new unit—MCA International, headed by ex-CBC men Peter McDonald and Gunnar

Rugheimer—anticipates a second-station boom in Canada plus demands for more Canadian-

produced programs.

Some syndication advertisers appear to prefer re-runs of known performances

over investments in new and untried film programing.

Rexall, for example, has just bought fourth runs of Matinee Theater in Detroit on WWJ-
TV, through Wilson, Lloyd and Cacharski.

The full hour series is in color and will be telecast locally as Rexall Color Theater; the

26 hour episodes are syndicated as Camp Theater by CNP's Victory Program Sales division.

Ballantine is banking on its two-show syndication strategy again for next year

by using alternate weeks of both MCA's Johnny Midnight and Shotgun Slade.

Earlier this year Ballantine sold of half its sponsorship of Ziv's Highway Patrol in order

to buy alternate weeks of Ziv's Bold Venture.

Thinking behind the move was this: To virtually double its coverage and circulation with

two shows in different time periods delivering commercials and cross-plugs.

When Johnny Midnight goes on the air in 26 cities January 1960, mostly in time periods

now occupied by Bold Venture, Ballantine through Esty will complete transfer of its syndica-

tion affiliations from Ziv to MCA; the shift starts as Shotgun Slade replaces Highway Patrol

shortly in 36 cities.

Hollywood motion picture companies have been generally stymied this season in

trying to break into syndication.

Nevertheless the majors have been able to do some tv films business with the networks.

Note in this regard the similar pattern of these two companies:

• United Artists sold Troubleshooters and Dennis O'Keefe to the networks, but as of last

week had yet to close its first syndicated deal.

• MGM-TV made another sale on Thin Man for network re-runs, but it too failed to show

progress into programing sold in syndication.

The reason why motion picture companies have been able to make network but not syn-

dicated sales may be this: They don't have regional and station sales forces in enough

depth to pentrate syndication's selling complexities.

Note that on the other hand companies with syndication experience have been breaking

into the network market: Both Ziv and CNP have expanded network sales this season.
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FILM-SCOPE continued

You can expect this as the next major change in Screen (Jems'' syndication sales

strategy: an attempt to bolster its regional business.

While Screen Gems has lured many small and medium-sized regional film buyers, it hasn't

landed the mammoth film users.

It's no secret that getting the 30-to-60 markets type of buyer is an objective of

highest priority for the new Screen Gems administration.

Next syndication entry by Screen Gems is understood to be Brothers January.

Meanwhile, last week the New England area was sold off by Screen Gems on Manhunt to

Cott beverages for Boston and four other cities.

The perennial plan to bring off-Broadway talent to tv on a regular basis will be

revived when WNTA-TV has its try at the idea this season.

For the first time the off-Broadway program idea will have this new twist: The shows

will be video-taped by a tv station, making possible (1) local strip programing nine times a

week and (2) eventual syndication of the tapes.

Block syndication programing appears to be able to attract specialized audi-

ences such as children much more successfully than diversified programing does.

Kellogg, for example, discovered in New York through a Leo Burnett study last year

that an early evening strip on one station was best as an outlet for its national spot shows,

namely, WPIX, at 6:30 p.m.

Now the breakfast food sponsor has renewed two of these shows, Huckleberry Hound
and Superman, and has put on the new Quick Draw McGraw as a replacement for Woody
Woodpecker.

Background of Kellogg's buying pattern is WPIX's specialization in children's shows

from 5 to 7 p.m. daily; other advertisers in the syndication block are sponsors Heide Candy

through Kelly, Nason with Sgt. Preston, Ward Baking using a Clutch Cargo strip through

Grey Advertising, and some dozen regular participation buyers.

COMMERCIALS

New York City will make another bid for added production business when
the Filmways-Warner Brothers studio opens next month.

The new facilities, said to be the largest outside Hollywood, will be the first built to

specifications calling for both film and video-tape production svstems.

In addition to its use as a commercials production unit, the new studio is expected to be

utilized for tv programs, and theatrical features.

Business anticipated by the new studio is estimated at between $5 and $10 mil-

lions the first year.

Musical commercials are rolling along at present at what may be an all time

high production rate.

Music Makers, for one, reports doing three to four times the volume last week of a

comparable period in 1958.

Two of the factors behind the music boom in commercials are:

• Music in more commercials and more scoring and original materials in commercials

using it.

• Special commercials to go along with special proa rains. Incidentally, two one-minute

commercials made for advertisers such as Delco and Rexal! will be adapted to 60 second

versions for spot use.
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A round-up of trade talk,

trends and tips for admen

SPONSOR HEARS
19 SEPTEMBER 1959

Co»yrlght IBM

SPONSOR

PUBLICATIONS INO.

This appears to be the first big year for Broadway press agents in tv.

The obvious door-opener is the avalanche of network specials.

A new breed of accountmen is evolving in the rep business.

You hear more and more about this younger generation attending night sessions at

New York colleges. Some are even taking memory courses.

Looks like one of the leaders in the tv syndication field will show a $900,000
deficit for the first eight months of this year.

The reasons are manifold: Cancellations, paltry sales of new properties, and expen-

sive pilots that went sour.

Among the big innovations that CBS TV has on tap for next year is a three-hour

political special.

It also plans to set aside 10-11 Tuesday nights for news specials and open 9-10 Sunday

nights to specials of a certain type and quality.

As Ruppert Brewery continues to shop around for a new agency, the basic

cause of its split with Compton becomes more evident.

Ruppert's version: We just couldn't get the right copy angle. Compton's retort: We
tried hard to get them to accept the right copy platform.

Reps with stations in the smaller markets are noting the increasing tendency

among their stations to try to save money in communications.

Example: answering a wire requesting availabilities by letter.

The reps say this penny-pinching can be costly in the long run.

CBS TV's programing high command appears to be debating the advisability

of debuting the new Lineup series with an episode showing an inoffensive adult being

put through a sadistic rigmarole by a gang of teenagers.

Agencymen involved in the series also are a little queazy about the episode

highlighting a young girl dope pusher.

72

The switch of the CBS TV account ($2 million) from McCann-Erickson to

BBDO last week had nothing to do with service—but rather a long-simmering resent-

ment against a specific nabob in the agency.

The network blames his attitude for the inability of its sales people to get a proper

hearing on numerous occasions with regard to both tv and radio.

Executive v.p. James Aubrey is credited with bringing the thing to a head.
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ANOTHER WAY RCA SERVES

INDUSTRY THROUGH

ELECTRONICS

Now...pick an effect

from more than 150 possibilities!

Here's the ultimate in convenience
for selection and presentation of

program effects— the all new RCA
Special Effects System. Key cir-

cuitry for each effect is contained
in plug-in modules. Any ten effects

may be pre-selected— simply plug ten mod-
ules into the control panel. Each module has

illuminated symbol showing the effect it will

produce. Slide an effect out— slide another
in— it's just that easy. You get just the right

effect to add that extra SELL to your pro-

grams and commercials.

SIMPLIFIED CONTROL —Push-buttons put effects se-

lection at your fingertips. Push the buttons below the
illuminated symbol and you are ready to go "on-air."
Wipes and transitions are controlled by a standard
fader lever for simple foolproof operation.

UNLIMITED VARIETY —The complete complement of

154 special effects includes wipes, split-screens, pic-

ture insets, block, wedge, circular and multiple fre-

quency patterns. In addition, the system will accept a
keying signal from any camera source to produce a
limitless variety of effects— inset letters, drawings,
trademarks; self-keyed video insets, and traveling

mattes.

THE BEST EFFECTS WITH LESS EFFORT —Mix color

and black-and-white. Enjoy exceptionally clean tran-

sitions . . . the most exciting effects ever conceived!
And get them with the least amount of effort possible.

Ask your RCA Broadcast representativi for complett information. Or writt to RCA, Dept.

YC-264, Building 15-1, Camden, X. J. In Canada: RCA VICTOR Company Ltd., Montreal

RADIO CORPORATION ofAMERICA
Tmk(s) k BROADCAST AND TELEVISION EQUIPMENT, CAMDEN, N.J.



ARB
{Continued from page 66)

Foundation in its list of standards for

broadcast ratings.

While at first glance the non-metro

county sample size seems low for cov-

erage data, which will be reported by

county or county cluster, it has been

pointed out that (1) all non-metro

counties will be clustered and (2)

coverage reports will be based on two

sweeps. That means, of course, that

the minimum sample size per non-

metro county cluster for coverage

purposes will be 48 homes. In the

more important metro areas, cover-

age data will be based on consider-

ably greater samples.

The ambitious plan to sample every

U. S. county requires that ARB have

telephone book information covering

all areas. This, ARB does not have

at present, but it is working toward

that goal. In the meantime, ARB
technicians have developed substitute

procedures. Eventually, ARB will

have what may be considered, with

appropriate weights, a random sam-

ple of the entire U. S. population of

Ask The rr^an
*W> cjefc^^

WDBJ is one of the

best buys en

television • • •

an/where/

WDBJ-TV covers 53 coun-
ties . . . where there are over
400,000 television homes, $2
billion in retail sales. You can
buy into this rich market eco-

nomically and effectively, for

WDBJ-TV furnishes highly
rated shows at comparatively
low cost to you.

For example, THE EARLY
SHOW, best features from
MGM, WB, UA, etc., has an

average daily rating of 14.7.

It delivers viewers for only 95

cents per M on a 5 Plan; 75

cents per M on a 10 Plan.*

Powerful sales-producing mer-
chandising support provided,

too!

It will pay vou to take a
closer look at ' THE EARLY
SHOW and other "best buys"
offered by WDBJ-TV.

*all cpms based on March, 7959 NSI

ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES

Maximum Power • Maximum Height

ROANOKE, VIRGINIA

telephone-television homes. Homes to

be contacted will be selected by the

interviewer, by means of a table of

random numbers, from a random line

in a random column on a random

page in a telephone book selected ran-

domly from areas within each county.

The term random here is not used

in the sense of haphazard but in the

strict statistical meaning of the word.

Probability sampling, of course, is

not new to ARB, nor to other rating

services, and there is nothing new in

its use here. The new problem is that

ARB has to analyze scores of tele-

phone books in the U. S.

Some of the old sampling problems

of ARB's remain. The limiting of

the sample to telephone homes means

the ignoring of millions of homes,

particularly among Negro and other

low income groups. The number of

people who fail to return diaries may
introduce a bias into the ARB sam-

ple. These are moot points, however,

and ARB is proceeding on the as-

sumption that there is no significant

difference between viewing of (1)

telephone and non-telephone homes

and (2) those who return and do

not return diaries. ^

STANDARD
Super I

SOUND EFFECTS
> available exclusively through

IP-TV SERVICES INC.

affiliate of^«
fl ^ 7000 Santa Monica Blvd.

Hollywood, California

The accepted leader for 25 years,

STANDARD RADIO SUPER
SOUND EFFECTS, JINGLES.

AND COMMERCIAL AIDS,

are now added to Radio

Recorders AUDIO AIR
CHECK for a com-

plete service to

broadcasting and

allied industries

FOR

INFORMATION

HOIIywood

3-3282
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Highest

tower

in the south

WLOS-TV
IS THE MONARCH
OF ALL THE SURVEYS

NO MATTER WHAT MEASUREMENT SURVEY

YOU PICK, YOU'LL FIND WLOS-TV REIGNS

SUPREME IN THE RICH, 62-COUNTY, SIX-

STATE CAROLINA TRIAD!

According to NCS #3, only WLOS-TV

delivers all of this billion-dollar-plus

market. It has the highest total cir-

culation, including the largest night-

time weekly circulation. ARB credits

WLOS-TV with airing 7 of the Triad's

top 10 programs. And Nielsen shows

WLOS-TV in first place in daytime

television every day of the week. Have

your PGW Colonel show you what

WLOS-TV can do for your clients in

the Carolina Triad!

- NORTH
CAKOUNA

ASHEVILLE, N.C.

W
GREENVILLE,

SPARTANBURG,

S.C.
***"

61WLOS-TV
Unduplicated ABC in

Greenville • Asheville • Spartanburg

WLOS AM-FM

Represented by: Peters, Griffin, Woodward, Inc. • Southeastern Representatives: James S. Ayers, Co.
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CHICAGO AGENCIES
{Continued from page 35)

net tv. Revere is introducing a new
line of tape recorders, Presto prod-

ucts are in spot for the first time, and
Congoleum-Nairn is building minutes

for a big push in 15 major distribu-

tion markets.

As a result of summer buying Chi-

cago has emerged as a product cen-

ter for some new categories. The for-

mer meat capital of the world has

diversified its interests and substan-

tial Chicago billings are now in such

lines as:

1. Vacuum Cleaners

Sunbeam has just introduced a

new item to its line, a Sunbeam
vacuum cleaner. Introduction was on

the West Coast but the product will

come across the country market by-

market between now and November.

Currently. Graybar distributors on

the Coast are handling the buying of

tv time (at local rates), but when the

item becomes national it will prob-

ably be rotated on What's My Line,

with other Sunbeam products. Sun-

beam's agency is Perrin-Paus, Chi-

cago. The company may also intro-

PEPSI-COLA^ Dollar

Buys More on

WKOW-TV
"The merchandising effort

made on our behalf by
WKOW-TV's Merchandis-

dising Department has added

greatly to the effective im-

pact of our spot schedule.

Personal calls on dealers,

a detailing of our program
in merchandising letters,

and the window display at

the downtown studio have
aroused retailer interest

and support. This 'plus'

service is greatly appre-

ciated.

H. H. Levenick

Pepsi-Cola Bottling Co.

Madison, Wisconsin

"Thank you, Mr. Levenick, for this opportunity to prove

that WKOW-TV sells best where they buy more."

Ben Hovel

General Manager

WKOW - WKOW-TV

WKOW
MADISON,WISCONSIN

duce a new can opener and a hair

dryer to the Sunbeam line.

Eureka Vacuum Cleaner has a Chi-

cago agency, Earle Ludgin & Co.,

Eureka, not a national air media

advertiser, is heavily print-oriented,

but Ludgin produces some radio and

tv commercials for dealer co-op use.

Hoover Vacuum cleaner is one of

Leo Burnett's oldest accounts. I

( Hoover's introduction of the elec-

tric floor scrubber is the reason why
Burnett resigned Bissell last spring;

Bissell's Shampoo Master was too

competitive.) Hoover, previously an

in-and-out user of spot, now is a

heavy contender in the spot tv pic-

ture with the new floor scrubber get-

ting the play.

Hamilton Beach (as previously

mentioned) is pushing a new "hat

box" cleaner through Clinton E.

Frank.

2. Pens {fountain and ball point)

Sheaffer (BBDO, Chicago) is con-

ducting a spot tv campaign in 29

midwest markets, introducing a new

popular priced line. They're using

29 stations in the north central re-

gion in flights of four weeks each

through Christmas.

{Please turn to page 78)

*^%~

LISTEN7^
"When surfin

coordination a

When listening to ra

the sam'e z^st lan^
.

pleasure . . .^» nituf^llv^l-ltsten

to ^b.-vW hi*

fc/the WQmr audience giVe,s^y;ptiv^

)re

feri, women? 'chjl^fgm^*
everybodies^. %^^^J^)L -I

other Los Angel^-^i^cA.'^-:*,^

Buy KFWB . .jjg^ndpla^fep'

Los Angeiej^a*^.

6419 Hollywood Blvd., Hollywood 28 / HO 3-5151

ROBERT M. PURCELL, President and Gen. Manager

JAMES F. SIMONS, Gen. Sales Manager

Represented nationally by JOHN BLAIR & CO.
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Interview: y)h*U

Penick & Ford Advertising Manager tells why he chooses

WLW TV Stations and WLW Radio for My-T-Fine Puddings and Swel Frosting Mix

"This programming has helped

give us a mighty fine position

in the market and the loyal

program audience helps create

a loyal brand consumer."

"The WLW Stations take

the cake for offering advertisers

the big 3 in broadcasting

—PROGRAMMING, AUDIENCE.
PROMOTION!"

"And for the cherry on the

cake, we welcome the Crosley

Stations practical promotion

and merchandising help."

Call your WLW Stations' Representative . . . you'll be glad you did! The Dynamic WLW Stations

WLW-I
Television

Indianapolis

WLW-D
Television

Dayton

WLW-C
Television

Columbus

WLW-T
Television

Cincinnati

WLW-A
Television

Atlanta

Crosley Broadcasting Corporation a division of Avco

SPONSOR • 19 SEPTEMBER 1959 77



Papermate (FC&B) is currently in

spot tv market with a back-to-schoo]

push.

Parker T-Ball Jotter (Tatham-

Laird) is another heavy Chicago

contributor to spot tv.

Eversharp (Compton, Chir-ago i is

not currently in tv because of a

limited budget. Agency reports

hopes, however, for a spot tv pre-

Christmas campaign.

3. Cereals

Kellogg (Burnett) is one of the

reason's for Chicago's "cereal satura-

tion." This major account intro-

duced two new products this sum-

mer: Concentrate, an adult-type

cereal, and OK for kids (it's shaped

like O's and K's) . Kellogg, of course,

is a spot tv leader.

Quaker Oats used four Chicago

agencies—Clinton E. Frank, John W.
Shaw, JWT, Baker, Tilden, Bogard.

Little Crow Milling (Edward H.

Weiss), manufacturers of Coco-

Wheat, are not big spenders but do

use some spot tv.

General Mills and Malto Meal,

though handled by Minneapolis agen-

cies (Knox Reeves and Campbell-

Mithun) are considered Chicago

business when they buy radio and tv,

both network and spot.

4. Dog Foods

General Mills' Surechamp handled

by Tatham-Laird, Armours Dash

by FC&B, Morrell's Red Heart by

John W. Shaw, Quaker's Ken-L-Ra-

tion by JWT and Wilson's Ideal Dog
Food by K&E support Chicago's

claim as the "dog food ad center of

the world." All except Wilson's Ideal

are big tv users.

In addition to these four signifi-

cant product categories of Chicago

ad accounts, sponsor has learned of

important new tv activity upcoming

by such midway—based companies as

the Kitchens of Sara Lee. Sara Lee

(handled by Cunningham & Walsh)

was in and out of tv last year when

a packaging change made all their tv

film commercials obsolete. This year,

however, Sara Lee plans to spend

close to half a million in spot tv plus

a hefty chunk in spot radio.

Chicago's present status as an air

media center seems higher than it

has been since the late 1930's. when
the NBC sales team under Niles Tram-

mel made the Windy City a prime

factor in national radio sales. ^

TV NEWS
{Continued from page 37)

newsreel cameras and mobile units.

"It is apparently how this equipment

is used, rather than the amount of it,

that has a bearing on the relative

popularity of the news programs pro-

duced," Softness wrote in his thesis.

Moreover, he thought that "stations

stressing elaborate photographic

equipment might tend to develop a

concomitant bias which would lead

them to venerate photos for their own
sake, rather than keeping them sec-

ondary to the true ideal of selecting

news stories for their interest and

audience appeal."

Size of news staff: The average size

of the news staff at high-rated stations

turned out to be slightly larger than

at low-rated outlets. While no high-

rated station had fewer than three

people, only one of this group had

more than five. On the other hand,

five of the low-rated stations had

more than five (see chart). The
conclusion is clear: a large news staff

is no guarantee of a show with audi-

ence appeal. It must be pointed out,

however, that all but one of the high-

I
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rated stations which had three on

their news staff were in two-station

markets. This is primarily because

(1) the market is small and easy to

cover and/or (2) there is less compe-

tition.

Reivriting the news: Practically all

stations, no matter what their ratings,

rewrite news off the ticker. Two
low-rated stations were the only ex-

ceptions. It is obvious to Softness,

however, that the skill in rewriting

is what makes the difference.

Integrating sports into regular

newscast: Taking only 15-minute

shows into account (since it is diffi-

cult to divide smaller-length shows

into separate segments), Softness

found that five of the high-rated sta-

tions integrated sports into the regu-

lar newscast, while three didn't.

Among the low-rated group, one in-

tegrated and four didn't. Softness

guessed that viewers might prefer

all kinds of news integrated. At any

rate, the questionnaires seemed to

indicate that integration of sports

into regular news was a factor in

high ratings.

Share of local, regional and na-

tional news: The tabulation revealed

a trend toward higher ratings where

newscasts stress local and regional

events. For an unexplained reason,

this was particularly noticeable in

five-minute programs.

Straight neivs vs. commentary: The

amount of commentary on local tv

news shows turned out to be "almost

negligible." Softness commented that

''television stations will never attain

the prestige and status of newspapers

as a news medium until they are pre-

pared to interpret, comment, and

even editorialize on the news."

Camera time on, off newscaster:

A clear-cut relationship was found

between the amount of time the

camera was on the newscaster and

the rating. The high-rated programs

showed a greater percentage of time

spent on newsfilm and stills than on

the newscaster himself. The expla-

nation was obvious: stations that

take advantage of video's inherent

advantages of sight, sound and

motion will get more viewers.

Guest interviews : A tabulation of

questionnaires showed better ratings

among programs that had a guest

interview format or had a relatively

high percent of guest interviews. This

was particularly true in two-station

markets, where, apparently, interest

in local names drew viewers in ap-

preciably larger numbers.

Commercial delivery by neivscaster:

Most stations do not have the news-

caster deliver the commercial. How-
ever, there was no evidence that,

it will hurt ratings if he does, since

there seemed to be a slight indication

that viewers preferred shows where
the newsman does his own commer-
cials.

There are obviously a number of

audience-attracting factors that can't

be measured by a questionnaire. The
initiative of the station staff in

digging up and covering exciting

local events, the personality of the

newscaster, the style in which the

news is written, etc., are all key ele-

ments in pulling in an audience.

The study is not intended to imply

that a formula can be devised to

assure high ratings for local news

shows. But it does provide valuable

help to both station and agencv in

building a successful format. ^

he Markets ofAmeri

Buffalo, N.Y. WGR-TV, WGR • Rochester, N. Y. WROC-TV
Scranton -Wilkes Barre, Pa. WNEP-TV • Harrisonburg, Va. WSVA-TV, WSVA

San Diego, Calif. KFMB-TV, KFMB • Bakersfield, Calif. KERO-TV

REPRESENTED BY EDWARD PETRY & CO., INC.



LITE DIET
(Continued from page 39)

pie was Mrs. Bohnet's Bakery, fran-

chise holder in San Antonio. "Gen-

eral manager Gus Bohnet had been

using a little tv, plus some newspa-

per and getting very little for his

money. At the suggestion of his ad-

vertising manager, Lew Purnell, he

decided to try all tv in heavy doses

a la-Lubbock. This time, we were

not nearly as reticent to go along

with it, and in September of last

year the first "tv-only" schedule was

placed on KENS-TV: twenty 60's,

20 I.D.'s per week, equally distrib-

uted between daytime and nighttime."

"Sales climbed steadily," Conover

reports, "particularly to January,

1959 when Mrs. Bohnet's Lite Diet

Bread showed a 50% gain over '58,

and double the sales of '57 when we
were buckshotting."

With sales running higher than

predicted, advertising allotments in-

creased, and Bohnet is now able to

maintain a 26-week spring cycle and

13-week fall cycle.

Success stories such as this soon

had other Lite Diet franchises asking

about tv. So many have now put all

their money in television that the

Mogul agency has a big responsibili-

ty to deliver filmed spots that will

move bread.

In making the spots, however, the

agency keeps in mind the importance

of identity between tv, radio and

print. "Thus," says Conover, "the

jingle talks the same language as the

ad, the jingle lead-in on tv is the

same as the one in the radio spots,

and the visual is duplication with live

actors of the drawings in the print

ads."

In general, Conover does not rec-

ommend scattering over several me-

dia. He notes that, where it is done

for Lite Diet, a Wednesday-through-

Saturday concentration is often the

most optimal, but results have never

been particularly satisfactory.

On the other hand, Conover cites

these examples where two media used

in combination have worked success-

fully:

• Tv plus newspapers. This com-

bination has worked well in Colum-

bus, Ohio where small weekly news-

paper ads are balanced against an

average of thirty 20-second tv spots

per week on WLW-C—all in the day-

time. In Fort Wayne small weekly

ads are used in combination with an

5000 WATTS

GREEN BAY,

WISCONSIN

The brightest sound

in Green Bay radio...

The new WJPG

programming formula £tnd

NOW REPRESENTED
NATIONALLY BY

New York
Chicago
Detroit

St. Louis
Boston
Atlanta
Dallas
San Francisco
Los Angeles

average of thirty 60-second spots on

WANE-TV—daytime and nighttime.

• Radio plus newspapers. This

combination has produced results for

the New England Baking Co., fran-

chise holder in New London-Provi-

dence-Norwich. Small weekly news-

paper ads are run along with an

average of sixty-five 60-second spots

per month on WNLC.
"In spite of the success of these

combinations," Conover says frank-

ly, "I still prefer, when money al-

lows, to buy all spot tv. It not only

provides better brand awareness, but

it enables us to pinpoint the house-

wife at one time, work on her with

the whole family present at another,

and— equally important— merchan-

dise our advertising to the route

men."

One way of doing this is by famil-

iarizing them with the spot pattern

and the reasons for it. Conover has

been making personal calls on Dugan
depots in the New York area, catch-

ing the men as they come off of their

routes or are loading their trucks,

giving regular chalk talks (see pic-

ture page 38). As Conover sees it,

"If the house-to-house delivery men
know that there's a strong possibility

the women on his block have seen

one or more Dugan commercials

within the hour or afternoon, it in-

creases the possibility of his men-
tioning the bread, talking it up, keep-

ing it well stocked in his truck."

Another strong merchandising de-

vice Lite Diet uses with its drivers

are ample supplies of tv tickets in

stock at each depot. Where possi-

ble, tickets are obtained for shows
Dugan's Lite Diet spots are running

adjacent to.

While this gimmick is pretty much
confined to use in New York, Con-

over feels tv offers many advantages

for whipping up enthusiasm among
the delivery force fnot only with re-

tail drivers, but wholesale delivery-

men as well).

Says Conover, "We have found a

way to use tv that works, and we in-

tend to prove our point as often as

we can from market to market." If

Dugan's Lite Diet is a household

word in 10 weeks—as Conover ex-

pects—the point will be well proved.

If all goes well, the initial nine-

week push will be followed by a

lighter schedule with eventual concen-

tration in daytime hours, in line with

the pattern borne out by two years

of road testing. ^
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THE PIEDMONT INDUSTRIAL CRESCENT

the FURN URE industry . . .

creates buying power in the Piedmont Industrial Crescent!

The South's giant furniture industry is another reason why WFMY-TV

. . . located in the heart of the industrial piedmont ... is the dominant

selling influence in this $3,000,000,000 market. WFMY-TV serves . . .

and sells ... in this heavy industrial 54-county area where 2,250,000

people live, work and buy.

uifmy-tv
GREENSBORO, N. C.

NOW IN OUR 10th YEAR OF SERVICE'

Represented by Harrington, Righter and Parsons, Inc.

New York, Chicago, San Francisco, Atlanta, Boston, Detroit

CHANNEL

/ I
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why

SPONSOR
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trade paper
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six out of

every ten copies of

SPONSOR
go to

readers

who buy

or influence

the buying of

radio/tv time.

SPONSOR
is written

for them.

through

SPONSOR
they get

what they need

to keep fully

posted every week,



WSBT-TV ...SOUTH BEND, INDIANA'S
DOMINANT STATION
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JOE WEEKS-. .Man off the Hour

The South Bend television area gets its early evening news from

WSBT-TV and newscaster, Joe Weeks. As head man of one of

America's highest rated 6:00 o'clock news shows, Joe Weeks is in-

deed a man of the hour.

A veteran with over 25 years broadcasting experience, he's a nation-

ally-known network announcer, sports writer and author. Joe Weeks'

abundant experience and first hand knowledge of the national and

international news front is backed up by a talented 1 1 man news

department. Talent, staff and the newest technical equipment make

6 O'Clock News the completely dominant show in this time period.

Full sponsorship or spot participations are still available. Last fall the

6 O'Cfock News' average rating was 23.41 Reach the big 1

5

county WSBT-TV market with this top-rated show. Penetrate an area

which has Effective Buying Income of $1,613,896,000!

Latest ARB report gives WSBT-TV 47.8% of sets in use, sign on to sign off.

Get free market data book and presentation on Joe Weeks from your Ray-
mer man or this station.

SOUTH BEND, INDIANA
ASK PAUL H. RAYMER COMPANY .

> CHANNEL 22
NATIONAL REPRESENTATIVE

FOOD CHAINS
(Continued from page 34)

which results from the working to-

gether of four units—station, station

rep, store and a headquarters agency
—is the 52-week spot program buy
of A&P through Paris & Peart, New
York, on WHDH, Boston.

Last October, A&P signed for a

special, tailor-made radio campaign
which provided for 29 five-minute

news shows weekly plus three four-

hour remote broadcasts from a local

A&P store each week. This bulk
package offered A&P a total advertis-

ing-merchandising effort for the Bos-
ton metropolitan area. The news seg-

ments, aired five times daily during
the week and four times on Saturday,
gave the added plus of program iden-
tification.

The remote broadcasts, originating
in a new, sponsor-identified mobile
unit, helped build store traffic and
added the intangibles of pleasing the
crowd and associating the A&P name
with a well-known local personality.

With this kind of effort, a store
image and customer loyalty are built

at the same time actual merchandise
is moved off the shelves. There are
many examples of radio's specific

success in food tasks assigned.

Kroger, at an outlet in Illinois, sold

80 crates of strawberries in a day
and a half. An Oklahoma Safeway
store used radio to pull traffic for its

opening, and more than 6,000 per-

sons in a town of only 18,000 visited

the site. A&P, which does not issue

trading stamps, has a big battle on
its hands in competing with stores

which do. In Scranton, the divisional

sales manager reported after a cam-
paign of 650 minute announcements
in a 13-week period that his group
had regained the loss recorded when
Grand Union offered Triple S stamps.

It's the contention of radio men,
especially those operating at the na-

tional representative level, that these

specifics can be multiplied, and at the

same time given dimension, as the

major chains move toward retaining

ad agencies and placing cohesive, in-

tegrated schedules through a central

source, while maintaining strong lo-

cal schedules as well.

Thus buying, they say, would lead

to quality improvement in production

and copy techniques. And added

professionalism, in their opinion,

would mean greatly compounded
sales results. ^
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In the fabulously wealthy Green Bay-Fox River Valley market of Wisconsin, WLUK-TV is the most powerful

TV station. From its new half million dollar power plant and tower overlooking Green Bay, WLUK-TV beams

the great ABC shows into more than 435,000 TV homes. That's more than 1,500,000 people in 53 counties. They

like 'LUK on eleven!

WLUK TVl Q I CHANNEL 11
SERVING GREEN BAV AND THE FOX RIVER VALLEY
JOSEPH D. MACKIN GENERAL MANAGER

EXTRA. Capture the market on WLUC-TV, Channel 6, Upper Michigan's only TV station. One buy can get

both WLUK-TV and WLUC-TV.

Represented nationally by George P. Hollingberry. In Minneapolis see Bill Hurley.

IN GREEN BAY WLUK-TV IS THE "GINCHIEST" *

you
gotta

have
T.TTf!Tf



STEP IJ1»

TO

K.1EO-TV

RESULTS

We think you'll agree,

any station's ratings are

meaningless if there are

no availabilities.

But like KJEO'S 60% of the top

syndicated shows in

Fresno, California's

$600,000,000 market

and 8 out of 10 of the top movie

hours in this important 3-station

area,

you stand to get the

top result-getting

availabilities on KJEO

Source: July 1959 Nielsen

J. E. O'Neill — President

Joe Drilling — Vice President

and General Manager

W.O. Edholm— Commercial Manager

See your H-R representatiw- |rn4$$£
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Tv and radio

NEWSMAKERS

John S. Hansen has been named man-

ager of KPTV, NAFI Corp.'s tv station in

Portland, Ore. He is currently local sales

manager of KCOP, Los Angeles. A native

of Turlock, Cal. and a graduate of the

University of California, Hansen formerly

was general manager of KABC, Hollywood,

and general sales manager for KGO, San

Francisco. Earlier in bis broadcast career,

Hansen was both research chief and promotion director for ABC's
Western Division for radio and tv. KPTV is an ABC TV affiliate.

Franklin A. Tooke has been appointed

v.p. in charge of the Cleveland area for the

Westinghouse Broadcasting Co. He is cur-

rently gen. mgr. of WBC's Boston outlet,

WBZ-TV. Tooke has spent nearly all of his

25 years in broadcasting with Westinghouse

stations, beginning with WOWO-WGL, Ft.

Wayne in 1935. He was transferred to

KDKA, Pittsburgh in 1942; then to KYW,
Philadelphia; then to gen. mgr. of WOWO, and, in 1952, back to

KYW as gen. mgr. James Allen takes over as gen. mgr. of WBZ-TV.

Robert M. Riley moves to KTHS, Little

Rock as sales manager. For the past two

years he has been national sales manager

for WMBD-TV, Peoria. Prior to that, he

was national sales manager for WMBD ra-

dio. Riley began his broadcasting career in

1941 with KCKN, Kansas City, as an an-

nouncer. In 1948, after a three-year tour in

the Merchant Marine as chief radio opera-

joined WMBD, Inc. He was named "outstanding young man
year" by the Peoria Junior Chamber of Commerce in 1955.

tor, he

of the

Joel Fleming has been promoted to v.p.

of Radio Ithaca, Inc., owners and opera-

tors of WTKO. For the past year he held

the post of WTKO station manager. Flem-

ing moved to Ithaca from Reading, Pa.,

where he served as sales manager of the

Reading Record newspaper. Prior to that,

he was an advertising executive in both

New York City and Philadelphia agencies.

During the earlier years of his broadcasting career Fleming was an

announcer for ABC Radio. He graduated from Penn State College.
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Finest way to speed to Europe . . . that's KLM! Fast flights whisk you

non-stop across the Atlantic. Friendly flight attendants treat you to world-

famous Royal Dutch service—the most thoughtful, attentive service you'll

find anywhere! Contact your travel agent or KLM office. KLM Royal Dutch

Airlines, 609 Fifth Avenue, New York 17, New York.

mm . . you're in Europe

before you know it!M you're treated royally

on Royal Dutch Airlines SO
KLM non-stop to

Europe . . . and beyond!

40 YEARS

WORLD I

KLM
ROYAL DUTCH

AIRLINES
jj|p

::
' v-^- 1 .0'^ -sis?'

j#^J®r Jr J&r JJF Jr

THE WO»lD 0«»
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The cause of all mankind
In the midst of all the hoopla and hullabaloo about the

Khrushchev visit, we have been reading a little pamphlet by

Norman Knight, president of the Yankee Network Division

of RKO General Inc.

It is titled "The Cause of All Mankind" and contains the

remarks which Norm Knight made this summer at New Bed-

ford, Mass., when he received the Heritage Group's Freedom

Book Award.

His thesis is the danger of American apathy to the com-

munist menace. It is a subject which deserves sober thinking

these days when the glad hand of fellowship seems to be ex-

tended to our communist guests.

All of us are anxious to have international tensions re-

duced. All of us, beyond question, are for peace and for

understanding between nations.

But we must be careful lest our enthusiasm for Mr. K's

visit blind us to the fact that Communism stands violently

against our American traditions and what Ben Franklin once

called "The cause of all mankind."

Norman Knight quotes Franklin's words: "Without free-

dom of thought there can be no such thing as wisdom; and no

such thing as public liberty without freedom of speech; which

is the right of every man."

These are American, not Communist beliefs. Let's be cer-

tain that we don't toss them away in a wave of hospitable

gemutlich.

Is this a radio record?

Out in St. Louis this month, 125,000 people gathered for

the KMOX water ski show and band concert in Forest Park.

As Bob Hyland, station manager, says, this is a thrilling

tribute to the power and impact of radio.

We're curious as to whether this is also a radio record, the

largest crowd ever gathered by a single station promotion.

We'd be interested in hearing from our readers about this.

THIS WE FIGHT FOR: More trips to the

grass roots by advertiser and agency personnel.

It is impossible to understand local markets,

unless you go out and see them for yourself.

.

lO-SECOND SPOTS

Aphrodisiac: From a survey of Newl
York families by Teachers College of

Columbia University
—"28 per cent

of the adults feel that television oc-

casionally helps them better under-

stand their mates; 26 per cent report

that television dramas sometimes

stimulate sexual desires."

Achtung! Rege Cordic, a.m. d.j. at

KDKA, Pittsburgh, got a letter re-

porting the following tale: Seems the

writer was in at his neighborhood

garage having a radio installed in his

German-made Volkswagen. When the

last wire was connected and he turned

on the set, out of it came a German
song with German words. For about

two minutes, the fellow stood pop-

eyed, firmly convinced that he could

only pick up German stations in his

German car. Then Cordic came on

the air, announced he had just played

the pop German import, Morgen.

Definition: Scott Muni, WMCA,
N. Y. C, defines "Diplomacy" as the

ability to say, "Nice doggie" while

reaching for a rock.

Sacrilege: In the agency screening

room, rushes on a new series of tv

commercials were being viewed.

"With our sales problem," said the

client, "something's got to be

changed." From the rear of the room
came a small reply, "What about the

product?"—William Carrere.

Precisely: One of the d.j.'s on Milk-

man's Matinee, all-night show on

KBON, Omaha, kidded the Weather

Bureau, suggested listeners set their

thermometers to exact temperatures

just as they'd set their watches to the

exact time. Omaha Weather Bureau's

next teletype to the station reported

temperature 65% degrees.

Audience composition: In Mine-

ola, N. Y., a woman, filing a separa-

tion suit against her husband, claimed

he made her watch tv from a sheet

spread on the floor—to save wear

and tear on the furniture.— TV
Guide.

Mysterious East: In New York,

WINS is employing a bicycle-powered

rickshaw with driver to carry sales-

men around town on agency calls.

No parkee, no tickee.

SPONSOR 19 SEPTEMBER 1959



v
in Pittsburgh -»

e TAE and See
best way to deliver the goods

in the growing Pittsburgh market!

m mmsioN J ;

, /n wrauMH

BASIC ABC IN PITTSBURGH

PRESENTED BY THE KATZ AGENCY



„ headlmets
from

Music by the
thea„es,

* the n««* S

JS night dubs,

restaurants
anu - *

Tunefu/
wa/ce.

"ews, weather^
f°sfarf y0Ur

••••

Radio

'"TeuotiaMa 7Ui"
SHOW YOU...
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HOW TO WIN the Hft BILLION KANSAS CITY MARKET!

Teach weekday evening at 7:3o<

'SAYITwith MUSIC•••••••••

[Relaxing music all evening long

plus baseball scores on

the half hour from

7:30 till 11:30

The "secret" (we're not keeping it too

well!) is TOP personalities plus TOP news
and market coverage and the musical magic
of the TOP 10,000 tunes. We call this "secret"

TOPularity—the new concept in radio pro-

gramming—the unique kind of "soft" sell

that wins the hard cash of friendly customers

for advertisers on KMBC-KFRM.
(Shown here are ads from a current news-

paper series of our continuing campaign to

publicize KMBC-KFRM TOPular personal-

ities and programs to listeners.)

Only KMBC-KFRM provides single-pack-

age coverage of the entire Kansas City Trade
Area—Kansas City, the nation's 17th largest

metropolitan market, plus western Missouri
(via KMBC), and the entire state of Kansas
(BONUS coverage via KFRM). Let us help

you sell nearly four million persons with an-

nual buying power exceeding $6V<> billion!

Check with your P-G-W "Colonel" right

away for availabilities on KMBC-KFRM
Radio.

W crry/

'*1WG|.
WH
2^j»s emy h(;

tiffin i

Mil
""UFr/4,1

fcw*/*>*.

'*"' KMBC-KFRM coverage corresponds almost exactly to the

Kansas City trade area as defined by the 10th District

Federal Reserve Bank. The Kansas City Metropolitan

Area, according to Sales Management "Survey of Buy-

ing Power, 1959" now ranks 17th in the nation.

Jh Kansas OW the Swin9 is to 1/MRP-TV
Kansas City's Most Popular and Most Powerful TV Station

and in Radio the Swing Is to

KMBC V Kansas City— KFRM fa* the State of Kansas

DON DAVIS, President

JOHN SCHILLING, Executive Vice

GEORGE HIGGINS, Vice Pres. & !

ED DENNIS, Vice President

MORI GREINER, Television Manai

DICK SMITH, Radio Manager

.1 ,„ n~n tl> ., -r«. /TV fik h Peters. Grh
Woodward,

xtlmiie National R'f"
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PART ONE

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE

AUTO MAKERS
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QUALITY
touch .

Ww

3iF

Courtesy Neiman-Marcus Antoinc Salon, Preston <

A coiffure for her and her alone . . . this is the

proud achievement of the creative hair stylist.

He possesses a "quality touch" which comes

from dedication and pride.

It is a like characteristic among today's

better radio and television stations ... setting

them apart through dedication to quality!

Represented by

Edward Pelry & Co., Ir

WFAA

radio & television • dallas

Serving the greater DALLAS-FORT WORTH market

BROADCAST SERVICES OF THE DALLAS MORNING NEWS

The Original Station Representative



Don Juan made things happen in Spain

WPEN
RADIO

MfllfCG
IflrlliCw

THINGS
HArrEN
IN

PHILADELPHIA
WPEN is the only station in Philadelphia

broadcasting Signal 95— on-the-spot tape

recordings of traffic violators by police

officers who are wired for sound! The actual

conversations.. the excuses.. the arguments!

In Public Interest . . and in Sales . . WPEN

Makes Things Happen In Philadelphia.WPEN
Represented nationally by GILL—PERNA

New York, Chicago, Los Angeles, San Francisco, Boston, Detroit

CONSOLIDATED SUN RAY STATIONS
"-»-



the

MOST.'

To say the least, WBIR-TV
has THE MOST top-rated

shows in Knoxville. And
Man . . . that signal is WAY
OUT ... it really COMES
ON . . .in those 227, 166 TV
homes in its coverage area.

Call your Katz Man . . .

MAN!

WBIR-TV
CHANNEL "

I £\

KNOXVILLE-TENN.
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Coming: Hell on wheels
Detroit's new small car-big car brawl is going to be a beaut, and they'll

slug it out with ad dollars. Result may launch a new era for air media

Burnett simplifies tv tape buying

Leo Burnett's standard provisions contract with Telestudios sets a

precedent for agency-producer negotiations on video tape commercials

Tv up 17.3% for first half 1959
Television Bureau of Advertising reports combined spot and network tv

time investments for first six months of this year at $624.7 million mark

Birth pains of a new tv campaign
Here's how Ogilvy, Benson & Mather sweated through brand, copy and

media research to come up with new |1 million Maxwell House campaign

In and out on Madison Ave.

With apologies to Robert Benton and Harvey Schmidt, Donahue & Coe's

Eugene Trivell picks up where they left off, covers the ad field

Merkel finds new quality markets
Meat packer forsakes "snob" appeal for quality line and uses radio to

reach all economic, age and ethnic groups in New York radio campaign

No rise in half-hour tv show costs

Rundown of average show costs points up stability of half-hour format

this season, as compared with bigger, more expensive extravaganzas
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PEOPLE
work— play

—

LIVE
by RADIO!

WHO
SCHEDVL-E

WHO Radio Reaches From 18% to 35% of the Total Radio Audience

in 93 "Iowa Plus" Counties, Sign-On to Sign-Off!

PINNING or primping, radio entertains

and informs her— even when she can't

take her eyes from the job at hand. There's no

time to interrupt her daily chores for reading

or viewing. Radio sells more economically, more

completely, more often.

WHO is the big-audience radio station in

Iowa. It is aggressive, alert, alive— and it

invests tremendous amounts of time, energy

and money to attract and keep the big audience.

The 93-county area Pulse Report (Feb.-

March, 1959) gives WHO Radio from 18%
to 35% of the total radio listening audience

— first place in every quarter hour sur-

veyed — the balance being divided among

88 other stations!

You can SELL "Iowa Plus" through WHO
Radio — where you get the very best pro-

gramming in the State. Ask your PGW
Colonel for the details on Iowa's believable,

big-audience station.

WHO
for Iowa PLUS

!

Des Moines . . . 50,000 Watts
NBC Affiliate

Col. B. J. Palmer, President

P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

WHO Radio is part of Central Broadcasting Company,
which also owns and operates

WHO-TV, Des Moines; WOC-TV, Davenport

Peters, Griffin, Woodward, Inc.. National Representatives«.
SPONSOR 26 SEPTEMBER 1959
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There's VwuXl in Jacksonville, where many of the most

interesting figures are displayed off the beaches. Such as WJXT's

coverage of well over twice the counties in Northeast Florida and

South Georgia (66 vs 28) ... such as WJXT's 3 to 1 lead in the

Nielsen ratings . . . such as WJXT having all the top 36 night-time

network shows! Can there be any doubt there's more . . .

much more to WJXT.
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WJXT
JACKSONVILLE, FLORIDA

Represented by CBS Television Spot Sales

Operated by The Washington Post Broadcast Division:

WJXT Channel 4, Jacksonville, Florida WTOP Radio Washington, D. C. WTOP-TV Channel 9, Washington, D. C.



YOU
KCAN'T
KCOVER
TEXAS
without

KCEN-TV

EXCLUSIVE!
we're the only NBC
outlet for miles
around Central Texas!

BLAIR TELEVISION ASSOCIATES
National Representatives

NEWSMAKER
of the week

Last week in Chicago the newly formed (last March) Associ-

ation of FM Broadcasters met at the Palmer House to draw up
battle plans for fm's expansion into a major advertising me-

dium. With a serious, and practical determination not always

present at FM meetings, the Association chose as its presi-

dent a 35-year radio veteran with a strong sales background.

The newsmaker: Fred Rabell, manager and owner, with

his wife Dorothy Rabell, of radio station KITT, San Diego.

To an industry long dominated by minority groups with special

interests in the technical, engineering, or long-haired music aspects of

fm, Rabell brings an unusually practical and refreshing sales outlook.

"Fred Rabell," one of his long time friends told SPONSOR, "is an

extremeb savvy businessman who knows how to sell radio."

Manhattan-born Rabell got into broadcasting in New York in the

mid-twenties almost by mistake. While working for a Wall Street

firm, he went on the air as a fledgling "investment counselor."

His radio broadcasts attracted the attention of the Perry interests

who offered him a job with their Florida stations. During the 1930's

Rabell was in charge of Perry operations in Jacksonville, Panama

City, and Ocala.

After four years in the Navy, where he served with distinction as

a commander on carrier duty, Rabell returned to radio as part

owner of am station WNCA, Asheville.

In 1947, John Ward Studebaker, then U. S. Commissioner of

Education who had a San Diego construction permit, asked Rabell

to take charge of KSON (am) and KWFM (fm). The stations

began operation on 1 July 1947 and continued until 1950 when San

Diego built a freeway through the tower.

Resuming broadcasts in 1951, the stations were operated as KSON-
AM and KSON-FM and programed separately. In 1957, Rabell

made a move which characterized his confidence in fm. He sold the

am station but insisted on retaining ownership of the fm operation

(changing its call letters to KITT).

In two years, he has demonstrated his ability to place fm on a

sound commercial basis, his exact goal for the entire industry.

Interviewed by sponsor, Rabell said, "Fm has come into its own in

the past three years. Our group is like a phoenix, rising from the

flames of past mistakes. We aim to promote fm not as a specialized

medium, but as a major means of mass communications."

Most industry observers believe that fm faces a tough battle to

reach its announced goal of $500 million advertising revenue, but

agree that Rabell will give fm the leadership it must have.

The National Association of FM Broadcasters, under Rabell, will

attempt to channel this interest into sound commercial avenues. As

one veteran broadcaster told sponsor, "The association's most im-

portant function is to define what we're selling—then prove it!" ^
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than any other Savannah medium!

^ -----

COMPARATIVE ANALYSIS

Based upon Official Published Reports-Nielsen Coverage Study No. 2 for

Savannah, Georgia Radio Stations

. . .WSAV reaches 25,620

more radio homes than its

nearest competitor.

ASK YOUR EASTMAN MAN TO SHOW YOU

THE COMPLETE NCS No. 2 REPORT

Savannah Radio Monthly Number

Station: Homes: Coverage: Counties:

WSAV 144,050 79,700 32

Station "A" 45,550 25,820 1

Station "B" 51,710 31,650 5

Station "C" 118,430 44,860 25

Station "D" 45,550 24,640 1

Station "E" 117,140 66,050 24

Average Daily Circulation (ABC Reports!

Savannah Newspaper Savannah Newspaper

"M"—53,606 "E"—

2

3,977

in SavannahWSAV
630 kc.

5,000 watts
Full Time

represented by

eastman
L,.,tk ,,



POWER .your most

potent selling wedge!

-and in the Detroit Area
you get either or both

at the Lowest Rates of

any other Major Station.

GENERAL OFFICES
* > GUARDIAN BLDG. . DETROIT 26, MICH.

fc« ROBERT E EASTMAN & CO. J E CAMPEAU YOUNG TELEVISION CORP

Noll Radio Rep President Nail TV Rep

(A4{x;

i
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THE DIFFERENCE
BETWEEN

GOOD AND GREAT IN

TWIN CITY
TELEVISION IS...

Unlike the oyster . . . good only in

months containing an "/?," they say . . .

and great when it contains a pearl, WCCO
Television is great month after month,

year after year . . . and the pearl is

always there.

This Twin City oyster is credited with an

JULY '59 Nielsen Total Audience

average of 25ri
,, more sets in use,

sign on to sign off, every day of the

week, than its nearest competitor.

The difference between good and great in the highly

competitive, four channel Minneapolis - St. Paul

market is Channel 4's consistent deliverance of the

great bulk of audience. ^B
Represented by Peters, Griffin and Woodward

SPONSOR • 26 SEPTEMBER \
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Reps at work

FiRgr
IN EVERY

QUARTER

HOUR
SEGMENT^

>
/
v
Pulse, Seattle

May -June 1959

6:00 a.m. to 6:00 p.m.

KOL
See your Boiling Co. Rep!

10

Howard (Mac) McFadden, NBC Spot Sales, New York, notes that

more and more major network tv advertisers have become cognizant

of the invaluable support they can receive by backing up their net-

work tv buys with spot radio. "With the rough competition among
the three tv networks this fall, a national average rating of 30 should

be considered good. But, this rela-

tively good rating may be earned

by very high ratings in small mar-

kets where competition exists be-

tween two or three stations. The

possibility remains that the ad-

vertiser may have a low rating

in a market which is of consider-

ably greater significance to him

and where competition may come

from five or six tv stations." Mac
points out that even with a rating

of 30, the advertiser misses seven

out of 10 homes, leaving a gap that may dilute the total effectiveness

of the campaign. "The way to span this gap is with spot radio. By
using spot the advertiser can pinpoint crucial market areas, insure

more complete coverage and add additional impact, which mean more

sales. Spot radio will extend a campaign in its area and depth."

Roger LaReau, Edward Petry & Co., Inc., New York, notes that

every year at this time requests for minute availabilities pour in

from the agencies, and stations find the time increasingly diffi-

cult to clear. "I am convinced that media people could accom-

plish their clients' sales goals more effectively via the judicious use

of chainbreaks, or a combination

of breaks and minutes. Except

when introducing a new product,

advertisers penalize themselves if

they use only minutes. With few

exceptions, the most efficient area

on any tv station is where the

prime time chainbreaks and pres-

tige program adjacencies are

located, and it is here that the

greatest number of people can be

reached." Roger feels that reps

can provide more information and

guidance to reduce the seventh hour scramble after minute availabili-

ties." Buyers might be happily surprised at the grasp most reps have

of their markets and the stations. By consulting the rep, media-people

can save a good deal of time and labor, and I'll wager their spot tv

schedules will correspondingly turn out to be more sales productive.

SPONSOR 26 SEPTEMBER 1959



'Ill her FIVE in a series

J

PENSACOLA, Florida-Population 194,500
Office hours : 9 am - 5 pm
Peak traffic hours : 6 :30 am - 9 am

3 :30 pm - 6 pm
Evening stores stay open : Friday

Peak shopping days : Friday, Saturday

Paydays : Industry—Wednesdays
Military—1st and 15th

Major industry : Chemstrand—6,400 employees

Military: Naval air station— $80,000,000 pay-
roll ; Eglin Air Force—annual pay-
roll—$50,000,000.

WNVY
Hooper and Pulse rated #1

. . . every time period . . .

every day . . . every survey

from 7 am to 12 Midnight.

Twice ratings of second station.

TULSA, Oklahoma -Population 378,500
Office hours : 9 am - 5 pm
Peak traffic hours : 7 am - 9 am

4 pm - 6 pm
Evenings stores stay open : Mon., Thurs.

Paydays : 5th and 20th

Industry: "Oil capital of the World." Hub of

nation's pipe, producing and refinery

network.

Military : Douglas Aircraft on firm 2-year con-

tract for B-47 Modification. 7,000 em-
ployees

; $42,000,000 annual payroll.

KFMJ
Tulsa's "Gaslight" station,

programmed for buying
adults. Limit of two one-min-

ute commercials per quarter;

12:30 to 6 pm Mon. through Fri.

Regular rates.

SPARTANBURG, South Carolina- Population 180,500

ft*

Mill shift : 8 am - 4 pm
Store hours : 9 :30 am - 6 pm
Peak traffic hours : 6 :30 am - 8 :30 am

3 :45 pm - 6:15 pm
Peak shopping days : Thurs., Fri., Sat.

Paydays : Thursday ; 1st and 15th

Primary farm crop : Peaches. Area ships more
peaches than the "peach
state"-—Georgia.

Growth : Population up 20% in 5 years.

WTHE
Now Pulse-rated #1 from 7

am to 12 Mid. Dominates
audience with 59 quarter-hour

"firsts"-— compared to 9

"firsts" for Station "S" . . .

none for Station "O".

JACK MAShA^-QBMPAN Y. Inc.
Jack Mas/a, President 40 East 49 St. Dick Lawrence

N. Y. C. 17 Director

Clem O'Neill, Mgr. Midwest PLaza 3-8571 of Programming

FOR FURTHER FACTS ON THESE AND OTHER MASLA-REPRESENTED STATIONS, CONTACT
NEW YORK • CHICAGO • SAN FRANCISCO • KANSAS CITY • ST. LOUIS • LOS ANGELES

Masla Means Business



"SUNNY" is the
#
/~l ADULT
7 / WESTERNJ I STATION*

The Western Coast of Florida,

that is! If you're shootin' for

adults in this territory, better

hire the top gun . . . WSUN!
"Sunny" is No. 1 in adult lis-

tenership, per 100 homes,
throughout the entire 24 hour

broadcast day! And Pardner,

WSUN delivers more homes,

at the lowest cost per home
of any station in the heart of

Florida!**

*Pulse, 6-'59

**NCS2

TAMPA -ST. PETERSBURG

Natl. Rep: VENARD, RINTOUL & McCONNELL
S.E. Rep: JAMES S. AYERS

by John E. McMillin

>

-

'

\

Commercial
commentary

The Sarnoff reply to Harper's
Did you happen to see the letter from Robert

Sarnoff of NBC in the September issue of

Harper's magazine?

I thought it was bright, clever, amusing, even

brilliant, but also somewhat disturbing.

NBC's board chairman was replying to the

extravagant, and ill-considered proposals of

John Fischer, Harpers editor, for the creation

of a super-intellectual National Broadcasting Authority.

Fischer, you will recall, suggested in the July issue of the magazine

that the present state of tv programing is so depraved that violent

measures must be taken. His plan: a channel rental tax on all tv

land radio) stations of 10-15% of annual earnings.

The monies collected I Mr. Fischer, who is certainly not a CPA,

estimates them at $50 million) would be used to set up a Program-

ing Authority which would produce a minimum of three hour-long

public service programs a week and schedule them on all stations

and networks in prime time.

According to Harper s, the magazine's offices have been "inun-

dated" with mail, and "mere than 99% of the writers have expressed

dissatisfaction with the present state of tv and enthusiasm for the

present scheme."

Sarnoff, representing the 1% dissent, makes what Harper's calls

"not so much a direct comment as an ironic counter-proposal."

Slapping the other cheek

Applauding "Mr. Fischer's very earnest and sincere effort to solve

a problem which has bothered us for many years," Sarnoff with

obvious tongue-in-cheek suggests that the plan deserves a trial and

should be tested for size in the magazine field through the creation

of a National Magazine Authority I NMA )

.

"It is hardly necessary" argues the NBC executive, "to elaborate

on the imbalance of mass-appeal magazines. In 1958, nearly a third

of all weekly magazine serials consisted of Westerns—a ratio several

times greater than the ratio of Westerns to other programs on

NBC TV.

"Why should the great mass of American magazine readers

—

those who read Look, Playboy, The Saturday Evening Post, to say

nothing of more chastized brethren as Confidential—never be exposed

to Alfred Kazin's analysis of the fiction of the fifties in your October

issue

:

"Why should a member of the elite who happens to find some

amusement in Reader's Digest be saddled with the expense and trouble

of finding more specialized fare in smaller publications?

The Sarnoff counterplan: set up an NMA with directors of "im-

peccable professional competence, high intellectual stature and de-

tachment." Under their direction, "exemplary articles, fiction, re-

12 SPONSOR 26 SEPTEMBER 1959



3R • WCKT MIAMI,

NOT FOR HIRE
signs are goiug up HSRIES, LTI
everywhere for the
new series starring

RALPH MEEKER.
• WWL-TV NEW
R. J. REYNOLDS
• PAK-A-SAK
PRINGS • R.

WKBW-T
• CAMPBELL-M

!
• F. H. HAYHUI
SON ADVERTIS
WILLIAMS SB
PA. • HOUSEHOL
ELLE • MAXON, I

CHICA

CO

rz. • ^ ^j-tv de worCNP
NBC Television Films—A Division of California National Productions, Inc.
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GIANT MARKET

N. C.

'ASHEVILLE

U(S,heao • SPARTANBURG
'GREENVILLE

I

"The Giant

of

Southern

Skies"

GIVES YOU ALL THREE . . .

GREENVILLE
SPARTANBURG

ASHEVILLE
... with total coverage area
greater than that of Miami,

Jacksonville, Birmingham or

New Orleans

82-County Data (within the TOO
UV/M contour) S. M. Survey May
10, 1959

POPULATION 2,946,600

INCOMES $3,584,180,000

RETAIL SALES . . . $2,387,606,000

HOUSEHOLDS 751,900

Represented Nationally by

WEED TELEVISION CORP.

CHANNEL 4

WFBC-TV
GREENVILLE, S. C.

NBC NETWORK

RADIO AFFILIATE, "THE PIEDMONT GROUP"
WFBC- GREENVILLE WORD - SPARTANBURG

14

Commercial commentary {continued)

views and verse would be solicited and conceived, assigned and

written and generously paid for. These would be placed regularly on

a staggered basis in the commandeered pages of national magazines

of national circulation."

"Thus, for example, every other issue of the Ladies' Home Journal

would be required to devote, say, six pages in the front of the maga-

zine to the kind of worthwhile prose and poetry that ripens almost

unnoticed in such esoteric periodicals as Hudson Review, Sewanee

Review, and Commentary.

"Just consider what a refreshing change of pace, what a stimulus

to further creativity, this procedure now promises for those literary

figures who now scorn the mass magazines because they dislike being

forced to write 'garbage.'
"

Two wrongs and a right

My first reaction on reading this impudent bit of sardonic chican-

ery was to shout "touche!" and "that's telling 'em, Bob."

My second reaction was a more sober "yes . . . but."

All of us in tv have been angered and disgusted by the holier-than-

thou attitude which the print media take toward television, and by

their sanctimoniously screwy proposals for correcting its supposed

evils.

Sarnoff's devastating counterplan brilliantly exposes both the

absurdity of the Fischer ideas and the less than pristine virtues of

the magazines themselves.

As a piece of writing calculated to buck up the troops, to bring

ringing cheers from the broadcasting industry, it could hardly be im-

proved on.

But is it good public relations for television? I don't think so.

In the first place, I don't think it will convince the readers of

Harpers—at least those who are inundating the magazine with en-

thusiastic huzzas for Mr. Fischer's brainchild.

To them, Fm afraid, it will merely seem like an overly clever piece

of evasion, a shallow sophistry which tries to disclaim the pot's

blackness by calling the kettle names. And in a sense, of course, it is.

No matter how low the field of mass magazines has fallen (and

I think they get cheaper and more insipid every week), you're in

trouble if you try to justify tv for this reason. You're arguing that

two wrongs make a right.

Beyond that, I think that Bob Sarnoff and every other responsible

tv executive should recognize tv's wholly unique position in the field

of communications. Tv is no longer the Young Contender. Tv is No. 1.

The criticisms that are leveled against the medium are, in very

large measure, a tribute to its awesome power and importance.

More is expected of television, and I think rightfully so. More

will be demanded of it, and I believe that the industry must learn how

to live with this state of affairs realistically, and without resentment.

The sooner all of us in tv realize that our standards must be

higher, our programing content more important, our business behav-

ior more circumspect and our public relations more statesman-like

than those of any other medium, the sooner we shall solve our prob-

lems.

Only when we accept, without pride, without snobbishness, without

grumbling and without flinching, the fact of our industry's leader-

ship, will we be able to give back to it the leadership it deserves.^
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saa
MORE

in the

WASHINGTON
MARKET
than any other

ADIO
STATION .

.

*IN AN AVERAGE DAY *IN AN AVERAGE WEEK IN AN AVERAGE MONTH
(MON.-FRI.) (20 MON.-FRI. DAYS)

9 AM TO 12 NOON 9 AM TO 12 NOON 9 AM TO 12 NOON
12 NOON TO 3 PM 3 TO 6 PM 12 NOON TO 3 PM 3 TO 6 PM 12 NOON TO 3 PM 3 TO 6 PM

23,800 25,700 22,800 56.300 61,600 62,700 130,000 139,300 156,500

DIFFERENT DIFFERENT DIFFERENT DIFFERENT DIFFERENT DIFFERENT DIFFERENT DIFFERENT DIFFERENT

HOMES HOMES HOMES HOMES HOMES HOMES HOMES HOMES HOMES

*NSI, May-June 1959, Seattle

IN THE PACIFIC NORTHWEST
NATIONALLY REPRESENTED BY

SPONSOR • 26 SEPTEMBER 1959
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SEATTLE
OFFICE

CHICAGO
OFFICE

BOSTON
OFFICE

DETROIT
OFFICE NEW YORK

OFFICE
SAN FRANCISCO

OFFICE

ST. LOUIS
OFFICE

LOS ANGELES
OFFICE U Jr\ L»w /^. 2*

OFFICE
JACKSONVILLE

OFFICE

~
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ON TAP: the data smart buying demands

RICHARD QUIGLEY has charge of our St. Louis
office, one of ten offices providing a fast,

efficient service to Advertising throughout
the United States.

A NATIONWIDE ORGANIZATION

Standing near the center of the

world's greatest agricultural region,

Missouri has long been a leader in

the output of beverages; of shoes and

leather goods; of feeds, meats and a

wide range of cereal products.

Naturally then, the St. Louis area

includes many of the top agencies

and advertisers in Spot Television.

For their media decisions, up-to-the-

minute data on markets and stations

are constantly on tap at our St. Louis

office.

Blair-TV operates on this basic

principle: that alert informed repre-

sentation is a service vital not only

to stations but also to all Advertis-

BLAIR-TV

ing and the businesses dependent on

it for volume and profit.

From the first, our list has been

made up of stations and markets we
felt in position to serve most effec-

tively. Today these stations are

located in 25 of America's major

markets. Together they cover more

than 56 percent of its population,

virtually 60 percent of its buying

power.

In its area, each of these stations

stands as a powerhouse of selling-

force. To help advertisers and agen-

cies make most profitable use of that

force, is the constant objective of our

entire organization.

AT THE SERVICE OF ADVERTISING

WABC-TV- New York

W-TEN-
Albany-Schenectady-Troy

WFBG-TV-Altoona
WNBF-TV-Binghamton
WHDH-TV- Boston

16

WBKB-Chicago
WCPO-TV- Cincinnati

WEWS- Cleveland

WBNS-TV- Columbus

KFJZ-TV-Dallas-Ft. Worth

WXYZ-TV- Detroit

KFRE-TV- Fresno

WNHC-TV-
Hartford-New Haven

KTTV-Los Angeles

WMCT- Memphis

WDSU-TV-New Orleans

WOW-TV-
Omaha-Council Bluffs

WFIL-TV— Philadelphia

WIIC- Pittsburgh

KGW-TV- Portland

WPRO-TV- Providence

SPONSOR «

KGO-TV-San Francisco

KING-TV-
Seattle-Tacoma

KTVI- St. Louis

WFLA-TV-
Tampa-St. Petersburg
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Most significant tv and radio

news of the week with interpretation

in depth for busy readers
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The current tv sellers' market has made some stations in key markets extra-

choosey not only of the programs they take but the quality of the spot commercials.

An agency placing a schedule for a durable item last week got a call from a New Eng-

land station plus another in the Midwest asking that it mail a sample commercial for

advance perusal.

The explanation the agency got was to this effect: We're trying to build a quality

image for the station, and we think that our concern should extend to the quality of

the commercials as well as the type of programing.

As some reps see it, the boom market for national spot tv has produced another

gratifying side effect: tv stations have stabilized their selling practices.

In other words, they're operating more firmly from their ratecards and conjure up fewer

plans to fit a new competitive situation.

The reps' devout wish: That this will be followed by a firming up of radio rates.

It's not often that an agency will ask simultaneously for spot availabilities in

behalf of two competitive products, but it happened last week out of SSC&B.

The products: Lipton Tea, newly acquired, and Salada Tea, recently resigned,

and shifted this week to Doyle Dane Bernbach.

In some cases the requests for daytime tv minutes were for the same markets.

CBS TV affiliates have gained the impression from the network that it's sensi-

tive to the massive program promotion campaign that ABC TV has in store and

that CBS plans to counter it on still a bigger scale—especially in key Nielsen markets.

ABC TV is going to run 200 newspaper ads ballyhooing the new season's product

($250,000 will be spent on the West Coast and $1.25 million elsewhere).

TvB hopes to use a late morning half-hour on WPIX, New York, to bring ad-

men up-to-date on what they ought to know about tv.

The station is contributing the time and TvB is putting up about $2,000 for a set

and props.

Tapes will be made available for airing in other key ad agency centers.

Panning the panners is an old sport on Madison Avenue, but tv admen have a few

special comments to make about how the critics have received the few network

wares exposed so far. Thus:

• No facet of show business—and that includes the film industry in its heyday

—

could

arrange to put its best foot forward at the start of a season.

• It's become puerile to fasten the copycat label on similar product, since ever)

business is alert to adopting a formula that the public likes.

• Most of last season's hits and this season's holdovers got unfavorable reviews

at their inaugurals.
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SPONSOR-SCOPE continued

CBS TV is reconciled that it will have to face up with this problem when it

meets with its affiliates in Pebbles Beach, Cal., 25 October:

They're going to complain that they are being deprived of too many nighttime station

breaks.

Particular targets: The Perry Mason show on the week that Colgate sponsors it ex-

clusively and Revlon's Thursday night series.

Here they are right up to—if not beyond—the wire, and the tv networks are still

battling to clear early and late evening time with their affiliates.

The stations' relations staffs are under orders to keep trying, and the stations themselves

are faced with pressure from two more sides: 1) syndicators who have regional or

local prospects, and 2) reps who are urging that the time be retained to take care of the

continuing demand for minutes.

An equally intense pressure from which there's also been no letup: ABC TV's vying

for all the time it can get from stations primarily affiliated with the other networks.

One measure of how national spot radio billings look for the final quarter of

1959: A survey of reps by SPONSOR-SCOPE shows that the new business written between

15 August and 15 September was at least 50% over what it was for the like 1958 period.

However, this reservation should be made: Aside from Zerex-Zerone, Chevrolet and
several others, they were market-by-market buys; hence the benefits won't apply to as

many markets as normally would be expected.

The agencies so far setting the radio buying pace are BBDO, Esty, JWT (New York),

and Campbell-Ewald.

Judging from surveys conducted lately by a couple of New York agencies, radio sta-

tions have quite a job facing them in this respect: Getting over to national advertisers

that radio station formats have undergone a big change this year.

The information gathered in the two studies on station programing show, among
other things, that (1) the stereotyped impression that national advertisers have of

local radio is exaggerated and badly outdated; (2) more and more stations have veered

away from the "top 40" and adopted smartly balanced music formats; (3) there's

been a marked move toward frequent public service features and other locally-oriented

programing.

Noted a media executive in one of the two agencies involved (his shop bills about $11

million in air media) : "Formula buying of radio is rapidly dying out. The same thing

ought to happen to our formula conception of this local medium."

The Rexall Co. appears to be planning to change the character of its operations

so that it not only will be in the exclusively-branded retail field but in a nationally

competitive position to Whitehall, American Home, Sterling, and others.

The plan in essence: To put out a line of nationally-advertised proprietary prod-

ucts other than Rexall brands to give it access to supermarkets and drug stores in general.

Eventually, Rexall may even compete for the prescription counter business by

turning out a line of ethical products.

Parti-Day, which was acquired last week by Turtle Wax, has ambitions of up-

ping its budget to $1 million for next year and putting the biggest share of it in tv.

A Chicago observation is that this outlook plus some competitive factors may have induced

Reddi-Whip to swing its account to North from D'Arcy, which has handled Parti-

Day from its inception.

(For early history of Parti-Day in tv, see sponsor 1 November 1958 and later issues.)

18 SPONSOR • 26 SEPTEMBER 1959



SPONSOR-SCOPE continued

Now that the two networks have gone about as far as they can in disposing of night-

time odds and ends, ABC TV and NBC TV patently are concentrating on bolstering

their daytime billings for the last 1959 quarter.

The pressure is understandable: Their overhead is well covered by nighttime sales, so

every daytime dollar that comes in the rest of the year produces a relatively high

profit.

Below are some highlights and sidelights on this intensified daytime competition—with

what looks like a tinge of a price war in the offing.

In an obvious move to meet ABC TV's daytime pricing and competitive pressure, NBC
TV has put a figure of $1,000 net per quarter-hour on three newly scheduled se-

ries: The Thin Man, The House on High Street, and Split Personality.

It's a bargain rate—the quarter-hour price on NBC has ranged from $2,500 to $3,000

gross—and is only available through 1 January 1960.

A couple of established soapers, Dr. Malone and From These Roots, also can be had
now on this network at $200 net per quarter-hour. (It takes about $20,000 to produce

a half-hour soap strip these days.)

Note: CBS TV has been letting the younger Linkletter's show go sans talent bill-

ings for charter buyers.

NBC TV is offering two special daytime packages for advertisers interested in

saturation-type dealer support for the coming Thanksgiving and Christmas holidays.

Each package covers a four-week interval. Here are the dimensions:

• The $250,000 package: four quarter hours, five days a week, 44 commercial min-

utes spread across 10 different programs, a total of 120 million home commercial im-

pressions, with an estimated cost-per-thousand-per-commercial-minute of around $2.

• The $150,000 package: two quarter hours, five days a week, spread over nine dif-

ferent programs, reaching 28 million homes and adding up to 71 million home com-

mercial impressions.

Don't be surprised if Colgate advertising takes another turn on the non-exclu-

sive programing wheel and adopts the dispersion pattern for its daytime network tv.

The sharp look that Colgate is giving its exclusive sponsorship of the Payoff and Top

could easily be a telling clue of things to come—and these things, specifically, is spreading

daytime participation so that it covers not only five days a week but various times

of the day and a multiplicity of programs.

For Colgate it's been a slow recognition of two precepts already accepted by its competi-

tors: (1) tv, unlike other media, is in a constant state of flux, and (2) because of the size

of the tv stakes, you have to stay in a fluid buying position.

ABC TV contends that its device of letting advertisers scatter the three minutes

of commercial accruing per quarter-hour provides a bigger four-week audience turn-

over than is obtainable on NBC or CBS.

As ABC TV has it figured out, a program with an average rating of 3.8 builds up
to 21.9 over four weeks with a turnover of 5.8 times.

To demonstrate how this relatively low rating plus the additional spread can deliver a

greater turnover, ABC cites competitors' daytime programs:

SHOW AVG. RATING CUMULATIVE RATING AUDIENCE TURNOVERS

Price Is Right (NBC) 7.4 21.2 2.9 times

Treasure Hunt (NBC) 5.8 17.1 2.9 "

House Party (CBS) 7.6 23.6 3.1 "

County Fair (NBC) 5.8 21.7 3.6 "
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SPONSOR-SCOPE continued

The next breakthrough in the proprietary drug field apparently will consist of

a series of skin complexion remedies that are not merely treatments but cures.

Several such products are in the clinical testing stage—two of them getting serious

scrutiny from one of the soap giants.

The hottest agency of the week in terms of spot tv activity was Bates, with the

reps getting availability calls for at least four brands.

They were: Morton's Frozen Foods, Continental Baking, Blue Bonnet, and
Fleischmann's Margarine (both of the latter Standard Brands).

Cunningham & Walsh meantime is looking for daytime and late night min-

utes in behalf of Jergen's Lotion.

They're continuing to move 'em from the old ranks at CBS TV—not only

in programing but in sales, too.

Latest example: Seasoned in all sides of research and sales, one of the crew dating to

the '30s

—

John Karol—has been transferred from radio to CBS TV sales as direc-

tor of special projects.

The prospects of SKA coming through with that long-planned master presen-

tation on national spot radio aren't too bright: Several rep members appear to prefer

putting the money for such a project into radio presentations of their own.

Katz has just put out one called the Nuts and Bolts of Radio; meanwhile Blair, PGW,
and Adam Young have undertakings on the subject in the works.

Jt looks like network radio will be the only facet of the air media that will wind

up 1959 with a dip in billings as compared to the previous year.

At the rate that sales have been going, the minus margin—one of the network fore-

casters calculates—will be at least 10%.
The share of sponsored time the first week in August, as estimated by NBC cor-

porate planning: ABC Radio, 25%; CBS Radio, 20%; NBC Radio, 52%.

The deluge of spot radio business out of Detroit this fall has but one handicap for

a number of stations: So many of the schedules calls for peak traffic hours.

Fitting in the announcements with ample protection for competing cars may
cause a lot of straining, though stations, according to their reps, are bound on satisfying

the needs.

(See page 31 for Automotive Wrap-up article.)

The big surprise in resignations of the week—although the principals have

been in negotiation for some time: Pete Levathes quitting as No. 1 man in Y&R't

tv department to head up 20th Century-Fox's worldwide activities.

The guess on Madison Avenue is that Levathes' vacated berth will go to an outsider.

Most surprising angle about the event is that it comes within nine months after

Y&R had resolved a complex tv department situation by the appointment of Levathes.

Levathes was with the same film company for 15 years before coming to Y&R
in 1952, which a couple years earlier lost another tv executive, Rod Erickson, to Warner

Bros.

For other news coverage in this issue, see Newsmaker of the Week, page 6;

Spot Buys, page 28; News and Idea Wrap-Up, page 64; Washington Week, page 71; sponsor

Hears, page 74; Tv and Radio Newsmakers, page 86; and Film-Scope, page 72.
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IT COMMUNICATES!

The deft flick of a woven blanket over a smoldering wood-fire once translated wisps of smoke into meaning that produced action.

Electronic images have replaced the smoke signals of the Mackinaws, but the sense of communication remains. Now, the "flick"

switches on television sets to the only real communication WOODIanders know — WOOD-TV! It blankets their firesides, weaving

messages that inspire the buying action of the whole tribe. Got the message? Signal for the Katz brave and give 'im your schedule.

WOOD-TV is first - morning, noon, night, Monday through Sunday November '58 ARB Grand Rapids

WOOD-AM is first -- morning, noon, night, Monday through Sunday Apriki58 Pulse Grand Rapids

> WOOD AM
TV

WOODIand Center,

Grand Rapids, Michigan

WOOD-TV—NBC Basic for Western

and Central Michigan: Grand Rapids,

Battle Creek, Kalamazoo, Muskegon

and Lansing. WOOD-Radio— NBC.



We are always happy to receive

letters such as yours which point

up the WGN, Inc. by-words

—

Quality and Integrity.

I ^VJX^M^ UOiA^
f
^y^\A^.^durtXAjcLi-^

Our strict adherence to the NAB
Code and our dedication to the

community which we serve, have

resulted in ever increasing recogni-

tion of our policy by agencies,

advertisers, our audiences—yes,

even our competitors.

WGN-TV CHANNEL 9
441 N. Michigan Ave. • Chicago 11, Illinois
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broadcast advertisers reports, inc.

750 third avenue, new york 17, n.y., yukon 6-8410

July 27, 1959

Mr. Ward L. Quaal, General Manager
Television Station WGN-TV
441 N. Michigan Avenue
Chicago 11, Illinois

Dear Mr. Quaal:

Of the 235 television stations we now monitor, WGN-TV is one of those
which always gives advertisers a well-scheduled, clean run for their
money. I suppose no one in the business knows this better than BAR
since we've been monitoring stations all over the country for almost
six years .

Also, as you know, our agency subscribers have used BAR to determine
"questionable station practices," and it seems to me that their atti-
tude, if turned around, can be a considerable bonus for those stations
which are automatically opposed to clipping, product conflicts, over-
crowding, and all other forms of spot nonsense.

Right now, with all the publicity that is developing on this, I think
you ought to do a hard-hitting "look how clean WGN-TV is" promotion.
It might pull more fall and winter business for you than any other
campaign theme

.

Almost every station on the air can come up with some kind of rating
story but few can spotlight an operation as clean as yours and this

is what the agencies will be looking for right now.

Cordially,

BROA^AST ADVERTISERS REPORTS, INC.

Phil Edwards
Publisher

PE/lf
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TIME BUYERS

TRIPLE TREAT

. help yourself to

K-NUZ
IS

Do You Want
AUDIENCE?
* First in total audience . . .

HOOPER (May-June, 1959)
PULSE (April-May, 1959)
NIELSEN (May-June, 1959)

Do You Want
ADULTS?

(MORE ADULT LISTENERS . .

.

Mon.-Fri. 7 AM-5 PM
*NIELSEN (June, 1959)
(No. 2 Station has only 51%
Adult Audience)

Do You Want
SPENDABLE
INCOME?

MORE MIDDLE & UPPER
INCOME AUDIENCE
SPECIAL PULSE
Apr-May, 1958)

the PACESETTER
for HOUSTON . . .

MUSIC!
NEWS!

No.l
* in TOTAL
AUDIENCE

K-NI7Z
Audience Composition

is 84% ADULT
Men and Women

K-NUZ
Audience Composition is 74%
MIDDLE & UPPER INCOME*

*

EQUIPMENT!
%%!!••,

X

*^nT« V

K-NUZ
\ •

Houston's' 24-Hour

— Music a^dJIews-

National Reps.:

THE KATZ AGENCY, Inc.

• New York • St. Louis
• Chicago * San Francisco
• Detroit • Los Angeles
• Atlanta * Dallas

IN HOUSTON,
CALL DAVE MORRIS

JAckson 3-2581

49th ant

Madison

24

Hitched for a long time

Congratulations on your article

"Hitch Your Wagon To a Pop Star."

(Sponsor Backstage, 5 September.)

We would like two dozen reprints,

please.

This is a message we've been

preaching for years, and, in fact, are

currently hassling with Don Page of

the Los Angeles Times, who claims

that such-type radio operations are

"sick radio."

In addition, we have found it par-

ticularly gratifying to work with a

lot of kids, and we're not kidding

when we say that these young people,

the future adults of this country, are

a lot more stable and sound than

many give them credit for being.

Yes, these kids can really sell . . .

and what's more, there are more and

more of 'em all the time.

William A. Hoftyzer

gen. mgr., KUTY
Palmdale, Cal.

TIO supporter

Many thanks for the fine editorial re-

garding TIO in the 12 September

issue of SPONSOR and, particularly, for

the advanced mailing of the editorial

to all of your subscribers a week

prior thereto. Your enthusiastic sup-

port of the project is much appreciated

by all of us.

C. Wrede Petersmeyer

pres.

Corinthian Broadcasting Corp.

N.Y.C.

From near . . .

I consider myself very, very fortunate

indeed in having in my possession the

SPONSOR Air Media Basics magazine.

You see, for quite a number of

years I was in radio management

here in Fort Wayne and I came with

this agency, one of the oldest and

largest in this area, this past Novem-

ber. I must admit that in all my
radio years. I never did know ex-

( Please turn to page 26)
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channel

In this busy area . . .

most television viewers

watch WBEN-TV
most of the time

The domination of WBEN-TV
of the 14 county Western New
York and Canadian Niagara

Peninsula market is attested to

by all audience studies.
Cony o w™"4

R R E

Which one do you read ? Check it

and see how the quality programming,
the foremost network shows from CBS,
plus prestige local programming for

balanced entertainment for the entire

family put WBEN-TV on top. Add to this

the perfect pictures and perfect sound, the

result of more than a decade of television

pioneering, and you have the sum total of out-

standing leadership and audience loyalty, day in day

out, month after month.

Consistently, TV viewers of Buffalo, Western New York, nearby-

Pennsylvania and the Canadian Niagara Peninsula vote overwhelm-
ingly in favor of the entertainment educational, cultural, and

informative programs . . . presented as a community responsibility

by WBEN-TV on Channel 4.

Reason enough that in WBEN-TV land your TV dollars count for

more on Channel 4.

VtW lOKK

f.

K E A N

ELK

PE.NNSILVVNU

POTTER
OCoudcitport

Represented nationally by

HARRINGTON, RIGHTER and PARSONS

WBEN-TV CBS the nation's top network

A SERVICE OF THE BUFFALO EVENING NEWS
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OUI* MUSfG iS THe MOST/
Listeners dig our music in much larger numbers than that

of our "music and news" competitors.

WBT's local music shows enjoy a 98% listener lead in the

mornings, 50% afternoons and 126% at night.*

Music represents only a portion of WBT's varied, creative,

responsible programming. At home or on the road, Caro-

linians have it made with WBT.

Express yourselves, truth-seekers. A small bundle of loot

placed on WBT covers the nation's 24th largest radio pad.**

Call CBS Radio Spot Sales for the Word.

Pulse 25 county area 1959 (March)

**A. C. Nielsen Co.

WBT CHaPlPTTe
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY

49TH & MADISON
[Continued from page 24)

actly how ratings, share of audiences,

etc., etc., were actually arrived at.

Too, I didn't know exactly how time-

buyers REALLY put their knowledge

to work.

Truthfully gentlemen, I believe this

magazine to be the finest, most com-

prehensive, most interesting of any

trade publication I have ever run

across. It will be on my desk at all

times!

Norman C.Widenhofer

radio-tv head

Willis S. Martin Co.

Fort Wayne, Ind.

* * *

Air Media Basics is my day-to-day

right-hand guide. I keep it handy

for use in presentations, general

guide and media encyclopedia deluxe.

It is also a useful tool for training

new media personnel . . . there is

not the usual confusion of writing for

the novices to wade through ... it is

concise and if they can't comprehend

this, you might as well give up. In-

cidentally, the sponsor Basics of two

years ago where you listed a refresher

course for "old" timebuyers and a

guide for the new buyers is still kept

handy for the same purpose.

Esther N. Anderson

timebuyer

MacFarland, Aveyard & Co.

Chicago

* * *

. . . and far

Your 13th annual edition of Basics

has reached me today, and I want you

to know way out here in Hong Kong
we find your publication invaluable.

We are something like 10,000 miles

away from New York and the concise

method of working up 220 pages of

.useful air media material is most

useful to the entire staff.

Your articles are informative and

directed in a way that makes them

most practical and useful. There is a

wide comparison between the audio

and tv market in the U.S.A. and Hong
Kong, and we need the basic material

of this kind to know what is going

on at the heart of the industry. We
congratulate you again on a most

practical publication.

Roy G. Dunlop

controller of programmes

Rediffusion Ltd.

Hong Kong
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in DETROIT
YOU KNOW WHERE YOU'RE GOING WITH

WJBK-TV
CBS PROGRAMMING • CHANNEL 2

Sales are UP in booming Detroit

Dept. Store Sales I'l' 17.5'
I

New Car Sales UP 76.5';

Factory Payrolls UP 26.3%

Car and Truck Output UP 667',

And UP is definitely the word for

WJBK-TV viewers

June and July ARB ratings

were both 35.2% of audience.

August is Up to 36.5%—28% higher

than any other Detroit station.

i the highest CBS station in any

4-or-more station market.

You know where your audience

and sales are going with WJBK-TV—
They're going UP!

a STOR ER station

CALL KATZ
STORER NATL SALES OFFICES

625 Madison Ave., N.Y. 12
•

230 N. Michigan Ave.
Chicago 1
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LONG ISLAND IS A MAJOR MARKET!

THE VOICE OF LONG ISLAND

THE GREATER

LONG ISLAND MARKET

(Nassau-Suffolk)

-SELLS-
MORE FOOD

THAN IS EATEN IN

MILWAUKEE

AND NEWARK

PUT TOGETHER!

FOOD STORE SALES

$764,361,000
(Sales Mgt.)

WHLI
Dominates the Major Long Island Market

Delivers MORE Audience than any other

Network or Independent Station!

(Pulse)

10,000 WATTS

WHLI!
HEMPSTEAD
IONC ISLAND. N. Y.

AM 1100

IM 98 3

\m xi/W

Represented by Gill-Perna

28

National and regional buys

in work now or recently completed

SPOT BUYS

TV BUYS
Colgate-Palmolive Co., New York: Going into about 40 markets

in October for Fab. Placement is for day and night minutes for 52

weeks. Buyer: Gordon Dewart. Agency: Ted Bates & Co., New York.

Charmin Paper Products Co., sub. of P&G, Green Bay, Wis.:

Kicking off flights in top markets for Charmin Tissue starting this

month for the P&G contract. Day minutes are being used, fre-

quencies varying. Buyer: Sam Tarricone. Agency: Benton & Bowles,

New York.

Ford Motor Co., Dearborn, Mich.: Schedules get off in October in

markets throughout the country for its new cars. Length of flights

and announcements vary from market to market. Head buyer: Allan

Sacks. Agency: J. Walter Thompson Co., New York.

Kelvinator Div., American Motors Corp., Detroit: About 70 mar-

kets are getting schedules this month for its automatic washers. Day

minutes and chainbreaks are being placed for one week of each

month for eight months. Buyer: Betty Powell. Agency: Geyer,

Morey, Madden & Ballard, Inc., New York.

Colgate-Palmolive Co., New York: Schedules in 60-70 markets

begin in October for Vel. Flights are for six weeks; day and night

minutes. Buyer: Inez Aimee. Agency: Norman, Craig & Kummel,

Inc., New York.

General Foods Corp., White Plains, N. Y.: Initiating schedules in

October for Heart of Oats cereal. 20's are being set for six weeks.

Buyer: Dick Gershon. Agency: Benton & Bowles, New York.

Socony Mobil Oil Co., New York: Eight-week flight starts in

October for its gasolines and oils. Prime 20's are being used in

about 15 markets, frequencies varying. Buyer: Joe Burbeck. Agency:

Compton Adv., Inc., New York.

RADIO BUYS
Ford Motor Co., M-E-L Div., Dearborn: Top markets are being

lined up for Mercury, to begin 10 October and run through 21 No-

vember. Traffic hour frequencies vary from market to market. Buy-

ers: Lou Kennedy and Bob Morton. Agency: Kenyon & Eckhardt,

New York.

Miles Laboratories, Inc., Elkhart, Ind.: Beginning a big push in

radio with traffic hour flights in October for 26 weeks for Alka-

Seltzer. About 30 top markets are being used, three and four stations

to a market. Buyer: Bob Jolly. Agency: Wade Advertising, Inc.,

Chicago.

Grove Laboratories, Inc., St. Louis: Campaign for Minitrub starts

this month in major markets. Run is for 12 weeks using day min-

utes. Buyer: Ed Green. Agency: DCSS, New York.
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There is no chestnut more overworked than the critical whinny: "Advertising sells people things they don't need!'

We, as one agency, plead guilty. Advertising docs sell people things they don't need.

Things like television sets, automobiles, catsup, mattresses, cosmetic--,

ranges, refrigerators, and so on and on.

People don't really need these things. People don't really need art, music, literature, newspapers,

historians, wheels, calendars, philosophy, or, for that matter, critics of advertising, either.

All people really need is a cave, a piece of meat and, possibly, a (ire.

The complex thing we call civilization is made up of luxuries. An eminent philosopher

of our time has written that great art is superior to lesser art in the degree

that it is "life-enhancing." Perhaps something of the same thing can be claimed for the prod-

ucts that are sold through advertising.

They enhance life, to whatever degree they can.

Indeed, that is the purpose of our unique and restless economy. It is fundamentally devoted

to the production and distribution of things people don't need.

Among them are toothpaste, electricity, outboard motors, artificial satellites and education.

Without advertising that economy cannot exist .... Young & Rubicam, Advertising

People do)i't really need art,

music, literature, newspapers
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IN MEMPHIS...

IT'S CHANNEL 3

/finAt 6y fcuti

In Survey After Survey—

Here are the latest Memphis Surveys, showing leads in

competitively-rated quarter hours, sign-on to sign-off,

Sunday thru Saturday:

A.R.B. Pulse Nielsen

Apr. 17-May 14, 1959 May 1959 July 1959

(Metro Area) (Metro Area) (Station Area)

WREC-TV 250 309 276

Sta. B 80 79 64

Sta. C 68 7 56

WREC-TV
Channel 3 Memphis

I

/

I

/

MEMPHIS

audifAta-

I

I
MONTHLY
TV REPORT

Nielsen Station Index

WSSm

Represented Nationally by the Katz Agency

At

by

A.R.B.

S

At

by

Pulse

S

At

by

Nielsen

s
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V / NEW SHAPES in cars are bringing new patterns in ad buying,

as different from the old as Chevy's I960 Corvair vs. 1936 model
/

AUTOS AT THE CROSSROADS—PART ONE

COMING: HELL ON WHEELS
DETROIT'S NEW SMALL CAR -BIG CAR BRAWL IS GOING TO

BE A BEAUT, AND THEY'LL SLUG IT OUT WITH AD DOLLARS

^^pringtime in Paris would have a hard time match-

ing the excitement of this autumn in Detroit as the

Big Three automotives finally turn down a road

they've been avoiding for a decade—building and

marketing "compact" cars. Deeply involved in this

new departure is the broadcast advertising business.

If the battle for auto sales becomes as heated as

present signs portend, air media should come close

to doing a $100 million billing this year on national

car business, plus a lot more on the regional and

SPONSOR 26 SEPTEMBER 1959

local level. In succeeding years, as marketing strat-

egies may be affected by the addition of still more

compact cars, by probable changing patterns of

manufacturer-dealer relationships, by new ad copy

approaches, by foreign manufacturers struggling to

retain or regain the beachheads they've established

in recent years, investments in tv and radio should

go on climbing.

An optimistic picture? It is, and it matches the

optimism that generally pervades Detroit right now.
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But the shadow of the question mark

is ever present over this unwieldy in-

dustry which, once it thinks it has

nosed out a trend, takes two years to

meet it, and where no mistake is ever

a cheap one.

Here is sponsor's analysis of the

automotive scene as it will relate to

air media based on interviews with

representatives of both industries:

Imminent threat to Detroit and its

ad plans is the steel strike. "If it

lasts another 30 days, we're all in

trouble," said an automotive man.

I The strike, longest in steel's history,

and going into its 68th dav at spon-

sor presstime, has halted about 87%
of nation's steel production). Even

when it is settled, it will not mean
that steel will immediately flood De-

troit again. And, should winter set in

before settlement, there will be the

added delays of frozen ores.

Orders on spot air campaigns are

IN A CRUCIAL YEAR,

COMPANY DIVISIONS

DETROIT MOVES INTO

AGENCY

HEAVIER

INTRO DATE**

GM

"
Buick MeC-E. 2 OCT.

Cadillac MacManus J&A 1 OCT.

Chevrolet Camp-Ewald 30 SEPT.

Corvair Camp-Ewald 29 SEPT.

Oldsmobile Brother 27 SEPT.

Pontiac MacManus J&A 25 SEPT.

GM truck & coach McC-E.

CHRYSLER

r
Gnrysler Burnett 13 OCT.

Valiant BBDO 25 OCT.

DeSoto BBDO 14 OCT.

Dodge Grant 1 OCT.

Dart Grant 5 OCT.

Imperial Y&R 29 SEPT.

^ Plymouth Grant 12 OCT.

FORD

r Ford JWT 1 OCT.

Falcon JWT 2 SEPT.

Thunderbird JWT

Edsel K&E 9 OCT.

Lincoln K&E 11 OCT.

^ Mercury K&E 13 OCT.

INDIES <

'

Rambler Geyer, MM&B 6 OCT.

American Geyer, MM&B 8 OCT.

Ambassador D'Arcy 13 OCT.

Studebaker (Lark) D'Arcy 9 OCT.

Willys Jeep Wagon Y&R,

Renault* Kudner*

Renault, a French import (Kudner handles air) takes half-sponsorship of NBC TV's Moon and Sixpence. ''Intro dates courtesy Automotive Nei
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carrying 24-hour cancellation clauses,

and there have been some discussions

already on network cancellations

should the strike cripple Detroit pro-

duction.

Such cancellations in the crucial

introductory season would hurt the

auto makers even more than the me-

dia. "If the strike should go on, let's

hope the auto-makers don't fall into

the trap of pulling out of their cam-

paigns," an adman told SPONSOR.

'During World War II, when they

didn't have any idea when they'd

ever be back in production again,

they had the good sense to keep their

AD INVESTMENTS IN TV/RADIO
BROADCAST CAR CAMPAIGNS

CHEVROLET introduces Corvair via Dinah Shore Chevy Show

(NBC TV), Pat Boone (ABC TV) and more than 1,700 radio

stations. (CBS, Mutual, Keystone and spot lineup). Buick

will use Specs (CBS TV) and Bob Hope (NBC TV). Pontiac

has Star Parade (
NBC TV) plus spot tv. Oldsmobile has

Dennis O'Keefe (CBS TV), Bing Crosby (ABC TV), Lowell

Thomas (CBS Radio). Cadillac all-radio (ABC newscasts)

DeSoto dealers will introduce economy car Valiant via spot tv

and spot radio. Dodge dealers get new Dart (variation on the

Plymouth) , will use Lawrence Welk on ABC TV and an Oct.

through Jan. radio campaign on about 200 markets. Plymouth

in a \3-week spot radio campaign plus Steve Allen (NBC TV),

for 52 weeks. Chrysler and Imperial have no air plans

FORD has earmarked about $30 million, for net tv alone, about

half of which goes into Startime specials on NBC TV, (biggest

single tv investment by an automotive) , the rest to Wagon Train

and Tennessee Ernie (NBC TV). Ford's new baby Falcon

shares in this television bonanza. Spot radio at intro time

RAMBLER, which has made its own air media success story,

continues its tv spot saturation on some 170 stations Friday

nights, expects to up Monitor (NBC Radio) weekend partici-

pations. Two four-week flights (Oct. and Dec.) in spot tv in 88

markets. Studebaker's Lark and Haivk are using about 1.300

radio stations and Jack Paar (NBC TV) participations

names before the pul lie II paid <>IT

fur years after the war was over."

The steel strike conceivably could

block the kick-off this fall, but it can
hardly lose the game.

The long-range picture is more en-

couraging. Detroit stands on the

threshold of a new era. Ahead lies

a growing appreciation of air media

—just about as delayed as Detroit's

appreciation of public demand for

economy cars.

"There's a striking parallel in the

Big Three's decision to come out with

economy cars this year and its con-

current decision to invest more mon-
ey in tv than ever before," a tv execu-

tive remarked. "In each case, the de-

cision came about only after every-

one else did their research and pre-

testing." American Motors' Rambler,
Studebaker-Pakard's Lark and the

fast-selling imports such as Volks-

wagen and Renault finally convinced
Ford, GM and Chrysler that there

really is a substantial demand for an
economy car. Admittedly, the Big
Three did extensive research jobs

themselves, but nothing happened un-

til this year, by which time the small

car competition had captured about

15% of the U.S. auto market.

"In the same way," the tv execu-

tive went on, "networks, station rep-

resentatives, TvB and tv advertisers

of other products have been furnish-

ing Detroit for years with proof of

tv's impact. This season they seem
to have acted, are putting bigger

shares of budgets into t\."

Surprisingly, for all their big

spending up to now in tv. automo-
tives lag far behind many other prod-

uct categories in percentages of total

budgets in tv. In 1958. for example,

their tv spending was about 3095 of

total budgets compared with nearh

80% for soap advertisers, more than

60% for tobaccos.

But this year, both tv and radio

should fare well in the auto adver-

tising picture. The pattern has been

emerging all year. This winter, auto

sponsors will be all over the night

network tv hoard; many of their vehi-

cles will be specials such as Fords
Startime series on NBC TV at an

estimated $17 million i see adjacent

chart). Spot tv is getting big play;
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is being used to supplement network

in most cases, but in some cases is

on its own. For most of this year, in

fact, spot tv has been a darling of

Detroit. In the second quarter, ac-

cording to TVB, auto billings in spot

tv quadrupled over the same period

in 1958 ($4 million vs. under $1 mil-

lion).

Radio is slated for some whopping

introductory saturation campaigns in-

volving some 1,700 stations in launch-

ing Chevrolet and its new Corvair

and perhaps 1,000 stations (including

some fm) for Cadillac. What is more

significant is that radio has been

getting a lot of steady business from

the auto-makers all along. RAB spot

estimates for the first half of 1959

showed that three of the top five

spenders in spot radio were automo-

tives: Ford in No. 1 spot with $3.25

million; GM as No. 4 spender with

$2.2 million, and Chrysler Corp. No.

5 with $2,125 million. On the net-

work side, ABC, CBS, NBC and Mu-
tual all have automotive accounts,

majority with newscasts; Keystone

Broadcasting went out and pitched

its own auto study, now claims eight

national auto accounts.

After the new models have been

launched (with especial interest this

year thanks to Corvair, Falcon and

HOW FORD RESEARCHED THE
MARKET FOR ITS NEW FALCON

SHOWN ABOVE is Ford's entry into the compact car field

—the 90 h.p., six-cylinder Falcon. Back in 1954, Ford set

up a team for research—"a bunch of guys under 40 just talk-

ing cars." In 1956, they became a section called Advance

Planning. Using research firms around the country, they

collected replies from thousands who answered questions or

drove test cars. Most important factor mentioned by testees

as disposing them to buy small cars was gasoline economy.

Ninety-eight per cent of those who admittedly were interested

in small cars mentioned this economy point first. Next came

lower purchase price. A 1957 test of 2,000 potential car

oivners showed that 12.6% were interested in a car which

ivas selling for $200 less than the price of a regular Ford.

mill

Valiant I and the hoopla has died

down, then what? What of the fu-

ture? What should broadcast look

for beyond this season?

Here are trends SPONSOR uncovered

—trends which are already develop-

ing, others still anticipated:

1. Changes in ad budgets: This

year, Detroit has a chance to break

with the traditional method of setting

up ad budgets. Traditional wav has

been to set up an ad budget on the

basis of car sales in the preceding

year. With the introduction of the

compact cars this year, however, new
ad dollar pools had to be set up based

not upon last year's sales (for there

were none) but upon a projection of

next year's sales. "It could teach

Detroit a lesson," one adman said to

sponsor. "The sensible approach to

setting up a budget is to pre-plan for

next year's market rather than try to

relate the year before to the year

ahead. Setting up new dollar pools

for the small cars could convince

them of this."

Cooperative ad plans, which went

out of existence in the auto field

about two years ago, have shown some
signs of resurgence through activities

of regional dealer associations. Per-

sons specifically interested in co-op

plans are quick to point this out. But

it is highly unlikely that it will ever

be adopted again—at least not in the

accepted way. Admittedly, there is

some co-op money floating about; a

preferred dealer with a big sales rec-

ord and an idea on how to build big-

ger sales frequently can hit the auto

manufacturer for a partial contribu-

tion to his local ad campaign. But

gone forever is the era when a dealer,

pressed by a friendly local sky-writer,

can charge Detroit with the bill for a

flight through the clouds that bears

no relationship to the national ad

campaign.

About the last vestige of co-op is

the small allowances at "sweep-out"

time which are given by the manufac-

turer to the dealer to help clear his

floor of old models to make way for

the new. At this point in 1959, such

monies have already been spent. Sta-

tions interested in picking up these

extra dollars again, may have to wait

until late summer of next year.

{Please turn to page 55)
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SIMPLIFIED contract between agency, producer was product of four-month negotiation between David Dole (left), broadcast

business v. p. of Leo Burnett, and NTA Telestudios. Above, Dole and Telestudios pres. George Gould watch Kellogg commercial

Burnett simplifies tv tape
^ Video tape commercials become 'total package' in

Leo Burnett's new contract form with NTA-Telestudios

^ Industry's first standard provisions contract for

video tape makes it as easy to buy as tv film commercials

/% milestone has been passed in

agency-producer negotiations on the

production of video tape commer-

cials. Leo Burnett agency of Chicago

has worked up the first standard pro-

vision production contract for video

tape commercials. Production work
for various clients under the new con-

tract has been under way with NTA
Telestudios of New York for several

weeks.

Perhaps the most important impli-

cation of the new contract is this: It

takes the video tape producer out of

the facilities business and makes him
a producer of complete commercials

packages.

Hitherto video tape production was

frequently on a costs-plus basis. Agen-

cies brought in their own talent and

directors and paid for whatever stu-

dio time, scenery and other facilities

they used.

Now the video tape producer can

do what the film producer does. He
will be responsible for the entire com-

mercial from start to finish, once the

scripts, storyboards and specifications

are completed by the agencj .

The fourth paragraph of Leo Bur-

nett s Videotape Commercial Produc-

tion standard provisions contract, on

the subject of "Furnishing Materials

and Services," begins as follows:

"Producer shall, as between Producer

and Agency, supph everything re-

quired for the complete production

and delivery of the specified Com-
mercials. 1 his includes, hut is not

limited to, sets, set props, music and

musical compositions I and arrange-

ments I . costumes, screening facili-

ties, artwork, sound effects, sound

track, editing, video-taping equipment

and materials, production and direc-

tion personnel, performers and musi-

cians."'

With these words a new era in

\ideo tape's growth might well be

said to have begun. The video tape

commercial ceases to become a sub-

stitute for a live, facilities-purchased

commercial, and becomes a complete

production on its own.

Three men responsible for the new

standard contract are David Dole,

broadcast business v. p. of Leo Bur-

nett. George Gould, president of Tele-

studios, and Alfred Markim. Telestu-

dios \.|>. of operations. Mr. Dole

said : "Based on the tremendous co-

operation and excellent results Bur-

nett has obtained in working with

Telestudios during the past 15
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THIS ORDER FORM TAKES GUESS-
WORK OUT OF TV TAPE SPOTS

: flOT CONTRACT

I
.r

-

'"AFF.)

Attentioni

w.o mswv c'^vi, ire.
Prudential fLila
Chicago 1, Illinoia

Triephonei CEntral 6-5959

Date:

Contract No._

Burnett Office

Gentlemen!

He! Production and sale of Com'l(s) for our client
(no.)

'e product

Ton, the undersigned froducer, after cxBninatton of script and other
material available relating to tno Coiraacrcial(s) coded as specified
he-rein, a^rce to produce an indicated herein, snd act! such Conw rciel(s)
in accordance with tr.e Arrceiaent entitled "Standard Provisions", here-
tofore signed by you and the teo Surnett C'jnaany, Inc., which Agreement
la incorporated herein and made a part hereof!

I

Total Lenpth
In Seconds

B*M or
Color

Does Final
Sound Track
Include Mu8ic?

Production
Date

t. Exceptions or additions to Standard Provisions are aa follow*! (if none,
please so specify.

)

3. Total price is

Producer soecifically acknowledges the rip.ht of Leo Burnett Comoany, Inc., or

anyone designated by Loo Brrnctt Company, Inc., to crder videotape copies at

any time either throi*?h Producer or directly froa the tape laboratory utilized

by Producer, if any, and such .laboratory is instructed to accept s copy of
this Production Contract as its authority to act \xr-.ai such order.

Accepted and Agreed To

(r'roducerj

(ttU< )

Very truly yours,

LPO- BtpHFT* CWA«T , '"C

.

By,

rrrrm

THE HEART of the precedental standard provisions

contract put into effect by Leo Burnett with Telestudios is

this production contract sheet (above), detailing number of

commercials to be made, client, total price, codes, length,

production dates and music use. The form also grants the

agency duplicating rights to copy the video tapes.

This form follows an 11-page, 25-paragraph contract

which specifies details on quality, approvals in production,

changes, delivery, talent fees, union codes, storage, warran-

ties, terminations, publicity, laws and title and assignment.

months, it was only natural for us to

think first of Telestudios in entering

into an agreement such as this." Mr.
Dole predicted "that this type of ar-

rangement will eventually be adopted

as standard operating procedure for

the industry."

George Gould expected that about

half of Telestudios business in the

next 12 months would be these "total

package" commercials. He antici-

pated $1.5 million in package busi-

ness and an equal amount of facili-

ties grosses.

Although the Leo Burnett contract

is the first formalization of a stand-

ard provisions contract, Gould stated

that Telestudios has been, in effect,

the packager on commercials made for

other agencies, including Doyle Dane
Bernbach, Benton & Bowles, Clinton

Frank, Knox and Reeves.

The standard provisions contract,

which shifts production responsibility

away from the agency, was in part

designed expressly to relieve agency-

men of production chores. In a sense

it adapts tape production to the pack-

age specifications of film. In so do-

ing, it makes video tape comprehensi-

ble to film commercials men at agen-

cies. Because of this bridge between
agencymen of varying background,

the new contracts will likely have the

result of encouraging tape use in

commercials. Not only Avill contrac-

tual specifications be clearer and
easier to work out, but commercials

men with experience in other areas

will find it easier now to apply them-

selves to video tape than they could

previously.

The actual contract has 25 sections

and covers 11 mimeographed pages.

Additionally, it contains a page for

production specifications and data

and another page for a talent report.

The rights and responsibilities of

both agency and producer are de-

fined and clarified.

The producer's responsibilities in-

clude assumption of all production

and talent costs, even such details as

the bookkeeping on withholding

taxes.

The agency will handle all per-

former's use and re-use fees should

music be changed after the commer-

(Please turn to page 50)
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TV BILLINGS CLIMB
17.3% IN FIRST HALF
1959 OVER 1958
^ Television Bureau of Advertising report shows spot

and net tv time investments hit $624.7 million mark

^ Of 31 major product classifications, 23 increased

tv billings over 1958. Foods spend $146 million

ood and grocery products led the

spending parade in spot and net tv

investments during the first half of

this year—a year that saw tv rack

up a 17.3% gain in the first half over

the similar period in 1958.

The news comes to light this week

as Television Bureau of Advertising

releases its figures for the January-

June period, its second annual tabu-

lation for a six-month period on com-

bined network and spot tv time in-

vestments.

Total time investments in first six

months of this year amounted to

$624,704,000 against $532,486,000

during the same months in 1958.

Of the 31 major product classifica-

tions listed in the report, 23 showed

increases the first half of this year,

according to Norman E. Cash, presi-

dent of TvB.

Foods, the leading investor, ac-

counted for $145,938,000, a 22.8%
increase over last year's first half

spending of $118,806,000. Biggest

percentage gainer was "chemicals in-

stitutional" which topped its 1958

spending by 894% although the dol-

lar rise was from only $58,000 to

$676,000.

Tobaccos went from $46,191,000

in Jan. -June 1958 to $53,806,000 in

the same months this year, upping its

tv spending by 16.5%. Pet products

showed a nice gain (76.8%) by go-

ing from $5,910,000 to S7.594,000;

confections and soft drinks moved
from $19,234,000 to $21,105,000 (up

25.3%). Household laundry prod-

ucts dipped 3% from $43. 163.000 to

$42,177,000 but "cleansers, cleaners,

polishes & waxes" soared 139.6%

—

from $15 to $36 million. (The Mr.

Clean and Lestoil type cleaners moved
from former to latter category this

year; hence the two extremes.)

TvB commissioned N. C. Rora-

baugh for the spot tv expenditures

and Leading National Advertisers-

Broadcast Advertising Reports for

network reports. Prior to 1958, net-

work tabulations were prepared by

Publishers Information Bureau and

were not comparable to spot tv classi-

fications.

In the TvB report on spot tv spend-

ing, for 1959 second quarter I which

came out just ahead of the combined

net and spot report) the top five com-

panies were (1) P&G, $11.7 million:

(2) Adell Chemical Co., $4.5 million;

(3) Colgate-Palmolive Co., $3.8 mil-

lion; (4) General Foods, $3.8 mil-

lion; (5) Lever Bros., $3.2 million.

The top 100 spenders in spot tv

are listed on page 60. ^

8 OF 10 MAJOR CATEGORIES

1958

UP TV SPENDING

1959 % CHANGE

AUTOMOTIVES $32,856,000 $30,407,000 - 7.5

CONFECTIONS & SOFT DRINKS 19,234,000 24,105,000 + 25.3

COSMETICS & TOILETRIES 64,574,000 65,149,000 + 0.9

DENTAL PRODUCTS 17,126,000 20,297,000 + 18.5

DRUG PRODUCTS 46,215,000 59,492,000 -r28.7

FOOD & GROCERY PRODUCTS 118,806,000 145,938,000 +22.8

GASOLINE & LUBRICANTS 13,604,000 14,815,000 + 8.9

HOUSEHOLD CLEANSERS, WAXES 15,035,000 36,022,000 + 139.6

HOUSEHOLD LAUNDRY PRODUCTS 43,463,000 42,177,000 - 3.0

TOBACCO PRODUCTS & SUPPLIES 46.191.000 53.806.000 + 16.5
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MANY SKULL SESSIONS like this one with (I to r) Plandome Productions' Jim Ellis, OBM a.e. Bill Phillips, senior commercial producer Henry

Bate, associate copy chief DaveMcCall took place before agency found prjpsr ble id of audio-visuals which led to virtually 100% tv recommendation

Birth pains of a new tv campaign

^ Here's how OBM went to work on a new $.1 million

campaign for its new client, Maxwell House Coffee

^ Before recommending 100% tv, switch in theme,

agency sweated out brand, copy and media research

I his week, General Foods turns on

the heat under its Maxwell House

Coffee, adding alternate sponsorship

of the Zane Grey Theatre on CBS TV
to a 90-market spot campaign that

has been running for the past month.

Underlying the campaign (budget-

ed, by sponsor estimate, at about $1

million) is a copy and strategy switch

that has been perking ever since last

February when Ogilvy, Benson &

Mather inherited the ground coffee

account from Benton & Bowles.

Unlike most agency switches, the

change came at a time when sales

were up, the brand image was

healthy, business was good to the last

drop. Speculation was rife as to

which medium would get heaviest em-

phasis from an agency which had

made its reputation in attention-get-

ting print ads (even though 65% of

its billings is in air media). Medium
selection was the outgrowth of con-

sumer and copy testing.

"Replacing successful copy," says

associate product manager Nick An-

derson, "has to be handled cautiously.

We wanted to have a very positive

feeling with supporting research be-

fore putting new advertising on the

air.

Consumer research therefore began

at Ogilvy, Benson & Mather before a

single line was put on paper. It was

divided into two phases:
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(1) Brand research to find the

right or selling idea

(2) Copy testing to find the best

execution of the selling idea.

"Research validated the selection

of the basic selling promise, 'Tastes

as good as it smells,' " says Dave

McCall, associate copy chief at OBM.
"The next step was to develop a com-

mercial that would focus on just the

coffee itself."

"The basic idea was simple," he

says. "The format of the commercial

would be simply to show the ritual of

coffee being perked, developing from

that all the emotional and sensory

responses associated with the perking

of coffee." (The finished commer-

cial contains three simple elements:

percolator, Maxwell House Coffee

can. cup and saucer.)

With the selling promise and con-

cept worked out, the agency began

Step No. 2 — researching the right

visual, copy and audio elements need-

ed to develop this concept. This was

done prior to exposure of the idea to

General Foods.

"First of all," says Henry Bate.

OBM senior commercial producer,

"the distinctive feature of a percola-

tor is the sound. So it became ap-

parent earlv that sound would be

highly important to the commercial."

But experiments soon uncovered

the fact that there is little that is dis-

tinctive about the sound of a perco-

lating coffee pot. To solve the prob-

lem, the agency went to Plandome

Productions of New York.

There, Eric Siday, specialist in

electronic effects, worked out an elec-

tronically controlled, multi-tracked

musical sound simulating percolating

coffee. It segued into a musical theme

for which three instruments were

used: temple blocks for the perking

effect, a bass violin and a Spanish

guitar.

After the sound had been devel-

oped, the agency exposed the com-

mercial concept and sound track to

the product group at General Foods

and got agreement on the general

direction of the commercial.

After this came more testing. A
rough cut, consisting of stills semi-

finished with sound track, was tested

to make sure the commercial was un-

derstood and delivered the basic sell-

ing message.

"This copy testing bore out previ-

ous research and judgment," says

Bill Phillips, account executive at

OBM, "and we then felt that the pro-

posed copy could be cleared with

General Foods' Advertising manage-

ment for commercial production."

One important obstacle remained:

development of the visual effect- to

show the percolating of coffee. Now
Bate, working with TV Graphics,

plunged into long experimental ses-

sions testing slow-motion, fast-mo-

tion, infra-red, high-speed photogra-

ph) —all of which proved impractical.

Before it could be shot with regular

photography, a glass dome for the

percolator had to be hand blown and

proper formula for the coffee had to

be found ( water, coffee, dye were all

tested I

.

Final visual problem was getting

the coffee to perk in sync with the

music. A mechanical device—similar

to a bulb pump—solved the problem.

As soon as the finished commercial

was turned out, Pete Triolo, OBM
media supervisor on Maxwell Hou-c
started his buj ing. "We bought

early," says Triolo, "to avoid the fall

rush for time. We purchased our

time early in August — 60-second

fringe time and prime 2()'s in about
()0 markets east of the Mississippi.

where Maxwell House has its strong-

est brand franchise."

Spot frequency varies depending

on the size of market and local mar-

keting situation. Package buys are

utilized in many major markets. In

I Please turn to page 50 I

ELEMENTS LOOK SIMPLE BUT CAUSED PROBLEMS

PERCOLATOR
SOUND of perking coffee (produced

electronically by Plandome Prods.)

had to be perfected before opening

frames could concentrate on percolator

CUP AND SAUCER
FOCUS on coffee itself (rather than

on people drinking it) called for

emotional response to taste-aroma,

pitch, emphasis on ritual of pouring

COFFEE CAN
PRODUCT had to appear as alluring

as other elements, was shown opened

and in contact with cup and new

slogan which replaces "Last Drop"

!«IP!|||||IIIIIIIIIIIII!!IIIIIIIIIIIIIIIIIIIIIIII|I!IIIIIIM
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and (pUTy
on

Madison

Avenue
With apologies to Robert Benton and Harvey Schmidt, who neglected to cover the ad field in their

highly amusing book. With an assist from Jim Borden, art director at Donahue & Coe

By Eugene F. Trivell

Account executive, Donahue & Coe

TRAVELING

laking the 7:43 from New Canaan is OUT. However,

catching the 6:59 from Easthampton is so far OUT it's

IN. Playing cards and drinking on commuter trains is

OUT. Catching up with the "In" basket is OUT. Sleeping

»
W*

SPORTS

Going to the stadium during the World Series is OUT.
Opening day is still IN. The Stadium Club is OUT. Volley

ball, almost unretrievably OUT, is now IN. Reunions are

IN. But enjoying them is OUT. The Madison Square

Garden Club is IN. Tail Gate lunches at football games
are OUT. Squash was IN but too many table-tennis ad-

mirers converted. Siamese fighting kites are IN. Water
skiing is IN—but only backwards and underwater. Golf

at Greenbrier, Mackinac and Boca Raton is IN, except

during sales conventions. Hand tennis is IN. Bowling is

IN—if you score under 110. Billiards is back IN. Back-

yard swimming pools are OUT. Outdoor cookouts are

OUT. But camping is IN. Sports cars are IN, but only if

you have a large family. Indoor tennis is IN. Fencing is

IN. Skiing is IN, but only in the Andes or with the family.

Is IN. Driving to the station in "Billy's" old Chevy was

IN, but is now OUT. Walking to the station is IN. The

Herald Tribune is IN. Getting on the front car and being

first up the ramp at Grand Central is OUT. 12-onion-skin-

capacity attache cases are OUT—especially if they're black.

Looking like a square-jawed Steven Rockefeller on a

motor scooter is OUT. However, Frances Gill models on

Vespas are IN. Subways are IN. Name dropping on ele-

vators is OUT—unless the names are George Washington

Hill, Baron George Wrangell, or Maxwell Sackheim. Going

on endlessly about being stacked up over London Airport is

OUT. United Airlines Executive Flight to Chicago is OUT.
The 20th Century is IN.

%/ULJUC^^

CLOTHES

Being Ivy League is IN. But looking Ivy League is

OUT. Italian silk suits are OUT. Ankle length socks are

OUT . . . . But so are garters. Suspenders are IN. Tired

camels hair coats are OUT . Class rings are OUT . Any-
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thing that matches is OUT. Being carefully careless is

OUT. Neatness is IN. Frayed collars and cuffs that are

well starched are IN—especially when sales are down.

Shoes without shoelaces are OUT. Norwegian underwear

is IN. Handkerchiefs that peep up squarely over your

hreast pocket are OUT. If the handkerchief has your

initials on it, you are OUT forever. It's OUT to wear

jewelry. Having your shoes shined while a group meeting

is in session is OUT.

EATING AND DRINKING

Ordering a dry martini, rare steak, salad and Idaho

potato is OUT. Steak joints are OUT. Steak is OUT. Gou-

lash is IN. So is lamb stew. The Forum is OUT. Trader

Vic's is OUT. In fact, all Polynesian food is OUT. The

Four Seasons is still IN. An olive in the martini was OUT,
but so many people who are OUT said "no garbage" that

the olive is now IN. Three-hour lunches are OUT. So are

20-minute lunches at the desk. Taking a "pitch" to lunch

is OUT. But taking a "pitch," checking it, and never men-

tioning it again, is IN. No-menu restaurants are OUT.
Men's bars are OUT. The Top of the Sixes was IN during

its press party, but is now hopelessly OUT. Toots Shor

and Patricia Murphy are OUT. Going home for a hot

lunch is IN. A brace of double martinis at lunch and

allowing the client to pick up the tab is IN-IN, but you

are OUT-OUT. Unfolding accordion credit cards is OUT.
A roll of cabbage is IN.

Tip : Nathan's, the Automat and the cafeteria at the Cen-

tral Park Zoo are IN, because OUT people, trying to be

IN, never go there.

MISCELLANEOUS

Bull pen agencies fronted by cushy ante rooms are OUT.
Vance Packard is OUT. It's OUT to reminisce about Lord

& Thomas. Same for the hard-sell 30's. Flopovers are

back IN. Trips through electrotype plants are OUT. How-
ever, trips through Christ Cella are IN. Locking up type

is so far OUT, it's IN. Austrian accents in the Research

Department are OUT.

I H^rS<B>°s

""E
h

MEDIA

Asking for "the ratings" is OUT. Having media sales-

men cool their heels is OUT. However, parties for media

salesmen are also OUT. Station owners who are in town

for only today are OUT. National Geographic is IN. Spe-

cial issues are OUT. Music and news is OUT. Radio and

tv "merchandising assistance" is OUT. Going around say-

ing how much you hate Jack Paar is OUT. Sandwich men
are so far OUT, they're IN. Requests for "right-hand

page" are OUT. So is "urgently requested." All media

requests made by the client's president are IN. But the

medium is OUT. Convention dailies are 01 7 . Third Class

mail is OUT. Publishers who send World Cattleman to

your home, are OUT. Extensions are IN. Solicitations

that begin with "I was talking to the client last week and—" are OUT. The "second station" is IN. Additional

extensions are IN. Quad spotting with bells is OUT. In-

dependent radio stations that send plastic wallets and pads

"From the desk of —" are OUT. Paperweights are OUT.
A bottle of booze is IN. With the exception of the Ed
Sullivan Show, dog and pony shows are OUT. Ed Sullivan

is OUT.

Ed. Note: Asking for reprints, making fax copies and clipping this

article are OUT. Making carbon copies to circulate among friends

tries too hard to be IN and is 01 T. Making up \our own list is IN

only as long as you're still making it up.
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WHY SALES OF QUALITY FOODS ARE INCREASING

1. MOST FAMILIES SPEND 22-24% of their income

for food, says U.S. Department of Commerce (in its March
1959 Survey of Current Business). For the last four years

the average expenditure has remained constant at 22%

2. WHEN INCOMES RISE, there's an increase in the

quality of food bought—not necessarily the quantity. Rise

in food expenditures is linked to ''increasing consumer

preference for higher quality, more highly processed foods'"

3. THE RISE IN INCOME per family during the past

year has been boosting the quality of foods consumed even

by lower income homes. This accounts for the Negro

audience included in Merkel's expanded radio schedule

4. THOUSANDS OF FAMILIES this year are enjoying

higher quality foods for the first time. This is why many
advertisers, taking a new look at the market for quality

food products, are finding some old notions smashed

lllllllllllllllllllllllllllllllllllllllllllll!!l!lil!lllllllll!llllllllllllllllli

Merkel finds new quality markets

^ Meat packer forsakes 'snob' appeal for quality line,

uses radio to reach economic, age and ethnic groups

^ Tie-ins with other advertisers' schedules doubles

consumer, trade impact—widens Merkel's audience base

I he picture and the quotes above

belie one of the oldest maxims of

popular economics—that per capita

expenditures for food are more or

less inelastic because the human
stomach will only hold so much.

Obviously, what the old-timers over-

looked was that in a high-income

economy the quality of the purchase

can be improved. And the way things

are going today you can't draw much
of a line between who's in the quality

market and who isn't.

Against this background, the Mer-

kel Meat Co. this week adds a series

of twenty-five 60-second announce-

ments weekly, aimed at the Negro

market, to its metropolitan New York

radio schedule for its ham, bacon,

sausage and other pork products.

"Merkel's approach," says L. H. Hart-

man Co. account supervisor Herb

Stiefel, "is not to concentrate wholly

on the people popularly supposed to

be able to afford a product which

costs a few cents more than the aver-

age, but to appeal to every population

segment in Merkel's marketing area."

Specifically, here's how Merkel

gears its advertising to reach all eco-

nomic, age and ethnic groups in its

marketing area of metropolitan New
York, New Jersey, southern Connecti-

cut and upper New York State:

Negro market. Latest addition to

the Merkel schedule—twenty-five 60-

second announcements on WLIB—
grew out of the company's own obser-

vations of which income groups buy

in the quality line. In addition to

its wholesale and route divisions (the

(Please turn to page 53)

WATCH
FOR KNICKERBOCKER
IN NEXT WEEK'S ISSUE

\

illllllllllllllllllllllillllllllllllllllllllllllllllllll lllllllllllllllllllllllllllllllllllNIIIIIIIIIIIIIIIIIIIIIIIIIll

42 See also Negro Radio Supplement, this week.



/•TV BASICS/OCTOBER

No rise in half-hour tv show costs

^ However, average prices by program categories on

network tv shows hour programs higher than last year

^% rundown of average tv show-

costs this season points up this fact:

While the hour shows are more ex-

pensive and extravagant this year

than ever before, tv s basic staple

—

the half-hour format—costs about the

same as last year.

Here's how thev compare:

• Westerns: The 19 half-hour

shows average $40,000— the same

price as 14 last season. Seven one-

hour shows average $78,000.

• Dramas: Seven half-hours at

$39,000 this season—five at $41,000

in '58, The hour average— three

shows at $125,000— is higher than

last year (two at $63,0001 because of

the expensive Ford hour on NBC TV.
• Variety: Four half-hour music

at $38,000—in '58, four were $36.-

500; three half-hour comedy at $47,-

000—last year five shows averaged

$52,500.

• Mystery: Seven half-hours at

$38,500 vs. seven at $36,000. Six

one-hour mysteries average $77,500.

• Adventure: Eight half-hours at

$36,000 vs. nine at $34,000. Five

one-hour shows arc $81,000.

• Situation Comedy: Fifteen at

$39,000 vs. 1958's 15 at $41,000.

• Audience Participation:
Twelve averaging $28,000—in '58,

11 averaged $30,500.

These prices represent what the ad-

vertiser buying the complete show
would pay. In many cases, the sale

of minutes in spot carriers brings the

total actually invested by sponsors to

a greater figure. ^

1. THIS MONTH IN NETWORK TV

Network Sales Status Week Ending 26 September

Daytime
iTiiniiiinminiiniinmtnimmiimNiimrtniiimiiiiitiitiiniiHmriiinitiiwiminitiitiniiiiii

SPONSORED HOURS

Nighttime
fiin iiTTiTrmiimiimumimTiHiiiiimrmnnnrfmnniiiiTiiiiiinmitiiiiiiHiinimi imifti iiimn 1 1 1 1mm i nitiiiiiHiriiftiiinrttriiRiiffmuiimnti^

SPONSORED HOURS

ABC

CBSt

NBCt

13:45

26:15

24

ABC

CBS

nbc;

t Excluding pre 10 a.m. shows t Excluding Jack Paar

24:30

25:45

25:15

Specials scheduled during four weeks ending 2 3 October

PROGRAM (NETWORK)* COST SPONSOR, AGENCY, DATE PROGRAM (NETWORK) COST SPONSOR, AGENCY, DATE

AT&T Telephone Hr. (N) $275,000 AT&T, C&W— 10 9, 10 23 Small World Review (N) $225,000 AC Spark UMS. C-E—

Milton Berle (N)

Victor Borge (N)

230,000

275,000

Zerex, BBD0; Warner-

Lambert, Bates— 10/11

Pontiac, McM, J&A—
What Makes Sammy Run 1 N 1 130,000

9 29

P&G, B&B—9 27. 10 4

10/16 Turn of the Screw (N) 230.000 Ford. JWT— 10 20

Bob Hope (N)

Jazz Singer (N)

320,000

230,000

Buick, Mc-E— 10, 8

Ford, JWT— 10 13
Wonderful World of

Entertainment (X)

230,000 Ford. JWT— 10 6

Show of Month (C)

Ed Sullivan (C)

275,000

85,800

DuPont, BBD0—9 28

Mercury, K&E; Kodak,

JWT—9,20

World Series Special (N)

Our American Heritage (X)

90.000

250.000

Prestone, Esty—9 29

Equitable. FC&B— 10 18

• Networks: (A) ABC TV: (C) CBS TV; (N) NBC TV
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2. NIGHTTIME C O P A F

SUNDAY
ABC CBS NBC

Colt .45
Nestle (Mc-E)

alt

Derby (Mc-E)
IW-F $13,800

Maverick
(7:30-8:30)

Kaiser Co (T&R)
Drarkett (Y&R)
W-F $78,000

Maverick

Law Man
:. J. Reynolds

(Esty)

Whitehall
(Bates)

W-F $41,000

The Rebel
L&MIDFS)

alt

P&G (Y&R)
W-F $42.50(

The Alaskans
(9:30-10:30)

L&M (Mc-E)
Armour (FCB)

Natl Carb (Esty!

A-F $77,50(

The Alaskans
Johnson & J

(Y&R)
DuPont (BBDO

World of Talent
P. Lorillard

(L&N)
MuV-L $46.00

Small World
Olin-Mathieson

(D'Arcy)

D-F $30,000

Twentieth
Century

Prudential

(R-McC)
D-F $35,000

Lassie
Campbell Soup

(BBDO)
A-F $37,000

Denis The
Menace
Kellogg
(Burnett)

Sc-F $36,000

Ed Sulivan
(7:30-9) *

Ed Sullivan
(8-9)

Jlercury (K&E)
alt Kodak (.IWT)

V-L $85,800

Ed Sullivan

C. E. Theatre
Gen Electric

(BBDO)
Dr-F $51,000

Hitchcock
Presents

Bristol-Myers
(Y&R)

My-F $39,000

Benny alt

Cobel
Lever (JWT)

VC-L $47,000

What's My Line
Kellogg
(Burnett)

alt Sunbeam
(Peirin-Paus)

Q L $32,000

Meet The Press
sust

Saber of London
Sterling (DFS)
My-F $28,0O(

Riverboat
(7-8)

Corn Prod
(L&N)

alt hr. open

A-F $72,000

Riverboat

Sunday
Showcase

(8-9)

various sponsors

•

Sunday
Showcase

The Chevy
Show

Dinah Shore
(9-10)

Chevrolet

(Camp-E)
V-L $165,00(

The Chevy
Show

Loretta Young
Tonl (North)

alt Philip Mor
ris (Burnett)

Dr-F $42,50(

No net service

MONDAY
ABC CBS NBC

John Daly News
sust

ABC News
sust

Cheyenne
(7:30-8:30)

Ralston (Gard.

)

Am. Chicle

(Bates)

Natl Carb (Esty)

W-F $82,500

Cheyenne
Johnson & J

(Y&R)
Armour (FCB)
Warner-Lam.

(Bates)

P&G (B&B)

Bourbon St.

Beat
(8:30-9:30)

Lorillard (L&N)
L-O-F (FSR)
A-F $80,500

Bourbon St.

Beat
Van Heusen

(Grey)

Reynolds Metal
(L&N)

Int'l Latex
(R.-McC)

Adv. In Paradise
(9:30-10:30)

L&M (Me-E)
Armour (FCB)
A-F $80.00(

Adv. In Paradise
Reynolds Metals

(L&N)
Anahist (Bates)

J&J (Y&R)
Polaroid (DDB)

Man With
A Camera
G.E. (Grey)

A-F $34,000

D Edwards
Amer Home

(Bates)

N-L $9.500tt

No net service

D Edwards
Amer Home
(repeat feed)

News
Texaco (C&W)
N-L $6.500t1

News
Texaco

(repeat feed)

Name That
Tune

Amer Home
(Bates)

Q-L $23,000

The Texan
Brown & Wmsn

(Bates)

alt

Pharmaceuticals

(Parkson)

W-F $37,000

Father Knows
Best

Lever (JWT) alt

Scott (JWT)
Sc-F $39,000

Danny Thomas
Gen Foods
(B&B)

Sc-F $47,500

Show of Month
(8:30-10) %

Ann Southern
Gen Foods
(B&B)

Sc-F $40,000

Hennessey
Lorillard (L&N)

alt

Gen Foods

(Y&R)
W-F $39,000

June Allyson
DuPont (BBDO
Dr-F $44,000

Richard
Diamond

Pharmaceuticals

(Parkson)
alt

Block (SSCB)
My-F $3»,00(

Love & Marriage
Noxzema
(SSC&B)

Sc-F $38.00(

Wells Fargo
Amer Tobacco
(SSC&B)

alt P&G (B&B
W-F $47,00(

Peter Cunn
Bristol-Myers

(DCS&S) alt

R. J. Reynolds
(Esty)

My-F $38.00(

Alcoa-Coodyeai
Theater

Alcoa (FSR) al

Goodyear (Y&R
Dr-F $39,00'

Steve Allen
(10-11)

Plymouth
(Ayer)

CV-L $125,001

Steve Allen

TUESDAY
ABC CBS NBC

John Daly News
sust

D. Edwards
Equitable
(FC&B)

alt Am. Home
(Bates)

N-L $9,500tt

ABC News
sust

B rumu
(alt wks

7:30-8:30)

Am. Chicle,

Glidden, Nat'l

Carbon. Gen
Mills, Har.

Ritchie

W-F $82,000

Sugarfoot
(7:30-8:30)

Am. Chicle,

R. J. Reynolds,

Whitehall. Glid-

den, Carnation,

Gen Mills, Nat'l

Carbon, Ludens,

r.vii

W-F $82,000

Wyatt Earp
Gen Mills (DFS)

alt P&G
(Compton)

W-F $40,000

The Rifleman
Miles Lab
(Wade)

P&G (B&B)
Ralston

(Gardner)

W-F $38,000

Philip Marlowe
Whitehall
(Bates)

Brown & Wmsn
(Bates)

My-F $39,000

Alcoa Presents
Alcoa (FSR)

Dr-F $35,000

Keep Talking
Mutual of Omaha

(Bozell & J)

Q-L $18,000

No net service

No net service

D Edwards
Equitable

Am. Home
(repeat feed)

Stars in Action
sust

Dennis O'Keefe
Oldsmobile
(Brother)

Sc-F $38,000

Dobie Gi His

Pillsbury

(Burnett)

alt

Philip Morris

(Burnett)

Sc-F $37,00(

Tightrope
Pharmaceuticals

(Parkson)

A-F
My-F $39,00C

Red Skelton
Pet Milk
(Gardner)

S. C. Johnson
(NL&B)

CV-L $52,00(

Carry Moore
(10-11)

Kellogg
(Burnett)

P-P-G (Maxon)
CV-L $109, 00(

Carry Moore
Polaroid (DDB)
S. C. Johnson

(NL&B)

News
Texaco (C&W)
N-L $6.500tt

News
Texaco

(repeat feed)

Laramie
(7:30-8:30)

L&M (Mc-E)
W-F $65.00(

Laramie
Warner-Lambert
(Lam & Feasley)

Ansco (B&B)
segs open

Fibber McCee
Cr Molly

Singer (Y&R)
alt

Stan Brands
(JWT)

Sc-F $38,00(

Arthur Murray
Lorillard (L&N)

alt

Sterling (DFS)
V-L $30,00(

Ford Startimc
(9-10)

Ford (JWT)
V-L $200,00(

(average)

Ford Startime
World Series

Special
(9:30-10:30) %

ABC

John Daly e

sust I

ABC Ne]
sust I

Charle]

Weaver's rl

Lobby
Mogen Da
(E. Well

Q-L $3

Ozzie & Hj
Kodak (.V

alt

Quaker O
(JWT)

Sc-F $4

Hawaiian
(9:30-10:!

Carter (Ba

Whiteha
(Bates)

My-F $8

Hawaiian
Am. Chi

(Bates)

Har Ritcl

(K&E)

Wed Ni{

Fights
Brown & V

(Bates)

Miles (Wi
(10-conc

Sp-L $3

Specials, see page 43

*Oolor show, ttCost is per segment. Prices do not include sustaining, par-

ticipating or co-op programs. Costs refer to average show costs including

talent and production. They are gross (include 15% agency commission).

They do not include commercials or time charges. This chart covers period

26 Sept.-23 Oct. Progam types are indicated as follows: (A) Adventure,

(Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr)
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G R A P 26 SEPT. - 23 OCT.

DNESDAY
i
:bs nbc

THURSDAY
ABC CBS NBC

FRIDAY
ABC CBS NBC

SATURDAY
ABC CBS NBC

lohn Daly News
sust

dwards
r (Bates)

:em Rand
impton)

$9.500tt

News
Teiaco (C&W)
L J6.500tt

ohn Daly News
sust

D Edwards
Whitehall
(Bates)

N-L $9.500tt

News
reiaco (C&W)
L $6.500tt

D Edwards
Parliament

(B&B)
alt sust

N-L $9.500tt

News
Teiaco (C&W)
i-L $6.500tt

et service No net service No net service No net service

.k dwards
arter

11 Rand
eat feed)

News
Texaco

(repeat feed)

ABC News
sust

D Edwards
Whitehall

(repeat feed)

News
Texaco

(repeat feed)

ABC News
sust

D Edwards
Parliament

alt sust

(repeat feed)

News
Teiaco

(repeat feed)

Line-Up
ill 8:30)

er Paul
DFS)
(OB&M)

$80,000

Wagon Train
(7:30-8:30)

Ford (JWT)
rational Biscuit

(Mc-E)
i"-F $78,000

Cale Storm
Warner-Lambert
(Lam & F)

alt open
c-F $30,000

To Tell The
Truth

Carter (Bates)

alt

Ton!

J-L $22,000

Tales of The
Plainsman

Ansco (B&B)
enault (Kudner)
Sunshine Bis.

(C&W)
-F $30,000'(

Walt Disney
Presents

(7:30-8:30)

Mars (Knox-R)
Hill (Ayer)

A-L $94,000

Rawhide
(7:30- 8:30)

Lever (JWT)
Parliament
(B&B)

W-F $80,000

People Are
Funny

Greyhound
(Grey)

P $24,000

Dick Clark
Show

Beech-Nut
Life Severs

(Y&R)
Mu-L $14,500

Perry Mason
(7:30-8:30)

Colgate (Bates)

Parliament
(B&B)

My-F $80,000

Bonanza
(7:30-8:30)

L&M (Mc-E)
RCA (K&E)

W-F $78,000

lit Line-Up
' ltt;m Shirt

del & C)

Ing Glass
si

Wagon Train
R. J. Reynolds

(Esty)

(alt % hr.)

Donna Reed
Campbell
(BBDO)

alt

Johnson & J

(Y&R)
c-F $38,000

Betty Hutton
sust

Sat Masterson
Sealtest (Ayer)

F $38,000

Bob Hope
(8-9) •>

IP

Walt Disney
Presents

Canada Dry
(Mathes)

Derby (Mc-E)

Rawhide
Lever (JWT)
Peter Paul

(DFS)
Pream (B&B)

Trouble
Shooters

Philip Morris
(Burnett)

-F $39,500

John Cunther's
High Road

Ralston iGIi.VIii

Or F $31,000

Perry Mason
Sterling (DFS)
Gulf (Y&R)
Hamm (C-M)

Bonanza
segs open

nto Space
Tobaeco

3BDO)
$38,000

Price Is Right
Lever (JWT)
alt Speidel

(NC&K)
L $21,500

The Real
McCoys

P&O (CompUn)
3c-F $39,000

Johnny RingO
sust

I
ohnny Staccato
Bris. -Myers
(DCSS)

alt

Ft. J. Reynolds
(Esty)

, L-F $37,000

Man From
Blackhawk

Miles (Wade)
alt

R. J. Reynolds
l Esty)

SV-F $38,000

Hotel D'Paree
Kellogg

(Burnett)

alt

L&M (Mc-E)
W-F $43,000

Specials
(8:30-9:30)

various sponsors

Leave It To
Beaver

Etalston (GB&B)
Anahist (Bates)

1/3 open

3c I

-

$30.00

Wanted Dead
or Alive

Brn & Wmion
(Bates)

Kimberly-Clark

(FC&B)
iV-F $39,000

v1an& Challenge
II. J Reynold!

(Esty) alt

Chemstrand
(DDHI

\F $36,000

Millionaire
te (Rates)

$42,000

Perry Como
(9-10)

Kraft
(JWT)

uV-L $125,000

Pat Boone
Chevrolet

(Camp-E)
MuV-L $61,000

Zane Grey
S. C. Johnson
(NL&B) alt

General Foodi
(B&B)

fr-F $45,000

achelor Father
Whitehall
(Bates)

alt

m Tob (Gumb.)
c-F $12.000

11 Sunset Strip
111 llli

Am Chicle

(Bates)

Whitehall

(Bates)

My-F $85,000

Desilu

Playhouse
(9-10)

Westinghouse
(Mc-E)

Dr-L $90,000

Specials

Lawrence Welk
(9-10)

Dodge (Grant)

Mu-L $21,500

Brenner
Lever (JWT)

V F $38,000

The Deputy
Kellogg(Burnett)

W-F $39,000

e Cot a

.Secret i

)ldi (Esty)

$27,000

Perry Como

Untouchables
hi 30 10:30)

L&M (Mc-E)
Armour (FCB)
My-F $80,000

Playhouse 90
(9:30-11)

Amer Oa«
(LAN)

r-L&F $110,000

(OOmin.)

rnie Ford Show
Ford (JWT)
-L $42,000'\

77 Sunset Strip
H. Ritchie

(K&E)
R. J. Reynolds

(Esty)

Carter (Bates)

Desilu
Playhouse

M Squad
m Tob (SSCB)

alt

Sterling (DFS)
k-F $31,000

Lawrence Welk

Have Cun. Will
Travel

Whitehall

(Bates)
lit Lever (JWT)
IV-F

Five Fingers
(9:30-10:30)

Wamer^Lamb,
Midas. Sterling.

Corning Glass

My F $60,000

Steel Hr
nks 10-11)

S. Steel

BBDO)
$80,000

This Is Your
Life

P&O (B&B)
L $52,000

Untouchables
Lewis Howe

(Mc-E)
Carnation

i EWRR)
\nahist (Bates)

Playhouse 90
Allstate

(Burnett)

alt

teynolds (Esty)

You Bet Your
Life

Pharmaceuticals

(Parkson) alt

Lever (BBDO)
L $53,000

Robert Taylor's

Cap't of

Detectives
I'm;

(B&B)
My-F $45,000

Twilight Zone
Gen Foods
(Y&B)

alt

Kimberl] Clark

(FCB)
\-F $30,000

Cavalcade of
Sports

Jlllette (Maxon)
(10-conel)

Ip-L $55,000

Victor Borge
(10-11 >

jubilee. U.S.A.
(10 in

affaasey Ferguson
\l m:

Mu-L $20,000

Cunsmoke
L&M (DFS) alt

Sperry-Hand
(Y&R)

SV-F $42,000

Five Fingers
DuPoot, r&o.

Curtis.

Bris -Myers
segs open

le Theatre
fa 10-11)

rmstrong

1 BBDO)
$so.ooo

Wichita Town
&G i B&B)

V-F $38,000

Take A Cood
Look

Consolidate

Cicars

(EWRR)
alt open

(J-L $36,000

Revlon Party
Masquerade

Party
9:30-11 alt »ks) 1 .orillard (L&N)
Revlon (W&L)
ir-L $175,000

all ItliK-k Drug
(Grey)

L $18,000

Black Saddle
LAM (Mo-E)

alt

Alberto Culver

(Wade)
W-F $38,000

Person to Person
Pharmaceuticals

(Parkson)

I 1. $10. 0(10

ackpot Bowling
Bayuk (Werman

,y s.lierrl

Ip-L $3,000

Jubilee. U.S.A.
WiM-ini 1 in kie

iFSltl

Natl Qarbon

Polk Miller

(Ayei I

Markham
Schlltz (JWT)
Uy-F $39,000

It Could Be
You

Pharmaceuticals
1 1'arkson)

3 L $32,000

Drama, (F) Film, (I) Interview, (J) Juvenile, (L) Live, (M) Misc,
(Mu) Music, (My) Mystery, (N) News, (Q) Quiz-Panel, (Sc) Situation
Comedy, (Sp) Sports, (V) Variety, (W) Western. tNo charge for repeats.

L preceding date means last date on air. S following date means starting
date for new show or sponsor in time slot.
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Every day of every year is easy when you love your job. Since

November 1946, turning out SPONSOR has been a fascinating,

exhilarating, challenging, and rewarding experience. As we near

the close of our first thirteen years, we see ahead an opportu-

nity for trade paper service far greater than ever before. In

our first thirteen years, SPONSOR has been dedicated to bring-

ing advertisers and agencies an appreciation of radio and tv

based on analysis and interpretation of their values. That our

readers like our kind of trade paper is underscored by the fol-

lowing: (1) In 1959, SPONSOR enjoys the highest percentage of

agency/advertiser circulation in its field, with six out of ten

copies going to the men who foot the bills. (2) SPONSOR tops

its field by a wide margin, according to all independent surveys

of agency/advertiser reading preferences made since early

1958. (3) SPONSOR tools-for-adve rtisers (such as Radio Basics,

Tv Basics, Five-City Directory, Negro issue, Farm issue) have

achieved exceptional acceptance. (4) SPONSOR'S prestige is at

an all-time high. Its fighting crusades for industry improve-

ments, its busy Readers' Service, the heavy publicity it receives

in the daily newspapers, its ready welcome by the key men in

agency/advertiser offices, indicate how vital a force SPONSOR

has become in the daily life of our industry. First a monthly,

then a bi-weekly, now a weekly, SPONSOR is geared for USE.



J
DAYTIME C O P A f

10:00

10:15

10:30

10:45

11:00

11:15

11:30

12:15

12:30

12:45

SUNDAY
ABC CBS NBC

Lamp Unto M
Feet
rait

MONDAY
ABC CBS NBC

On The Co
sust

Dough Re Mi
sust

TUESDAY
ABC CBS NBC

On The Co
sust

Dough Re Mi
sust

AE

Look Up & Liv
•Uit

December Bridi

sust

Treasure Hunt
Ponds alt

Kleinert

December Bride
sust

P&G alt

Treasure Hunt
Culver alt

Gold Seal

Frlgldalre alt

Eye On
New York

suit

I Love Lucy
Menthol alt

sust

Lever
alt sust

Price Is Right
Levar

alt Ponds

Sterling

alt Whitehall

I Love Lucy
Lever alt sust

sust

alt U. S. Steel

Price Is Right
Lever alt

Nabisco

Stand Brands

Camera Three
uit

Top Dollar
sust

Concentration
Culver alt

Lever

Ponds alt Lever

Top Dollar
Colgate

Vick alt sust

Concentration
Frigidaire

Lever alt

Alberto Culver

The Last Word
sust

Restless Cun
sust

Love of Life
sust

Atner Home Pro I

alt Nabisco

Tic Tac Dough
Ponds alt Miles

P&O
Restless Cun

sust

Love of Life
sust alt

Gen Mills

Amer Home

Tic Tac Dough
Stand Brand!

P&G alt

Gold Seal

Restlesi

JUJILll POI

Tomorrow
P&G

I t Cou ld Be
You

Al. Culver alt

Miles

Armour alt P&O

lohns Hopkins
File 7
•uit

Face The Natio
sust

Love That Bob
sust

Search for
Tomorrow
P&O

Guiding Light
P&O

It Could Be You
Whitehall

alt Ben Gay

Ponds alt P&O

Love That Bob
sust Guiding Light

P&O

Love Th
sus

College Newt
Conference

suit

Music Bingo
sust

No net service

News
<1:25-1:S»)

uit

No net service
Music Bingo

tust

No net service

News
(1:15-1:30) iuit

No net service
Music

SUII

Frontiers of

Faith
sust

World Turns
P&O

sust alt

Carnation

No net service

World Turns
P&O

Sterling alt

Menthol

No net service

Professional

Football
various times

various sponsor!

NBA Pro

Basketball
Anheuser-Busch

Vi regional

(10/11 S)

Day In Court
Johnson &
Johnson

For Better Or
For Worse

sust

Queen for a
Day

Day In Court
Goneral Foods

For Better Or
For Worse

sust

Vick alt sust

Queen for a

Day
•uit

Alberto Culver

Day In I
Beech-a

Cale Storm
Toni
Armour

Beech -Nut

Art Linkletter

sust alt

Tan Camp

The Thin Man
sust

Gale Storm
Show

Block Drug
Amer Home

Art Linkletter
Swift

alt Tonl

Kellogg

The Thin Man
sust

Gale St.

Beeeh-I

Ex LJ

Open Hearing
mat

Beat The Clock
Lever

Block Drug
Big Payoff

Colgate

Young
Dr. Malone

sust

Beat The Clock
General Foods

Tonl

Big Payoff
General Foods

alt sust

Young
Dr. Malone

sust

Beat The
Johnson

John so

Beech->

Who You Trust?
Armour

Johnson &
Johnson

Verdict Is Your:
sust

Amer Home
alt Lever

From These
Roots
sust

•uit

Who Do You
Trust?

General Foods
A mer Home
Ex-Lax

Verdict Is Yours
Gen Mills

alt Lever

Scott alt Toni

From These
Roots
sust

Who Do
Trust!
Amani

Beech-N

American
Bandstand
Clalrol.

Beech-Nut

Brighter Day
P&O

Secret Storm
Amer Home Prot

The House on
High Street

Sterling

American
Bandstand

. Lever
General Mills

Brighter Day
P&O

Secret Storm
Gen Mills

alt Scott

The House on
High Street

sust

Americ
Bandsta
Armou

American
Bandstand

Northam-Warren
HIS Sportswear

Edge of Night
P&O Split Personality

sust

Sterling

alt Lever

Paul Wjnchell
Hartz Mountain

The Last Wort
sust

World Series

of Coif
Bayuk alt

Am. Safety Razoi

(10/18 S)

American
Bandstand

co-op

Lone Ranger
Oen M11U
Frltof Co.

College Bowl
Gen. Electric Rin Tin Tin

Gen Mills

American
Bandstand

Carter

Welch

Edge of Night
P&O

Sterling

alt Vick

Split Personality
Borden alt sust

sust alt

Lever

Americ
Bandsta
DuPon

American
Bandstand

co-op

Americ,
Bandsta

Rin Tin Tin
Gen Mills

My Frie

Flicka

Gen Ml

NOTE: On ABC TV, Day In Court, Gale Storm, Beat the Clock. Who Do You Trustt, and American Bandstand do not show day of participations,

HOW TO USE SPONSOR'S
NETWORK TELEVISION
COMPARAGRAPH

The network schedule on this and preceding pages (44, 45)

includes regularly scheduled programing 26 Sept. to

23 Oct., inclusive (with possible exception of changes

made by the networks after presstime) . Irregularly sched-



G R A P 26 SEPT. - 23 OCT,

1DNESDAY
JS NBC

THURSDAY
ABC CBS NBC

FRIDAY
ABC CBS NBC

SATURDAY
ABC CBS NBC

ie Co
it

Dough Re Mi
sust

On The Co
sust

Dough Re Mi
i 'iih^nleum On The Co

sust

Dough Re Mi
•ust

\ Bbl ICQ

Heckle & Jeckle
sust

Howdy Doody
sust alt Nabisco

Continental

Bakingsust

r Bride
it

Treasure Hunt
Miles alt sust December Bridi

sust

Treasure Hunt
Nabisco

alt Frlgldalre

P&G
alt Heinz

December Bride

!3St

Treasure Hunt
Supp Sosi

sust

Mighty Mouse
Gen Foods
alt sust

Ruff & Reddy
Borden

Gen Foods
ill 1 1'Tden

Corn Prod.

Gen Mills sust Whitehall alt

Sterling

Colgate alt

Gen Foods

Lucy
alt

)er

alt

it

Price Is Right
Frlgldalre

Sterling

Heinz alt

EE1

1 Love Lucy
Lever

Price Is Right
Al. Culver
alt Lever

1 Lpvi ..or

Gen Mills

Kodak alt Vlck

Price Is Right
Lever alt

Corn Prod

Stand Brands
Gen Mills

1 Love Lucy
sust

Fury
Borden

Gen Foods
Scott

alt Gen Foods
Miles alt

lyever

foliar
Concentration
Heinz alt Miles

Top Dollar
Colgate

Armstrong
alt Gen Foods

Concentration
Nestle

alt Lever

Heinz alt

Whitehall

Top Dollar
Colgate

sust

Concentration
Ponds alt

Bauer & Black
Lone Ranger
Gen Mills

alt sust

Circus Boy
Miles alt sustNabisco alt

Brlllo Lever alt

Brn & Wmsn

f Life
o alt

St

me Prod
«r«r

Tic Tac Dough
Heinz alt

Brn & Wmsn Restless Cun

Love of Life
Quaker alt Level

Tic Tac Dough
Al. Culver
alt Heinz

P&G

Restless Cun
sust

Love of Life
Lever alt Toni

Tic Tac Dough
Borden Lunch With

Soupy Sales
Gen Foods

Sky King
Nabisco

True Story
suit

Amer Home Gen MUli alt Ben Gay
Sterling DrugP&G

i For
rrow
kG )

Could Be You
Whitehall alt

Nestle

Corn Prod
alt Brlllo

Love That Bob
sust

Search for
Tomorrow
P&Q

It Could Be
You

Miles alt

Nabisco

P&G

Love That Bob
sust

Search for

Tomorrow
P&Q

Could Be You
Stand Brands
alt Oongoleum

P&G alt

Detective Diary
Sterling Drug

: Light Guiding Light
P&G Cuiding Light

p*r>
•ust

service

No net service Music Bingo
sust

No net service

No net service Music Bingo
sust

No net service

No net service
Mr. Wizard

sust
ws
10) sust

News
(1:25-1:30) sust

News
(1:25-1:30) suit

Turns
.G

HI tit

k

No net service

As the World
Turns
P&G

Plllsbury

No net service

World Turns
P&Q

No net service
Quaker

alt Gen Mills

ter Or
Vorse
It sust

st

Queen for a

Day
suit

Day In Court
Drackett.

Gen Foods
Toni

For Better Or
For Worse

Scott alt sust

sust

alt Lever

Queen-Day
sust alt

Congoleum

sust

alt Miles

Day In Court
Armour

Beech-Nut

For Better Or
For Worse

Lever alt Tonl

sust

Queen for a
Day

sust alt Ponds

Nabisco alt sust

NCAA Football
Arrow Shirts

Shick. Esso.

Humble Oil

Stand. Oil Ind.sust

ikletter
Bros
sust

The Thin Man
sust

Cale Storm
Drackett

Gen Foods
Block Drug

Art Linkletter
Kellogg

Plllsbury

The Thin Man
sust

Cale Storm
Johnson &
Johnson
Toni

Art Linkletter
Lever Broe

sust alt

Staley

The Thin Man
sust

UayuK, uen
Petrol.

sIBA Basketball
(5-7)

Anheuser-Busch
Bayuk-Vi

stlon

ayoff
tiU

Young
Dr. Malone

sust

Beat The Clock
Drackett

Armour

Big Payoff
Gen Foods

Young
Dr. Malone
Supp Hose

Bordon

Beat The Clock
Amer Homo
Beech -Nut
Armour

Big Payoff
Colgate

Young
Dr. Malone

sust

suit sust

Is Yours
ck

'oover

From These
Roots
sust

Who Do You
Trust?
Drackett

Tonl
Beech -Nut

Verdict Is Yours
Sterling alt sust

alt sust

From These
Roots
sust

Who Do You
Trust?
Lever

General Foods
Beech-Nut

Verdict Is Yours
sust alt

Atlantis

Gen Mills
alt Lever

From These
Roots
sust

r alt

ling
sust Carnation

alt Scott
•ust •ust

ir Day
=0

The House on
High Street

sust

American
Bandstand
Tonl, Old

London Foods

Brighter Day
P&G The House on

High Street
Kleinert

American
Bandstand
Mennen

Amer Home

Brighter Day
P&Q

The House on
High Street
Whitehall alt

sust
Secret Storm

sust alt

Amer Home

Secret Storm
Amer Home Prod

alt Qen Mills

Storm
me Prod sust

Culver alt P&G P&G alt Ponds

f Night
tO

Uk alt

st

Split Personality
Frlgldalre

alt sust

Heinz alt

Sterling

American
Bandstand

Harold Ritchie
Block Drug

Edge of Night
P&G

Plllsbury

Split Personality
Heinz alt

Gen Mills

Lever alt Miles

American
Bandstand

Hollywood Candy
Polk Miller

Edge of Night
P&Q

Amer Home
It

Sterling

Split Personality
E.B.I, alt sust

Race of the
Week
sustLever alt

Gold Seal

American
Bandstand

co-op

American
Bandstand

co-op

Rocky and
His Friends
Gen Mills

Rin Tin Tin
Gen Mills

Robin Hood
lusl

sust

but list all sponsors, Monday through Friday, buying programs during month.

uled programs appear during this period are listed

as well, with air dates. The only regularly scheduled pro-

grams not listed are: Tonight, NBC, 11:15 p.m.-l a.m.,

Monday-Friday, participating sponsorship; Sunday News

Special, CBS, Sunday, 11-11:15 p.m. (Carter and White-

hall) ; Today, NBC, 7-9 a.m., Monday-Friday, participating;

News CBS, 7:45-8 a.m. and 8:45-9 a.m., Monday-Friday.

All times are Eastern Davlisiht.



milSt reading for

advertisers and agencies...

V

V—^

from

The KWTV Community—
a 54-county area—is a

community created and held

together by SERVICE.

The variety, depth and quality

of KWTV programming
and promotion services are

key factors in its leadership.

Within the pages of this

brochure, you will find

reasons for—and evidence of
•—the remarkably keen
communitywide interest

which the KWTV brand of

service generates.

Write for your copy . . .

you'll find it a helpful tool

in making market coverage
decisions.

KWTV Oklahoma city
Renrespnfpd />)/ "Represented by

The Original Station Representative

GENE AUTRY
Starring in 56 HOUR FEATURES

ROY ROGERS
Starring in 67 HOUR FEATURES

"W

AND REALLY RATIN' RAVES:
"One of soundest buys station has made."

—KOB-TV, Albuquerque, June 9, 1959

"Very successful ... a nice

show to have around."
—WBRC-TV, Birmingham,
April 1, 1959

REALLY

ROPIN' IN

RATINGS!

Greenville,

Spartanburg,

Anderson

Lubbock

Columbus, Ohio

Memphis

Davenport-

Rock Island

Little Rock

Syracuse

South Bend

Dayton

Charlotte, N.C

Peoria

Roanoke

Charleston, S.C.

Phoenix

Dallas- Ft. Worth

15.3

25.9

15.0

22.8

21.5

15.8

23.3

16.2

23.8

25.9

15.1

17.5

28.3

17.4

15.1

mca
TV FILM SYNDICATION

TV TAPE
{Continued from page 36)

cial leaves the producer's hands.

The agency owns all tape recorded

during its production sessions, as

well as all materials prepared in con-

nection with the commercial.

Three copies of each commercial

are to be delivered by the producer:

the master, the air copy and the

standby print. And they are so

marked.

Other areas covered by the con-

tract are quality, approvals in pro-

duction, changes, deliveries, coding,

payment, performers and musicians

and their production and use fees,

title and limitations, storage, warran-

ties, SAG, AFTRA and other union

codes, ownership of rights and as-

signment, terminations, and publicity

and laws.

The production contract sheet de-

tails the number of commercials to be

made, client, products and t^tal

price. Each commercial is coded,

specified as to length, color or mono-

chrome, production date and whether

final sound track will include music.

It also grants the agency duplicating

rights.

The talent report sheet includes

agency code, performer's names, so-

cial security numbers and legal ad-

dress, parts played, talent class, num-

ber of sessions on and off camera and

fees paid by producer. This last item

includes rehearsal, wardrobe and

overscale fees. There are more than

10 talent classes defined: actors, an-

nouncers, singer solo or duos, singer

groups, dancer solo or duos, dancer

groups, models, sound effects, extras

and contractors. <P

MAXWELL HOUSE
(Continued from page 39)

New York, for example, Maxwell

House starts this week with 25 seg-

ments per week in WNTA-TV's new

News Break format calling for five

90-second newscasts nightly (allowing

for a sponsor billboard and 20-second

commercial). Also running in New
York: sixteen 60's per week on

WPIX, plus other spots.

On 1 October alternate week spon-

sorship of Zane Grey Theatre (with

S. C. Johnson) gives the new com-

mercials their first network exposure.

The spot schedule continues with the

same weight.

{Please turn to page 53)
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Thousands of W-E-L-Islanders tune in to 960 for Yale foot-

lall! And WELI keeps 'em coming back all week- all year

-for good music and news, and great sports coverage. WELI,
the Sound of New Haven, has the audience you must reach,

to attract volume- sales throughout South Central Connecticut

and Eastern Long Island! Sell BIG W-E-L-Island!

^fcvUUUUJUUUUUUULUUUJ^^

'WELI • 960 • 5000 WATTS • New Haven
H-R Representatives, National Harry Wheeler & Co., Boston
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take a
LLAAAi

152,600 TV Homes..

20 Prosperous Counties

and Parishes

BEAUMONT
PORT ARTHUR

ORANGE

BUY THE
HOT SPOT STATION

KFDM -TV
CHANNEL 6

SHARE OF AUDIENCE
60

58

55 55^
DO "

_^
r

KFDM-TV

52^T

50

Mar.
1958
ARB

Nov. Jan.
1958 1959
ARB ARB

April
1959
ARB

KFDM-TV
Beaumont-Port Arthur-Orange

C. B. Locke, Executive Vice President
& General Manager

Mott Johnson, Sales & Operations Manager

4fe*P

52

Peters-Griffin-Woodward, Inc.
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Hot Springs, Ark.

Pop. 33,800

is larger than

Midland, Texas

Pop. 64,700

in General Merchandise Sales

La Crosse, Wise.

Pop. 79,700

in Drug Store Sales

Sheboygan, Wise.

Pop. 91,900

in Apparel Store Sales

Ask Us "Why"

KBHS
5000 watts at 590 kc

113 Third St., Hot Springs, Ark.

DOMINATES
CENTRAL NEW YORK

WSYR-TV ALOMI DELIVERS 44,287

MORE HOMES THAN ITS COMPETITOR

WSYR-TV AND ITS SATELLITE,

WSYI TV, DELIVER 73,089 MORE
HOMES THAN ITS COMPETITOR

*AII figures NCS No. 3 weekly circulation

MAXWELL HOUSE
{Continued from page 50)

During development of the cam-

paign, OBM had another hall in the

air for Maxwell House. Last June,

a new Maxwell House Western Blend

was introduced in Denver and Seattle.

The interesting point ahout the West-

ern Blend campaign is its complete

lack of similarity to the "Tastes as

good as it smells" pitch.

Copy reminds western coffee drink-

ers of their preference for stronger

coffee and highlights this feature of

the hrand with commercials geared

to campfire scenes, lightning and a

theme, "Hot as fire, hlack as night."

Packaging departs from traditional

Maxwell House hlue with a fiery red

can. Outdoor and newspapers are

tied into the introduction.

And what next? While tv continues

as the major medium for Maxwell

House east of the Mississippi, in some
southeastern markets radio is used.

The sound and musical score has been

transferred to the 60-second radio

commercials intact.

Research is continuing both in the

western and eastern markets to ascer-

tain if further refinements in execu-

tion of the national and Western

Blend advertising are needed. ^

C-t ««. f.ll Sr-r /— HARRINCTON. RIGHTER If FARSONS

MERKEL
( Continued from page 42)

first selling to grocery stores and

chains, the second to butcher stores

and delicatessens), Merkel has a retail

division of 52 owned and operated

outlets. "Several outlets are in or

near Negro areas," says Stiefel. "We
have noticed that as high as 50% of

the customers in stores near Negro

areas are Negroes. It seemed we were

missing a big bet in not directing our

advertising especially to this market."

Sports programing. Ever since Mer-

kel first turned to radio five years

ago to reach more segments of the

market, it has used a sports feature

as one of its mainstays. Merkel spots

before and after Yankee baseball

games on WMGM's Warmup Time
and Sports Extra are designed to:

• Increase brand consciousness

among men. Hartman points out that

ham is a product with high male

brand awareness because it is largely

a flavor proposition.

• Reach a high percentage of wo-

men in the bargain. Women form a

large part of todays sports audience

Louisville

Newspapers
Announce...

CONTINUITY-

IMPACT-
o

DISCOUNTS
(C-l-D)

Frequency-volume
discounts up to 13%

Available in

13-week cycles

Allows hiatus of up
to 4 weeks per year

Allows multi-

product combinations

No increase in

existing rates

Rates guaranteed
for term of contract

Get the full C-l-D

story from your
BRANHAM COMPANY

representative

\ (fottriet'ffairtfal

The Louisville Times
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(see sponsor, 21 March 1959. pg.

>|i. and Merkel feels it's necessary

housewife audience is not overlooked

in this buy. In fact, to test female

listenership and interest. Merkel has

used mail-in tests from time to time

consisting of recipe offers. "Re-

sponse,'" says Stiefel, "is probably not

what you'd expect from a homemaker-

t\pe show, but it is always sufficient

to indicate a substantial audience."

• Reach kids ivith a consistent pat-

tern. Identification with the baseball

feature has helped Merkel get an early

start on the kid market (till two years

ago. the segments surrounded the

Dodger games) . "Because it's a type

of programing we know will always

be around,"' says Hartman, "sports

gives us a consistent image that can

get brand loyalty early. Our listen-

ers of four and five years ago are

food purchasers today, of course."

News. Merkel runs 20 spots per

week adjacent to newscasts on WOR.
These are slotted during the day for

two reasons: (1) reaching the house-

wife, (2) attention factor, which

Stiefel considers high during news.

Disk jockey shows. Merkel has

eleven 60-second participations per

week on WINS. Stiefel considers disk

jockey shows a "combination audi-

ence" buy, wrapping up the pin-

pointed buys. He rounds out the

schedule with Ted Brown and Peter

Tripp shows on WMGM.
Classical music. Merkel doesn't

overlook the "quality" audience per

se, goes after it wth a regular schedule

of 31 participations per week on

WQXR, classical music station and,

occasionally, WPAT (Paterson, N.J.),

which maintains a largely serious

music format too.

Copy also varies, of course, by

season of the year—pork products

being a prime example of a product

calling for seasonal emphasis.

For example, holiday schedules

(which run from Thanksgiving

through New Year's and do not pin-

point any particular day copy-wise)

are not confined to pushing ham
alone. Other products mentioned are

mentioned for a reason, however. For

example, sausage. Says Stiefel,

"There's more than one big day in

this period, and if a turkey's going to

wind up on the table, sausage com-

mercials can serve as a reminder that

this product is an excellent stuffing."

Using this media and copy strategy

for five years, Merkel has increased

its sales 30%. Its media breakdown

is pretty well established: radio,

50'/( ; transportation cards, 20'
< :

newspapers, 10% ; trade ads, promo-

tions, point of sale material and ad-

vertising production costs, 20%.
However, Merkel's advertising and

merchandising reach doesn't stop

with its own media buying, promo-

tion and sales force efforts. In fact,

Merkel has developed a technique

(which many advertisers are studying

with interest I of doubling its adver-

tising and merchandising impact

through promotions with other prod-

ucts. One example is a joint Yankee

schedule distributed in supermarkets

by Merkel and Mrs. Wagner's Pies

(a Hartman client also participating

in the WMGM baseball warmup and

roundup segments).

But a more significant and involved

tie-in was the recent "beer and knock-

wurst festival" promotion with Knick-

erbocker Beer (through Compton).

Next week sponsor will look at this

promotion in detail as part of a case

study of Knickerbocker's tv merchan-

dising strategy. ^

ATRANSCONTINENT STATION



DETROIT'S BIG THREE
[Continued from page 34)

2. Changes in media thinking:

Willi Detroit poised for a plunge

into a new era. broadcast media

should he thinking along similar

lines. There is no doubt tv can

supplv the "emotional" appeal which

seems to sell cars today. "I was driv-

ing along the highway the other day,"

an adman said, "when I saw—out in

front of an auto dealer's—a car with

three plastic balloons flapping out-

side the window. I didn't need to

recognize a car name or insignia;

I'd seen the whole scene reconstructed

often before on tv. The balloons

said, "This is Renault.'
"

Renault tv commercials this year

have stressed the fun of driving this

particular car. and the balloons gaily

flying have accented this fun. Re-

nault, incidentally, is one of the for-

eign brands that have stolen a lot of

thunder from the Big Three's share

of market. Tv has become so im-

portant in its thinking that it has

split agencies, retaining Needham,
Louis & Brorby in Chicago to handle

its print, but giving to Kudner in

New York its air media budget.

Color tv is becoming another fac-

tor in Detroit's changing views on

media. Where once automotives leaned

toward national magazines because

they could oiler color plates, they are

now asking tv for mine color. Jus!

about all the network tv this season

bought by automotives is being tele-

cast in color to show off their cars to

the best ad\anlage. "I wonder," re-

marked one adman, "how many local

auto dealers have had the foresight

to install color tv sets in their show-

rooms and invite prospects in to

watch?"

Another thing that the Big Three

have learned through bringing out the

compact, economy cars this fall is their

consumer target. Basically, they are

appealing to the elderly, the newly-

weds and the low and middle-class

income groups. Air media has demon-

strated its ability to hit such targets.

3. Changes in advertising copy :

As mentioned before, tv has proved

it can handle an emotional appeal;

radio can do a similar job along with

delivering reminders. The old "nuts-

and-bolts" advertising of automotives

which stressed horsepower and me-

chanical attributes gave way to an

era where interior styling and flashy

tail fins were emphasized a* an appeal

to the distalT side. Now it would ap-

pear that, with the introduction of

the smaller ears, the copj appeal will

hit economy of performance and tin-

sheer fun of driving a car that

"doesn't drive you." (There will be

some interesting sidelight battles for

awhile on the rear engine (Corvair

is the only I .S. car with one) and

the engine in front (Falcon and

Valiant have this). But this copy

battle will probably fade away before

the greater approach of fun on the

road. It can be expected that Stude-

baker-Paekards Lark which comes out

this year with the only convertible in

U.S. small cars (they're more expen-

sive due to more handwork and so

other small cars are avoiding them i

will carry the "fun" theme to a fare-

thee-well. At any event, as the fun

idea builds, tv will be used to demon-

strate the fun. radio to personify it

with happv jingles.

Another trend, which should prove

a boon to spot tv, may be the use of

shorter commercials for the shorter

cars. Rambler, for example, has

(Please turn to page 58)

GREATER COVERAGE in the thriving 13-county marker surrounding Rochester, N. Y., is just one important reason

why more and more advertisers select WROC-TV for successful selling campaigns and new-product tests. In this rich

Western New York area, with its heavy concentration of highly skilled industrial and specialized agricultural workers, more

than a million people spend over $2 billion a year for products and services.

According to Nielsen (NCS #3), WROC-TV—celebrating its tenth anniversary this year—provides advertisers with

considerably greater coverage of this two-channel market than its competitor. Using a standard 25% cut-off point (based

on number of TV homes in a county that view a station at least one night a week), NCS #3 shows the competitive channel

adequately covering only seven of the 1 3 counties reached by WROC-TV.

In terms of viewer homes reached daily, this means WROC-TV delivers to advertisers 42% more coverage in the daytime

...31% more coverage in the evening.

For information about specific availabilities and how you can reach more adults on WROC-TV, Rochester's first and

most powerful station, call your Petry television representative.

NBC-ABC • CHANNEL 5 • ROCHESTER

k — -**-*- i m

WGR-TV, WGR, Buffalo, N. Y. . WROC-TV, Roc
WSVA-TV, WSVA, Harrisonburg, Va. • KFMB-TV. KFMB, San Diego, Calif

|Rfl| |^- . - : nton—Wilkes-Barre, Pa.

KERO-TV, Bakersfield, Calif.



As criticism off ratings continues, SPONSOR ASKS:

With what would you replace

the rating system?
Agency, research and broadcast

men discuss ratings' limitations,

tell what would be a better ap-

proach to audience measurement

Myron A. Mahler, sr. v.p. and creative

dir. of air media, Mogul Williams & Saylor,

Inc., New York

I would never suggest that the rat-

ing services have outlived their use-

fulness, but they must be placed in

proper perspective as only one of the

comprehensive

audience

composition

measurement

inter-related factors that form the

basis of our total judgment.

One of the most vital failings of

the rating services is in their lack of

a qualitative evaluation of an audi-

ence. We're informed of the total

number of sets tuned in to a program.

But what is far more important to

an advertiser is: how many people

did the commercial reach?

Where the rating services have

failed also is in their inability, either

by virtue of prohibitive costs or for

other reasons, to supply documented

facts relating to the make-up of an

audience. Sure, one program will gar-

ner a 30 rating. But what I want to

know is: what does the 30 represent?

If 20 points of the 30 rating stands

for aging matriarchs, too feeble to

"rush down to the corner supermar-

ket," I want to know about it. Con-

versely, if a 15 rating means that a

sizable portion of the audience is

composed of medium-income groups

with high-level purchasing power. I

want to know that, too.

If we concede that the rating serv-

ices are not equipped to provide this

information—and it's time the con-

cession was made—we must look else-

where. The problem is—where?

To gain a well-rounded picture of

audience composition, MW&S has

relied on research to supplement the

rating information. Not just surface

research, but hard-core investigation

of how effective a program, or a com-

mercial, is at the crucial sales level.

For one of our accounts, Knomark,

Inc. (Esquire shoe polishes), we've

been conducting a continuous re-

search program in 20 cities for several

years. Without revealing mechanics

of the program, I can state that we've

learned more about a sponsored pro-

gram or a commercial campaign via

our own research than we have from

the available ratings.

The only solution, as I see it, is a

concerted effort by broadcasters,

agencies, and advertisers ... a jointly

financed program of cooperation to

underwrite the cost of developing a

totally new kind of comprehensive

measurement that would provide us

all with the "who" of the audience as

well as the "how many."

J. J. Hartigan, sr. v.p., Campbell-Ewald

Co. Inc., Detroit

Without directly criticizing the cur-

rent rating systems—which involve a

lot of sincere effort, I'm sure— I

would like to point out what the Audit

Bureau of Circulation has done for

the media man.

Before this organization was estab-

lished, circulation figures were a mo-

rass of conflicting statistics, claims

and counter-claims. The media buyer

was forced to fall back on experience

Perliaps an

impartial

controlling

organization

and judgment with few irrefutable

facts to support his opinion.

The situation today has vastly im-

proved. ABC figures are completely

reliable. The media man has time to

devote himself to the specific market-

ing problems of his product and ar-

rive at solutions that make media
buying the science it has become.

Noteworthy, I think, is the consti-

tution of the ABC as an independent,

non-profit operation. It is controlled

by a board in which publishers, ad-

vertisers and agencies have a voice.

It is impartial and has contributed

a real measure of dignity and integ-

rity to the advertising profession.

Paul Evans, national sales mgr., W1P,

Philadelphia

In the print field the choice is rela-

tively simple. Magazines and news-

papers are designed to reach a partic-

ular facet of the market, i.e., the city

audience, the rural audience, the teen-

age girl, the mature woman, etc.

But, in broadcasting, the problem

becomes infinitely more difficult. The

Station

ability to sell

merchandise

should be guide

composition of the audience delivered

by any radio station is heterogeneous.

All too frequently, the national ad-

vertiser and his agency buying in

various markets, throw up their hands

in despair at sorting out the audience.

They seem to settle for a basic belief

that the more people they reach in

any given quarter hour, the more peo-

ple will react to their message.

The blunderbuss approach is noth-

ing more than an easy way out. All

too often, it is wastefully expensive in

terms of results. It certainly does not

guarantee performance of the type

the advertiser is seeking—sales!

The answer is to give proper weight

to the local acceptance of the station

in question. Look for the station

which has good local acceptance by

the merchants of the community. Lo-

cal merchants do little institutional

advertising. They seek to sell goods
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and they are able to determine, al-

most immediately, the results of their

advertising. The station to which

they give local acceptance is the one

which can perform the prime func-

tion of its existence for the advertiser

—move merchandise!

Briefly, then, why cant actual per-

formance of the station's abilitv to

sell merchandise be the guide, rather

than characterized primarily by their

wide divergence of results?

Dr. Charles West, pres., Resin Re-

search Co., Newark

Up until the present time the only

method of the determining the num-
ber of consumer-viewers that were

watching a given tv show had been

the rating services. My associates and

I have invented a device which, I

think, will lend a far more scientific

approach to the field.

Our device is an electronic machine,

which can be set up in some 200 key

Electronic

device to

determine

results

network cities at point of sale loca-

tions. The machine looks like an

open voting booth with buttons list-

ing nationally advertised products

that sponsor tv shows, and questions

pertaining to these products. The

consumer will be given an induce-

ment such as a tag which will come

out of the machine, listing a number

with prizes to be awarded to the

holder of the winning number. Each

day. at central headquarters, a na-

tional number will be drawn, there

will be one winner of fabulous prizes.

in each city. The machine will con-

tain the following questions:

1. What product did urn bu\ to-

day?

2. Why did you buy this product?

3. How did you hear about it?

4. Do you like the sponsor's tv

show?
5. How long did you watch the

program prior to purchase?

As researchers on various projects

for Standard Oil Of New Jersey, Ar-

mour & Co., and the U. S. govern-

ment, we feel that this device is as

workable and more useful than the

current rating systems. ^

tm.

You score every time on WLUK-TV

You score every time on WLUK-TV, the most powerful TV station in Wisconsin's wealthy

Green Bay — Fox River Valley market. WLUK-TV reaches more than 1,500,000 persons

in 53 counties in Wisconsin and Michigan. Want results? Then you gotta have 'LUK

!

WLUK TV
|
e |

CHANNEL 11 %'Z%Z'l

Joseph D. Mackin, general manager
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Represented Nationally by Geo. P. Hollingberry. In Minneapolis see Bill Hurley.

EXTRA! Get both WLUK-TV and WLUC-TV, Channel 6.
:
Upper Michigan's ONLY

TV station, with one buy. Check with Hollingberry for the full story.



DETROIT'S BIG THREE
{Continued from page 55)

found it can do well with quickie

commercials, uses them in conjunc-

tion with some longies.

4. Changes in marketing:
George Romney, head of American

Motors who pioneered the recent

U.S. trend to small car production

with Rambler, estimates that by 1965.

half of all cars sold will be compact

ones. If his estimate proves correct

or nearly so, then it will mean that

brand lines will be sharply divided

between compacts and larger "status

symbols" just as the soap industry

has divided its product line between

soaps and detergents. Any such move
demands new marketing strategies,

new ad approaches to reach both ex-

tremes of the consuming public. No
longer will it be reasonable to expect

a single brand car to run away with

the entire market. The flexibility of

air media will be well suited to han-

dle such diversification.

What has already been apparent

in the automotive business is that the

concept of seasonal buying peaks has

become passe. Today, with bigger

and better highways which make
motoring relatively comfortable in all

weather, cars are bought when need-

ed—not just in fall at new model time

MINNEAPOLIS- ST. PAUL

j ADULT RADIO WINS

km i kUk «*#
PERSONM-KIES

ADVENTURES
IN..

music
news
ideas

thought

sound

ADULT RADIO
DIAL 1 or 100 WILLIAM V. STEWART, president

NATIONALLY: DAREN F. McGAVREN COMPANY, INC.

and in spring for summer touring.

This new concept can well spell out

more consistent, year-round air cam-

paigns.

The changing—or what appears to

be changing—role of the local auto

dealer in his relation to Detroit is

another factor that broadcasters and

advertisers should watch closely. He
is no longer the recipient of big co-op

donations from the factory, but

neither is he as completely under

their heel as he once was. This does

not mean he is as autonomous as he

might like to be (it is possible some
Dodge dealers who must give up

Plymouth to handle the new Dart

may, for example, be slightly less

than happy), but he is gaining

stature in his community and in the

Motor City. As the product lines of

Detroit become further diversified

(more compact cars are in the offing

for all the Big Three), the power of

the local dealers is likely to increase

still more. With this in sight, broad-

cast media cannot afford to neglect

them and their dealer organizations

in pitches. The strength of air media

is still at the local level, and the

dealers are a direct pipeline to the

strategy-makers in Detroit. ^

IN NORTHERN CALIFORNIA

CBS KHSL-TV ABC

CHICO, CALIFORNIA

Represented Nationally by:

AVERY-KNODEL, INC.
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NO MATTER WHAT IT IS....

MORE OF YOUR SIOUX CITY CUSTOMERS ARE WATCHING KVTV
Whether it's mid-morning or 4:00 P.M.* when the KVTV Players stage one of their special production intros

to the "My Little Margie" show. Such quality programming results in more viewers.

No matter what time it is right now, call your Katz man. Ask to see his latest ARB which proves why KVTV
is the best buy in Sioux City.

*The KVTV Players feature Roland King and are directed by Jim Henry. These talented players are available

for the production of special "live spots" to add "more sell" to your sales message, thus increasing the sale of

your product in Sioux City.

4 KVTV
CHANNEL 9 • SIOUX CITY, IOWA

CBS • ABC

PEOPLES
BROADCASTING CORPORATION
WGAR
WRFD .

WTTMWMMN
WNAX .

KVTV .

Cleveland, Ohio
Worthington, Ohio
Trenton, New Jersey

Fairmont, West Virginia

Yankton, South Dakota

Sioux City, Iowa
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HERE'S
the place to look for

BUSINESS
TALLAHASSEE
THOMASVI LLE

the bright spot in your

sales picture . . . WCTV
can make it brighter!

With the great CBS programs,
plus top ABC -TV shows,
WCTV provides standout
service to a most responsive
market. In the entire U.S.,
Tallahassee stands fifth in re-

tail sales per household.*
For many leading brands,

the Tallahassee - Thomasville
Market deserves and gets
strong spot schedules. A siz-

able market - over 225,000
families — 52 counties — effec-

tively covered by WCTV Get
the complete picture from
Blair Television Associates.

"Annual Survey of Buying Power,
1959.

WQTV
TALLAHASSEE (J^g^f/ THOMASVILLE

^~^a John H. Phipps
Broadcasting Station

ELEVISION ASSOCIATES
National Representative*

SPOT TV'S TOP lOO

1. Procter & Gamble $11,764,800

2. Adell Chemical 4,581 ,700

3. Colgate-Palmolive 3,839,100

4. General Foods 3,831,700

5. Lever Brothers 3,276,400

6. Cont. Baking 2,801,000

7. American Home Prods. .... 2,348,300

8. Miles Laboratories 2,004,300

9. Warner-Lambert Pharma... 1,990,200

10. Brown & Williamson ...... 1,889,200

11. Borden 1,739,200

12. Kellogg 1,662,600

13. /. A. Folger 1,463,300

14. International Latex 1,409,100

15. Texize Chemicals 1,345,800

16. Revlon _ 1,323,000

17. Philip Morris 1,301,900

18. Ford Motors, Reg. Dlrs... 1,191,300

19. R. J. Reynolds Tobacco... 1,189,500

20. Bristol-Myers 1,162,800

21. Com Products 1,140,900

22. Anheuser-Busch 1,129,400

23. Carter Products 1,115,000

24. P. Lorillard 1,107,400

25. General Mills 1,098,300

26. Coca-Cola Bottlers 962,700

27. Avon Products 945,800

28. Standard Brands 943,900

29. Robert Hall 894,500

30. Andrew Jergens 876,400

31. Sterling Drug 859,200

32. Pepsi-Cola Bottlers 850,500

33. Ward Baking .. 842,700

34. Lanolin Plus 799,700

35. American Tobacco .......... 793,200

36. Welch Grape Juice 738,200

37. Pom Enterprises 729,000

38. Food Mjgrs. 727,500

39. Gen. Motors, Reg. Dlrs... 725,700

40. National Biscuit 707,500

41. Ruppert Brewery 703,000

42. Drug Research Corp 683,000

43. Liggett & Myers Tob. .... 679,500

44. Pabst Brewing 679,400

45. Carling Brewing 670,600

46. Gillette 664,200

47. Purex Corp 663,100

48. Wesson Oil & Snow Drift 657,100

49. Shell Oil 634,500

50. Cont. Wax 617,100

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

89.

90.

91.

92.

93.

94.

95.

96.

97.

98.

99.

100.

Tidewater Oil $ 612,500

B. T. Babbitt Co 611,800

Norwich Pharmacol 601,900

Falstaff Brewing _ 589,900

Sun Oil 585,400

Theo. Hamm Brewing .... 582,200

Pharma-Craft 573,000

Hertz 542,100

American Motors 541,100

Helena Rubinstein _ 530,000

5. O. Co. (Calif.) 527,900

Parker Pen 516,200

Sonny Boy 507,900

Wrigley 495,900

Esso S. O. 481,000

V. S. Rubber 472,500

Exquisite Form 470,900

U. S. Borax & Chem 465,300

Alberto-Culver 461,300

Ralston-Purina 461,100

Helene Curtis 457,700

Assoc. Products . 455,500

E. F. Drew Co. 448,800

S. O. Co. Und.) 422,400

American Chicle 440,600

Natl Cranberry Assoc 439,200

Duffy-Molt 439,100

Schlitz Brewing 437,800

Atlantic Refining 435,900

Revere Camera 432,200

Chock-jull-oNuts -—~- 421,500

Wilson 421,300

M. J. B. Co 418,700

Armour 418,400

Max Factor — 416,700

Safeway Stores 408,800

S. C. Johnson — 393,300

American Bakeries 391,300

Pacific T. & T 388,600

Ballantine 383,500

Chrysler, Reg. Dlrs 381,200

Glamorene ... 376,000

Salada-Shirrifj-Horsey — 375,600

Bon Ami _ ----- 368,900

Dr. Pepper Bottlers 366,500

Interstate Bakeries 358,200

National Brewing 356,900

Block Drug 356,300

Beech-Nut Life Savers .... 345,600

Philco 354,200
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PAIR OF POWERHOUSES . . .

In Football: The Big Red of Oklahoma University!

in Southwest Advertising: KRMG, Tulsa!

/(Gmg- so.ooo wATrs
TULSA. OKLAHOMA
os mv/m co/vrou# 740 re.

KANIS.

MO.
You certainly call the right play when you back

your line with Regional KRMG, Tulsa. KRMG s

power-packed 50,000 watts on 740 serve a loyal

audience in 5 states which spends $2,740,000,000

annually.

24 hours every day, people tune to KRMG for bal-

anced programming. Pick a powerhouse — pick

KRMG, CBS for Tulsa and all Oklahoma.

KANSAS CITY KCMO KCMO-TV The Kali Agency
SYRACUSE WHEN WHEN-TV The Katz Agency
PHOENIX KPHO KPHO-TV The Katz Agency
OMAHA WOW WOW-TV John Blair & Co.

—BlaiMV
TULSA KRMG John Blair & Co.

Meredith Stations Are Affiliated With

BETTER HOMES & GARDENS • SUCCESSFUL FARMING Magazines
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TELEPUI.SI R(ATlING!S: TOP SPOl

Top 10 shows in 10 or more
markets: 18 June-15 July 1959

TITLE, SYNDICATOR, SHOW TYPE
National
average

7-STATION 5
MARKETS M/

STA.
IRKET 4-STATION MARKETS

N.Y. L.A. Seattle Chicago: Detroit Minpls. St. Louis San Fran . Wash. Atlanta Bait. Boston Buffalo Cine

Highway Patrol
ziv (Adventure)

15.5
9.7 6.9

wrca-tv kttv k

7:00pm 8:00pm

6.9
>mo-tv

:30pm

12.5
wgn-tv

9:30pm

14.9
kstp-tv

!i :;u Pm

15.9
ksd-tv

9 :30pm

13.5
kron-tv

6:30pm

10.5
wtop-tv

7 :00pm

18.9 13.8 18.9 11.2 21.
waga-tv wmar-tv wbz-tv wor-tv wkrc-

9:00pm 7:00pm 7:00pm 7:00pm 10:30j

Mike Hammer
mca (Mystery)

15.2 12.4 6.7
wrca-tv krca-tv k

10:30pm 10:30pm 1(

16.9
ing-tv

:00pm

11.5
wgn-tv

9:30pm

12.4
ksd-tv

10:00pm

13.5
kron-tv

10:30pm

14.9
wrc-tv

10:30pm

12.5 15.2 14.4 21.
wlw-tv wnac-tv wgr-tv wkre-t

10:30pm 7:00pm 10:30pm 9:00p

Sea Hunt
ziv (Adventure)

14.4 6.7 8.4
wabc-tv krca-tv k

10:30pm 10:30pm 1

15.2
ing-tv

):00pm

19.5
wnbq-tv
9 :30pm

14.2
wtcn-tv

9:00pm

16.2
ktvi-tv

9 :30pm

16.2
kron-tv

7:00pm

8.5
wmal-tv
10:00pm

12.9 4.0 14.9 20.0 9.5
wsb-tv wbal-tv whdh-tv wkbw-tv wkrc-l

7:00pm 10:30pm 10:30pm 10:30pm 7 :30pi

Death Valley Days
u.s. borax (Western)

14.2 10.2 9.4
wrca-tv krca-tv k

10:00pm 7:00pm 9

15.5
ing-tv

:00pm

11.5
wgn-tv

9:30pm

14.5
WW j - tv

7:00pm

17.2
wcco-tv

9:30pm

11.5
ktvi-tv

9 :30pm

10.5
kpix-tv

10:30pm

10.9
wrc-tv

7:00pm

12.9 18.3 13.5 14.9 13.
wsb-tv wjz-tv wbz-tv wben-tv wkre-t

7:00pm 7:30pm 10:30pm 7:00pm 7:00pi

MacKenzie's Raiders
*'v (Adventure)

13.3
4.7

wcbs-tv k

8:00pm 9

10.5
omo-tv

:30pm

17.9
wnbq-tv
9:30pm

12.5
wxyz-tv
7:00pm

14.5
kstp-tv

9:30pm

8.5
ktvi-tv

10:00pm

6.2
kpix-tv

8:00pm

9.5
wtop-tv

7 :30pm

14.2 11.3 10.2 11.:
wsb-tv wbal-tv wben-tv wkrcfl

7:00pm 10:30pm 7:00pm 7 :00pi

U. S. Marshal
nt a (Western)

13.2 13.2
wrca-tv h

10:30pm 8

3.2
tnt-tv

:00pm

8.3
wbkb-tv
9:00pm

16.5
wwj-tv

10:30pm

12.2
kstp-tv

10:30pm

9.9
ksd-tv

10:00pm

14.5
kron-tv

7:00pm

12.2
wrc-tv

10:30pm

15.4 5.0 15.9 6.9 15.!
waga-tv wbal-tv wnac-tv wkbw-tv wepo-t

10 :30pm 10:30pm 10:30pm 9:30pm 9:30pt

Flight
cnp (Adventure)

13.1
9

12.2
ing-tv

:30pm

4.9
wgn-tv
8 :00pm

13.5
kstp-tv

9:30pm

4.9
ktvu-tv

7:30pm

6.2
wrc-tv

6:00pm

10.9 22.5 9.9 9.9 12.5
waga-tv wjz-tv wbz-tv wgr-tv wepo-t

8:00pm 10:00pm 4:30pm 10:30pm 10:30p

Rescue 8
screen gems (Adventure)

12.5
3.4 8.2

wabc-tv krca-tv k

10:30pm 7:00pm S

22.0
ing-tv

:30pm

7.2
wgn-tv
8:30pm

14.5
wcco-tv

7:30pm

12.9
ksd-tv

9:30pm

11.9
kron-tv

6 :30pm

12.5 6.8 12.5 11.0 14.5
wsb-tv wbal-tv wnac-tc wgr-tv wlw-

10:30pm 7:00pm 7:30pm 7:30pm 10:30p

Twenty-Six Men
abc (Western)

12.2
1.9 6.2
wpix krca-tv k

9:30pra 7:00pm f

12.5
omo-tv
:00pm

13.2
wgn-tv
8:00pm

14.2
wxyz-tv

7:00pm

9.9
wmal-tv
6:30pm

8.0 17.5 15.2 11.9
wlw-a wbz-tv wgr-tv uhv-t

6:30pm 7:00pm 10:30pm 7 :00pn

Colonel Flack
cas (Adventure)

12.0 t

12.5
ing-tv

:30pm

6.5
wbkb-tv
9:30pm

11.5
WWJ-tY
7 :00pm

13.5
ksd-tv

9:30pm

10.2
kron-tv

7:30pm

7.9
wrc-tv

7:30pm

14.9 6.5
wben-tv wkre-t

7:30pm 7:00pn

Top 10 shows in 4 to 9 markets

If You Had A Million
mca (Drama)

14.7
8.4

wrca-tv

7:00pm

13.2
wsb-tv

10:30pm

Badge 714
cnp (Mystery)

12.5
6.4

wnbq-tv
10:00pm

11.9
kstp-tv

10 :30pm

10.2
wttg-tv

7:30pm

10.9
wmal-tv
6:30pm

Target
z'v (Adventure)

12.0
3.4

wabc-tv

10:00pm

16.2
king-tv

9:00pm

5.7
wcco-tv

10:30pm

25.5 8.9
wben-tv wkre-tv

9:30pm 7:00pm

Kit Carson
mca (Western)

11.4
7.2

king-tv

5:00pm

7.2
wtcn-tv

4:30pm

8.9
wepo-tv

6:00pm

Casey Jones
screen gems (Adventure)

11.1
7.5

wgn-tv

7:30pm

4.2
wtcn-tv

5:0Opm

11.5 8.5
wbz-tv wgr-tv

6:15pm 6:00pm

1 Search for Adventure
bagnall (Adventure)

11.0
4.2

kcop-tv

7:00pm

6.9
wttg-tv

7:30pm

13.2
wlw-t

7:00pm

Honeymooners
ess (Comedy)

10.9
2.0
wpix

10:30pm

9.2
wwj - tv

7:00pm

2.9
kmsp-tv
8:30pm

12.2
kron-tv

6:30pm

18.5
wnac-tv

7:30pm

Man Without A Cun
nta (Western)

10.8
6.7
kttv

8:00pm

4.0
kmsp-tv
7 :00pm

7.9
ktvi-tv

10:00pm

4.5
ktvu-tv

7:30pm

11.2 11.4
wsb-tv wkbw-tv
7:30pm 10:30pm

Cray Chost
CBS (Adventure)

10.7
4.5

wxyz-tv

11:00pm

7.5 9.9
kgo-tv wrc-tv

10:00pm 7:00pm

Code Three
hal roach (Adventure)

10.6
13.2
wjbk-tv

7:30pm

6.5
kplr-tv

9:30pm

3.8
wmal-tv
11:00pm

16.8
wjz-tv

7:30pm

Divorce Court
guild (Drama)

10.6
7.4
kttv

9:00pm

19.3
1 king-tv

I
9:00pm

4.2
wgn-tv
10:00pm

13.8
wjbk-tv

7 :00pm

4.6
wcco-tv

11:00pm

15.2
kron-tv

6:00pm

9.4
whdh-tv
10:00pm

Films listed are syndicated, hi hr.. % hr
space indicates film not broadcast In thi

lesser extent with syndicated ihowi. This

,r and hr length telecast in four or more markets. The average rating is an unweighted average of individual market ratings listed above. Blan

< nvlrkei 18 lune'-15 Julv While net shows are fairly stable from one month to another in markets in whidh they are shown, this is true to mud

>ls should be borne in mind when analyzing ratinf trends from one month to another in this chart. Classification as to number of station. 1



tyULM SHOWS

3-STATION MARKETS

New Or. Phlla.

2l| 19.9 24.2 16.2 12.0
whii- iv wtmj-tv wdsu-tv wrcv-tv

S :.:iiimi 9:30pm 10:00pm 10:30pm

19.5
WWl-tV

17.9 13.5 21.9 16.0
wbns-tv wisn-tv wdsu -tv util-tv

7 :30pm U :00pm 9 :30pm 7 :00pm

13, 20.2 11.5 16.2 16.9
wbns-tv wisn-tv wdsu-tv wrcv-tv

B :30pm 9:30pm 6:30pm 7:00pm

13.9 15.9 21.9
wbns-tv wisn-tv wwl-tv

7:30pm 8:30pm 7:30pm

15 23.5
wtvn-tv

10:30pm

17.9 12.5
wdsu-tv wfll-tv

10:00pm 9:30pm

12. 8.2 24.2 16.5 17.5
wlw-c wtmj-tv wdsu-tv wfll-tv

10:30pm 9:30pm 9:30pm 9:30pm

11.9 21.5 13.2 14.5
wtvn-tv wtmj-tv wwl-tv urcv-tv

10:30pm 8:00pm 6:30pm 7:00pm

8.9 10.2 14.5
wlw-c wisn-tv wdsu-tv

7 :00pm 9 :00pm 10 :30pm

20.5
wdsu-tv
9:30pm

2-STATION MARKETS

Birm. Dayton Prov.

20.3
wbrc-tv
:i :ii)|>m

21.5
Willi Iv

10:30nm

16.0
u Hpi-tv

9 :30pm

26.0
whio-tv

8:30pm

21.8
wbrc-tv
:i 30pm

15.3
\vl\v d

10:30pm

15.3
wpro-tv
7 :0Opm

15.8
wbrc-tv
in 00pm

18.5
wlw-d
7 :00pm

12.3
wjar-tv
7 :00pm

23.8
wbrc-tv
X :30pm

19.3
wlw-d
7 :00pm

16.8
wbrc-tv
i .1

18.3
whio-tv

7:00pm

13.8
wpro tv

10:30pm

23.3
whio-tv

8:30pm

11.3
wpro-tv

7:00pm

15.3
wapi-tv

9:30pm

6.3
wlw-d
6:00pm

17.8
wjar-tv

7:00pm

22.8
wbrc-tv

9:30pm

18.3
wlw-d
7:00pm

10.3
wjar-tv

7:00pm

19.3
whio-tv
7:30pm

14.5
wrcv-tv

7:00pm

14.5
wdsu-tv

10:30pm

19.0
wisn-tv

9:30pm

5.5
wcau-tv

3:30pm

19.9
wfll-tv

7 :30pm

15.5
wdsu-tv
6:00pm

16.2
wbns-tv

8:30pm

13.2
wbns-tv
7 :30pm

10.9
wrcv-tv

7:00pm

13.5
wlw-c

6 :00pm

18.9
wwl-tv
10:0Opti

20.8 16.8
wbrc-tv whio-tv
H :30pm 10:00pra

21.3
whio-tv
10:30pm

11.8
wbrc-tv
11 :30am

18.0
wlw-d
7:00pm

14.3
wlw-d
7 :00pm

18.3
whio-tv
7 :30pm

18.8
whio-tv

7:0Opm

20.8
wbrc-tv
7 :00pm

Pulse's own. Pulse determines number by measuring which ita-
tctually received by homes in the metropolitan area of a trlven mar-
:hough station itself may be outside metropolitan area of the m»vttet

You darn right

Its big,

Smidley.

['m not talking about square

Check the figures if you must,

ley. You'll find there are more
sales in the Cascade network

;:et than Dayton, Ohio. More gas

ion sales than San Francisco.

And on and on. Then, just remem-
ber, the Cascade four-station net-

work alone reaches the entire mar-

ket and that beats the daylight out

of a four, three or even a two-station

market.

mmm a^HEL wF % I ^L^
KIMA-TV

KBAS-TV

TAKIMA. WASH

EFHUAtA,
MOSES IAKE. WASH

|/CPP TV rASC°. HCHIAND.
l\tll\"IV KENNEWICK. WASH

l/l till TW IEWISTON, IDA

for Facts and figures:

National Representatives: Pacific Northwest.

GEORGE P. HOUINGBERY Company MOORE 4 ASSOCIATES
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ADVERTISERS

NEWS & IDEA

WRAP-UP
RIDING HIGH since 1922, pioneer station WGY joins Schenectady's sesquiceitennial parade

with Dodge of same year. Driving: Mrs. Pauline Snook, surrounded by WGYers and their children

'IT STARTED WITH A KISS,' new MGM movie, was co-premiered by Cleveland's WHK,

who borrowed $40,000 car starring in picture, added provocative, puckered-up model and posed

both in front of theater and shopping centers. Free kisses (candy, that is) were had by all passersby

64

The NAB's Tv Code Review
Board got heavy newsprint ex-

posure this week for its report
on "sensitive" and personal
product advertising.

The report related that a survey on

audience attitudes toward tv adver-

tising revealed "negative opinions"

that the board thought would be of

"great interest to responsible adver-

tisers, their agencies and to broad-

casters."

This challenging comment, noted

the board, has been steadily increas-

ing, and hence the board thought it

would be incumbent upon it to point

out not only the NAB's canons of

good taste but how copywriters could

go about preparing commercials that

would (1) be in keeping with the

code; (2) ease objections from

viewers.

Appended to the report was a "set

of common-sense guideposts," or

. . . AND ENDED WITH ONE for KOIL

space jockey Jim Hummel, warmly welcomed

by Miss KOIL on his return from three weeks

aloft to remind Omaha citizens to drive safely



techniques that tv admen might avoid

and seek.

Like this one on laxatives:

AVOID: Techniques which over-

dramatize the discomfort of one re-

quiring a laxative, which emphasizes

the speed or efficiency of the laxa-

tive, which duplicate the mechanics

of elimination by charts or props.

SEEK: Techniques which demon-

strate the pleasant after effects of the

product, and dramatic settings con-

nected with places other than the

family bathroom.

Other products in the report receiv-

ing similar "avoid" and "seek" treat-

ment were deodorants, depilatories,

toilet tissue, cold and headache reme-

dies, corn and callous remedies and

foundation garments.

Campaigns:

• General Mills and American
Machine & Foundry will launch

this week-end, a major tie-in promo-

tion for bowling. The campaign,

built around a Bowling Champions

jingle contest, will be promoted via

10 million Wheaties packages, and on

network tv via a bowling show on

ABC TV, the World Series Pre-Game

show, the NBC College Football Pre-

Game show, ABC's Saturday night

Pro-Football show and the CBS pre-

game Pro-Football shows. On net-

work radio, the tie-in will be on Mu-
tual's Sportsbeat.

• Wunda Weve franchise deal-

ers kick-off DuPont's fall advertising

campaign this week in support of

carpets made of 100% duPont nylon.

The schedule: June Allyson Show,

CBS TV and the Today Show on

NBC TV—to be supplemented at the

local level via 590 radio and tv spots

in 127 cities.

• Oldsmobile ( Brother I this

week will unveil its 1960 models via

a twin network billing Tuesday: The

Dennis O'Keefe Show, 8-8:30, CBS
TV followed by a 60-minute Bing

Crosby special on ABC TV. In addi-

tion to the tv effort, Oldsmobile will

sponsor Lowell Thomas in a series of

nightly newscasts on CBS Radio.

(See Auto Wrap-Lp, this issue, page

31.)

• Maryland Club Coffee made
its Colorado debut last week over a

network of seven tv stations. The in-

troduction took the form of an hour-

long fashion spectacular featuring tv

stars and new fall creations—with all

proceeds from the show I admission

at $10 per) donated to the Muscular

Dystrophy Association. Agency: Clay

Stephenson Associates. Houston.

• Warner-Lambert P harm a-

ceu'ical Co. will take part, this sea-

son, in its most extensive network l\

schedule—adding up to 1 1 weekly

network programs and three specials,

including, for the first time, partici-

pation in daytime tv via three ABC
TV shows.

AGENCIES

Doyle Dane Bernbach has ac-

quired its first national food husi-

THREE FOR ALL! KDKA (Pittsburgh) per-

sonalities (l-r) Bob Tracy, Clark Race, Carl

Ide staged "anything goes" bicycle race. Any-

thing did! Winner Tracy tossed pies at losers

THE SKY'S THE LIMIT when KOYN goes

all out for its radio promotion. Suspended 50

feet above fair grounds in Billings, Mont., stu-

dio attracted vast live and listener audience

SURPRISE! Lecta, one-year-old female circus elephant, pays unexpected visit to WERE,
Cleveland's morning show as part of station's Adventure Radio promotion, and is rewarded by

show's host Phil McLean with her favorite breakfast foods — popcorn and candied apples

SUMMA CUM LAUDE! Janet Elaine Hand,

voted "Miss-Back-To-School" in WABC N.Y.'s

contest at Palisades Amusement Park, poses

with d.j. Martin Block—one of lucky judges

65



WREX-TV
RATES TH*

AMONG THE TOP

ONE HUNDRED TV MARKETS

* SOURCE: TELEVISION MAGAZINE

REX,

the friendly

Lion says . .

.

"YOU GET THE LION'S

SHARE OF RICH
AGRICULTURAL AND

INDUSTRIAL MID*AMERICA"

Shoot Dead Center

for SALES POWER!

YES, STRAIGHT SHOOTIN
RIGHT INTO 365,000
HOMES IN THE HEART

OF MID-AMERICA'S

AGRICULTURAL AND
INDUSTRIAL MARKETS

REPRESENTED BY H-R TELEVISION INC.

J. M. BAISCH GEN. MGR.

ness account this Meek:
The Salada Junket division of Sa-

lada-Sheriff-Horsey, billing about $2

million. This includes Salada tea,

Junket desserts and other food items.

The account was at SSC&B—now
the Lipton Tea agency.

The future of expansion-minded
small and medium-sized agencies

is in air media, said Emil Mogul
at the opening meeting of the

League of Advertising Agencies
in New York last week.
Warned Mogul, president of Mogul,

Williams & Saylor: "Agency man-

agers with the growth outlook should

be thinking of future expansion in

terms of developing an air media op-

eration. If they fail to see the advan-

tages of getting their feet wet now,

they'll not only miss the boat—they'll

never reach the pier in the first

place."

Profile of the American contest-

ant:

The contest division of Bruce,

Richards Corp. released to major

advertisers and agencies this week the

results of a national consumer survey

on the opinions and attitudes of

the general public towards con-

tests.

Among the findings: The majority

of the women entering contests

(35%) and men (14.6%) are from!
30 to 50 years of age; 45.6% are in

|
the $5-8,000 a year income bracket;

41.7% of the contestants are house-

wives and the majority (39.4% I are

from large cities with over 100,000

population.

Agency appointments: Reddi-

Wip, Los Angeles, for its whipped

cream, billing $1 million, from

D'Arcy to North Advertising . .

ABC TV, billing $1.5 million, from

BBDO to Doyle Dane Bernbach
. . . The Phoenix of Hartford Insur-

ance Companies, to the Boston office

of Kenyon & Eckhardt . . . Gulton

Industries, Metuchen, N. J., manufac-

turers of electronic equipment, for its

Alkaline Battery Division, to Doner
& Peck . . . Cedergreen Frozen

Food Corp. and the Peerless Meat

Products Co., to Kraft, Smith &
Ehrig, Seattle.

NO, THIS IS "KNOE-LAND"
(embracing industrial, progressive North Louisiana, South Arkansas,

West Mississippi)

JUST LOOK AT THIS MARKET DATA
Population 1,520,100 Drug Sales $ 40,355,000

Households 423,600 Automotive Sales $ 299,539,000

Consumer Spendable Income General Merchandise $ 148,789,000

$1,761,169,000 Total Retail Sales $1,286,255,000

Food Sales $ 300,486,000

KNOE-TV AVERAGES 78.5% SHARE OF AUDIENCE
According to April 1959 ARB we average 78.5% share of audience from Sign On to Sign Off

7 days a week. During 361 weekly quarter hours it runs 80% to 100%, and for 278 weekly
quarter hours 92% to 100%.

KNOE-TV CBS • A B C

A James A. Noe Station

Channel 8 Represented by

Monroe, Louisiana H-R Television, Inc.

Photo: Westinghouse Electric Corporation, Lighting Division Plant, Vicksburg, Mississippi,

producers of fluorescent and incandescent lighting equipment for commerce and industry.
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FARM GAL CULTIVATES NEW CROP
Aft~

. . in the Land of Milk and J<oney!

<*. ..urn?. 1 -'tk
'

%^^^d^m ^^iHi^BB^^^^ ^^^^Kl.u^Br Jm *2

syKs

Our Wisconsin farm gals (and their families) are distinguishable

today only by their added incomes! Here is truly the bountiful Land
of Milk and Money. Thousands of big dairy farms . . . scores of clean
small cities . . . 400,000 families enjoying CBS-ch. 2 television.

Here's the market to cultivate Sales!

SPONSOR 26 SEPTEMBER 1959



Merger: The Zakin Co. and Irving

R. Blumenthal, both New York. The

accounts of the two agencies will be

handled from Zakin offices at 27 E.

37th Street.

Thisa n' data: Live and video tape

color tv production techniques were

demonstrated, this past week, at the

first fall meeting of the Agency

Broadcast Producers Workshop,
Chicago . . . Name change: the In-

galls-Miniter-Haughey Co., Boston,

to Ingalls Associates . . . New of-

fices: Jack T. Sharp Advertising,

to 3101 Euclid Avenue, Cleveland . . .

Resignation: Ann Smith, as radio/

tv director of the Ralph H. Jones Co.,

Cincinnati.

They were named v.p.'s: Robert
Aledort, at EWR&R . . . Joseph
Standart, Jr., and Jerome Dar-
row, at Y&R . . . Philip Cleland
and Jerome Roscoe, at C. J. La-

Roche . . . Jack Barnes, at Wunder.
man, Ricotta & Kline, New York . . .

Sid Blumenstock, to v.p. in charge

Cadillac area people earn more money,

WWTV COVERS

MORE CONSUMER

INCOME THAN

YOU'LL FIND IN

DELAWARE!

It's true! Consumer income in 36
Northern Lower Michigan coun-

ties where WWTV has NCS No. 3

daily circulation, both daytime and
nighttime, is higher than for the

entire state of Delaware*.

To top it off, no other station

WKZO-TV— GRAND RAPIDS KALAMAZOO
WKZO RADIO— KALAMAZOO BATHE CREEK
WJEF RADIO— GRAND RAPIDS
WJEF-FM— GRAND RAPIDS KALAMAZOO
WWTV — CADILLAC, MICHIGAN
KOLN TV— LINCOLN. NEBRASKA

Associated with

WMBD RADIO — PEORIA. ILLINOIS

WMBOTV— PEORIA, ILLINOIS

NCS No. 3 give. WWTV daytime weekly elrcu

lotion in 86,090 hornet, nighttime circulalioi

In 106,130 homel in 36 Michigan counties

even approaches WWTV's popu-

larity in the important Cadillac

market. The latest Pulse survey

(Nov. 5-12, 1958) gives WWTV
leadership in 238 of 240 quarter

hours, Monday through Friday

(noon-midnight)

!

Add WWTV to your WKZO-TV
(Kalamazoo-Grand Rapids) sched-

ule and get all the rest of outstate

Michigan worth having. // you

want it all, give ics a call!

* Consumer Spendable Income in Dela-

ware is $857.2 million. The WWTV
area has an income of $905.2 million.

WWW
316,000 WATTS • CHANNEL 13 • 1282' TOWER

CBS and ABC In CADILLAC

Serving Northern Lower Michigan

Avery-Knodel, Inc., Exclusive National Representatives

of the West Coast office of Charles

Schlaifer Co., New York agency.

More personnel notes: Hal
James, to partner of Robert C. Dur-

ham Associates, with the principal in-

terests in the radio/tv consulting area I

. . . Richard Lambardi, to radio/ I

tv director, Hoag & Provandie, Bos-

ton . . . Arno Johnson, v.p. and
senior economist of JWT, to chair-

man of the board of ARF . . . Philip

Worcester, to production supervis-

or on Alcoa tv commercials at

F&S&R . . . Dan Renberg, to assist-

ant account executive and marketing

research specialist for Campbell-

Mithun, Los Angeles . . . Pieter

deKadt, to senior project director

in the research department of Ogilvy,

Benson & Mather.

FILM

United Artists was served with an
anti-trust suit by the Justice

Dept., which is holding up on its

major anti-trust actions in the tv

field, pending final disposition

by the FCC.
The U.A. suit charges that acquir-

ing by the film company of the as-

sets of Associated Artists and C & C,

formerly competitors in the field of

distributing feature films to tv will

put U.A. into a monopoly position.

The assets concerned are the pre-

1949 libraries of Warner Bros, and

RKO.

A tv film company will be the

first in U. S. business history to

make an overnight shift of its

offices from one coast to the

other.

Portions of NTA's New York of-

fice were slated for airlifting to the

West Coast between the close of busi-

ness on Friday, 25 September, and

the beginning of office hours on Mon-

day, 28 September.

The Los Angeles offices will be in

the National Theaters and Television

building. NTA is a subsidiary of

NT&T.
Remaining in New York will be

Telestudios, program sales, NTA Pic-

tures and the station o&o unit. All

others will move to Los Angeles.

(Please turn to page 77)
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MAN-O-WAR (FRIGATE) BIRD
. . . Found Only In South Florida

By Wallace Hughe*, FLORIDA WILDLIFE MagaU
Florula Came and Fresh Water Fish Commission

WCKT-TV7, Miami

. . . Found Only In 424,000 South Florida TV Homes

!

For reprints of this painting and for availabilities — N.B.C. Spot Sales



FAMOUS MEASURING INSTRUMENTS: 2

The

standard

by which

others

are judged

his meter bar, made of an alloy

of 90% platinum and 10%
iridium, is the standard

that governs all metric

measurements of length in the United

States. It is Prototype No. 27 of the inter-

national standards kept at the Inter-

national Bureau of Weights and Measures,

at Sevres, in France.

An accurate copy of the inter-

national standard, compared with it at

regular intervals to make sure it is still

accurate, this meter bar has engraved on

its surface two parallel lines. The distance

between them is the primary standard for

all metric measurements of length. This

meter bar is kept at the United States Na-

tional Bureau of Standards, in Washington.

There are no such precise gauges in

the measurement of mass audiences in tele-

vision. This is why such measurement is

difficult, at best. But American Research

Bureau, pioneer in the field, is regarded as

the ultimate in precision (within its own

rigidly defined limits), offering the most

precise measurements possible and report-

ing them to ARB clients with Accuracy . .

.

Reliability . . . and Believability.

As a measurement of all television viewing

to all stations (direct, by community an-

tenna or translator station), ARB's family

viewing diary is second to none. No other

data-gathering device approaches its care-

ful preparation and field testing. But it is

not diary measurement alone that ensures

reliability. It is the manner of application,

with its many safeguards against distor-

tion, that sets ARB's validity apart. Skilled

interviewer supervision and the experience

of many years in handling over 20,000

family viewing records per month have

established ARB's diary measurement

technique as the utmost in . .

.

Accuracy . . . Reliability . .

.

Believability

AMERICAN
RESEARCH
BUREAU, INC.

WASHINGTON NEW YORK
LOS ANGELES

CHICAGO



What's happening in U. S. Government
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Robert A. Bicks, the Justice Department's temporary antitrust chief, it's ap-

parent, has little point of difference with the Barrow Report's recommendations
for sweeping changes in the tv network industry.

In fact, Bicks goes further than the FCC's network study group on the matter of option

lime. This after completing his study of the report's recommendations.

The Bicks influence was largely responsible for branding option time a "per se"

violation of antitrust laws, a label attached by Judge Hansen before he resigned from the

job which Bicks holds temporarily, and to which he may be formally appointed.

Bicks made no predictions about what the Justice Department will do when the FCC
finishes its consideration of option time, however. Meanwhile the occasional antitrust suits

against distributors of feature films to tv are evidences that the Justice Department eye con-

tinues on the industry. (See FILM-SCOPE, page 72, re suits against United Artists.)

The FCC's own option time proposals, to cut from .'{ to 2 '/•> hours per broad-

cast day segment, to count "straddle" programs entirely within option time, to

give affiliates greater freedom to reject web programs, passed another slow mile-

stone: Deadline for filing reply arguments has expired.

Whole thing boiled down to a statement by KTTV to the effect that the whole argument

of the networks is that they should be protected from competition. With the networks and

affiliates responding that KTTV is merely saying that the word of the Attorney General

should be taken as law, despite the fact that the Attorney General has himself said

that his role is only advisory.

The networks and affiliates pointed out that no filings were made in favor of the FCC

proposal to cut option time by one-half hour, and only KTTV opposed the practice entirely.

They said the KTTV position was counter to the FCC's findings that the practice is nec-

essary to survival of networks.

The networks and affiliates were just as much opposed to the alternate ideas advanced

by Westinghouse, the station reps, and NTA.

Sen. Mike Monroney (D., Okla.), long-lime opponent of ratings services and

tv programing on the powerful Senate Commerce Committee, has now lost his

patience with FCC tardiness in getting at least three tv stations on the air in most

of the nation's top 100 markets.

He told the Senate, just before adjournment, that the Commission has wasted five years,

and that perhaps a fire should be lighted under the commissioners.

The antitrust suit brought by the Justice Department against INBC in connec-

tion with Philadelphia stations WRCV-TV and WRCV Radio was disposed of this

week by the network agreeing to a consent decree.

Under the consent decree NBC agreed to:

1) Dispose of these two stations, obtained in a snap with Westinghouse. which tin-

latter charged was coerced.

2) Not to buy any interest in any other Philadelphia tv station for 10 years

or Philadelphia radio station for five years.

3) Not acquire any substantial interest in an) l\ station in any of the seven major mar-

kets, not counting Philadelphia, without giving the Justice Department an opportunity

to ask the court whether coercion or restraint of trade was involved.
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Marketing tools, trends, news,

in syndication and commercials

FILM-SCOPE
Blue Plate Foods' next syndicated show in its 39 southern markets will be

MCA's Shotgun Slade starting in November.
The food sponsor signed for alternate week sponsorship through Fitzgerald Advertising,

of New Orleans.

Other new buyers of the show are: Busch Bavarian, Schlitz, Armour, Sun Oil and Con-

sumer's Co-op.

It may well be that video-tape rather than film is the tactic that will carry addi-

tional Hollywood majors into the tv fold.

Paramount Television Productions has named Stretch Adler as director of network sales.

Note that Paramount already has one tape pilot and intends to have others.

Keep in mind also that Paramount's KTLA, Los Angeles, has a program department of

evident national rather than local proportions.

Six of the seven new film series to be carried on the Canadian network this

season are U. S. productions.

All of the shows will be seen in Canada before they're seen in the U. S.

The shows are: MCA's Riverboat, Staccato and The Deputy, Screen Gems' Man From
Blackhawk and Dennis the Menace and ITC's The Four Just Men.

The CBC's policy of getting shows on the air first north of the border will also apply

to such returning series as Father Knows Best, Lassie, Danny Thomas, Twentieth Century and

Walt Disney Presents.

There's been a dramatic rise this season in the importance of re-runs in the

economics of tv film distribution.

For one thing, eight out of 21 shows currently reporting sales are re-runs; nine are

new shows, two are renewals and one is a revival.

Two distributors—CBS Films and ABC Films—are selling re-runs now without any new

properties to balance out their portfolio, and furthermore, other distributors such as 1TC are

bearing down heavily on re-run income.

Although re-run prices rarely come up to first-run levels, one tally shows 625 re-run

deals compared to 866 first-run sales.

Compare the sales progress of re-run and first-run shows below:

RE-RUNS (OFF NETWORK)

Jim Bowie (ABC Films)

MeetMcGraw (ABC Films

Phil Silvers (CBS Films)

Trackdown (CBS Films)

Californians (CNP-VPS)

Jeff's Collie (ITC)

Brave Stallion (ITC)

Sgt. Preston (ITC)

MARKETS SOLD

72

) 24

90

60

15

167

102

95

NEW FIRST-RUNS

Not For Hire (CNP)

Johnny Midnight (MCA)
Shotgun Slade (MCA)

Coronado 9 (MCA)
Four Just Men (ITC)

Grand Jury (NTA)

Manhunt (Screen Gems)

This Man Dawson (Ziv)

MARKETS SOLD

74

26

140

65

101

51

116

103

189Lock-Up (Ziv)

Note: The only renewals reporting current business are NTA's U. S. Marshal and Screen

Gems' Rescue 8.

72 SPONSOR 26 SEPTEMBER 1959



FILM-SCOPE continued

The syndication operation of United Artists TV has to date sold the Tales of the

Vikings in 53 markets with the gross figuring around $750,000.

The regional sales include Laclede Gas (D'Arcy), IXL Foods in the northwest (Comp-

ton) and the Royal Castle Hamburger chains in the southeast.

Almost 20 markets were bought by Tv, Inc., a station buying group.

CBS TV Films has recruited a v.p., Robert Lewine, from NBC TV's program
hierarchy to take over the post left vacant by Les Harris' exit, v.p. in charge of

program development.

Lewine's title at NBC was v.p., tv network programs. He came over from ABC TV with

Robert Kintner about three years ago.

The NAB's tv code affairs department has set up an office in Hollywood to ad-

vise film producers.

The new office will cover code matters on an estimated 40% of programing seen on the

air. (That percentage is the share Hollywood producers have of air time.)

However, syndication producers and shows won't be too much affected by the presence

of this NAB office.

The reason: Syndicated shows are largely self-censoring since they must prove

acceptable to a great range of buyers, many of whom aren't known in advance of scripting

and filming.

NTA has signed a letter of intent with a Soviet film export agency providing

for an exchange of television programs and motion pictures.

It's expected that six feature films will be exchanged with the Russians in the next 12

months, and that NTA will receive cartoons and other films.

Since five native languages are involved in Soviet film production, their producers have

heavy dubbing experience and will handle all dubbing processes on the exchange.

No financial details were disclosed.

COMMERCIALS

A milestone in agency-producer negotiations on the production of video-tape

commercials is Leo Burnett's standard provisions contract—the industry's first

—

signed with Telestudios.

The contract takes the video-tape producer out of the facilities business and makes him

a "total package" producer much like his film counterpart.

Under this contract, the producer supplies everything from start to finish once the agency

completes script, storyboard and specifications.

One implication is that agency film men will now be able to handle tape commercials

with ease; formerly only men with "live" experience could handle video-tape commercials

when they were figured on a costs-plus facilities basis.

Some 25 areas covered in the new contract—which might be widely copied—include qual-

ilv. approvals, changes, delivery, performer's production and use fees, union codes, rights and

publicity.

(For details, see story this issue, page 35.)

Robert Lawrence is running a contest in Canada to pick Miss TV Commercial
of 1959.

The contest is to stress the availability of talent in Canada and to mark the open-

ing of Lawrence's new studios this October.
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A round-up of trade talk,

trends and tips for admen

SPONSOR HEARS
26 SEPTEMBER 1959 BBDO is in process of weeding out smaller, unprofitable accounts.

c*yritht im* It wants to get rid of those that demand a lot of marketing services but feel they're

sponsor being imposed upon when the question of billing comes up.

PUBLICATIONS INO ^
A tv executive for an agency heavy in specials told a freelance producer that one

of the clients was getting uneasy about the fees paid him.

Retorted the producer: "But your client must remember I'm a genius."

Perhaps it's due to the pace of the tv medium, but the term of survival in program-
ing and sales at the networks now is down to about five years.

In fact, some who have been around three years consider themselves veterans.

Y&R"s Pete Matthews describes as "whimsical" the report that the agency's

Chicago office has to "clear time buys with the media department at headquarters."

The Chicago organization operates with full autonomy on this front.

What strongly favored Doyle Dane Bernbach as ABC TV's choice as new agency

was the fact that it was able to put a task force to work on the account immediately.

Other bidders admitted they couldn't promise what people could be sprung loose

to get the network's copy and service needs in the mill.

Bob Swezey, who just retired from WDSU-TV-AM, New Orleans, is reported headed

for a top executive post with the NAB.

He would step in as No. 2 man and take over the top spot when Hal Fellows decides

to retire.

Another report has him moving in as the executive director of the Tv Infor-

mation Office.

The angle that "I can get it for you at the retail rate" often is being used by

agencies pitching for accounts heavy in the spot media.

A recent case in point is a national bread account which took the bait, and for the

first time in 20 years is getting the retail rate by letting the new agency buy time

through distributors.

The exit of the CBS TV account from McCaim-Ericksoii is an illuminating exam-

ple of what happens when the top men in agency-client relations drift apart as the

result of accumulating responsibilities and interests.

Time was when Frank Stanton and Marion Harper, Jr., met frequently for

lunch. About the only time there's been any recent contact: a quick handshake at some

VIP reception outside the business.

As often happens in such cases, the influence factor is diluted, and people in the

lower echelons can topple things over.
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Big, new 50,000-watt KRLA Radio booms

a big, new sound— Modern Radio Los

Angeles— into America's fastest-moving

market. It's new, it's power packed and

it's smack at 1110, dead center on the dial.

New, million-dollar selling personalities!

New audience impact! New million-dollar

coverage throughout Southern California

-99 99/100% perfect! KRLA is a must-buy

in Los Angeles radio. And the availabili-

ties are prime. Your future is right now
on KRLA . . . Modern Radio Los Angeles.

For a franchise in prime time, at lowest

cost, on a 50,000-watt leader in the nation's

number-one radio market, buy now!

MODERN RADIO I LOS ANGELES

KRLA
DIAL 1 110 I 50,000 WATTS

6381 Hollywood Boulevard.. Los Angeles 28, Hollywood 2-7388

Ed Schulz, General Manager

Represented Nationally by Donald Cooke Inc.

New York, Chicago, San Francisco. Jack Heatherington, St. Louis
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How many puffs in a station break-
or when does sales resistance become resentment ?

Be sure to shoot in COLOR . .

.

You'll be glad you did

Here's another place where film comes into the picture

. . . because pre-testing is easy with commercials on film—

lets you test to your heart's content before you show them.

Important, too — film gives you full control of time and

station . . . keeps you in the driver's seat all the way.

Use black-and-white — or color . . . there's an Eastman

Film for every purpose.

For complete information write to:

Motion Picture Film Department

EASTMAN KODAK COMPANY. Rochester 4. N. Y.



East Coast Division

342 Madison Avenue, New York 1 7, N. Y.

Midwe** Division

1 30 East Randolph Drive, Chicago 1 , III.

West Coatf Division

6706 Santa Monica Blvd., Hollywood 38, Calif.

W. J. GERMAN, Inc.

Agents for the sale and distribution of

Eastman Professional Motion Picture Films,

Fort Lee, N.J.; Chicago, III.; Hollywood, Calif.

WRAP-UP
[Continued from page 68)

Sales: Zi\ reports it's going into the

1959-60 season with at least 37 na-

tional and regional advertisers who

have used Ziv product six years or

more . . . NTA's Grand Jury reached

$1 million sales mark with sales to

Savarin Coffee on WCBS-TV, New
York; Okeefe Brewing in Buffalo

and Watertown; Society National

Bank on WJW-TV, Cleveland; Schlitz

on WNBQ, Chicago, as well as to

D-X Sunray for 32 midwest markets;

other sales are to NBC o&o's WRC-
TV, Washington; WRCV-TV, Phila-

delphia, and KRCA-TV, Los Angeles;

to Crosley stations WLW-T, Cincin-

nati; WLW-C, Columbus; WLW-A,
Atlanta; WLW-D. Dayton, and WLW-
I, Indianapolis; station sales on

Grand Jury were also to KOA-TV,
Denver; WRGB-TV. Schenectady;

WCKT, Miami, and WKRG-TV, Mo-

bile; other advertiser sales were

made in Tampa and Fresno.

More sales: CNP's Danger Is My
Business to WBRE-TV, Wilkes-Barre;

WHDH-TV. Boston; WJTV, Jackson;

WSUN-TV, St. Petersburg; KOLO-
TV, Reno, and WWL-TV, New Or-

leans, and Union Pacific to WGAL-
TV, Lancaster; WABG-TV, Green-

wood; WRVA-TV. Richmond, and

WLOF-TV. Orlando.

Video-tape: The West Coast's first

independent video-tape production

company in full scale production is

National Videotape Service of

1000 N. Cahuenga Blvd. with com-

plete interior and remote facilities.

Two Ampex recorders are now in

operation and three more will be

added, providing both commercials

and programs production services.

Production: Ziv will spend $21

million on program production this

year for eight syndicated and four-

network shows, compared to $16.5

million last year for six syndicated

and two network series . . . Among
11 tv film pilots being prepared by

Philip D. Krasne are now also Man
of the House, Gentleman Joe and

Trinity 4-3000; they are a situation

comed\, a western and an action

melodrama, respectively . . . Another

Krasne pilot slated for Japanese pro-

duction will be The Searchers . . .

Screen Gems' The Man From Black-

hawft stopped production for one

week to allow star Bob Rockwell to

address National Association oi In-

surance \gents convention in Chi-

cago; lie plays insurance investigator

in show . . . Mrs. Franklin Delano

Roosevelt will moderate Flamingo <

Thinking Things Through, a tape and

film panel series in which foreign

and American students exchange

views.

"Sneak''' previews: Bernard L.

Schubert plans to "sneak" preview

all of its forthcoming tv film series in

six cities, with as many as six epi-

sodes of each series to get the treat-

ment.

Office moves: Midwestern office of

Trans-Lux moves to 520 North

Michigan Avenue in Chicago . . .

Bernard L. Schubert opens a Ca-

nadian office at 2 Carlton Street,

Toronto.

Option time: NTA has asked to be

heard by the FCC regarding the sug-

gestion of making a half-hour of op-

tion time open daily to an independ-

ent program supplier.

Strictly personnel : Barbara Lane
appointed production supervisor of

Robert Lawrence Productions . . .

Elizabeth Bain joins UAA as ex-

ecutive director of participating agree,

ments with stations.

NETWORKS

Tobacco advertisers spent $44,-

116,665 in network tv during

the first seven months of 59—

a

31% increase over the like pe-

riod of \58.

As tabulated by TvB. smoking

materials is now the third leading

classification in network tv. surpassed

only by food and food products and

toiletries.

The six-months' gross figures ol

leading advertisers in this classifica-

tion: R. J. Reynolds, $9,386,398; P.

Lorillard. $8,096,559; Liggett &

Myers, $7,204,059; American Tobac-

co. $6,908,025: Brown & \\ illiamson,

$4,539,021; Philip Morris. $3,907,-

096: and Bavuk Cigars. - '..... J. 1-96.



Debuting dates: Red Skelton be-

gins his seventh year on CBS TV, for

S. C. Johnson (FC&B) and Pet Milk

(Gardner) 29 September . . . The
hour version of The Lineup airs 30

September on CBS TV . . . Dick

Powell's Zane Grey Theatre, its fourth

season on CBS TV 1 October . . .

Perry Mason, its third season on

CBS TV 3 October . . . Lunch With

Soupy Sales debuts on ABC TV 3

October. 12-12:30 p.m. for Jell-0

i \ &R I . . . Jack Benny returns to

CBS TV in a new time period Sun-

day. 4 October. 10-10:30 p.m. for

Lever (JWT) . . . Danny Thomas,

third year on CBS TV for General

Foods (B&B) 5 October . . . Ozzie &
Harriet, eighth season on ABC TV.

7 October . . . Broken Arrow returns

to ABC TV 11 October for Mars
(Knox Reeves) . . . The Untouch-

ables, new hour-long series on ABC
TV debuts Thursday, 15 October.

(For a complete rundown of the

fall network tv schedule, see Tv
Basics, this issue, page 43.)

Another instance of AB-PT ex-

nanding interna'ionalward : it's

Beam your sales message to

DULUTH-
SUPERIOR

the

LARGEST

MARKET
in both Minnesota and

Wisconsin

Zooming sales have made the Twin

Ports metropolitan area the 2nd

largest market in size only to the

Twin Cities in Minnesota and Mil-

waukee in Wisconsin.

In WDSM-TV's coverage area live

800,000 people, spending over I bil-

lion dollars* annually.

You can best sell, best adver-

tise to this growing industrial,

shipping and vacation center

by using WDSM-TV . . .

*SRDS 5/10/59

AT THE HEAD OF THE SEAWAY

I WDSM-TV
jr\< DUtUTH, MINN. NBC SUPERIOR, WISC.

PETERS, GRIFFIN, WOODWARD, INC.

EXCLUSIVE NATL. REPS.

WAYNE EVANS & ASSOC.
REGIONAL REPS.

purchased minority interest in Tv de

Costa Rica, San Josa. Scheduled to

air in December, the new Channel 7

will be Costa Rica's first tv station.

Thisa 'n' data: Ryder Cup com-

petition between professional golfers

of the U.S. and Great Britain will be

televised for the first time Saturday,

7 November, on NBC TV for Val-

iant (BBDO), Chrysler's new econo-

my car . . . Broadcast Music, Inc.,

has acquired and will retain the BMI
stock formerly owned by NBC, for

$21,320.

Strictly personnel: Charles

Ayres, v.p. for the eastern division,

tv network sales; Omar Elder, Jr.,

v.p. and general counsel for the tv

network and Daniel Melnick, v.p.

in charge of program development,

all ABC TV . . . Alex Kennedy, to

the newly-created post of director of

audience promotion for CBS TV . . .

Clifford Slaybaugh, to manager,

associated companies, NBC Interna-

tional Operations . . . Richard Heff-

ner, director of information pro-

( Please turn to page 81)

CHECK kand

DOUBLE CHECK

WTHI-TV offers the

lowest cost per thousand

of all Indiana TV

stations!

VV
One hundred and eleven

national and regional

spot advertisers know that

the Terre Haute market is

not covered effectively

by outside TV.

WTHI-TV
IcHANNEL IO • CBS—ABC

TERRE
HAUTE
INDIANA

Represented Nationally
by Boiling Co.
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The WeeReBeL discusses "sales campaign ribbons" with Bert Mulligan, Broadcast Supervisor,

Compton Advertising, New York.

Houe you heard what the III R B L

said to Compton Rduertisiag?
''We're rich in Columbusl'

Average family income in the metropolitan trading area of Columbus, Georgia, is

higher than that of New York, Chicago or Detroit. In fact, only 24 other cities in

the U. S. beat it!

Over 85% of these better-than-average families own TV sets and WRBL-TV is

the only VHF in the market. WRBL Radio is Columbus" CBS Affiliate with imagi-

native adult programming . . . high fidelity sound, plus stereo! Call HOLL1XGBERY
and let WeeReBeL in Columbus start building business for you.

WRBL
TV-CHANNEL 4 • RADIO-5000 WATTS

a commBUS, cn.#
Represented by George P. Hollingbery Co
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Television is virtually all things to most

Americans—teacher for the intellectu-

ally curious, boon for the spectator

sportsman, nirvana for the shut-in, whipping

boy for the snide, frigate for the vicarious

traveller. It's a love-story in the early after-

noon, a nursery in the late, a news bulletin

anytime. It's a walk in the park, forum for

the thoughtful and microscope slide for politi-

cal candidates. It's an empathetic counsellor,

a weather report, a shot in the dark and a

trek across hostile Indian country. It's jazz at

the Philharmonic and a Verdi opera.

And yes, to some, unfortunately, it can

be too many spots back-to-back, or a quiz

show with omniscient contestants; to others,

a tired old Class B movie in place of crea-

tive local programming and public service.

To us, television is a medium with

endless vistas and inherent responsibilities.

We try to meet those responsibilities whole-

heartedly and with imagination. Our audi-

ences—and the number and calibre of our

clients— give us reason to believe we are

achieving that goal.

Responsibility in Broadcasting

*l &t&)MSWJTMSMM
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KHOU-TV
Houston (cbs-tv Spo/ 5o/wJ

KOTV
Tulsa (Petry)

KXTV
Sacramento (H-R)

WANE-TV
Fort Wayne (Petry)

WISH-TV
Indianapolis (Boiling)

WANE-AM
Fort Wayne (Petry)

WISH-AM
Indianapolis (Petry)

WRAP-UP
[Continued from page 78)

gram services for the CBS-owned ra-

dio stations.

RADIO STATIONS

The National Association of Fm
Broadcasters closed the meeting
in Chicago by putting the wheels

in motion to establish fin as a

major advertising medium.
According to Fred Rahcll, of San

Diego. ( newly-elected president of

the NAFMBl: "If Americans con-

tinue to increase listening to fm ra-

dio and buying fm sets at the rate

they have been in the last two years,

fm radio will surpass am within

seven years."

Other new officers of NAFMB

:

v.p.. T. Mitchell Hastings, Jr., of

Boston; secretary, Frank Knorr,

Jr., Tampa; and treasurer. William
Tomberlin, of Los Angeles.

(See "Newsmaker of the Week."

page 6. for more on the convention.)

Radio station and agency copy-

writers were given by the RAB a

12-point guide to effective radio

commercial copy.

The booklet states that there is no

"set formula" for writing copy, but

lists several guides.

An example: '"Translate selling

points into advantages. Use attention-

arresters such as slogans, catch-phra-

ses, or musical themes that become

identified with the advertiser."

Meeting note: For the eighth year.

WSM, Nashville, on 13-14 November

will hold its annual country music

d.j. convention. Registration ex-

pected to hit 20,000.

Change : Robert Swezey has resigned

as executive v.p. and general manager

of WDSU Broadcasting Corp., New
Orleans. Moving up to that position:

A. Louis Read, formerly v.p. and

commercial manager.

Ideas at work:
• Anyone for lunch: WMCA,

New York, marked the debut of Don

Davis, news and music featurist. hv

gifting press and others with a metal

lunch box containing champagne and

a caviar sandwich and this note:

"Have lunch on me— last of the big

time spenders.

• Promoting friendship: Dur-

ing the second annual Pacific Festival

this pasl week, Parke, Davis & Co.

gifted the citj of Osaka, Japan with

50,000 capsules of Chloromycetin for

patients in charit) hospitals there.

Donation was inspired l>\ kV\. San

Francisco at stations benefit show in

the Fox Theater, and represented Kill

capsules for every person attending

this K.YA "Youth Festival."

News from the fm front : Three

Transcontinental fm stations -

WGR-FM, Buffalo: WROC-FM,
Rochester and KFMB-FM, San Di-

ego — began operations last week.

with the former two affiliated with

the QXR Network and the latter op-

erating as an independent with the

format built around the great jazz

field . . . Unusual sale: The Chi-

cago Sun-Times and the Chicago

Daily News (out of BBDOl have pur-

chased a monthlv Shakespeare play

series over WFMT, Chicago — and

plan using no commercial announce-

ments on it but presenting the pro-

grams as a public service for institu-

tional promotion . . . New sales or-

ganization: Western Fm Broad-

casting, to represent seven Los An-

geles fm stations in sales promotion.

Thisa 4n' data: Ground breaking

ceremonies took place last week in

Cloquet, Minn, for WKLK's new

building, slated for late October oc-

cupancy . . . Maola Dairies of North

Carolina (Harry Gianaris & Associ-

ates) copped first award for radio

commercials in Milk Industry Foun-

dation's national advertising compe-

tition . . . The Fifth Third Union

Trust Co.. Cincinnati, completing its

21 consecutive years as an advertiser

on WKRC, Cincinnati . . . WMCA,
New York, and Sachs Furniture

Stores, celebrating their 35 years of

continuous association 2 October.

Station staffers: Cal Perley, exec-

utive general manager and W arren

Ward, new station manager at

KSOY San Diego . . . James Wy-
chor, to station manager. \\ I'Rl .

Muskegon. Mich. . . . Vic* Siman.

director of sales and Lou Miller, di-

rector of sales promotion at KMGM,
Ubuquerque, YM. . . . Tom Thorn-

ton, to national sales coordinator

and Jim McGovern, program
promotion and merchandising man-

ager for k\\ and the CBS Radio
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Pacific Network . . . Donald Pow-
ers, local sales manager, WCSH,
Portland, Me. . . . Dan Miller, local

sales manager, KCOP, Los Angeles

. . . Pierrina Rohde, director of

sales promotion, WTAG, Worcester,

Mass. . . . Carl Hallberg, to radio

operations coordinator, WDBO, Or-

lando, Fla.

REPRESENTATIVES

The John E. Pearson Companies
went through further reorgani-

zation alignments this week.
Centering in the Chicago and At-

lanta offices, the changes include:

Robert Flanigan, promoted to Mid-

west manager in Chicago; Stewart

Lewis, to Chicago sales executive;

and Jon Farmer, to head the Atlanta

office.

The Katz Agency is circulating

George Skinner's new manual:
The Nuts and Bolts of Radio.

The book, written by the Katz di-

rector of radio programing services,

covers all areas of station program-

. . and

WOC-TV

FOR BEST

COVERAGE
IN THE

NATION'S 47th

TV MARKET
(Davenport, Iowa — Rock Island — Moline, Illinois)

The Largest Market between Chicago and
Omaha . . . Minneapolis and St. Louis . . .

the 47th TV market in the nation.

Population

1958 1959
Effective Buying Income

1958 1959

1,599,500

Increase -- 32,600

1,632,100

TV Homes

422,800

Increase -- 15,680

438,480

$2,668,806,000

Increase

$2,879,387,000

$210,551,000

Retail Sales"

$1,918,167,000
$2,042,037,000

- $123,870,000

*Sales Management's "Survey of Buying Power — 1959"

Col. B. J Palmer
President

Ernest ,C. Sanders

Resident Manager

Pax Shaffer

Sales Manager

DAVENPORT
BETTENDORF

ROCK ISLAND

MOLINE
EAST MOLINE

WOC-TV is No. 1 in the

nation's 47th TV market—lead-

ing in TV homes (438,480),
monthly coverage and weekly

circulation — day and night —
as reported in the Nielson

Coverage Service No. 3, Spring,

1958. For further facts and lat-

est availabilities, call your PGW
Colonel . . . NOW!

WOC-TV Davenport, Iowa is part of Central

Broadcasting Co., which also owns and operates

VHO-TV and WHO Radio, Des Moines, Iowa

ing, including news, editorializing,

farm and religious programing, pro-

motion, production, public service,

station identification and program

department administration, equipment

and music.

Its purpose, as stated by Skinner

in the manual's introduction: "to de-

scribe the nuts and bolts of radio pro-

graming and to recommend the cur-

rently acceptable way of assembling

them into an effective broadcast pat-

tern."

The totality of radio dominating
the local market is what counts

for the local advertiser, stated

Lud Richards.

The director of radio sales devel-

opment of PGW, speaking before the

Raleigh Food Brokers (guests of

WPTF there) , claimed that radio sta-

tions are capitalizing on the very

personal type of communication

they've developed with listeners in

the area.

Rep appointments: To Devney,

Inc., KGHL-TV, Billings, Mont. . . .

To Good Music Broadcasters,

KCMK, Kansas City ... To Everett-

McKinney, WLAM, Lewiston, Me.,

with Kettell-Carter appointed New
England sales rep. ... To Walker-

Rawalt Co., WKXL, Concord, N. H.

... To Hil F. Best Co., KDOM,
Windom, Minn.; KOKO, Warrens-

burg, Mo.; KLPW, Union, Mo.;

KYRO, Patosi, Mo., and KVLG, La

Grange, Tex. ... To Broadcast

Time Sales, WKYW, Louisville . . .

To Devney, Inc., the U. S. rep for

CJME, Regina, Sask. ... To B-N-B,

Inc. Time Sales, the Los Angeles

rep for KNGS, Hanford, Cal To

Richard O'Connell, KGBT, Har-

.lingen, Tex.

Rep appointments— personnel:

John Logan, to Detroit sales man-

ager for CBS Tv Spot Sales . . .

George Preston, to the Detroit ex-

ecutive offices of Hil F. Best Co. . . .

Don Shauer, account executive in

the San Francisco office of Adam
Young . . . George Swearinger, ac-

count executive in the Atlanta office

of CBS Tv Spot Sales.

Add to personnel appointments:

John Coy, to west coast manager of
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The

(yonfidtence

ractor

in

radio

New Pulse studies show

McClatchy stations KMJ and KFBK
lead in acceptance

New Pulse qualitative studies in Sacramento and
Fresno, California show the McClatchy stations,

KFBK and KMJ, substantially ahead in public con-

fidence and acceptance.

Briefly, respondents were asked which radio

station:

1. gave most complete and accurate news

2. gave the greatest feeling of confidence in

advertised products

3. gave the best programming variety

In each case, KFBK and KMJ ran substantially

ahead of competition. In fact, in every instance, they

topped the next two stations combined in listener

favor.

Get what you want in your radio buy — listener

confidence, ratings, coverage and economy — from

KFBK and KMJ. Any Raymer man can give you
details.

McClatchy Broadcasting Company
SACRAMENTO, CALIFORNIA

PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE
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This Solid, Seasoned, Sales-

minded, Station Executive is on

Target

• This well-known man has an ex-

tensive background in radio and

television sales, administration

and management

• Eleven years with a major net-

work in a demanding executive

capacity

• Seasoned in sales management,

station representation, and sta-

tion m a n a g em e n t—a man
thoroughly familiar with the

broadcast industry. Presently in

New York.

Write P.O. Box 17

They're all tops..

WW... in POPS!
(CCA PROOFS OF
PURCHASE)

The Boiling Co E. A. W. Smith
to manage the Detroit office and Rob-
ert Richer, to the New York sales

staff of Adam Young . . . William
Bee, to tv account executive in New
York, Edward Petry . . . S. William
Aronson, account executive, The
Meeker Co.

To the tv sales staff of The Katz
Agency : Robert Lefko, in New York,

Justin Cassidy and Charles Linton, in

Chicago and Layton Miller, in Dallas

. . . To the Katz radio sales staff:

Lewis Greist, in New York, Fred Dela-

hay in Los Angeles and William Fal-

lon. Chicago.

TV STATIONS

"Retailing is the most expanding
area in tv today" noted Howard
Abrahams, v.p. -retail sales at

TvB, in the preface of a new TvB
selling brochure for member sta-

tions.

Abrahams emphasized that lack of

understanding is the major obstacle

to retailers using tv.

"This new presentation," the fore-

word continued, "is aimed at show-

ing how some retailers have used tv

so that their results can be used to

the benefit of others."

Ideas at work:
• Guessing game for timebuy-

ers: The date WHYZ-TV, the new
Duluth station, expects to go on the

air has been made the subject of a

national contest for timebuyers. What
they must guess: date, hour, minute

and second the station will first hit

the airwaves with its test pattern.

Prize: Vacations to Bermuda, Las

Vegas and Florida.

• Pulling power: Five months

saturation publicity and promotion

on WECT-TV, Wilmington, N. C,

turned out an estimated 70,000 spec-

tators to the two-day aviation exhibi-

tion and air show there. Co-sponsored

by the Civic Air Patrol and the sta-

tion, the program included displays of

aircraft and equipment worth over

$100 million plus daredevil air shows.

• To the fair: WWLP-WRLP
moved its mobile camera unit to the

Eastern States Exposition grounds in

West Springfield last week to bring

fair. Stations also taped crowds visit-

ing the live telecasts of the region's

largest fair, and played it back on the

tv screens that evening.

• Its a hit: To help the Salem

Rebels, a farm ball team, have a

successful season, WSLS-TV and

WDBJ-TV, both Roanoke, staged a

baseball game in their stadium, at-

tracting a record-breaking crowd.

The game between the personalities

of each station was heavily promoted
by on-the-air spots.

Thisa 'n' data: One result of a

meeting of the Storz Stations' man-
agers in Chicago last week was the

decision to establish a scholarship

fund in each of their cities . . .

KIVA-TV, Yuma-El Centro has com-
pleted its new studio production fa-

cilities . . . WCAU-TV, Philadelphia,

will air a weekday a.m. Tv Seminar,

good for college credit . . . WPRO-
TV, Providence, R. I., will award
$1,000 for the best tv play script by

a New England author . . . For the

first time in its history, the Washing-

ton Dairy Products Commission will

sponsor tv programs via two half-

hours on KOMO-TV, Seattle.

Kudos: To Tom Franklin, Shell

news reporter on KGO-TV, San Fran-

cisco, the 1959 California State Fair

Gold Medal ... To WCAU-TV,
Philadelphia, the Communications-

Media award from the Philadelphia

Association for the Blind for its Re-

turn series.

On the personnel front: Amos
Baron, to director of tv sales for

the Broadcast Division of NAFI
Corp. . . . Terry Lee, to managing

director of WAGA-TV, Atlanta . . .

Joseph Evans, Jr., managing di-

rector of WITI-TV, Milwaukee . . .

Francis Hunt, to operations man-

ager, KTVI, St. Louis . . . Arthur
Watson, business manager, WRCV-
TV, Philadelphia . . . Dunbar
Eberts, Lou Rossillo and Mort
Katock, to sales executives of Trand

Associates, a tv/radio packaging firm

. . . Donald Boyce, station man-

ager and Edward Zellefrow, tech-

nical manager, WSEE-TV, Erie . . .

Tom Leahy, to promotion manager,

KTVH, Wichita-Hutchinson . . . Jack
Williams, to promotion and mer-

chandising director for WSAZ-TV,
Huntington, W. Va. ^
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TOPEKR AK* &

Central Kansas

Gathers Bumper

Wheat Harvest

3rd Year oF&oellont
Crops

££. Bank Depots to

New Record Heights

TOPEKA^( Special) --

Prosperity extends through-

2TS Central Kansas and

the Topeka area a 19^
noar-record wheat croPJi

t<

TOPEKA
Has 1 TV Station

WIBW-TV
kit!

All Day- Every Day
Survey- Proved

WIBW-TV
Tops Competition
. . . serving a total of
38 Kansas Counties

As A Bonus
WIBW-TV
Is The ONLY

TV Station Available
to 100,000

WHEAT-RICH
TV HOMES

in Central Kansas

WIBW-TV
CBS • NBC • ABC

Channel 13
TOPEKA, KANSAS

(Division Stouffer-Capper Publications)

Represented by A very-Knodel, Inc.
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Tv and radio

NEWSMAKERS
Lawrence W. Kliewer has been elected

v.p. of operations at the Peninsula Broad-

casting Co., Hampton, Va. Kliewer joined

the staff of Peninsula as an announcer

while he was attending William and Mary

College. A short time later, he rose to the

rank of assistant manager and, in 1953,

became operations manager for radio and

tv. Extracurricularly, Kliewer is a mem-
ber of the Newport News Planning Commission and also on the board

of trustees and executive committee of the Peninsula United Fund.

Cene Accas is the new v.p. for network

relations of Grey Advertising Agency, N.Y.

Accas, who joined Grey last year, is a vet-

eran in the field of broadcasting. He served

ABC as administrative v.p. and v.p. of sales,

development. He was also with NBC, in

radio sales development, and with TvB as

v.p. of operations at the industry trade as-

sociation. In announcing Accas' election to

the post, chm. of the board Lawrence Valenstein said, "We are for-

tunate in having someone who knows network operations intimately."

Charles Woodard, Jr., was appointed v.p.

and assistant to the president of the West-

inghouse Broadcasting Co. Prior to join-

ing WBC, Woodard served with CBS, first

as senior general attorney and later as as-

sistant general attorney. This year he was

elected Mayor of Hastings-on-Hudson where

he resides with his wife and four children.

In his new post, Woodard will serve

KDKA, KDKA-TV, Pittsburgh; KYW, KYW-TV, Cleveland; WIND,
Chicago; KEX, Portland, Oregon; WOWO, Fort Wayne, Ind.; WBZ,
WBZ-TV, Boston; WJZ-TV, Baltimore and KPIX, San Francisco.

Charles Young has been named national

sales manager of KTTV, Los Angeles, after

an eight-year tenure with the station as ac-

count executive. Young's promotion is part

of a major expansion in KTTV's sales de-

partment. Other appointments include Rob-

ert Bennett to local sales manager, James

Hoffman, assistant national sales manager

and Al Pryor to local account executive.

John Vrba, v.p. of sales, stated the move is being made to meet

the record-breaking business the station is receiving this year.
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frank talk to buyers of

air media facilities

The seller's viewpoint

With this provocative letter from Cecil Woodward, general manager of

radio station WEJL, Scranton, Pa., SPONSOR begins a new weekly

feature, '"''The Seller's Viewpoint." Planned as a much-needed forum

of communications in the air media field, "The Seller's Viewpoint'''

affords an opportunity for those who sell radio I tv time and facilities

to speak out frankly and openly to advertisers about significant indus-

try problems. Mr. Woodward, in this crisp statement, tells why many
radio men feel short changed by present measurement methods.

"Please measure us completely"

38 - - - - 23 - - - - 36 - - Every

aspiring Miss America is judged on

the basis of at least three measure-

ments. Yet, all too often, radio is

bought on the basis of a single meas-

urement — audience size.

Now, win, lose or draw, we sub-

scribe to and believe in audience

studies, so this is no diatribe against

the use of survey figures for audience.

We simply claim that we are entitled

to be judged by other important

measurements as well.

Sitting on the other side of the

desk, the side of the advertiser or

agency, there are a number of things

we believe to be mighty important,

perhaps even more important than

the audience numbers.

Here are just a few of those things

available on countless radio stations

in this country today.

When merchandising is offered,

you get exactly what your competitor

gets—neither more nor less.

You are not multiple-spotted.

You get a minimum of 30 minutes

protection from competitors.

You are not in the company of

cheap per inquiry or mail order busi-

ness.

You benefit by outstanding pro-

gram and station promotion.

You buy from accurate coverage

maps without puffed up claims.

Your commercials are handled by

announcers trained and "sold" on

the value of commercials and their

importance. There is no haphazard

handling of commercials in the hurry

to get back to extolling the wonders

of Presley, et al.

No one gets an under-the-counter

buy to your disadvantage.

Station management monitors your

commercials to protect you against

sloppy live delivery or bad technical

production of your recorded com-

mercials. After all, an affidavit doesn't

tell you about the start at wrong

speed, the deprecating intro by the

d.j.. nor the bored "live" delivery.

Guaranteeing a time slot is not

considered enough; you are advised

and consulted on all program adja-

cency changes. If you bought next

to a sports show, those stations believe

you should know if a stock report

program replaces the sports show.

Those are just a few of the things

we think are important to you and

available to you on many stations

which don't happen to be number one

by the numbers.

Sure, it is our job to get these facts

to your buyers and to you, but by the

same token, we believe we could both

benefit if you could expand your re-

search to include personal agency

and advertiser visitation to markets

and stations to learn at first hand the

stature and the sales potential of the

stations in that market. First-hand

discussion with station managers

would also give you facts you need

to get maximum sales results.

Back to the numbers, briefly ; when

we're on top we love them and when

we're not, we still think they are ex-

tremely important.

But we completely disagree with

stations which try to tout you off the

top audience station by claiming it

appeals only to the kids. We also dis-

agree with those who by the use of

generalization manage to label sta-

tions in manners which fail utterly to

properly classify them.

A station which does not play rock-

and-roll is not automatically a

"square" station with only a rocking

chair audience, nor is a station which

does play rock-and-roll a "kid" sta-

tion appealing only to teenagers.

For one very important reason, we
believe that agencies and advertisers

should explore the nature of all sta-

tions in a given market and use the

results of such exploration in com-

bination with the audience figures.

The important reason is the matter of

sales. Without them you and your

client would not be in business. And,

by the same yardstick, no radio sta-

tion can long survive without deliver-

ing sales results for you.

So—like aspiring Miss Americas

—

please measure us completely. ^
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NASHVILLE
maxiumum power

Five (/ears o/it - in trade area/

As Nashville's original tall-tower station, serving 91 counties in 4
states, in the heart of the rich Southland, WLAC-TV has established

for the Nashville market the big-area concept.

Established loyalty, from area viewers, over a period of five years

to guarantee you maximum sales power when you buy WLAC-TV
in Nashville!

Since the first day on the air, August 5, 1 954, WLAC-TV has

proven that maximum performance comes from maximum tower,

maximum power, PLUS the maximum in program service.

Nielsen — 3 clearly shows the big audience bonus
found only on WLAC-TV. Ask your Katz man.

A/ways the leader . . .

in the things that count!

Robert M. Reuschle

General Sales Manogef

T 6 Baker, Jr.

Executive Vice-Piejident

and General Manager

NASHVILLE

rne^W
National Representative: The Kotz Agency, Inc.
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Fm takes a giant step

Last week in Chicago, the newly formed FM Broadcasters

Association held its first convention, adopted by-laws and

elected officers (see Newsmaker of the Week, page 6).

sponsor's editors, attending the meeting, report more

enthusiasm, determination, seriousness of purpose and prac-

tical planning on the part of fm station men than the medium

has ever known.

There's no question that fm is on the march. Interest in

fm programing, listening and advertising is building rapidly

in all sections of the country, as sponsor reported in its issue

of 13 June.

Dr. Sydney Roslow of The Pulse told the convention, "FM
no longer means the Frustrated Medium." He suggested that

a more proper designation for modern fm operations would

be "Finance Minded."

We wholly agree with Syd and believe that fm, having

taken a giant step toward industry solidarity, can look for-

ward to a bright and profitable future.

We welcome fm's emergence as a major factor in the air

media picture.

Radio conducts a polio clinic

The kinds and varieties of important public service which

radio performs locally never cease to amaze us. A letter

from Pittsburgh this week tells of a drive by station KQV to

get office workers in the Golden Triangle to have polio shots.

Following a saturation air campaign KQV purchased large

stocks of polio vaccine and, with the aid of local health, Red

Cross, and other volunteers, opened a five day clinic at which

10,000 Pittsburghers received Salk shots.

It was the largest polio clinic ever held. The moral to the

story: radio, on the local level, has become America's most

influential community force.

THIS WE FIGHT FOR: Greater awareness on

the part of national advertisers of the signifi-

cance of radio's local power. Radio's place in

community life gives it added stature and

heightened values as a selling medium.

90

lO-SECOND SPOTS
Taking KASK to task: Envelopes

being mailed out by radio station

KASK, Ontario, Cal., bear the post-

age meter ad slogan : "The Total Sell-

ing Medium is The Daily News-
paper."

Corporate image: In the same 49th

and Madison building that houses

sponsor is a tenant listed as HELLER
HOPE, INC. We'll take Hope; the

alternative we've tried.

Incendiary: Some years back, I

worked for a small town radio sta-

tion so understaffed that salesmen

often read on the air in the evening

the commercials they had sold during

the day. One of these salesmen be-

gan every announcement with,

"Folks, here's a red-hot special . .
."

which infuriated the manager. Each
time he was told to cut it out, he
blithely agreed to, but once on the

air, reverted to his "red-hot" intro.

One night, the station manager sat

with him in the studio. As the sales-

man said, "Red-hot special," the man-
ager whipped out a cigarette lighter,

set fire to the salesman's page of

copy. The salesman read faster and
faster, his eyes bugging in alarm,

and barely finished the sheet before

it turned to ashes. Never again did

he announce a "red-hot special."—I.

McMahill.

Faster relief: According to Phil

Stone, CHUM, Toronto, Khrushchev's

recipe for a hangover is raw cabbage
and cucumbers. Oh well, getting there

is half the fun.

Vicary-ous: From a news story in

the Humboldt Times, Eureka, Cal.,

sent in by Eureka's KINS program
and promotion manager Doyle Seely—"A love-starved widow needled

John Crockett's wife over the phone
with strains of Seven Years With the

Wrong Woman and Oh, Johnny, How
You Can Love. ... In addition, the

37-year-old widow blew a whistle and
horn at times during the wordless

calls, the witness testified." Oh,
Jim Vicary, what hath subliminal

wrought!

Opinion: TV Guide reports a singer,

who tried to deduct the cost of gowns
she had worn on tv shows, was told

by Internal Revenue she could only

deduct the cost of "any gown she

can't sit down in."
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WHEELING'S

LEADER
TRENDEX confirms what Wheeling Valley lis-

teners know: WOMP Radio is the favorite station

in the market! Have you switched to the station

where the listeners are? Or, are you still buying

the stations where they were? And paying a

premium! Call Charley King direct, or JEPCO

in your city, about the BIG ONE with 35% to

40% of the audience all day! Your sales curve

will really romp with WOMP on your schedule!

REPRESENTED NATIONALLY BY PEARSON



NOW* . . more good music on WDOK!

Radio — as WDOK plays it

There's good news to tell you and so much more

good music to share, too.

By rearranging our schedule of commercial an-

nouncements between 10 a.m. and 4 p.m. daily,

WDOK now presents even more good music pro-

gramming.

This means more good music for the adult listener

in Northern Ohio, and better service for all clients.

Yes, WDOK is broadcasting even more heavenly

music. This is another indication of our earnest

desire to bring the very best in radio entertainment

to our listeners and to help clients get better results

through good programs.

Good programming goes hand in hand with good

advertising on WDOK—Cleveland's better music

station.

WDOK and you—that's harmony!

WDOK FREDERICK WOLF, GENERAL MANAGER
THE CIVIC BROADCASTERS, INC.

1515 EUCLID AVENUE, CLEVELAND, OHIO

Represented nationally by Broadcast Times Sales, Inc.
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PART TWO

PONSOR
IE WEEKLY MAGAZ RADIO ADVERTISERS USE

AMERICA'S ONLY

Watt

•1 RADIO STATION

Is More Than Just a Radio Station . .

.

It's a Powerful Advertising Force in Memphis . • •

1070 kc

o OF MEMPHIS
RKET IS NEGRO

Only 50,000 Watt Station in Memphis

Top Rated By All Audience Surveys for 10 Years

Represented Nationally by the Boiling Company

WO MORE SONDERLING STATIONS!
IN CHICAGO, IT'S

featuring Chicago's greatest Negro

air salesman . . . "Big Bill" Hill

IN OAKLAND, IT'S

The only full-time Negro station serving all Negro

communities in the San Francisco-Bay area.

8th ANNUAL

NEGRO RADIO

SUPPLEMENT

Three article-, basics

and station li>t^ make
up the 48-page issue

on growing at force

The Advertisers:

Negro radio is

p.r., ad medium

Page 6

The Stations:

They're getting

the business

Page 10

The Market

Research has

begun to flow

Page 12

REPRESENTED NATIONALLY BY: BERNARD HOWARD & CO., INC.
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America's most experienced negro radio stations

/ CONTINENTAL BROADCASTING
IG

/ (formerly Rollins Broadcasting)

WNJR, new york area • WBEE, Chicago area • KATZ, st. louisj°
niArr - IS— /JAoT t\ ^B



Buy the

GEORGIA NEGRO GROUP
Key Metropolitan Markets*

SAVANNAH • COLUMBUS • MACON
WSOK WCLS WIBB

*And earn a combination discount:

:,'
, allowed for purchase of 2 stations— 10% allowed for purchast of all 3

OF METRO AREA

or 74,000 of 185,000 people is the

Negro market in booming Chatham
County (U. S. Census Bureau). To
reach this group turn to WSOK,
the only Xegro air staffed, Negro-

beamed station in Savannah. In

less than a year of broadcasting,

well over 300 accounts have chosen

WSOK to sell their products. Why
don't you I

1230 K. C. 250 Watts
Full time service

OF METRO AREA

is Negro population in Columbus,
nation's 9th heaviest metropolitan
Negro concentration. (SPONSOR)
WCI.s, Columbus' only all-Negro
station with all Negro personal]

tics, has high Pulse rating of 51",,

mornings and 509? afternoons,

Monday through Friday. Get low
cost per listener with quick re

spouse for sales, sales, sales.

1000 Watts 1580 K. C.

Clear Channel

OF METRO AREA

is Negro population in the Macon
area and WIHH is in its llMli year

of Xegro programming in this

thriving Southern city with loon

watts and a good signal to reach

all middle Georgia towns. WIBB
originated Negro programming in

M.iciin over ten years ago and has

top rated Negro personalities. Buj

WIBB for top sales i:: Macon.

1000 Watts 1280 K. C.

All Stations represented by:
Dora-Clayton Agency, Inc., Southeast

Bernard Howard and Company, Inc. Nationally
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Only full-time

NEGRO
PROGRAMMING

in

COLUMBUS, GA.

WOKS Columbus

Georgia

National Representative

John E. Pearson Co.

THE ONLY NEGRO

STATION SERVING

THE NATION'S 12th

LARGEST MARKET

KNOK
DALLAS-FORT WORTH

STU HEPBURN, MGR.

REP—STARS NATIONAL

SOUTH—DORA-CLAYTON

SPONSOR
THE WEEKLY MACAZINC TV/RAOtO ADVERTISERS USE

Editor and Publisher
Norman R. Glenn

Secretary-Treasurer
Elaine Couper Glenn

VP—Assistant Publisher
Bernard Piatt

EDITORIAL DEPARTMENT
Executive Editor
John E. McMillin

News Editor
Ben Bodec

Managing Editor
Florence B. Hamsher

Special Projects Editor
Alfred J. Jaffe

Senior Editors
Jane Pinkerton

W. F. Miksch

Midwest Editor (Chicago)
Gwen Smart

Film Editor
Heyward Ehrlich

Associate Editors
Pete Rankin

Jack Lindrup

Gloria F. Pilot

Contributing Editor
Joe Csida

Art Editor
Maury Kurtz

Production Editor
Lee St. John

Readers' Service
Lloyd Kaplan

Editorial Research
Barbara Wiggins
Elaine Mann

ADVERTISING DEPARTMENT
VP-Eastern Manager
Bernard Piatt

Jack Ansell, Sales Development Mgr.
Robert Brokaw, Eastern Sales

VP-Western Manager
Edwin D. Cooper

Southern Manager
Herb Martin

Midwest Manager
Roy Meachum

Production Manager
Jane E. Perry

CIRCULATION DEPARTMENT
Allen M. Greenberg

ADMINISTRATIVE DEPT.
Laura Oken, Office Mgr.
George Becker; Charles Eckert;

Gilda Gomez



THE HOUSE THAT
NEGRO RADIO BUILT

This is WHAT. More than just a radio station, this broadcasting showcase has become

a Community Center to Negro Philadelphia... another dimension of WHAT'S dynamic

service to one of America's largest (nearly 600,000) and fastest growing Markets.

AND FROM THIS BUILDING COMES THE STRONGEST FORCE THAT YOU CAN BUY TO SELL NEGRO PHILADELPHIA

PERSONALITIES RATINGS
We have eight of the best darn air sales- Yes, we have them too... NUMBER ONE
men and women in Philadelphia radio. from 6 AM to 6 PM seven days a week,

What's more, they are terrific showmen according to the 1959 May-June NEGRO
and entertainers. Top ratings prove it. PULSE .

MERCHANDISING
On September 1st WHAT released its new "MERCHANDISING BY THE POINT
SYSTEM.'' For every dollar an advertiser invests in time, he earns a budget of

merchandising points that he may use to pick and choose from 14 different

merchandising-promotion services. Here are just a few... Displays in 70

Food Fair Stores • Displays in 20 Best Supermarkets • Displays in 75

Independents • Products demonstrations, couponing and sampling in above

stores • Outdoor full color painted wall spectaculars • Trade mailings, con-

sumer and trade ads, new product distribution assistance, consumer surveys,

store checks, and all the help our full-time Merchandising Crew can give you.

New brochure available upon request.

HAVE YOU ESTABLISHED AN "EXCLUSIVE NEGRO MARKET FRANCHISE"
FOR YOUR PRODUCTS? EVERY WEEK MORE AND MORE ADVERTISERS
ARE DISCOVERING THE NEGRO BONANZA IN PHILADELPHIA.

Represented Nationally by John E. Pearson Company— New York

31, PENNSYLVANIA TRinity 8-1500

Chicago • Atlanta • Dallas • Los Angeles • San Francisco

SPONSOR NEGRO ISSUE 20 SEPTEMBER 1
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5000 watts at 980
BIRMINGHAM
SOOO watts at 1320

JACKSON
SOOO watts at 1590

LITTLE ROCK
5000 watts at 1440

Save 5%
Save 714%
Save 10%
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SPONSOR'S 8th ANNUAL
NEGRO RADIO ISSUE

NEGRO RADIO'S CLIENTS
^^tarting below is a list of national and re-

gional advertisers using Negro-appeal radio.

It is quite a long list of names—350 companies

and brands in all. It testifies to the effective-

ness of a medium that has been looming larger

and larger on the radio scene. The list covers a

ivide variety of product fields and indicates

there are few products that can't be sold via

Negro radio. The list was culled from question-

naires returned by about 220 Negro-appeal sta-

tions out of approximately 830 questionnaires

sent out. Each station was asked to list its 10

most active national and regional accounts dur-

ing the past year. So the list is by no means a

complete one. Significantly, the list is longer

than the one published by SPONSOR in the

1958 Negro radio issue. At that time, about

180 stations sent in less than 200 names. While

neither sample was strictly scientific, it is still

clear that more and more advertisers are being

attracted to the medium. Mentioned most of-

ten by stations (and the number of times they

were mentioned) were: Carnation. 40: Royal

Crown, 30; Budweiser, 25; Coca-Cola. 24; SSS

Tonic, 21 ; Pet Milk, 21 ; ArtraSkin Cream. I ():

Wrigley, 18; B.C. Remedy. 17; Pepsi-Cola. 16.

ADVERTISERS ON NEGRO-APPEAL RADIO
iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii! iiiiiiiiiiiii minimi

A Arrid

Arrow Beer

Artra Skin Tone Cream

Associated Sepian Products

Atlas Sewing- Machine Co.

Aunt Jemima

A&P Food Stores

American Chemical

American Foods

American Snuff

American Tobacco Co.

Amoco
Amsco Chemical
Anahist

Annomite

Apex

Armour

Ballantine

Banjo Snuff

Bayer Aspirin

B. C. Headache Powder

llllllllllllllllllllll

Beech-Nut Gum
Ben-Gay

Betsy Ross Bread

Black Draught

Black & White Ointment

Blatz

Blis-to-Sol

Blue Bonnet

B^e Sonoco

The remainder of the names on

this lis! of advertisers can he

found beginning on page 10.
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THE ADVERTISERS

CLIENTS USE NEGRO RADIO AS BOTH
PUBLIC RELATIONS AND AD MEDIUM
^ Here's a rundown of how a number of accounts influence the market

By Alfred J. Jafffe

Special Projects Editor

I he job of prying open the lid of

habit to let out fresh ideas is natu-

rally accompanied by a dash of ex-

cessive enthusiasm along with the

wheezing and hauling.

This has been true to some extent

in the missionary job of overcoming

resistance to Negro-appeal radio

among the nation's advertisers. Some
of the proselytizing may have left the

impression that there was something

different in the way Negro radio

worked.

Negro radio, of course, is basically

no different than any other kind of

radio. Now that the medium has

reached the plateau of acceptance, it

has been losing its self-consciousness.

The emphasis now is being put on

how Negro radio is used rather than

why.

This doesn't mean that Negro ra-

dio doesn't offer any extras. It does.

As a matter of fact, it has to. This is

because Negroes listen to general pur-

pose radio just as whites listen to

Negro-appeal radio. If there weren't

a compelling reason to use Negro ra-

dio it would not have the long list

of clients it can now boast about.

The extras in Negro radio come
down to this:

• Negro radio is a natural audi-

ence filtering device.

• The Negro personality talks a

language his audience understands

and responds to.

• Merchandising often has a depth

of penetration unknown in white cir-

cles because the personality is closer

to the retailer and group loyalty feel-

ings play an important role.

rl«? i*W
*

SIMH
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AUNT JEMIMA: Gospel singing contest requiring

voters among listening audience to send labels

of Aunt Jemima self-rising flour brought Quaker

Oats 22,000 proof-of-purchase returns via WWRL,

New York. Above, is scene at local auditorium

where finals were held. Aunt Jemima labels

were also required to get into auditorium

LEVER B.10S.: Second annual Homemakers' Holi-

day, run by WRAP, Norfolk, brought John Riley

of Lever Bros., I., Clarence Holte, BBDO Negro

marketing director. Between them is Leola

Dyson, women's director of the station. The

Homemakers' Council is used by WRAP for

client product sampling promotion activities

CREDIT OFFICE: Formal opening of Chicago

Credit Office features radio interview between

popular singer Eartha Kitt and WBEE personal-

ity, "King Bee." Nationally known Negro per-

sonalities of show business, sports, education,

the arts, science, etc., are commonly featured

by Negro-appeal stations on their programing

SCOTT'S EMULSION: A campaign on WOIC, Co-

lumbia, S. C, for Scott's Emulsion was followed

up recently by station merchandising efforts on

the local drug store level. At right is WOlC's

program director, Jimmy Carter, who interviews

druggist T. J. Everett on campaign's results.

Station reports druggist's sales were up 60%.



GUNTHER BEER: A public relations campaign is

being put on by Gunther on WEBB, Baltimore,

and WOOK, Washington. Client has bought com-

munity calendar shows on both stations, care-

fully picked announcers (who do no merchan-

dising) for dignity uses 18 5-minute shows

weekly. Left, Sam Daniels does job on WEBB

WARD BAKING: Bill Powell of WAMO, Pittsburgh,

makes store call in Negro grocery store to back

up Ward Baking Co. campaign for Tip Top bread.

Negro families consume primarily white bread.

Negro population of Pittsburgh market has gone

up 18%; in city of Pittsburgh the increase is

30%. Home ownership since 1940 is up 147%

7-UP: Richard Stamz of WGES, Chicago, hands

out records for empty bottles of 7-Up. Stamz

dubs himself the 'Crown Prince of Disk Jock-

eys,' is one of the more colorful of the breed.

Like other d.j.'s on station, he is paid a com-

mission (one-third) on the time sold. WGES

d.j.'s do own selling to national, local accounts

PETRI WINE: 'Big Jim' Randolph, personality at

KGFJ, Los Angeles, dons western regalia for

in-store promotion of Golden Spur, put out by

Petri Wine via Y&R. KGFJ is one of the limited

number of Negro-appeal stations programing 24

hours a day to the Negro market. The station

went to 100% Negro format 12 months ago

• Advertising to the Negro is a

way of telling him his patronage is

wanted. Strict!) speaking, this is a

public relations function but in the

Negro market you can't divorce p.r.

from straight sell.

• Public service programing pro-

vides the Negro with news about his

group which he can't get in any oth-

er way except through Negro-appeal

newspapers. Unlike Negro radio, Ne-

gro newspapers cannot be character-

ized as a mass medium.

By this time the use of Negro ra-

dio is well established in the adver-

tising habits of main large advertis-

ers. The carbonated beverage con-

cerns are particularly Negro market

conscious. This is not because they

look at the Negro market any differ-

ently than any other market segment

but because the consumption of car-

bonated beverages is so widespread

they go all down the line (money

permitting I in their media buying.

And no special market is bigger than

the Negro market.

Pepsi-Cola used to have a sa\ ing

that anybody with a mouth and a

nickel is a good customer. The price

quotation is no longer apt but the

spirit of the quotation remains.

Pepsi oversees its bottler advertis-

ing in Negro media with care. It has

been doing so for 21 years. Its

specialized markets division head-

quartered in New York supervises 15

Negro marketing representatives at-

tached to regional offices.

Harvey Russell, head of this divi-

sion, pointed out that his crew as a

matter of policy encourages bottlers

to go into Negro radio where the Ne-

gro market is sizeable. Since many
markets have sizeable Negro popula-

tions this activity is not a minor one.

ft has been particularly successful in

kev metropolitan areas.

While bottlers make the final deci-

sion in the choice of \egro-appeal

stations, Pepsi's marketing reps re-

lay headquarters' policy on program-

ing. For example, they advise bot-

tlers to steer clear of rhythm & blues

disc jockeys, particularly those of the

jjut-bucket school. This is because of

Pepsi's long-standing campaign to

upgrade its brand image. Negroes

are exposed to all kinds of media and

Pepsi vieyvs its barrage of advertising

from various media as all one. with

the idea that each medium's plugs

reinforce the other.



This is easy to understand, but

there is another reason, too, for this

steer-clear-of-different - approaches - to-

the-Negro philosophy. While the rea-

son is common to most advertisers,

few, including Pepsi, discuss it. It is,

however, a fundamental tenet of

knowledgeable clients and agencies

that a too-tailored approach to the

Negro is resented by the Negro. If

he doesn't resent it. someone is likely

to remind him that he should.

While Pepsi doesn't hide the fact

it is after the Negroes' patronage it

doesn't make a big deal about it.

Trade sources say the firm steers clear

of publicity that brags about its hir-

ing of Negroes. "They don't think

it's in good taste to pat themselves on

the back," said a p.r. man.

Though company policy is to asso-

ciate its product with high-grade pro-

graming, some bottlers buy the more

raucous shows and d.j.'s. There is no

imputation here of flouting company

objectives. It's primarily a matter of

the bottler's belief that such program-

ing is the best available or is particu-

larlv fitted to appeal to his market.

One of the jobs of Russell's mar-

keting reps is to make sure that when

am station promotion is planned by

a bottler. Negroes are included or

else covered on a separate-but-equal

basis. If scholarships are given, both

Negro and white must be brought in-

to the picture somehow. If a shindig

is given in a park where Negroes can-

not attend, a similar affair must be

given in a Negro park, etc.

Though local advertising is the

province of the bottler, direct ties

with national advertising occasion-

ally develop. When Pepsi bought all

four radio networks last fall and this

spring in a "Be Sociable" campaign,

bottlers were asked to tie-in on both

general audience and Negro-appeal

stations. This effort, Russell report-

ed, went over well.

It's been estimated Pepsi bottlers

spend, on the average, about 20% of

their ad budgets for radio. The Ne-

gro radio share, like the general ra-

dio share, varies tremendously, but

it can be generally assumed that when
a bottler uses Negro radio on a con-

sistent basis, he allocates money on a

pro rata population base.

"We advise radio for all bottlers,"

said Russell, speaking of the com-

pany generally, "and we specifically

advise it for most. We like radio's

impact and coverage."

Pepsi's arch competitor, Coca-Cola,

has been active in Negro-appeal ra-

dio for a number of years. Many of

its 1,100 bottlers are heavy users of

the medium.

Said a Coca-Cola spokesman, "As
in bottler newspaper advertising,

where there is an opportunity to de-

sign copy for more specific appeal

to the market through featuring Ne-

gro models, bottlers have found that

stations programing specifically to the

Negro market have the same special

appeal to their audience.

"No single trend in programing

stands out. Bottlers have sponsored

special musical programs, news and

sports, as well as spot participations

in regular disc jockey segments."

Relations between Coke bottlers

and the parent company are some-

what like the situation with Pepsi-

Cola. The bottlers have considerable

leeway with programing—a tribute to

their knowledge of their own mar-

kets. This is subject to some extent

to the guiding hand of the parent

company and agency. But it is the

bottler who makes the final decisions

on media, scheduling and budget.

So far as strict advertising goes,

however, the imperatives of national

advertising and the problems of trade-

mark misuse demand more central-

i?ed control and the copy line comes

KROGER: Some 30 brands took part in promo-

tion put on by WCIN, Cincinnati, in Kroger out

let. Station people are I. to r., Paul Brown,

engineer; 'Jockey' Jack, announcer; Kathy Curry,

women's dir.; 'Bug' Scruggs, program dir.
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ARTRA SKIN CREAM: Clinton Moon and Blanche

Calloway, full time merchandising staff for

WFEC, Miami, sample Artra skin tone cream at

local druggist. Product, designed primarily for

Negroes, is one of most active radio accounts

COCA-COLA & PEPSI-COLA: Teen-age hops are

popular merchandising device of bottlers of

both Coke and Pepsi. Above, 'Sok Hop' of

WAAA, Winston-Salem, sponsored by Pepsi bot-

tler. Below, 'Triple A' Club's teen-age commit-

tee with 'Bobcat' Roundtree, WVOL, Nashville



out of Atlanta and New York. Coca-

Cola commercials may incorporate a

jingle, currently the one by the Mc-

Guire sisters, or may be straight an-

nouncer copy. McCann-Erickson does

not supply fact sheets. Where bot-

tlers have special market problems,

they can get copy to order.

In general it can be said that the

company's hand touches practically

every facet of bottler advertising. The

company likes to know what kind of

programing the bottler intends using.

It goes over the rough share each

medium gets in the bottler's ad budg-

et. There are co-op arrangements but

they vary so widely it is difficult to

summarize how the cost is divided.

Bottlers are encouraged to use the

station's merchandising facilities and.

particularly, to press for a good mer-

chandising buy. The company some-

times feels that stations are so sure

about getting continued Coke busi-

ness they may not go all out in their

merchandising.

Negro radio activity by the cola

companies is probably equalled by

the beer business and, because of the

large number of regional concerns,

may even be surpassed.

Here's the way one company.

Burgermeister. looks at the medium.

CARNATION: Various merchandising devices

are used by Carnation milk to boost sales.

Below, WDIA, Memphis, pulled 168,244 labels

in five weeks as part of contest. Above, per-

sonality from KATZ, St. Louis, shows product

on 'Coffee Break' program used for sampling

Says Lou Nolle of BBDO, San Fran-

cisco.

"Burgermeister's approach to ra-

dio is not to regard it as one medium
but as several media reaching seg-

ments of the population in special-

ized ways. We use Negro radio be-

cause these stations program to this

important segment of the buying pub-

lic in a specialized way, and we feel

this adds a real value to the commer-

cial message inserted in this program-

ing.

"When personalities are available

to us on Negro radio stations, we
find them particularly valuable be-

cause of the same reasoning that

'personality selling' is of value on

any other station."

The p.r. aspect of Negro radio is

more important to some firms than

the straight sell. Gunther Brewing,

which has tried the latter, is now
concentrating on its Gunther Com-
munity Calendar on WEBB, Balti-

more, and WOOK, Washington. The

Baltimore campaign started in Janu-

ary and the Washington drive in

March.

Gunther buys five minute segments

three times a day, six days a week.

As the name indicates, the program-

( Please turn to page 43)

BUDWEISER: Roosevelt 'Roosie' Johnson, I.,

veteran d.j. from WERD, Atlanta, pours a glass

of Budweiser for a tavern customer. WERD is

one of three Negro-owned stations in the U.S.

Sam B. Vitt, who wrote story below is

I a media supervisor at DCSS and has had

I years of experience buying Negro radio
j

1 How DCSS looks at (

Negro-appeal radio

for B-M, Pharmaco

I think it is fair to say Doher-
j

ty, Clifford, Steers & Shen-
|

field. Inc.. recognizes in full
|

the importance of the Negro
|

as a marketing reality. Many
j

of D.C.S.S.' clients, for ex-
j

ample: Bristol-Myers' Mum, |

Pharmaco's Feen-A-Mint, and |

Grove Laboratories' Minit-
|

Bub, have and do direct a f

percentage of their budget to- |

ward this market. Its size, 1

alone, of course, must com- 1

mand some attention, being f

well over 18 million, and ac-
1

cording to recent Census data, 1

increasing at a somewhat

faster rate than the white
|

population because of a sig- 1

jj nifieantly higher birth rate,
|

only partially counterbalanced
{

by their also higher death
j

rate.

But from the advertisers'

viewpoint, it is probable that

several other facts about the
|

Negro market can be even

more meaningful than its vast

size. One. for example, might :

be that the Negro population's
|

total cash income after taxes
|

is approaching, if not alread)

beyond, $17.(1 billion. As a |

comparative, this represents a
|

purchasing power almost
{

I Please turn to page l<> |
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THE STATIONS

NEGRO-APPEAL RADIO'S GETTING THE

^ More than 800 outlets enjoy growing acceptance as

Negro migration, rising standard of living and local

market emphasis bring more advertiser dollars their way

I here's a story going around about

a Negro disk jockey, who, not too

long ago, made $1 million over three

years. It seems he was working at a

superhuman pace and he was eventu-

ally forced to slow down to a lousy

$150,000 annually.

Whatever the truth of the story,

the moral behind it is sound. Negro

radio business is really humming.
During the past decade, sparked by

Negro migration, rising living stand-

ards and greater advertiser empha-

sis on local market situations, scores

of Negro-appeal stations have been

launched in most sections of the coun-

try, sponsor's master list of Negro-

appeal stations totals 832 and there

are probably a large number of small

market stations not included. Five

years ago, sponsor's Buyer's Guide

listed 374 Negro stations. WGES.
Chicago, has estimated that the vol-

ume of Nesrro-appeal programing has

increased roughlv 50 times over dur-

ing the past seven years.

Nesro-appeal prosraming has pene-

trated into the smallest hamlet. About

390 of the Keystone Broadcasting

Svstem's 1.070 stations carry special

Negro programing. In 13 southern

states containing about two-thirds of

all U.S. Negroes, KBS signals pro-

vide an umbrella (or a group of lit-

tle umbrellas) fir about 88% of

these Negroes. While primarily small

stations, about half employ Negro

personnel for retail outlet contact, ac-

cording to Noel Rhys, executive vice

president of Keystone.

The rise in Negro radio has seen a

marked upgrading in its personnel.

"Today's Negro disk jockey is

often a real radio veteran, well-edu-

cated and well-spoken," says Bernard

Howard, head of the rep firm of that

name. "He talks the advertiser's lan-

guage. What's more, he comes to the

client's office to discuss matters. Ten

years ago that would never have hap-

pened."

Just the nature of the promotional

material testifies to the maturity of

the business. And some of the new
plants built to house Negro stations

indicates their owners are not exact-

ly financially strapped.

Programing has been sharpened

and more owners have taken over

programing control from the d.j.'s.

Part of this is a reaction to the payola

problem but the major reason is the

growing professionalism of the indus-

try. The coincidental rise of music-

and-news stations, many of whom
have gone into "Top 40" formats, has

brought a semi-competitive program-

ing element into the picture but Ne-

gro stations still remain clear-cut in

their appeal.

A number of broadcasting groups

have made their appearance in recent

\ ears, bringing along with them, as is

usually the case with groups, higher

standards of station management.

Such names as McLendon Ebony (no

AS EVIDENCE that Negro-appeal stations get

around, WSID, Baltimore, broadcasts an hour

from beach each Sunday. This year station

sponsored beauty contest. Winner gets tv set

relation to the Gordon McLendon
group), the OK group, Rollins and

Rounsaville have been embossed in

buyers' minds through group promo-

tion and/or group rates. The McLen-

don Ebony stations are probably the

most tightly-run group of the lot. Mc-

Lendon operates out of its Jackson,

Miss., headquarters via two divisions

designated a la the military services

as CENTOFF (Central Office) and

CENTACT (Central Accounting Of-

fice I

.

There are still buyers who contin-

ue to complain about an excessive

volume of rock 'n' roll in Negro ra-

10 SPONSOR NEGRO ISSUE 26 SEPTEMBER 1959



BUSINESS RISING PROSPERITY of Negro-appeal radio has enabled broadcasters to invest in top-flight facilities,

as photos above and below indicate. Top shows master control room of WHAT, Philadelphia, part of

its new broadcast center. Bottom shows scene outside of new offices and studios for McLendon

Ebony's KOKA, Shreveport, La. Crowd was pulled by refreshments, d.j.'s from other McLendon outlets

TEENS are an important audience segment.

Above, 'Jumpin' George' of KSAN, San Francis-

co, takes bite of cotton candy at high school.

George is only white disk jockey at station

POPULARITY of gospel music is high with Negro

audiences. First gospel show at New York's

Madison Square Garden was run by WLIB's disk

jockey Joe Bostic, was promoted by the station

PUBLIC service activity is second in importance

only to the station personality. Above. WCHB.

Inkster-Detroit, threw weight behind drive to

raise funds for bombed school in Clinton. Tenn.

dio but the general tone of prosperity

in the business may mean these

buyers (1) are only voicing their

personal tastes or I 2) are an insig-

nificant minority. What gives these

complaints momentum, however, is

the feeling of many upper-class Ne-

groes that too much rock n' roll and

rhvthm and blues programing paints

a false picture of Negro tastes and in-

terests.

What makes a Negro-appeal sta-

tion different from a station broad-

casting to the general audience?

KGFJ. Los Angeles, which programs

I Please turn to pa lie 46 l

CLOSE TIES with retail merchants is basic to Negro stations. WBOK, New Orleans, sponsors annual

Xmas parade with Drayades St. merchant assn. Below, Santa arrives at fete via helicopter



THE MARKET

NEGRO MARKET DATA:

STILL INADEQUATE

BUT STARTING TO FLOW

^ Better-heeled stations and groups are beginning

to shell out money to get market information but

some basic research is still needed in audience data

\^ne of the laws of market research

is that the more the supply the more
the demand.

Though the growing volume of

complaints is infuriating to the sup-

pliers, particularly media, this law

cannot be repealed. During the 20's

when the amount of market research

was only a small fraction of what it

is today, only the avant garde in-

sisted that more was needed. Today,

the vast piles of information seems

to have created a monstrous and

voracious appetite for bigger and big-

ger studies and finer and finer break-

downs.

The Negro market is no exception

to this law. Moreover, the complain-

ants stand on firmer ground since the

Negro market is not particularly well

researched.

To get right down to it. there's that

nagging agency reminder that Ne-

gro radio ratings are few and far be-

tween. General market ratings are

not designed with large enough sam-

ples to permit breaking down the fig-

ures so as to isolate the listening hab-

its of Negroes. Even if the samples

were large enough, the Negro ratings

would be highly suspect since sam-

pling is often based on telephone

homes, the most economical way to

sample. In many markets, particu-

larly in the south, where the bulk of

Negroes live, the percentage of Ne-

groes without telephones is high

enough to throw any telephone-based

ratings out of whack. This is true

whether the ratings are for the mar-

ket as a whole or the Negro segment

only.

WGIV, Charlotte, N. C, is cur-

rently circulating a study of tele-

phone homes in its metropolitan area.

The station employed a professor at

Johnson C. Smith University to make
a count of Negro residences on 288

streets. There were 12,196 resi-

dences. But the telephone book list-

ed only 5,708 telephones on those

streets—or 46%. Many markets, of

course, have a higher percentage.

KSAN, San Francisco, found 80%
of Negro families with telephones.

In the area of general market re-

EDUCATION: Negroes are going to school long-

er. Top, Rev. Harrell Tillman, KYOK, Houston,

d.j., presents scholarships to students. Bottom,

Hal Hartley, p.r. director of KOKY, Little Rock,

gives awards to two high school honor students

MIGRATION: At National Baptist Convention

held recently in San Francisco and covered by

KDIA, California's Governor 'Pat' Brown greets

Dr. J. H. Jackson, convention president. Rate of

increase of Negro population in California has

been high. San Francisco and Los Angeles are

among the top 10 Negro markets. Migration to

West Coast has followed 'straight line' theory,

that is, the Negro from South migrates to clos-

est metro centers. Chicago gets Negroes from

mid-South, New York from East Coast areas, etc.
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a YOUTH: The Negro population is a "young"

' population. More than a third of all Negroes

are under 15. There are more teenagers pro-

portionately among Negroes than among whites.

These young people have begun to get a taste

of better things. This will affect future buying

patterns and calls for close scrutiny of Negro

trends. Left, a representative of the younger

generation, Barbara Crittendon, selected as

Miss Ohio, is interviewed by Valena Minor Wil-

liams, women's director of WABQ, Cleveland

HOME OWNERSHIP: Negroes are beginning to

move to suburbs. Top, parade for Houston Ne-

gro Exposition and Home show, sponsored by

KCOH. Bottom, one of 500 Negro sub-division

homes sold through ads over WLOU, Louisville

search, fact-gathering has been ham-

pered by the problems of contact be-

tween white field supervisors and Ne-

gro interviewers. But the biggest

problem has been the indifference, up

to recently, toward the Negro market.

With the Negroes standard of liv-

ing rising, more advertisers are siz-

ing up the advantages of appealing to

the Negro market through Negro me-

dia. As more ad money has flowed

into the coffers of Negro stations, the

more prosperous stations and groups

have been putting up money for au-

dience and market research.

The Negro motivation study which

The OK Group helped pay for cre-

ated a favorable impression when it

was presented to most of the top New
York agencies last year. The study,

little of which has been released, was

supervised by Dr. Henry A. Bullock,

chairman of the graduate research

department at Texas Southern Uni-

versity. It emphasizes the strong

role played by women in the Negro

family, an ability to buy things a

white family with the same income

would not spend money on and a

positive attitude toward radio as an

advertising medium.

Carefully researched consumer

market surveys have come out of two

McLendon Ebony stations, WOKJ,
Jackson. Miss., and KOKY, Little.

Identical in approach and method-

ology, the studies stressed brand pref-

erence materials but pointed up some

interesting facts of a general nature.

For example, in both markets more

than 60% of Negro families either

own their homes or are planning to

buy.

One of the most extensive studies

undertaken by a single Negro appeal

station was the consumer market

study of the San Francisco Bay area

underwritten by KSAN. Among the

SPONSOR NEGRO ISSUE • 26 SEPTEMBER 1959

facts dug up were those showing that

more than half the respondents listen

to radio one to three hours a day

(only W'< less than that 1 , 21% lis-

ten to the radio four to six hours a

day and more than 16% listen more

than 16 hours a day. The popular

notion that Negroes are bus travelers

when they vacation or take other

inter-city trips was undercut by fig-

ures showing more than half travel

by auto and that while about 10%
use the bus about 16'/' prefer the

train.

While Negro stations have long de-

pended on competitive media for

market data, the tide is beginning to

turn. Rounsaville's WON, Cincin-

nati, has become a prime source of

market data by advertisers, agencies,

brokers and district sales managers.

Cincinnati is one of those towns

where the central city core of Ne-

groes has begun leaking. WCIN is

keeping close tabs on new suburban

locations for Negroes.

A considerable amount of research

has appeared in recent years showing

how Negro and white expenditures

compare by product category. The
studies vary in quality and much re-

liance is still placed on the University

of Pennsylvania study released in

1956—but based on 1950 census ma-

terial. Though the figures are ob-

viously as reliable as they come, many
marketers consider them old hat.

They may not be as old hat as they

seemed, for there are indications that

Negro spending habits have not

changed as rapidly as some people

think.

An article by Irwin Friend and

Irving B. Kravis, the Harvard Busi-

ness Revue in 1957 compared the

1950 revue with a 1935-36 survey by

the National Resource Planning

Board. Said Friend-Kravis: "Except

for the more rapid rise in the total

of Negro income and consumption as

compared with Whites, there is not

much evidence that the rest of the

population are closer today than they

were in the mid-30's."

What's slowing it down? Social

barriers "and latest environment in-

fluences." opined the study. It noted

that the western and northern Negro

come much closer in his consumption

pattern to the whites than his southern

brother. Question: Have the migra-

tions of the 50's speeded up consum-

ing trends? ^
13



GET THE PAT HAND

ARTRA SKIN TONE CREAM

AMERICAN CHEMICAL CO.

BUDWEISER

BC REMEDY

BLUE COAL

BLUE BONNET MARGARINE

BORDEN'S INSTANT COFFEE

BROMO QUININE

BLACK DRAUGHT

BOSCUL COFFEE

CAMEL CIGARETTES

CARNATION MILK

CITIES SERVICE

CERESOTA FLOUR

CAROLINA RICE

CREOMULSION

ESSO-FLIT

FLEISCHMAN'S MARGARINE

FEENAMINT

FATHER JOHN'S MEDICINE

GILLETTE RAZOR CO.

I
CONTINENTAL BAKING CO.{

HUMPHREY'S DRUG PRODUCTS

HAWAIIAN PUNCH

I.U.E.

ITALIAN SWISS COLONY WINE [

JOHN WANAMAKER & CO.
\

PARKS PURE SAUSAGE

PEPSI-COLA

PEPTO MANGAN

PABST BEER

PLYMOUTH

RICELAND RICE

REM

SALEM CIGARETTES

SSS TONIC

SULFUR-8

SUN OIL COMPANY

STANBACK

SINCLAIR OIL

SLOAN'S LINIMENT

SNOW'S CLAM CHOWDER
SCHMIDT'S BEER

666

SCOTT'S EMULSION

TETLEY TEA

TIDEWATER OIL

UNITED FRUIT

UNITED AUTO WORKERS

VASELINE

WRIGLEY'S GUM
WARD BAKING COMPANY

WASHINGTON FLOUR

WINSTON CIGARETTES

£

SAN GIORGIO

TASTY BAKING CO.

KOOL-AID

KREY PACKING CO.

LA ROSA

LIPTON TEA

LUCKY STRIKE

MUM
NESCAFE

NADINOLA

PALL MALL

ABBOTT'S ICE CREAM
AMERICAN STORES

BOOTH BOTTLING

BELL TELEPHONE

M. A. BRUDER

COCA-COLA

CONTE-LUNA

CONTADINA

ESSLINGER BEER

W. T. GRANT CO.

HUBER BAKING COMPANY
LIT BROTHERS

ORTLIEB'S BEER

P.S.F.S.

PHILA. ELECTRIC CO.

STRAWBRIDGE & CLOTHIER

NOW 5000 WATTS
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IN PHILADELPHIA!
I JOIN THESE CONSTANTLY WINNING
BLUE CHIP ADVERTISERS WHO KNOW...

In Philadelphia it's impossible to be a top seller without the

650,000 + (1 out of 4 Philadelphians) Negro support.

Jfc.

Top rated by Negro Pulse since 1951, and now a run away first

in the new Trendex Negro market survey. Only the WDAS top

rated all Negro or>the-air sales staff can deliver this market-

Negroes buy what Negroes recommend.

Products must be seen as well as heard to sell. WDAS offers the

only full time fully staffed Negro Market and Merchandising De-

partment in Philadelphia. Offers the most comprehensive mer-

chandising service available, including strong point of purchase

support in Food Fair, Best Markets, Phila. Assoc, of Retail Drug-

gists, saturation transit advertising, jumbo mailing—newspaper

advertising, and complete detail reports. Just part of the 21 point

WDAS Sound & Sight Package.

NOW 5000 WATTS. Philadelphia's ONLY NEGRO POWER
STATION devoted exclusively to Negro programming.

Write or call today for details on the WDAS SIGHT & SOUND
PACKAGE.

THE VOICE OF PHILADELPHIA'S

GREAT NEGRO COMMUNITY
BELMONT AVE. AND EDGELEY ROAD, PHILADELPHIA 31, PENNA.

ALEX KLEIN BERNARD HOWARD CO.
NAJL SALES MCR NEW Y0RK

'
SAN francisco. Atlanta, chicaco los anceles

NATIONAL REP.
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UNITED BROADCASTING COMPANY'S
long leadership in Negro audience broadcasting

now enables us to offer the advertiser

AMERICA'S
LARGEST NEGRO

"PACKAGE" MARKET
In UnitetTs 5 Key Cities!

We have devoted many years to

building United Broadcasting Com-
pany outlets to domination of the

Negro audience in their individual

markets. Now, United Broadcasting

develops a powerful idea — and a

powerful new medium. The United

network now delivers the largest "pack-

age" of Negro listeners in America

through the top Negro stations in five

key-city markets. A United one order

"package" schedule will deliver your

message to more Negro listeners at a

lower cost per thousand than any other

radio buy. One order and one price

delivers the largest Negro "Package"

market in the nation. Buy United

—

the fastest way to reach the nation's

most important Negro buying power.

1,600,000 LISTENERS
at the lowest cost per thousand of any Negro radio audience

WOOK
(Washington, D. C.)

WJMO
(Metropolitan

Cleveland, Ohio)

WSID
(Baltimore, Md.

WANT
(Richmond, Va.)

WYOU
(Newport News-

Norfollc, Va.)

UNITED BROADCASTING COMPANY
8th and Eye Streets, N.W., Washington, D. C. • REpublic 7-8000 • 420 Madison Avenue, New York, N. Y.

REPRESENTATIVES: New York: Bob Wittig, 420 Madison Ave., N. Y., N. Y. PLaia S-9UB

Chicago: Devney, Inc. • Atlanta: Dora-Clayton Agency, Inc.
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NEGRO RADIO BASICS

Facts about how much and where Negro listens to the radio

milllllllllil Illllllillll]llllllllllllllllllll!!llllllllllllllllilllillll!llllll Illlllllllllllllllllilllllllllllllllllllllllllllllllllllll

A. PERCENTAGE OF NEGROES LISTENING TO RADIO WEEKLY

% LISTENING IN A WEEK % LISTENING 4 OR MORE DAYS

8-Markot Average 95.4 75.3

Southern Market Average 96.0 82.5

Northern Market Average 94.9 68.1

B. WHERE NEGRO LISTENING TAKES PLACE

8-MARKETS SOUTHERN MARKETS NORTHERN MARKETS

Midweek Week-end Midweek Week-end Midweek Week-end

Living Rooms 46.6% 40.5', 48.5% 47.8% 44.5% 32.4%

Bedrooms 45.6 45.6 55.8 50.9 34.8 39.2

Kitchens 22.1 26.4 11.9 11.0 32.9 i:u>

Automobiles 4.5 6.3 3.0 3.5 6.1 9.4

C. NEGRO LISTENING DURING AVERAGE WEEKDAY AND DAY-PART

Morning Afternoon Evening All Day

8-MARKET AVERAGES

Weekday 5S.U',

Week-end Day 48.8

45.5%

41.8

42.3%

37.1

79.7%

75.6

SOUTHERN MARKET AVERAGES

Weekday 60.8

Week-end Dav 52.5

49.3

48.0

51.3

46.8

so.l)

79.J

NORTHERN MARKET AVERAGES

Weekday

Week-end Day

55.3

45.0

ll.s

35.5

:;::.:;

27.5

77.5

71.7

RAB is the source of this Pulse study of Negro listening done during 1-7 February 1957. The eight markets include: South

—Birmingham, Dallas, Memphis, New Orleans; North—Boston, Detroit, Pittsburgh, Baltimore. Chart at top shows, left, percent

Negroes listening once or more during the week; right, percent listening on at least four days during the week. Middle chart

measures percent who listen during average weekday in the place indicated. Vertical columns add up to more than 100%
because some listened in more than one place. Bottom chart shows what percent of Negroes listen during the average week-

day (right-hand column) and during the morning, afternoon or evening. Note Southern Negro uses radio more than northern.

1IIIIIII1II1IHIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIUIIIIIIIIIIIIIM
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NEGRO RADIO BASICS
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I>

REACHES

Chicago

111 W. Washington

State 2-8900

New York

527 Madison Ave.

Eldorado 5-3720

Detroit

Penobscot Building

WOodward 2-4505

Los Angeles

3142 Wilshire Blvd.

Dunkirk 3-2910

San Francisco

57 Post St.

Sutter 1-7400

eystone

NEGRO NETWORK

OF THE TOTAL
U.S. NEGRO POPULATION

You can reach this great American market

totalling 17^ million people and you can

cover this entire market or any part of it

using Keystone Broadcasting System's

special radio network. KBS will build you a

network tailored specifically to your

marketing needs. In the South for example,

Keystone's coverage of the Negro market

is a whopping 85% of all the Negro

population. We'll be happy to send you our

station list and a representative will gladly

call and discuss your problem and your

product aimed at this very profitable

segment of the American market.

Write or phone the following offices:

THE VOICt \ O r HOMETOWN AND llllll INII
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NEGRO RADIO BASICS

Facts and trends concerning Negro-appeal stations

STATIONS WITH MERCHANDISING SERVICES

Yes No

m No. of stations 150 39

CHANGE IN NEGRO PROGRAM HOURS 1958-59

Same Increase Decrease

No. of stations 152 60 8

VOLUME OF NEGRO BUSINESS 1958-1959

Up Down Same

No. of stations 158 41

FACT SHEETS OVER E.T.'S

% SPONSORS
USING FACT 25% or less 26-50%
SHEETS

51-75% 76-100%

No. of stations

reporting
80 36 47

NUMBER OF YEARS OF NEGRO PROGRAMING

No. Of years l-2Yrs. 3-5 Yrs. 6-10 Yrs. 11-19 Yrs. 20 and over

No. of stations 18 47 76 69 17

STATION SHARE DEVOTED TO NEGRO
APPEAL PROGRAMING

% hrs. on air

of Negro-appeal

shows

1958
(168 stations)

1959
(220 stations)

No. % No. %

100% 36 21 54 25

50-99% 20 12 14 6

Less than

50% 112 67 152 69

The charts above were made up from answers to question-

naires sent to more than 800 Negro-appeal stations for spon-

sor's 1959 Negro radio issue. About 220 sent answers. The

chart concerning 'Tact sheets over e.t.'s" shows the number

of stations which reported percent of their Negro-directed

advertisers who sent in fact sheets instead of recorded an-

nouncements. For example, 80 stations reported that 25% or

less of their Negro-directed advertisers use fact sheets. With

the exception of this chart, the raw material for the figures

here can be found in Negro station profiles in this issue.

Small towns in south are well covered by Negro-appeal radio

m ^

KEYSTONE BROADCASTING SYSTEM COVERAGE OF THE NEGRO POPULATION IN 13
SELECTED SOUTHERN STATES WITH TWO-THIRDS OF ALL NEGROES

State

Total

Total Negro population1

(000)

Negro population as a %
of total population in state2

Total Negro population
covered by KBS3

% of total Negro population
covered by KBS

Alabama 1022.2 32.1% 950.7 93.0%
Arkansas 393.2 22.4 378.8 96.3

Florida 967.9 21.8 960.0 99.2

Georgia 1185.9 30.9 1093.6 92.2

Kentucky 209.1 6.9 122.5 58.6

Louisiana 1033.8 33.0 730.8 70.7

Maryland 505.3 16.6 395.6 78.3

Mississippi 970.9 45.4 895.2 92.2

North Carolina 1206.8 26.6 1136.1 94.1

South Carolina 924.5 38.9 859.0 92.9

Tennessee 558.9 16.1 540.2 96.7

Texas 1220.4 12.8 1125.0 92.2

Virginia 872.7 22.2 601.2 68.9

11,071.6 22.9 9,788.7 88.4

Sources: i The percent of Negro population by county and state as defined in the 1950 Census was applied to the "Sales Management" 1/1/59 population

estimates to arrive at the figure for total Negro. 2 1950 Census. »KBS coverage based upon Nielsen Coverage Service #2 and half-millivolt data.
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NEGRO MARKETING BASICS

Negro urban population has risen rapidly since 1950
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NEGRO POPULATION IN 30 MAJOR MARKETS

1958 Population Percent Population Growth, 1950-58

Metropolitan
Markets

Total
(000)

Negro
(000) % Negro White Negro

N. Y.-NE. New
Jersey 14,330 1,400 9.8% + 10% + 38%

Chicago 6,266 827 13.2 10 41

Philadelphia 4,349 570 13.1 18 19

Los Angeles-
Long Beach 6,109 390 6.4 36 78

Detroit 3,843 477 12.4 26 33

Washington, D.C. 1,915 500 26.3 26 48

Baltimore 1,577 334 21.3 16 26

St. Louis 1,965 235 12.0 18 9

San Francisco-
Oakland 2,702 240 8.9 15 63

Houston 1,180 218 18.5 46 46

New Orleans 845 243 28.8 24 22

Birmingham 629 233 37.0 13 12

Atlanta 866 200 23.1 32 21

Memphis 550 200 36.4 16 11

Norfolk-
Portsmouth 589 145 24.6 37 19

Cleveland 1,720 219 12.8 14 44

Dallas-Ft. Worth 1,419 177 12.5 46 44

Pittsburgh 2,408 161 6.7 8 18

Cincinnati 1,057 125 11.8 15 32

Jacksonville 418 112 26.8 38 37

Kansas City 1,009 105 10.4 24 21

Miami 800 104 13.0 62 60

Mobile 276 101 36.6 13 33

Bichmond 381 107 28.1 14 23

Charleston, S. C. 198 78 39 24 15

Jackson, Miss. 168 72 43 16 13

Nashville, Tenn. 370 71 19 23 11

Savannah 187 69 37 27 19

Montgomery 163 65 40 26 7

San Antonio 620 40 19 20 21

TOTALS IN ABOVE
MABKETS 58,909 7,818 13.3

% OF U. S. 34.2

% OF U. S. NEGBO 43.4

Total population figures

figures are estimates from
for the markets above are based on Sales Management data for 1958. The Negro population

federal (Census Bureau) and local governments.
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NEGRO MARKETING BASICS

Negro population has gone up nearly 25% in eight years

miiiiiiir

CHANGE IN WHITE AND NON-WHITE POPULATION
APRIL, 1950— JULY, 1958

WHITE NON-WHITE

AGE

Population

July 1958

(000)

% Change
1950-1958

Population

July 1958

(000)

% Change
1950-1958

All ages 154.795 14.4 19.269 22.0

Under 18 53.145 + 29.7 8,142 + 40.7

18-24 13.590 4.7 1.938 + 6.0

25-44 42.006 4- 3.2 4.956 + 5.6

45-64 32.043 + 14.2 3,204 + 20.5

65 and over 14.012 4- 23.2 1.029 + 25.3

Source: U. S. Census Bureau
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How Negroes spend their money on consumer products
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ANNUAL FAMILY EXPENDITURE BY NON-WHITES FOR SELECTED PRODUCTS

FOOD, BEVERAGES, AND TOBACCO

Baby Foods $ 3
Beverages (Soft, Carbonated) 24
Butter, Margarine 18
Cereals 5.80
Cheese, Cheese Products :

. 10
Coffee 16

7.50
12
29
78
13
31
11

Confections, Nuts

Desserts, Ice Cream

Canned & Jarred Vegetables, Fruits, Juices

Fresh Vegetables, Fruits, Juices

Frozen Vegetables, Fruits, Juices

Cooking, Baking, Salad Ingredients

Meat, Fowl, Seafood

Meat Sauces 2.60
Prepared Mixes 2.20
Soup 3.70
Beer, Ale 21
Wine, Liquor 26
Tobacco & Tobacco Products 113

MEDICAL Atfl) PERSONAL CARE

Drugs & Remedies 31
Medical Equipment & Supplies 2.20
Cosmetics & Beauty Aids 9.20
Dental Supplies 4.10
Hair Preparations 4.60
Shaving Supplies & Equipment 2
Toilet & Facial Tissue 6.80
All Other Medical & Personal Care 57

HOME FURNISHINGS AND EQUIPMENT

Major Appliances $52
Small Appliances 13
Bedding & Linen 17
Dining Equipment 2.40
Removable Floor Coverings '. 7.40
Furniture 44
Household Waxes, Polishes, & Cleaners 2.90
Laundry Soaps 13
Hardware, House, & Garden Tools 6.60
All Other Home Furniture & Equipment 51

HOME OPERATION AND IMPROVEMENT

Communications 26
Home Decorations Materials 7.50
Home Heating Materials & Products, Utilities 86
Housing 454

RECREATION AND RECREATION EQUIPMENT

Games, Toys 10
Prepared Pet Foods 3.10
Photographic Equipment 3.30
Radios, TV Sets, Phonographs 34
Spectator Fees 23
Sports Goods, Equipment 3

AUTOMOTIVE

Automobiles 195
Auto Parts, Spark Plugs, Oil Filters, Batteries 5.10
Gasoline & Oil 90
Passenger Car Tires & Tubes 13

The material above comes from "Life's" Study of Consumer Expenditures, m-ide in 1956 by the Alfred Politz research firm. All figures are dollars and

refer to average expenditures for the full year of all non-whites in the TJ. S. ,.,, The vast majority of non-whites are Negroes so the figures are fairly accurate.
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YOU MISS

1,300,000 POTENTIAL BUYERS

WITHOUT ROUNSAVILLE RADIO
You have to aim right or you miss the buying

power of more than 1,300,000 Negroes who

live in the Rounsaville Radio coverage area . . . con-

sumers with $824,000,000 to spend—AFTER taxes!

This enormous consumer potential can influence the

national sales picture of any product. And NEGRO
RADIO, and ONLY Negro Radio, can reach them.

It's a fact: Over 95% of all Negroes listen to radio!

Negroes have faith in and buy the products they

hear about on their radio—NEGRO RADIO. Any

budget you make for these six important markets

. . . any media you use ... a proper part of your

advertising dollar must go to Negro Radio, or you

miss this market! Get the facts on Rounsaville Radio

—all six stations are Number-One Rated by BOTH
Pulse and Hooper. Call Rounsaville Radio in Atlanta,

John E. Pearson, or Dora-Clayton in the Southeast.

Personal

Letter

Everyone in the world ap-

preciates recognition. Certainly

the people to whom we pro-

gram, the American Negro, is

no exception to this rule. That is why we, at Rounsaville

Radio, program exclusively for the Negro with Negro

talent. Our continued success at Rounsaville Radio is

based on this knowledge and how we use it. You can

make excellent use of our Know-How to sell your

products. Call on us, we'll be happy to help you. We
are one of the oldest and the largest broadcasters in

our chosen field.

Robert W. Rounsaville

Owner-President

FIKST U.S. NEGRO-PROGRAMMED CHAIN • FIRST IN RATING IN SIX BIG MARKETS

WCIN 1,000 Watts (5,000 Watts soon)— Cincin-

nati's only all Negro-Programmed Station!

WLOU 5,000 Watts— Louisville's only all Negro-

Programmed Station!

WMBM 5,000 Watts—Miami-Miami Beach's only full

time Negro-Programmed Station!

WVOL 5,000 Watts— Nashville's only all Negro-

Programmed Station!

WTMP 5,000 Watts— Tampa-St. Petersburg's only

all Negro-Programmed Station !

BUY ONE OR ALL WITH GROUP DISCOUNTS!

N S A V | t

rcirre
RADIO

ROUNSAVILLE
RADIO STATIONS

WYLD 1,000—New Orleans' only full time Negro-

Programmed Station!

Peachtree at Mathieson, Atlanta 5, Georgia

Robert W. Rounsaville
Owner-President

John E. Pearson Co.
Natl Rep.

Harold F. Walker
V.P. & Natl Sales Mgr.

Dora-Clayton
Southeastern Rep.
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NEGRO MARKETING BASICS

How urban Negro expenditures compare with white by regions
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NEGRO DOLLAR SPENDING AS PERCENT OF WHITE
NORTH

Large Cities

SOUTH

Large Cities Small Cities

Total Consumption 76.0% 57,8% 55.8%

1. Food 76.4 65.7 65.4

2. Alcoholic beverages 97.5 103.6 67.6

3. Tobacco 79.7 66.7 75.8

4. Housing 83.7 54.1 33.1

5. Fuel, light, etc. 83.9 91.9 84.4

6. Household operation 74.2 44.1 30.1

WEST

Large Cities

84.8

154.5

110.0

83.1

96.0

76.0

7. Furnishings & equipment 81.6 70.5 74.3 68.8

8. Automobile expenses 53.1 24.6 24.4 75.2

9. Clothing 90.9 68.4 68.2 105.2

10. Other transportation 108.5 85-9 69.8 109.7

11. Medical care 45.7 38.3 58.2 60.6

12. Personal care 104.6 87.4 70.0 105.9

13. Recreation, etc. 66.1 38.9 38.9 71.5

14. Miscellaneous 38.2 48.3 91.8 65.5

Source: Study of Consumer Expenditures (Philadelphia. University of Pennsylvania, 1956), based on 19.j0 Census material. The percentages are ratios of the
dollar figures for Negroes to the corresponding dollar figures for Whites. =

Illllllllllllllllllllllllllllllllllllllllllllllllllll!!^

Negro unemployment down with rest of country

IPIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM

EMPLOYMENT STATUS OF CIVILIAN POPULATION

JULY, 1959

White Non-White

JULY, 1958

White Non-White

Toial 108,688 12,196 107,379 11,983

LABOR FORCE

% of Population

63,510

58.4

7,828

64.2

62.706

58.4

7,767

64.8

EMPLOYED

Agriculture

Non-Agriculture

20,629

5,839

54,790

6,965

986
5,928

58,482

5,708

52,773

6,698

1,010
5,668

UNEMPLOYED

% of Labor Force

2,880

4.5

863
11.0

4,225

6.7

1,069

13.8

NOT IN LABOR FORCE 45,178 4,369 44,673 4,216

§3 Source: U.S. Census Bureau, U.S. civilian non-institutional population 14 years and older. Population numbers are in thousands.

lapuwffliiiiiiiiiiiiiiiim iiiiiitiiiiiiii i iiiiiiinii i i iiiiiiiiiiiiiiiiii i iiiiiiii iiiiiiiiiiiiiiiiiiiiiii i iiiiiiiiii'iiiiiiiiiiniiiiii: uiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii i iniiiiiiiiiii iiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiii iimiiHiiiil
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NEGRO MARKETING BASICS

About 37% of Negroes are under 15 years of age
piiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

PERCENT U. S. POPULATION IN AGE GROUPS, BY SEX AND COLOR

WHITE NON-WHITE
Male Female Male Female

Total Population 76,790,000 76,005,000 9,416,000 9,853,000

All ages 100.0 100.0 100.0 100.0

UNDER 5 YEARS 11.1 10.5 14.8 14.0

5 TO 9 YEARS 10.5 9.9 13.4 12.7

10 TO 14 YEARS 9.1 8.6 10.2 9.7

15 TO 19 YEARS 7.3 6.9 8.1 7.8

20 TO 24 YEARS 6.3 6.1 7.1 6.9

25 TO 29 YEARS 6.5 6.4 6.6 6.9

30 TO 34 YEARS 7.0 7.0 6.5 7.1

35 TO 39 YEARS 7.0 7.1 6.2 6.6

40 TO 44 YEARS 6.6 6.7 5.5 6.0

45 TO 49 YEARS 6.2 6.3 5.4 5.7

50 TO 54 YEARS 5.4 5.5 4.5 4.5

55 TO 59 YEARS 4.7 4.9 3.8 3.8

60 TO 64 YEARS 4.0 4.3 2.8 2.8

65 TO 69 YEARS 3.2 3.6 2.0 2.0

70 TO 74 YEARS 2.4 2.7 1.4 1.4

75 TO 79 YEARS 1.5 1.9 1.0 1.1

80 TO 84 YEARS 0.7 1.0 0.5 0.5

85 YEARS AND OVER 0.4 0.6 0.4 0.5

Source: U. S. Census Bureau, July 1958
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Percent Negro and white working in job classifications

piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiw

MAJOR OCCUPATIONS OF EMPLOYED PERSONS

WHITE NON-WHITE

PROFESSIONAL, TECHNICAL, ETC. 10.7 3.7

FARMERS. FARM MANAGERS !.7 3.7

NON-FARM MANAGERS, OFFICIALS, PROPRIETORS 11.3 2.3

CLERICAL, ETC. 14.8 5.5

SALES 7.2 1.5

CRAFTSMEN, FOREMEN, ETC. 13.9 6.1

OPERATIVES. ETC. 17.8 20.0

PRIVATE HOUSEHOLD WORKERS 1.9 14.9

SERVICE WORKERS, EXCEPT HOUSEHOLD 7.9 17.1

FARM LABORERS & FOREMEN 1.5 10.0

LABORERS. EXCEPT FARM & MINE 5.3 15.2

Source: U. S. Census Bureau, July 1959, distribution of population 14 years and over.
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E3DZ3
50,000 Watts

AMERICA'S FOREMOST

ALL NEGRO STATION

Memphis

welcomes another

SONDERLING INDEPENDENT NEGRO STATION

SAN FRANCISCO—OAKLAND KDIA
(formerly KWBR)

The highest-powered, and ONLY Full-time Negro Program Station delivering a

primary signal to each and every Negro Community in the 7 Bay Counties.

a
stars the FABULOUS FIVE>j

DON BARKSDALE Ail-American and Olympic Basketball Star, the Bay

Area's most popular Negro personality.

BOUNCIN BILL
Effervescent, lovable, Rhythm and Blues expert, who has

an uncanny ability to pick the music listeners prefer most.

SWINGIN' DEACON
The Bay Area's Greatest Disc Jockey, returning after an

absence of 3 years to delight his audience with the antics

they like so well.

JEANIE
Adorable, and gorgeous Mistress of Ceremonies of

"Jeanie's Women's World."

TED BYRD Beloved throughout the Bay Area for his inimitable

manner of presenting spiritual and gospel programs.

THE GREATEST ARRAY OF NEGRO TALENT EVER PRESENTED IN THE WEST. PRO
CRAM ENTERTAINMENT TO CONFORM WITH 1959 DYNAMIC RADIO.

KDIA guarantees TOP NEGRO RATINGS
1st in the afternoon 1st

OAKLAND Perfect Coverage

SAN FRANCISCO Super Market Merchandising

ECMONT SONDERLING, President and General Manager— WALTER CONWAY, Manager

National Representatives

Bernard Howard & Co., New York • Chicago • Atlanta— B.N.B. Inc.-Time Sales, Los Angeles

SONDERLING STATIONS—WDIA, Memphis—WOPA, Chicago Oak Park—KDIA, San Francisco Oakland
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COVERAGE
THAT

COUNTS!

The Vital

LOS ANGELES

NEGRO MARKET
of more than

600,000
is yours on

KGFJ'S "Weather Girl"

MISS BRONZE CALIFORNIA

FIRST AND ONLY
ALL-NEGRO APPEAL STATION IN SO. CALIF.

FIRST IN PULSE'
LOS ANGELES NEGRO MARKET, APRIL, 1959

FIRST IN LOS ANGELES
NEGRO COMMUNITY ACTIVITIES

FIRST
ALL THE WAY!

24 HOURS A DAY!
DIAL 1230

6314 Sunset Blvd. — Los Angeles 28, Calif.

PHONE: HOIIywood 4-0201

National Reps

New York, Chicago, Atlanta • Bernard Howard & Co.

San Francisco • Ayres, Allen & Smith

SPONSOR NEGRO ISSUE 26 SEPTEMBER 1959 29



ccj -o E -— IN
=> £ c5 ~

oo

CM

om
C~

i

IN
00

O

oo
00

a o
vo

oo
in

ooo
oo
o> i

oo

CM

oo
CVJ

in

OO
vq

oo
q

T

OO
in

Oo

IA

Oo
VO_

Ooo

00 om

ooo

(N

Avg.
Negro

Family Income
(i)

OOo
5^

CM r- en VO rn rn <J-~ ^ <N CM vO rri <r

o . _
vo o 00 o in ^r O o o left o in O o CO IA IA o
vr in * m vr oo o

q
IN rsj VO Ov Ov i-vl o

IN
rrt VO 00 oT in

r-

*™ •— •~

JB
> > > > >- > Z z >- Z z 2 >- >- >- s- 5- > >- > > > > >-

o
O
CM

O
fN

r~ oo o u-i o oo

in

IA
VO

IA o CO
rn

IN m o
CM

i

rr> CO

1

CM o 00

i

O
in

O

o
fN

J31I10

s?

.= 83IAJ3S 3i|qnd O in in
|

1-^ CO 00N in CO VO in r>4 in vO

s
S ja^euiaiuoH

CCJ

O

o

in o u-> in M CM IA m IN (N

-

o

O

CO

CQ

CQ

*~ r™

Lr.

° snoiSiiay
a.

o 1A O a O CM o ri o r* in O CM IN o in O rn o o in o o o
rN rn rn IN i-n a rM rg Ov CM rn en

in CM

IN rn

o
« ojsnw jaqio
z

»rt

O in o o o m o 00 vo IA o u-» OO IN o O O * r- O vo in in -r o om ^~ r^ VO a* r- i>- o VO CO VO vo vi5 OV '" Ov 00 r- VD o 00 r- <r vO o

5> o E

Chans
in

Negr
Progra

Hrs. (e)

ia f/1 a m v>n in a

in

•VI l/> IA »•. m m in m IA in t/1 m in in tn

"> o j§ IA <r O vo vo i— r^ 00 o o — in — o CO in 00 r* in m rn o o o 00 o 00— b. CCJ _
nO = CIS •-„ -3s o cu °* —

fN O " CM l— o \o rs| " " CM *"" r~ m CM o ^ o rn -r

= z £
ex

Q Q Q Q Q Q o vo
00

a Q
COm a» J£ CZ » vo CO 00 WD IN O o ^~ o p_ ir\ m VO -r vo VO vf V* O ^r r- vo& «r Ov vo O IN rn •r o 00 o rn r-4 rn rsi 00 IN rr\ 00

rn

rn Ov 00 ^ Ov rg

oi ^! ^
Yrs.

of
Negr rogra (b)

r~ ov CM en rr> o 00
IN

O r^ * -r O CO rn CT- O O
CM

rrt rN O 00 fN r~ f~ rn r-

a. ^ ^!
r-- OX OJ ov * O CO r- IN 1^- •n- IA -r CO in Ov o Ov .m CM r^ CN r^ r** rn rsi

CO c *- <N rM m rn CN| rn rn

>= «s
oi

o
«i

u
T3 T3

-D oil U re r:

3 c j: — QC

tk-g
a.

^5
u
CO

c

ro
- _o

a.
3

a.
3

il
C9 o

01

"3

z CQ

c

C
u
c

(0

X

COm

Z

CJ

E
•3

m

">

AS

c

O

6
9<

6

c 3
o O <o O >. >v o

Z

CO

z

o o X

Z Z

of u

z

VJ a. o

z

6

^ >- 1= - z" o c "
fc —

O o o o o o o o o o o o o o o o o o o O o O o O o o O o
O-Jj a- o T in in r- rrt «o U-v r^ ON o o -r r- r^ rn Ov IN Tf T in rn vO ox o o
cu j£ VO in o- IN IN Ov in CM IN CN IA rn -r m -r m IN rN IA T in rr, rn rg IN T vo T
U.
^

Z

03 o S ! *o 1 s S S
JO S s 9 » o io i o *

iO S S
s *O l* o s

iO i o
i% o ^ in in in -* ^ -i: in JC -^ J£ ^ U-i o -* o -* in JC -* o in -L in -i in -* u->o in .— fN CM CM in IA CM in r-j in LA IN LA in CM in fN N fN
a.

Z
IV
Q.
IA ro

01a
vo

JC ,_ < ^3
*o irt

|

c
o -o a 01o

* u
ro

U
C
Of

CO

ro

C
CJ

CO

01

E
ro

if a IT]

CO

X
om

c
o

00 i/i

CO fc

o
O
c
o

"(5

in

o
a ID

i

(•1

(0

°= ™
BO
M
CU
OS

.2
'oe

o
o
O
ia
CO

=

OJ I/*)

ft

O

c
TO

z

1%
1/) O

>•

01
o

o

-

CO

=

c

z

>

O

ra

E
Of

-

C
n
E
o
X
_m
ro CO
X *

X

re

in

.21

u
c

pa

o

o
u.

'—

s£

.E >.

11
O w

W /.

S
o
a.

6

ro
c

01

a.

o»

a:

X
c
r3

o

CO
01
o-

ui

c
-c
_o

u X

01—

*

O u

w X

6
O

c

O
CO

_ Z

o.

c >.

>• cX o

II
OJ O
* u

s
o
X
T3

C
0)m

z

1

>
fct,

S
o
X
o
ra

B
<u
CD

CO
•x= « - < OS

"
'r- c U > < - w < Z Bh c - - a o c - z

<
•4

""S _ - u r * - < < < 03 a r H K w —

!

o X - x HJ £ * es s* * ^ ^ & ^ * e* sf

lr)

^ ^ ^ ^ ^ ^ 7 M ict. ^ ^ ^ ^ ^

u
-o

_0J

if)

o
CD c O M

IA
f.— _o

Q

'i
o
-i

CU
Ol o <1

-a
c

"o

*•

c
o
CI

IE
u

5

O
o X.

a
_0) <

41

CT)

3
O

>•

lr)

D
X

B
CO

cu

CO

CO

c
IS

D
z

f
(
l

i!

c

i

»

i

r

e
u
o
2

o
lr)

o
5

o

o
>

O
!
U z

-

>

00

01
o
u
is
u

4-

UJ

c
o

v5
a
-i

o
•4-

u
o

<
E
g—

>-

o

o
E
E
o
Z

a
e
o
5
c

<

O

*-

a

<
X
rZ

8
in

C
O

_
H
Z
-
t4

VI

'a
o
-l

j

I

a

i

X
•—
-J

C
-

c
o
o

o
'c
3
UJ 14.

u
o

Jr.

O
-1

30 SPONSOR NEGRO ISSUE 26 SEPTEMBER 1959



— oj E <•* ~

u —
o> -

J3HJ0

.5 30IAJ3S 3l|P n d

s
° J3)|eUJ3UI0H

SM3N

snojSjiay

ao 3|Sn|fl J3l|}Q

r a

a>ME
o
Si

E
TO ^
^J= OU a.

si

CO o

uj o

= 2-

^1

ll

OS
So:

.O >
o V

DQ _
WI55

o oo o
00 u-»

o
X
o 5

9,

S '

a «-

2^

UJ Q.

3
C O
So
5.2

- — -

- = M

- - 8
| 3 _
3 ^ E

Sz

g£

S £
m « a
r „ —

Z _ a

Z g.

- - :

e —-
*

P C

2* :

Z : * *- o

1st; s

Z t

c 8 eo

O^JI

o —
5 =5 o

2 »
i/i I-

SPONSOR NEGRO ISSUE 26 SEPTEMBER 1959 31



Rural and Farm (j)

Avg.
Negro

Family Income

Negro
Pop.

(000) (h)

o —
a> —
s

% Negro
Adv.

(f)

e^

c

3oo
JC
TO
03

E
TO

Soo

o
So
a)Z

jamo

asjAjas 3j|qnd

j3)|euj3uioH

SM3N

snoi3j|3U

ajsniAi J3i|l0

fa
u
tuc
TO
XT
CJ

in Negro

Program.

Hrs. (e)

% Hours Negro
Program.

(<i)

to

Yrs. of Negro
Program.

(b)

Group-

owned

to *;

i I

o2

c n

«£Z

-

O J"

= £ O

•*? o
h* o

u
cj-a
o 2 °

* o J

5 .

z o m ^ m

£e*

o t.

o °:
ml-.

is?!

w
c ~

32 SPONSOR NEGRO ISSUE 26 SEPTEMBER 1959



TO
"~

tu S 7*

"°°

J3M10

<=. 33JAJ3S aiiqnd

jaiieujauiOH

SM3N

snoi3i|3a

u> oisnw J3i|)0

ra

s> si •

to — a> oj>t-

CO O C=
k- i_ TO ,_

iN O CD m :

. P1 =»

"rT„2

£ S
CD O

5O

</>

B
u a>

—i

in rsj r\|

1 o IN o o o m 00 in o LA
r-j la in T m w~

o o o 8 m o o O o oo o o r^ o o in o oo o 00 VD IN CO IA IM in o
rn in in" in" IN rn •r" rn IN »

* la 00 CT> o o in u-i o o IN in IN m in
1 «i ? l-> m IN

r«» M3
(M

rn
IM

r» r^ <M

>- v >-

in

> > >- >- >- >• >- > Z z z >-

la o IS 00 m c IA O o o o o IN p.
<NI

IN o

o o

i

o

IA

o>

1

in o O c o o r- O IA in
IAJ IM IM

O
nj

o IM

LA in ?*• IA 00 in LA
aj *N

> O o O CO O yr O LTV o O IA O O U"> O
\ m IM rn <r rr nj r«j in m

O

-r o

O
LA

rn

> o o O O o f o IA r_ o o O O o O
t 1- r^ NO lO IM LT 00 \o 5 l/\ ^i" IA in o r^

wi lA ia

IA

- O - IA wn

in

j -

IA

- in un IA

LA IA ,_! in rr o O O o O rg 00 f m
O o o o

Q a Q a a Q o a a Q ^!
1 ^O t in r- T o 00 c> IM <r r- -r
> fN 00 O r~ X IM 9 NO 00 00 rn 00

""

g

LA 00 m in \c O o rg r- !- 00 LA r> 00 LA

g

m rn X IM o •o fNJ IN 00 IA o o rr\

!

j

^

1

1

OS

-o
00

a

IM

o

o

ra

.21

u

CO

c
u ra
-a uj

rsj

oil

CO T3
'> < >

ra i •o CO

<u -C "S *o ^c <J O. *: .=
3 3 — u o

J —1
3 O 55 om

Z z

o o o o o o O O o o O o o O o o o
.

-r IN JD <N o ON 00 oo c> <r o* CO — o rr \o
eg r-i CO t- rg Cn IA Ol T ^- in ^r LA IM Ol m m
r- — *"

s
o So i s 5 s i S 2

io s o i
so 5 o s

in Jt: -* J£ -i: .* j£ J£ u-> Jtf in -a: in j: in ^£
r-J IN

_cj

"rg

IA ^J

.2 2

o
X>
10

cc

10
c

LA

o
O

n

u-v

CD

a

(N

c
>

o

c
c
o
U
\j

5

(M

ra

CO

r^j

O
Z
o
-o a:

-1
ra a:

1°
Is
A- ID

E -O

c
o

u
10

o
10

u
eg

o
a
j3

C
i
o
DO

V

c
o
CO

o
Q

O

a.

LLt

c
_o

ra

(J

ra

E
o

ra

o
X
-o

ra
c

B
o
>. a»

— "ra

ra on
5<°

3
O
c
c2

•6

n
c

in

a
E

P

u

< o
c

a
n O O o o o -c ai a» T3 >

1cc I Ut- O DO z u CO 1- CO oz > CO m <

<
- > u X U

-
s <

^
X © o c

DS > -
< u - a. '. H < '-

aa
- M > u; h o

r := - u w o < w aa < ^ -* - —

!

r. H
=? * 6*

c

* i

c

if

E

^ S5 fet ^ ^ ^ ^ * S£

CJ

3
O j>

o
•*-

D
IA £ CJ

-c o IA IA

—

-c

a

>
5
>>

o
e

s
o
-o

o
1-

OJ

E
o e

o

E
o

£

<

Z—
=

o
c
c
u
c

U

o
u

1c
U

c

>

u

3

E
_3

O
O

c
o*
>>
D
a

"o
a

>
c
OJ

-O
3
01

LA
o

f«. I— •—

S E

3 U
iT2

"-I

= = _

* .JS

;o|

* i,
O S

5 ~ »

4 & c

6 « c

C eg -

1 1? S

- ? i-

\
*"

S

°
I

r
3

.

~~"

1 .

'7 =

THE

PIEDMONT

PACKAGE

300,000

NEGROES

m

NORTH CAROLINA'S

RICH PIEDMONT AREA

Listen daily to—

WAAA RADIO

Winston-Salem

Greensboro-High Point

WSRC RADIO

Raleigh-Durham

FOR THE PIEDMONT

PACKAGE

CALL:

BOB DORE Associates
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NEGRO STATION PROGRAMING

100% Negro-appeal
programing

CITY CALL LETTERS

ALABAMA

Birmingham .... _ WENIS

Birmingham WEDR
Birmingham WJLD

Mobile WGOK
Mobile ...WMOZ

Tuscaloosa WTUG

ARKANSAS

Little Rock K0KY

CALIFORNIA

Los Angeles KGFJ
San Francisco KSAN

DISTRICT OF COLUMBIA

Washington WOOK
Washington WUST

CITY

Jacksonville

Miami

CALL LETTERS

FLORIDA

. ...W0BS

WFEC.

Miami Beach

Pensacola

WMBM
. . WBOP

Atlanta

GEORGIA
WA0K

Atlanta WERD
Columbus . WCLS
Columbus WOKS
Macon . . WCRY

Chicago

ILLINOIS

.. ..WBEE

Louisville

KENTUCKY
WLOV

LOUISIANA
Baton Rouge ...... __ WXOK
New Orleans WBOK
New Orleans WNOE

CITY CALL LETTERS

New Orleans WYLD
Shreveport .... KANB
Shreveport . KOKA

Baltimore

MARYLAND
WEBB

Baltimore WS1D

Inkster

MICHIGAN
...WCHB

Jackson

MISSISSIPPI

WOK]

Meridian ... . .WQIC

St. Louis

MISSOURI

KATZ

St. Louis ... KXLW

Newark

NEW JERSEY

...WHBl

Newark WNJR

WMOZ
1000 watts at 960 KW Nondirectional

FIRST JSEGRO STATION Il\ MARKET

FIRST
Top Ratings in Pulse for past five years.

First in merchandising and promotion assistance.

MOBILE, ALA.
Negro Population 248,800

Negro Retail Sales $169,570,000 {

Within 0.5 mv

Contour
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BIRMINGHAM
ALABAMA

WEDR
UNDER NEW
MANAGEMENT

Featuring

• AGGRESSIVE
PROMOTION

By

• PERSONALITIES
THAT SELL

With

• COMPLETE
COVERAGE

CALL * WIRE • WRITE

TT*

America's
1st EBOISY Station

•

1220 KC—1000 WATTS
•

JIM BONFILS
General Manager

National Representative

BOB DORE & ASSOC.

Southeast Representative

DORA-CLAYTON

CITY CALL LETTERS

NORTH CAROLINA

Durham WSRC

Winston-Salem WAAA

OHIO

Cincinnati WClh

Cleveland ...WABQ

PENNSYLVANIA

Pittsburgh __ WAMO

SOUTH CAROLINA

Columbia WOIC

TENNESSEE

...WMFS

.WJAK
WDIA

WLOK

Chattanooga .._

Jackson

Memphis

Memphis

Nashville WVOL

TEXAS

Beaumont KJET

Houston XCOH
Houston KYOK
Tyler _ _ KZEY

VIRGINIA

Norfolk

Richmond

WRAP
WANT

50-99% Negro-appeal
programing

ALABAMA
Selma __WHBB

CALIFORNIA

Oakland KDIA

FLORIDA

Jacksonville -WRHC

GEORGIA

Augusta WAX G

ILLINOIS

Chicago —WGES

MICHIGAN

Detroit _ ...WJLB

IN DETROIT

DELIVERS

THE NEGRO
MARKET

SUSIE STROTHER
WINNER OF THE

McCALL MAGAZINE
"GOLDEN

MICROPHONE"
AWARD

in the category "Service
to Women" for giving a
spiritual lift to mothers of
new born babies with her
program "Cradle Time."

610,000 NEGROES
IN THE STANDARD METROPOLITAN

AREA OF DETROIT

THEIR ANNUAL INCOME

$695,350,600.00*

WJLB
DIAL 1400

IN ITS 33rd YEAR

REACHES THIS

MARKET WITH

88% Hours

OF NEGRO PROGRAMMING WEEKLY

WITH SUCH
PERSONALITIES AS

BRIST0E BRYANT

MISS SUSIE

LARRY DEAN

ERNIE DURHAM

FOR FULL PARTICULARS WRITE TO

NEW YORK . .

.

BERNARD HOWARD
CO., INC.

MID-WEST, SOUTH
AND WEST COAST...

JOHN E. PEARSON CO.

\^J
OR

WJLB
DIAL 1400

A BOOTH STATION
DAVID BRODERICK

TOWER
DETROIT 26, MICH.

•fSr/MATfO FROM STUDIES BV
DETROIT FREE PRESS, DETROIT NEWS,
FOOD BUSINESS AND UNIVERSITY OF MICHIGAN
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CITY CALL LETTERS

NEW YORK
New York WLIB

NORTH CAROLINA
Charlotte WGIV
Fayetteville WFAI

OHIO
Cleveland W JMO

PENNSYLVANIA
Philadelphia WDAS

SOUTH CAROLINA
Charleston WPAL
Greenville _ WFBC

WEST VIRGINIA
Beckley WWAR

Less than 50%
Negro-appeal
programing

ALABAMA
Andalusia W'CTA

Auburn WAVD

NEGRO
Community

Programming

SPANISH
PUERTO RICAN

Programming

of Whirl-Wind

sales action

WWRL
NEW YORK DE 5-1600

*10:00AM-5:30PM ** 5:30PM- 10:00AM

CITY CALL LETTERS

Bay Minette WBCA
Decatur ... WAJF
Decatur WMSL
Dothan WOOF
Flomaton _.___ WTCB
Florence WJOI

Florence __._ WOWL
Gadsden ... WGAD
Monroeville WMFC
Sylacauga _ _ WMLS
Thomasville WJDB
Tuscumbia WVNA

ARKANSAS
Arkadelphia KVRC
Helena KFFA
Pine Bluff KOTN
Warren KWRF
Wynne KWYN

CALIFORNIA

Berkeley ...KRE

Fresno KGST
Long Beach KGER
Napa KVON
San Gabriel ..... KALI

San Rafael KTIM

DELAWARE
Wilmington WILM

FLORIDA

Daytona Beach WROD
Fort Lauderdale . ..WFTL

Fort Pierce WIRA

Madison WMAF
Milton WEBY
Ocala WMOP
Quincy _____ WENH
Sanford _ __ WTRR
Stuart __ WSTU
Tallahassee WTNT

GEORGIA

Americus WDEC
Cairo ..__._ WGRA
Columbus _. _ WDAK
Hawkinsville ...WCEH

LaGrange WLAG
Macon WBML
Madison .... WYTH
Valdosta _.... WGOV
Waycross WCAL
Waycross __ WA YX

CITY CALL LETTERS

ILLINOIS

Belleville WIBV
Chicago WAAF
East St. Louis WAMV
LaGrange WTAQ
Rockford __. WROK

INDIANA

Gary __WGRY
Gary _ WWCA
Hammond WJOB
Indianapolis WGEE
Michigan City WIMS

IOWA

Waterloo KXEL

KANSAS

Kansas City KCKN

KENTUCKY

Pineville _ WMLF

LOUISIANA

Eunice KEUN
Ferriday KFNY
Lake Charles ...KAOK

Monroe _ KL1C

Natchitoches .._.. ...KNOC

Opelousas KSLO

Ruston KRNS

MARYLAND

Baltimore WITH

MICHIGAN

Muskegon WMUS
Saginaw .... _ WSGW
Saint Joseph ... ...WSJM

MISSISSIPPI

Canton WDOB
Clarksdale _ WROX
Columbus WACR
Corinth ....... WCMA
Greenville WGVM
Grenada WNAG
Picayune WRJW
Starkville ...WSSO

Tupelo WELO
West Point ..... WROB
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CITY

Fulton

St. Louis

MISSOURI

CALL LtTTERS

KFAL

KWK

NEW MEXICO

Hobbs KWEW

NEW YORK

Buffalo

New York

Las Vegas

NEVADA

it l \ /

u / I I)

KLAS

NORTH CAROLINA

Belmont WCGC
Burlington __._ WBBB
Canton WWIT

Charlotte WBT
Edenton ...WCDT

Elizabeth City WCNC
Goldsboro WFMC
Greensboro _ WGBG
Hamlet _._ ..WKDX

Henderson WHNC
High Point . WMFR
Kinston WELS
Laurinburg ... WEWO
Leaksville ..WLOE

Lumberton WAGE.

New Bern WHIT
Raleigh WRAL
Reidsville ...WREV

Rocky Mount ..WCEC

Whiteville ..WENC
Williamston WIAM
Wilson ..WGTM

OHIO

Chillicothe If BEX

Columbus . WVKO
Dayton WAV1
Gallipolis WJEH
Steubenville WSTV
Toledo WTOP

OKLAHOMA

Guthrie _

Okmulgee

Portland

OREGON

KWRW
KHBG

CITY CALL LETTERS

PENNSYLVANIA

Connellsville WCVl

SOUTH CAROLINA

Anderson

Bennettsville

Columbia

Dillon

Greenville

Laurens

Mullins

Rock Hill

Sumter

York

II I\.s

...wvsc

wcos

WDSC
WESC

WLBG

...WJAY

.WTYC

.. WSSC

WYCL

TENNESSEE

Clarksville ..W]7M

Columbus ......WKRM

Fayetteville .... ...WEKL

Franklin ..WAGG

Knoxville ...WKGN

Nashville . ....._ WLAC
Rogersville ...WRGS

TEXAS

Bay City

Galveston

Gonzales

Martin ..

Marshall

Midland

Nacogdoches

Taylor

Danville

Farmville

Franklin

Gloucester

Hopewell

Lynchburg

KlOX

KGBC

KCTI

KMLW
KMHT
KJBC

.KSFA
KTAE

VIRGINIA

Martinsville

Petersburg

WDVA
WFLD
WYSR
WDDY
WHAP
WBRG
WMVA
wssv

WASHINGTON

Seattle kill

WEST VIRGINIA

Charleston WHUS

WISCONSIN

KWJJ Milwaukee WUIL

follow the

LEADERS!
Act-on Creomulsion

American Oil Co. Dr. Pepper

Artra Esso

Atkins Chain Saw Fcen-a-mint

BC Headache
Remedy

Mrs Filberts

Margarine

Beeman's BQR Firestone

Black Draught Flit

Black b White Ford

Bleach & Glow Gill's Coffee

Bhs-to-sol Gordon's Foods

Borden's Starlac B F. Goodrich

Budweiser Beer Goodyear Tires

Bufferin Gulf Oil Company

Burger Beer Hit Parades

Camels Hostess Wine

Canada Dry L&M

Carling's Beer Life Magazine

Cardui Long Aid

Carnation Milk Lucky Strikes

Carter's Liver

Pills

Luzianne Coffee

Certo McCormick Tea

Champale Maine Sardines

Chooz Maxwell House

Clausscn's

Bakeries
Miller High Life

Clorox Bleach Mum

Clovcrleaf

Margarine
Nadinola

Coca Cola Oasis

* see page 41
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Pulse Says

NUMBER ONE
IN BIRMINGHAM

For The Third Straight

Year

WJLD
AM-FM

Of All Stations

in Metropolitan Birming-

ham, WJLD Was Rated

First* in 135 Out of 150

Half-Hour Periods Among

The 268,000 Negroes of

Metropolitan Birmingham.

WJLD
(AM-FM)

The nation's finest Negro Radio

Station, serving the South's

largest and richest Negro mar-

ket.

BIRMINGHAM, ALABAMA

*Source Negro Pulses March 1957;

March 1958; March 1959.

NEGRO RADIO'S CLIENTS
This list of national and regional advertisers who used Negro-appeal radio dur-

ing the past year is continued from the introduction (page 5) of this issue

Bond Bread

Bonded Transmission Centers

Borden

Breeze Soap

Brer Rabbit Syrup

Brisk Toothpaste

Bromo Quinine

Brown & Williamson

Bubble Up
Budget-Aid

Budweiser

Buick

Bullock's Potato Chips

Burger Brewing

Burgermeister Beer

Busch Bavarian Beer

Cabell's Dairy Products

Calumet Baking Powder
Camels

Canada Dry
Capital Records

Cardui

Carling Beer

Carolina Model Homes
Carolina Rice

Carnation Milk

Carters Liver Pills

Certified Gas & Oil

Certo

Champagne Velvet Beer

Charlotte Hair Dressing

Chattanooga Medicine

Chesterfields

Chesebrough-Ponds

Chevrolet

Child's Food Stores

Chrysler

Clabber Girl

Clapp's Baby Foods

Clark Gas

Cloverleaf Dairies

Coca-Cola

Coldene

Colgate

Colonial Bread

Columbia Pictures

Concord Clothes

Continental Baking

Continental Bus Lines

Creomulsion

Curtis Publishing Co.

C. V. Beer

D-Con
Denman Tires

Dixie Beer

Dixie Crystal Sugar

Dixie Lily Flour

Dixie Mills

Dixie Peach

Don's Formula
Double Cola

Dr. Pepper

Drewry's Beer

Dulany Foods

Duquesne Beer

Ebony Magazine

Eel Beck Milling

Eskimo Pie

Esskay Meat
Esslinger Beer

Esso

Exquisite Form

Fabric Fair

Falls City Beer

Falstaff Beer

Fanta Beverage

Father John's Medicine

Feenamint & Chooz

Firestone

Florsheim Shoes

Folger's Coffee

Food Fair

Ford

Four-Way Cold Tablets

Frostie Root Beer

Full-O-Pep Food

Gallo Wines

Garrard Snuff

General Electric

General Tires

Gillette

Gilster's Flour

Gloss 8

Godefroy's Larieuse

Goebel's

Gold Crown Hair Dressing

Gold Medal

Gold Seal Wax
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Golden State

Mutual Life Insurance

Goodyear

Gordon Optical

Gottesman Drugs

Graber's Department Store

Griffin Shoe Polish

Groves Labs

Gunther Beer

Gwaltney's Meat Products

H
Hadacol

Hamm's Beer

Happy Family

Hardin Bread

Hearth Club Baking Powder

Hills Bros. Coffee

Hit Parade

Holsum Bread

Home Credit Co.

Hormel

Hot Shot

Hoyt Sullivan Prod.

Hy-Beaute

I

Ideal Bread

w
is the
most
effective

sales force

in the

CHICAGO

p NEGRO

A MARKET
with

Chicago's Greatest

Air Salesman

1490 kc.

102.7 mc.

represented

by

Bernard

Howard & Co.,

Inc.

f^\ BIG

tefi bill

«p/ HILL

Same ownership as WDIA— Memphis

Indiana Bell

Interstate Bakeries

Ipana

Italian Swiss Wine

J

Jax Beer

Jazz Oil

Jello

John Ruskin

Johnnie Fair Syrup

K
Ka-Don
Kelvinator

Ketchum
Keystone Labs

Kily Rat Killer

King Biscuit Flour

King Cotton Meats

Kool-Aid

Krey Meats

Kroger

Krueger

L&M
Langendorf Bread

j

Laura Scudder

Lipton Tea

Loew's Theatres

Lone Star Beer

Long Aid Hair Dressing

Look

P. Lorillard

Lucky Grace

Lucky Heart Labs

Lucky Strike

Luzianne Coffee

Lydia Pinkham

i M
Madera Wine
Mahadeen Hair Tonic

Manischewitz

Maolo Milk Prod.

Margo Wine
Martha White

Mather Furniture

Maxwell House

McCormick Tea

I

McMillan Furniture

Melody Hill Wine
Mercury

Merita Bread

MGM Pictures

Miami Margarine

Miller Hi-Life

Milnot

# follow the

LEADERS!
Pall Malls U S. Rubber

Pepsi Cola Vaseline

Pet Milk Yager's Liniment

Ralston Purina Yodora

Real Kill Spree

Rexall Drug Co Solticc

Roma Wine St. Joseph

Aspirin

Royal Crown Cola Clo White

Royal Crown
Hair Dressing

Riceland Rice

SSS Tonic Karo Syrup

Sal Hepatica Kool Aid

Sanka Coffee Kraft

Scotts Emulsion Lipton Tea

Schlitz Beer Manishevitz

Sealtest Musterol

Seven Up National Bo

Southern Bread Old Golds

Stanback Pittsburgh Paints

Sulphur 8 Super Suds

Sur-Jel Wildroot

Tetley Tea Sinclair

666 Tonic Greyhound

Tru-Ade Bromo Quinine

Tube Rose Chesterfield's

Texas Oil Co Doan's Pills

Winstons Duz

Wrigley Ex-Lax

# see page 43

SPONSOR NEGRO ISSUE 26 SEPTEMBER 1959 11



Monte Cristo Reader's Digest Strohs Beer

Monticello Drugs Real Kill Insecticide Studebaker-Packard

Mother Goldstein Wine Reelfoot Packing Co. Sub Rosa Deoderant

Mum Regal Beer Sulfur 8

My Knight Hair Pomade Regent Beer Sun Crest Orange

Regimen Sunshine Mills
N Rem Super Suds

Nadinola Rheingold Swamp Root

National Bohemian Beer Riceland Rice Sweet Peach Snuff

National Trailways Richbrau Beer Swift

New Peruna Richfield Oil

Nix Richmond Gas T
North Woods Coffee Rise Shave Tareyton
Nu-Hair of California Harold Ritchie Tetley Tea

O Robin Hood Texaco Gas
Roller Champion Flour Thorn McAn Shoes

OCB Wine Roma Wines Thunderbird Wine
Odom Sausage

Oertel's Beer

Old Vienna Prod.

Oscar Mayer Meat Prod.

Overbrook Egg Nog

Pabst

Pall Mall

Palmer's Skin Success

Paradise Wine
Paramount Pictures

Parker House Meat

Parks Sausage

Paris Velvet Hair Dressing

Pazol

Pearl Beer

Penick & Ford

Pepsi Cola

Pep-ti-kon

Pepsodent

Pepto Mangan
Persulin

Perma Shave

Pet Milk

Peter Pan Bread

Petri Wines

Pharmaco

Philco

Post School of Nursing

Pozner's

Prince Albert

Purina

Q
Quaker Oats

Queen Bee Royal Jelly

R
RCA
R. J. Reynolds

Rath Packing Co.

Ronco Prod.

Royal Crown Cola

Royal Crown Hair Prod.

Safeway Stores

Sal Hepatica

Salem

Sam's Rib Shops

Sante Fe Wine
Scott's Emulsion

Schaeffer

Schlitz

Sealtest

Sears Roebuck

Security Life Insurance

Seven-Eleven Stores

Seven-Up

Shell

Silky Strate

Silver Satin

Silvercup Bread

Silverdust Detergent

Sinclair Oil

Skelley Gas & Oil

Skin Success

Slickhaus Meats

Sloan's Liniment

Soft Magic

Soltice

Spearman Ale

Speed Queen Washers

SSS Tonic

666

Sta-Glo Hair Prod.

Stag Beer

Stanback Co.

Stephens Mf. Co.

Sterling Beer

Sterling Salt

J. Strickland Co.

Tip Tip Bread

Ting

Tops Snuff

Town & Country Gas Co.

Trig

Tube Rose Snuff

Twenty Grand Ale

U
United Fruit Co.

Union Oil

V
Vaseline

Viceroy

Virginia Milk Prod.

W
Wagner Baking Co.

Jim Walter Corp.

Ward Baking Co.

M. White Corn Meal

White King Soap

White Owl Cigars

Wiedemann Beer

Wild Rose Irish Wine
Wildroot

Winston

Wise Potato Chips

Womento Theatres

Wonder Bread

Wrigley's Gum

Y
Yellow Cab

Yodora

Charles Young Prod.

Yukon's Best Flour

Z
Zenith
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IN 1950
r

* I
IN 1956

AND IN 1959

radio time devoted to

PROGRAMMING
WLIB

Has more Negro listeners than any other
New York radio station—network or in-

dependent (PULSE)

WLIB
Only New York radio station with studios

in Harlem

WLIB
First New York station broadcasting
Negro community news and special
events on a regularly scheduled basis

—

every hour on the half hour.

WLIB
The only raaio station in New York with
completely diversified programming

—

news, commentary, classical music, gos-
pel, rhythm blues, jazz, homemaker show

and public service programs.

•»**»

HARLEM RADIO CENTER • 2070 SEVENTH AVE.. N. Y. 27
MO 6-1800

11 90 ON YOUR DIAL

THE ADVERTISERS
[Continued from page 9)

ing consists of news about events in

the Negro community.

Gunther adds an extra kick to the

campaign by carefully choosing an-

nouncers for their community activi-

ties. In both cases the announcers are

men active in community affairs,

serving on committees of various

kinds and acting as m.c.'s for Negro

events.

"We try to keep this thing on as

high a plane as possible," said James

S. King, assistant ad manager.

He pointed out that while the an-

nouncers may be considered person-

alities in a general sense, they are

not the personality-cum-merchandis-

ing types that visit taverns to jazz up

enthusiasm.

This is no cool, detached campaign,

however. King is looking toward the

fall for some real merchandising

pitches and other activity. At pres-

ent the stations are supporting their

client with space ads in general news-

papers.

Nor is Gunther seeking only a fa-

vorable image and letting the sales

fall where they may. It expects some

positive results and King says there is

already some evidence in Baltimore

that the programing is successful on

both a sales and p.r. level. "It's too

early to tell about Washington," King

added.

The competition is expected to

watch the Gunther approach closely.

King feels that "there are apparently

very few companies who feel as we
do" about public service programing.

Gunther may not be as isolated as

it thinks. Listen to Ramon S. Scruggs,

p.r. man for Michigan Bell: "Wher-

ever advertisers have an opportunity

to tie-in or support projects or ac-

tivities of particular interest to Ne-

groes an enhancement of advertising

and merchandising is quite proba-

ble." Scruggs cited two instances of

advertisers doing just that—a soft

drink distributor and a milk com-

pany.

Scruggs summed up the situation

this way: "The greatest value of an

advertiser using any special media,

including radio, is that the advertis-

ing leaves no doubt that his total pro-

gram is inclusive of all people. Ne-

groes have had so much exclusion

practiced against them that an ex-

On the preceding pages

you read some of the

leading advertisers

who reach

more than

1,000,000

negroes
The recent addition of WYNN,
Florence, S. C, to the Speidel

group gives you an easy buy

of over 1,000,000 Negro

listeners! The group is

a must for S. C. coverage

(reaches 87% of S. C. Negroes)

and offers a big bonus

in other states.

WOIC, WPAL, and WYNN
all program exclusively to

their special audience . . .

your assurance of listener

loyalty that really pays off

for Speidel advertisers.

More, too—buy all three

and get Vh% discount!

Any two

—

5% discount.

WOIC
5000 W - 1470 K C

COLUMBIA, S. C.

WPAL
1000 W - 730 KC

CHARLESTON, S. C.

WYNN
250 W - 540 KC

FLORENCE, S. C.

GOLDEN HORN STATIONS

SPEIDEL
BROADCASTING CORPORATION

Representatives

—

National—Bob Dore Associates

Southeastern—Dora-Clayton Agency
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-/S PUBLIC SERVICE!

pression of inclusion, either expressed

or implied, is an asset."

Certainly all clients using Negro
radio would append an amen to that.

And having done that they would then

put the theory behind them and get

down into the bread-and-butter prob-

lems of squeezing the last bit of sales

from the medium.
In doing this, clients often find

merchandising the difference between

just advertising and mounting a really

effective campaign. Paul Gumbinner.

radio/tv director of the Lawrence

Gumbinner agency, feels Negro-ap-

peal stations often do a better mer-

chandising job. "Their depth of pene-

tration is what makes them effective."

he explained.

Among the Gumbinner clients us-

ing Negro-appeal radio is Manische-

witz wine and Rem cough syrup. The
latter recently increased its budget

in the medium. Manischewitz adver-

tises to Negroes in about a dozen top

markets, with the ad money to each

market controlled by the overall mar-

ket budget.

The radio/tv director cited two

prerequisites before an advertiser

ventures into a special market: (1)

enough money in the budget once the

general market demands are satis-

fied and (2) enough penetration by

the product to make the effort worth

while.

The details involved in putting on

a promotion in just one market are

often considerable and amount to

virtually an entire advertising cam-

paign in itself. For example, the

Quaker Oats Co. has been testing a

variety of merchandising devices in

markets where Aunt Jemima self-

rising flour is distributed. Here's

what happened in New York, where

a particularly successful approach

was carried out by WWRL and where

the Clinton E. Frank agency reported

a substantial sales increase.

WWRL programs about 7^2 hours

a day to Negro audiences and Aunt

Jemima, which has been on the sta-

tion for about 10 years, buys six 15-

minute programs a week.

The station announced a gospel

singing contest in February. More

than 2,000 responses came in. The

acceptable applicants were taped and

played on two daily gospel shows.

Listeners were encouraged to vote for

their favorites on the proviso that

each vote be accompanied by a label.

Finals were held in an auditorium,
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with a label the price of admission.

About 3,000 attended the event, at

which the station presented to the cli-

ent 21,828 labels.

Gospel shows are great devices to

pull labels. KXLW. St. Louis, rented

the Kiel Opera house for one eve-

ning last March for a gospel show

to which the price of admission was

a label from Sloan's Liniment. The

3.000 who attended walked in to see

a huge sign on the stage saying

"Everybody welcome to the KXLW
Sloan's Liniment Gospel Show."

As for pulling labels. WDIA. Mem-
phis, a 50kw. veteran of Negro-appeal

radio, recently corralled what is prob-

ably a near-record. In a five-week

promotion for Carnation milk, the

stationed attracted 168,244 labels.

Proof-of-purchase campaigns are

not novel, though, if done well, they

are sure-fire. One of the newer trends

among Negro -directed advertisers,

however, is the use of syndicated

shows with nationally-known person-

alities. Among those currently mak-

ing the rounds are the Jackie Robin-

son and Roy Campanella shows.

Richfield Oil recently bought the half-

hour Robinson show on the West

Coast, spotting it on KSAN, San

Francisco, and KGFJ, Los Angeles.

Richfield has been using the show

as a springboard for spreading its

brand name via banners in stores.

Chief targets for placement are those

places of business where patrons have

to wait their turn—barber shops and

the like.

Another advertiser using the Rob-

inson show is Liebmann Breweries

(Rheingold). In this case, however,

though Liebmann makes a special ef-

fort to reach the Negro market, it

has placed the show on WRCA. New
York, which, of course, is not a Ne-

gro-appeal station (though Negroes

undoubtedly listen to it).

This is not the first time Rhein-

gold has used a Negro personality on

a continuous basis.

"Our policy of using top-name per-

sonalities, regardless of their race or

religion, to reach broad audiences

was one of the reasons we sponsored

the Nat 'King' Cole show on NBC TV
some time ago," says Walter H. Lieb-

mann III, associate ad manager of

the brewing firm. "We carried the

show in the east, while it was on the

network, until the program was

dropped by the network against our

protests."

DETROIT'S

143,000
NEGRO FAMILIES
EARNING AN AVERAGE OF

$5,800
ANNUALLY

PREFER

WCHB
BECAUSE OF:

• RACE PRIDE IN WCHB'S NEGRO OWNERSHIP

• 100% NEGRO PROGRAMMING

• LOCAL NEGRO NEWS AND AP WIRE SERVICE

• FULL COVERAGE OF ALL NEGRO PROJECTS

• TOP RADIO PERSONALITIES:

George White

The only exclusive modern jazz disc jockey

in this part of the country. George White

knows the music, knows the artist and is a

musician himself. Ratings are high!

Joe Howard

A sure fire hit with listeners and a proven

salesman, Joe Howard sparks his shows with

witty chatter, good Rythm and Blues music

and his own special brand of individualism.

Larry Dixon

"The velvet voice—the people's choice,"

Larry Dixon brings personality plus to his

shows. Larry answers requests and is without

a doubt the teenager's favorite in Detroit-

land.

Milt Nixon

Milt's selection of gospel, spiritual record-

ings, special features and sincere delivery al

build a large, receptive and loy.il audience

for his religious programs.

Trudy Haynes

Charming and personable Trudy Haynes'

"Teenie Weenie Show" is the most popular

kiddie show in the area. She also has a blu2

ribbon homemakers' program.

Bruce Brown

"Mr. Versatility," does a terrific job with his

middle of the day shows featuring smooth
popular music.

WCH B
(Established 1955)

Independent Negro
lidl Broadcasting Company, 3J7:hi Henry Buff, it.

I

Inkster. Men I restwood 8 i 140,

PERSONNEL
President i>r Halej Bell.

Vlce-Pree, & Sec'y—Dr. Wendell F. Cox.
General Manager— Frank M. Seymour.
Program Director—George B. While.

REPRESENTATIVES
Huh Dure Associates.
Dora-Clayton Agency (South).

FACILITIES
1,000 k : il in kc. days Directional
Operating schedule: 5:00 a.m. to local sunset E8T
Transmitter: Inkster, Mich.

TIME RATES
Hates effective March 15, 1958.

Gen'l Rates Mir 1/2 hr. 1 I hr. 5 mln. I mln.
52ii times 1 12 00 87 00 58.00 29 00 13.00
312 times 155 mi 99 00 92 00 31 00 14.00
260 tiuus 163.00 98 00 69 mi 89 00 15 00
loli times 171.00 103.00 6K.00 35.00 16.00
nil times 179.00 108.00 72.00 36.00 17 00
."i2 times 187.00 112 oil 7:, 00 38 00 18.00
2ii times 195.00 116.00 7S.00 3'J.00 II

13 times 203. ou 122 no 81.00 41. do 20.00
1 time.. 210.00 126.00 84.00 43.00 21.00

no second spots •ins ol frequency minute ratea.

IMPACT ANNOUNCEMENT PACKAGES
(Minimum 4 weeks schedule)

Per week
5 one-minute a uncoments 75.00

10 one-minute announcements 13ii.nn

I "» one-minute announcements 180.00
20 one-minute announcements 220.00
30 second spots 7j'", of Impact Package Rates.
Package announcements are Hat weekly rales, not
comblnable wiiii other announcement schedules to earn
additional discounts and are Kun-of-Schdule.

SPECIAL FEATURES
Entire schedule programmed to Negro market.
News Service—AP and a full-time local Negro news
department.
Time Signals and Weather Reports— rates on request
Copy must he submitted 48 huurs in advance.
Library Service—Thesaurus.

6 a.m. to 5:00 p.m
September, 195

You can'r claim

to cover Detroit

unless you reach

its blue ribbon

Negro market.

One of every
four Detroit

families is Ne-

gro, with an

aggregate an-

nual income of

$700,000,000.00!

JIS, WCHB
National Representatives

Bob Dore Associates

Dora-Clayton (South)

1440
KC

WCHB
KEEPS ITS LISTENERS

ALL DAY LONG
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ONLY STATION
PROGRAMMING
TO PITTSBURGH'S

250,000 HIGH INC0ME

population NEGRO MARKET

PITTSBURGH.PA.

SIR WALTER
RALEIGH

PORKY
CHEDWICK

BILL
POWELL

CHARLES
GORDON
News Director

WALT
JONES

Merchandising
Manager

WAMO
PITTSBURGH 860 KC

.BERNARD HOWARD.
NAT'L. REP.

So far as Negro appeal radio goes,

here's what Liebmann has to say

about it: "We advertise Rheingold to

the widest possible audience, regard-

less of its composition. Since we can-

not get the largest market coverage

without appealing to the Negro seg-

ment of the population (particularlv

in New York), we naturally buy
Negro-appeal radio. In the New York
metropolitan area, for example, we
buy every station that appeals pri-

marily to this market."

Liebmann says the brewery take>

merchandising into account, but onlv

as a secondary consideration. As to

the question of whether to use e.t.'s

or give the personality a fact sheet to

embroider on, Liebmann notes.

"We're not committed either way.

We use both, depending on the par-

ticular situation." ^

DCSS
I Continued from page 91

matching the value of all merchandise

annually exported from the U.S.

A second incentive, possibly, is

the fact that the Negro is a "younger"

population: their median age being

around 24 years against approximate-

ly 31 for whites. To most marketing

men, as you know, anything suggest-

ing "young" usually brings lights to

their eyes and conjures up images of

heavy consuming potential customers.

The third point, which may be

more significant to the DCSS clients

mentioned above than to others, is

the fact that Negroes devote a higher

proportion of their budget to personal

care than do white people.

To reach this market it has been

our experience that one of the most

desirable avenues is radio. Interest-

ingly, the values of frequency and

efficiency while important, are not

the principal reasons for seeking the

Negro with this medium. DCSS
research has established the educa-

tional level of the nonwhite popula-

tion is appreciably lower than that

of whites. Additionally, it has been

learned that television ownership and

viewing is considerably less among
Negroes than whites relative to their

group size. The conclusions drawn

from these facts appear to indicate

that radio would have the greater

potential for effectively reaching the

Negro market.

In utilizing radio for DCSS clients,

advantages is taken (although not

exclusively ) of Negro personality

programs. We believe the Negro who
has established himself in his market

can lend an advertiser the importance

of his personality in two primary

ways: 1.) he can showcase the com-

mercial in his own style thus lending

a believeability and impact perhaps

otherwise not obtainable, and 2.)

through appearances with the trade

and as a personality within the mar-

ket he can lend an advertiser valuable

merchandising attributes.

It is to be remembered, of course,

that large and important as the Ne-

gro market is now, and increasingly

becomes, it is an advertiser's market-

ing strategy which determines the

desirability of directing advertising

weight specifically toward the Negro
market. For this reason a consider-

able number of advertisers continue

to use general media with the con-

fidence that they are nonetheless

covering a share of the Negro popu-

lation. While this is rightly so, it

does not take a fearless forecaster to

predict that as time goes by more and

more advertisers will direct at least

a portion of their budget especiallv

toward the Negro market. And it is

equally probable that a large «hare

of that "portion" will likely be in

radio. ^

THE STATIONS
[Continued from page 11)

to the Negro 24 hours a day, cites

these points of departure:

• Community service directed to

the Negro.

• The appearance of well-known

Negro personalities for interviews.

• Editorial features stressing Ne-

gro accomplishments in education,

medicine, literature, etc.

• Negro station personalities

(KGF.I's are all Negro but one).

• Experienced Negro program di-

rector.

It is not enough, obviously, just

to know in what direction to slant

your programing. There's change in

the air and many of the Negro appeal

stations are beginning to realize it.

Here's what WENN, Birmingham,

has to say:

"As the Negro improves his living

conditions, wages, education, he is

today demanding of his businessmen,

leaders and co-workers a better per-

formance. He is demanding a better

performance from the local Negro
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GET IT

FDR FOUR?

According to the latest Hooper, we
have half the Negro audience in

Shreveport. Our competitor tem-
porarily lias the other half. Their
one lime, one minute rate is $10.00.

Ours is $4.00. So, it comes down to

this: "Why pay ten when you can
get it for four?" The answer is, of

course, you won't! Check any local

merchant to pinpoint which sta-

tion has the BUYING half of the

audience! Write us foi N \MES,
not CLAIMS!

THER, TOO---

LOOK RT THE

TRERD!

The) said it couldn't be done . . .

they said we couldn't slay the

Giant. Look at the dramatic evi-

dence below of how we tumbled
the "giant" from his throne! The
projected line is the future . . .

the part you're buying for next
year!

21.0
20.0
19.

18.

17.0
16.0
15.0
14.0
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12.0
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10.
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KAN3 (Signed on 28 Oct. 58)

For a detailed story of our success,

please contact Bob W'ittig in New
York. Dora-Clayton in Atlanta, Har-
lan Oakes in Los Angeles or Dev-
ney, Inc.. in Chicago. Or call Glenn
Wilson. Manager, the originator of

Negro radio in Shreveport, with
over 30 years radio experience in

this market.

I. A \ It
1,000 WATTS

SHREVEPORT, LA.

"THE GIANT KILLER"

stations and only the stations which

fill these desires and needs of the

modern Southern Negro arc going to

succeed. No longer can you play

just Negro artist music and be suc-

cessful. You must give all special

events, give better radio station per-

formance, give news coverage, sports

coverage and discussion programs.

His radio station must keep abreast

of his position economically and in-

tellectually."

On a more restricted level, there

are signs that Negro stations are

smoothing out their sound. Sa\s

Walter Conway, manager of KDIA,
Oakland (formerly KWBR and now
a Sonderling station under common
ownership with WD1A, Memphis) :

"While rhythm and blues and gos-

pel music must and do remain basic

to our format. KDIA feels good radio

production is as attractive to our

market as it is to the general market.

Musical breaks, promotions, gim-

micks, etc., are geared to the sty le and

pace of the basic programs.

The continuing argument about

how to improve Negro-appeal pro-

graming probably cannot be settled

on a flat basis. What goes over in

one market may not please another.

Surveys can be held up to prove al-

most any point of view. A study

done for WCEC, Rocky Mount. N. C,

by the local high school showed a

heaw preponderance of opinion in

favor of rock 'n' roll—about 450

votes out of 625. Popular and re-

ligious music were poor runners-up.

In San Francisco a study done for

KSAN by Far West Surveys showed

17.3' y preference for rock 'n' roll

against 26.7' '< for "modern" music,

22.4'v for "popular" and 18.6$ for

"classical." Asked what kinds of new

programing they want, the KSAN
sample gave religious shows top pref-

erence.

Richard Stamz. WGES. Chicago,

d.j. feels that, except for New York,

rhythm & blues (which includes, in

his lexicon, rock 'n'n roll I dominates

Negro tastes all over the country.

New York, he said, is a jazz town.

As mentioned elsewhere in this is-

sue, the appearance of some well-

produced syndicated shows has at-

tracted the attention of a number of

national and regional clients. Jesse

Lewis, head of Jesse J. Lewis \ \--

sociates. a Negro firm specializing in

sales promotion and public relations

and a critic of "stereotyped" Negro

WGES
Established in 1924

There are only 10 cities in the
United States with a total

population greater than the
Negro population of Chicago-
land.

This is a big market
with big buying power in

a concentrated area.

The Negro population
of Chicagoland area is

now more than 7,000,-

000.

The buying power of

this responsive segment
is more than 3 4 billion

dollars.

WCES is the only full time

5000-watt Chicago station de-

voting a major portion of its time

to broadcasts directed to the Ne-
gro Market.

It takes WGES to reach
the Chicagoland Negro
Market!

The Negro personalities who
broadcast your advertising mes-

sage are experienced air sales-

men.

Richard Stamz
6:00 AM to 7:00 AM
12:00 Noon to 1:00 PM
Monday thru Saturday

Stan Ricardo
8:30 AM to 12:00 Noon
Monday thru Saturday

Norm Spaulding
2:00 PM to 3:00 PM
1 1 :00 PM to 1 2:00 Midnight
Monday thru Saturday

Al Benson
1:00 PM to 2:00 PM
3:00 PM to 6:00 PM
Monday thru Saturday

Roy Wood
9:00 PM to 9:30 PM
Monday thru Saturday

Sam Evans
9:30 PM to 11:00 PM
Monday thru Saturday

Sid McCoy
12:00 Midnight to 2:00 AM
Monday thru Saturday

WGES
First choice to sell the

Chicagoland Negro Market!

5000 Watts
2708 W. Washington Blvd.

Chicago 12, Illinois
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KXLW
1320 on the dial

eqroeiServing 285,000 f/t
v

in the -j/. oLouii area

with top personalities

for more than 13 ueari

Represented nationally by

BERNARD HOWARD & CO.

Beginning September 25,

WANN
with 10,000 Watts

becomes metropolitan

Baltimore's most powerful

Negro Program Station!

With WANN you'll get the metropolitan

Baltimore Negro market AND the rich,

responsive Negro Market of the entire

Chesapeake Bay area! WANN, with

10,000 watts, becomes the most powerful

and largest Negro Program Station in

the East!

Maryland's Capital
Station

ESTABLISHED
IN 1947

1190 On Your Dial

10,000 WATTS

P.O. Box 631, Annapolis, Maryland

Telephone: COIonial 3-2500

Represented by: Walker-Rawalt, Inc.

347 Madison Ave., N. Y. 17, N. Y.

programing opines,

"With the advent of such well-con-

ceived network package shows as

'Roy Campanella Show' and 'The

Jackie Robinson Show,' it might be

that the renaissance of Negro radio

will take place at the packaged level."

Another syndicated show appear-

ing on a number of stations is Ne-

groes on Parade, produced by Na-

tionwide Network. This firm, headed

by E. M. Glucksman, has had con-

siderable experience in making Ne-

gro shorts for movie houses and pro-

duced one of the first, if not the first,

Negro documentary on tv.

Negroes on Parade consists of five-

minute taped segments on negro

news, sports and homemaking. which

can be used individually or as a 15-

minute show. About two dozen sta-

tions are playing show currently.

The disc jockey and his records,

however, are the staple fare of Negro

radio. The d.j. of today is more of a

master of his trade than he was a dec-

ade ago. He is more hip to the ways

of the advertising world. He has

more polish and more education. He
is still often a colorful performer but

in the large markets, especially in the

north, has muted his style. Many
d.j.'s have made reputations in other

fields—such as sports or show busi-

ness—before making reputations on

radio.

A good example is Buddy Young,

pint-sized ex-pro football star, who
does five hours daily on WEBB. Balti-

more, during the week. A jive fan

and still associated with the Baltimore

Colts as assistant director of player

personnel, Young has become assist-

ant general manager of the station.

He is active in the community and

the subject of considerable press

publicity as an upstanding citizen.

Clients consider him a first-rate sales-

man.

Some Negro d.j.'s have been

around for more than a decade. Al

Benson of WGES started appealing

to cats about 16 years ago. Cliff

Holland recently celebrated his 14th

year on WOOK, Washington. A
graduate of Howard University. Hol-

land is program director of the sta-

tion.

Next in importance to this aspect

of Negro programing is the public

service or community relations side,

says BBDO's Clarence Holte. This is

a powerful element in causing the Ne-

gro to distinguish between Negro-

and general-appeal radio. In striv-

ing for Negro loyalty, the station

stresses the Negro's world and things

in it the Negro can be proud of.

Real controversy is usually avoided,

primarily because station operators

don't want to frighten off advertisers

—assuming they have a crusading

zeal in the first place.

A number of stations make special

efforts to get away from bland neu-

tralism. Obviously, this is more like-

ly to happen in the north and west

than south. WCHB, Inkster-Detroit,

collected funds for the bombed Clin-

ton, Tenn., high school. KSAN col-

lected 5,000 telegrams to protest vio-

lence in Little Rock.

One station, WLIB, New York,

went so far as to editorialize on the

subject of Negro living conditions

following an incident involving police

in Harlem. In a reasoned half-hour

presentation given by WLIB's George

W. Goodman, the editorial called for

a concerted campaign by all elements

of the community to "resolve the

problems of Harlem." This included

more and better public school facili-

ties, an end to rotation of police cap-

tains in the area, better health and

hospital services, better housing and

enforcement of housing laws and an

end to job discrimination.

The bulk of community service by

Negro-appeal stations has to do with

associating itself with community

projects and affairs and lending a

helping hand. Here's a list of activi-

ties during the past year or so by

McLendon Ebony's WOKJ, Jackson,

Miss., the group's headquarters: (ll

Organized help when a devastating

tornado ripped through Mississippi

early in 1958, 1 2 ) sponsors a soft-

ball team, ( 3 1 gives awards to top

high school students, (4) appeals for

blood donors, (5) helps feed needy

students, (6 1 established a job place-

ment service, etc.

While services like these have an

indirect effect on the advertisers who
use Negro-appeal stations, it's the

merchandising and promotion activi-

ties that are usually closest to the

clients' heart. These activities run the

gamut. They may be done with

varying degrees of efficiency but there

is no question about their variety.

Some of the more ambitious sta-

tions, now that home ownership is in-

creasing and Negroes are moving

into the suburbs, sponsor home prod-

uct expositions. ^
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THE ONLY STATION WITH 7 00% NEGRO PROGRAMMING

25 /. of CLEVELAND

is NEGRO!
They earn $285,511,750 Annually

or $3,723 per family

ONLY WABQ has the know-how,

PROMOTIONAL SUPPORT AND PROGRAMMING

TO EFFICIENTLY REACH AND SERVE THEM!

^ More Negro Church Broadcasts

^ More Live Negro Programs

^ More Proven Sales Plans

^ More Merchandising Support

^ Lowest Cost per 1000 Listeners

YOU NEED ONLY ONE MEDIUM TO

SELL THE VAST NEGRO MARKET IN

CLEVELAND . .

.

WABQ

TUSCHMAN BROADCASTING CORP.
2323 CHESTER AVE. • CLEVELAND 14, OHIO • CH. 1-7555

P. G. "Pat" Tuschman
President

Eugene P. "Gene" Weil

Vice President and General Manager

REPRESENTED NATIONALLY BY BERNARD HOWARD COMPANY, INC.



POSITION IN THE RICH

SAN FRANCISCO -OAKLANI

NEGRO MARKET..
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SAN WRITE KSAN
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S.F. FOR YOUR COPY

OF THE 1958

MARKET STUDY

"THE NEGRO

CONSUMER."
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